Mobile Marketing

In the last 3 years, mobile has become the greatest media for communication in India. Marketers are utilizing this to promote their service using mobile. Mobile advertising is a form of advertising where marketers target mobile users for marketing of their products and services.

While using traditional media of marketing such as print, television, etc, the marketers are not sure whether the consumer would take notice of the promotional campaign or not, the main advantage of mobile marketing is that since the marketing message is delivered on the mobile phone, a personal device, and the target respondent ends up taking notice of the campaign.

Mobile marketing services can be pull-based or push-based.

Push based mobile marketing: In this mode, the service providers send mobile-based advertisements to the users. Presently, this is the most popular mode of mobile marketing in India. Many companies are using this as an effective medium for reaching out to their users.

Pull based mobile marketing: In this, the users can access content by simply sending an SMS or calling a number. For example, such mobile marketing is adopted by Pepsi, Kwality Walls’ etc. the users are allowed to access the content available with the service providers.

 Drivers to the growth of mobile marketing

High penetration of mobile phones: Currently, there are 400 million mobile phone users in India. With such a huge subscriber base, mobile is a very effective medium for marketing goods and services to the end user. Mobile marketing would enable marketers to develop customized campaigns as per specific target respondents’ profile. This would increase the effectiveness of marketing.

Consumer oriented business model: Mobile marketing model is consumer centric. The telecom

Operators charge the marketers and thus the consumer is benefited. In some models, like mginger, etc. the consumer is even paid to receive advertisements on his mobile. This model would stimulate the growth of mobile marketing in India.

Usage of voice as a media for mobile marketing: Usage of Voice for mobile marketing would help the marketers to reach out to the rural subscribers also. This can be achieved with deployment of regional content for mobile marketing.
Some of the issues facing mobile marketing in India are:

Lack of customization of mobile advertisements: Mobile marketing is at a nascent stage in India. The current mass marketing efforts by the marketers are not generating the required impact among the

Consumers. The need of the hour is to have customized marketing of products and services as per the

Consumer requirements. Since this is a new concept, the stakeholders are playing safe by adopting mass marketing in the beginning.

High penetration of cheaper handsets: Presently, mobile advertising space in India is dominated by

SMS. Gradually, voice is also taking up. Parachute was among the first ones to use voice for mobile

Marketing. Reliance Mobile World users were able to listen to ‘Gorgeous Hamesha’ jingles through voice portal services. But development of video based mobile marketing has a long way to go in the Indian Market. This is due to the fact that the higher penetration of cheaper handsets restrains the growth of video based mobile marketing.

Limited usage of GPRS/WAP: Mobile Internet can be used as a very effective medium for marketing of products and services on mobile. This would enable users to view video as well as audio content. Limited GPRS usage is a hindrance to the growth of Internet based marketing on mobile phones.

Do-Not-Disturb Registry and spectrum requirements: The Do-Not-Call registry move by the

Government would hamper the growth of mobile marketing in India. It would restrain the service

Providers from using voice platform for mobile marketing. Also, using voice for mobile marketing would increase the load on the spectrum of mobile operators. 

Mobile marketing in India is growing and has huge potential in India. The increasing pace of adoption of mobile marketing by telecom operators and marketers indicates a bright future.

Mobile Banking

Mobile banking is the usage of mobile phone as a platform for banking transactions. The high penetration of mobile phones in India is the biggest driver for mobile banking in India. The Reserve Bank of India is in the process of issuing the final guidelines for mobile banking operations in India. Various banks such as ICICI, Barclays, etc, have already launched their mobile banking operations in India. A plethora of services are offered on mobile banking. In India, consumers look for value for money, which is the key for proliferation of mobile banking in India.

The various modes available to users for mobile banking are:

SMS: SMS is the simplest form of mobile banking. It is largely used for information-based services. SMS has the maximum reach amongst consumers since all the mobile phones support SMS. The premium SMS charges are charges from the end users. But, the biggest challenge in SMS based mobile banking is that, it is the least secure form of mobile banking.

Interactive Voice Response: IVR allows a caller to select options from a voice menu and interact with the phone system. The IVR system would then take the necessary instructions from the consumer by recording the tones of the number selections that the consumer enters on the key pad, or through spoken commands, and creates an instruction that is given to the service provider/bank. The security in IVR systems is relatively high than SMS.

USSD: In USSD, the interaction is in the form of a continuous session as opposed to SMS. USSD is

available on all handsets. Security in USSD is similar to IVR. Barclays’ have launched their mobile

banking services on USSD.
Wireless Internet Protocol: WAP is the usage of Internet on mobile for mobile banking applications. It is similar to Internet banking. The consumer’s handset needs to be WAP enabled. WAP banking is open to similar threats as Internet banking.

J2ME: J2ME has dual advantage. One, it can use GPRS, USSD or SMS to carry the consumer data/

instruction in an encrypted format. Second, it can be operator agnostic. J2ME applications are secure since the application resides on the handset.

SIM Application Tool Kit (STK): The SIM Application Toolkit allows for the service provider or bank to house the consumer’s mobile banking menu within the SIM card. Many mobile operators around the world for many applications, where a menu-based approach is required, such as mobile banking and content browsing, have deployed STK. STK is the most secure method of mobile banking. It allows the bank to load its own encryption keys onto the SIM card with the bank’s own developed application. Thus the consumer’s data can be stored on the SIM Card and the consumer can be authenticated on the handset prior to having to carry any data across the mobile network. The industry is optimistic about the usage of STK application for mobile banking.
Growth in the Mobile Banking market is driven by:

Convenience of banking operations: Mobile-banking services would help users to save time. It is

convenient for users to complete their banking transactions at the click of their mobile.

Greater reach to consumers: Limited number of branches was a deterrent for banks to increase its reach to its customers. With the usage of mobile banking, the banks can now increase their consumer base.

Integration of other m-commerce services with mobile banking: Slowly, banks are using mobile as

platform to enable users to conduct all their financial transactions. This would enhance the utility of

Mobile phones. Also, it would enable banks to provide better services to their consumers. This, in turn,

Would increase the effectiveness of banking operations.

Key challenges in Mobile banking

There are various key factors that have an impact not only on the adoption of mobile banking but also the design of mobile banking applications.

Security Concerns: The consumers are not confident about the security aspect of mobile banking. Since Indian consumers are still wary of the security in financial transactions, it is imperative for operators to emphasize this aspect.

Limited usage of GPRS: GPRS is a very effective channel for mobile banking. But the growth is

Restricted by limited usage of GPRS in the Indian Market. The consumers are not very well versed with data transmission channels.

Regulatory Impediments: RBI is in the final stages of formulating the guidelines for mobile banking in India. Since it involves security concerns from consumer perspective, a robust regulatory framework for mobile banking is imperative.

With the RBI regulations in the closet, mobile banking has a bright future in India. Now that the security concerns involved would be addressed, the mobile banking is bound to grow.
