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 INTRODUCTION 
 Mobile technologies have become more and 
more widespread as hardware technology has 
become less expensive and network infrastructure 
more accessible. Over the last decade, several 
innovative mobile services have grown 
enormously, such as short message service (SMS). 

The development of mobile technologies is 
visible through the penetration of mobile phones 
over the last few years; in 1997 about 215 million 
people used mobile phones, by 2001 this fi gure 
had grown to 961 million people and in 2003 
more than 1.16 billion people used mobile 
phones.  1   Currently, mobile technologies converge, 
providing new functionality and opportunities as 
well as new innovative areas for business 
development. As immediate consequences, mobile 
technology development and innovation has 
received more and more attention from both 
academia and industry. 
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 Such advances in mobile technologies and 
supporting network infrastructures create 
opportunities for mobile marketing. Simplifi ed, 
mobile marketing refers to marketing of services 
or goods using mobile technology. Examples of 
current mobile marketing often involve pushing 
information on promotion or discounting 
through SMSs to mobile phones of potential 
consumers in certain situations. Typically, the 
overall idea is that information can be better 
directed towards potential consumers by making 
the marketing location-sensitive or location-based. 
Location-based marketing can be highly relevant 
for local advertising; for example receiving 
information on train departures or arrivals at a 
train station.  2   

 When attempting to provide location-based 
services, physical context becomes vital. Marketing 
producers need to understand the physical 
context in which the consumer is located in 
order to provide relevant and timely promotion. 
As an example, pushing information on 
discounted tickets to travellers in a train station is 
only relevant and timely if the consumer is able 
to utilise the discounted offer. Several years of 
research on mobile technologies have shown that 
we need to distinguish between different kinds of 
mobility.  3   Mobility is highly defi ned by the way 
that a consumer is mobile and mobile marketing 
initiatives would benefi t from a better 
understanding of the consumer mobility. 

 This paper promotes a particular focus on 
mobile marketing namely marketing in the small. 
We denote this as micro mobility marketing. First, 
we introduce related work and outline our 
understanding of micro mobility marketing. 
Secondly, we illustrate micro mobility marketing 
through two cases of location-based services in 
retail supermarkets. Thirdly, we discuss our 
fi ndings in terms of known issues of mobile 
marketing.   

 MOBILE MARKETING 
 Mobile marketing originates from research on 
mobile commerce and marketing but still requires 
exploration in order to reach the necessary level 
of academic conceptualisation. Mobile commerce 
has attracted considerable attention and still does 

(see eg Senn,  4   Varshney  et al .,  5   Siau  et al .  6   and 
Varshney and Vetter  7  ). M-commerce has broadly 
been defi ned as  ‘ the use of mobile (handheld) 
devices to communicate and conduct transactions 
through public and private networks ’ .  8   

 Mobile marketing is a relatively new fi eld of 
interest.  9   Mobile marketing possesses great 
economical potential with an estimated spending 
of  $ 428.4m in 2007 in the US alone.  10   In this 
paper, we adopt the following conceptualisation 
where mobile marketing is defi ned as  ‘ using 
interactive media wireless media to provide 
customers with time and location sensitive, 
personalized information that promotes goods, 
services and ideas, thereby generating value for all 
stakeholders ’ .  2   

 Research within mobile marketing has been 
dominated by studies on push-based SMS 
marketing.  9   In push-based mobile marketing, 
advertisements get pushed to the mobile device 
of the consumer. Whether the user has accepted 
or not to receive these advertisements differs. This 
relates to permission-marketing, which is based 
on obtaining consent from the recipient in order 
to avoid spamming consumers that generally only 
leads to negative consumer perceptions of 
advertising. Examples of push-based SMS studies 
are Barwise and Strong  11   that explore the 
effectiveness of SMS marketing campaigns in 
reaching young adults in the UK. Heinonen and 
Strandvik  12   study consumer responsiveness to 
mobile marketing based on SMS advertising. 
Tsang  et al .  13   and Carroll  et al .  14   explore 
consumer attitude towards SMS-based mobile 
advertising and fi nally Dickinger  et al .  2   and Scharl 
 et al .  15   explore the potential of SMS-based 
marketing where both studies provide pointers as 
to what the success factors of implementing SMS 
marketing campaigns are. On the other hand, we 
have seen rather limited research on mobile 
marketing based on pull-based marketing 
strategies although examples of studies exist, for 
example Okazaki.  16   In pull-based mobile 
marketing, the consumer is in complete control 
of the ads he / she receives. 

 Common for these research studies is the 
fundamental focus on mobility in the large. Often 
these studies do not distinguish between different 
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levels of mobility and what implications this may 
have on the conditions for the mobile marketing 
solution and the resulting consumer use and 
perception. By mobility in the large we mean 
mobility without any physical boundaries. In 
other words, the interaction between the end user 
and the mobile marketing medium can take place 
anywhere and anytime. 

 In this paper, we explore mobile marketing in 
the small. We adopt the term  micro mobility  
inspired by the work by Luff and Heath as a 
descriptor for the type of bounded spatial 
mobility characterising two mobile marketing 
prototypes for retail supermarkets.  17   Mobility has 
been discussed and investigated in related research, 
that is, Kakihara and S ø rensen  18   present an 
overview of the various conceptualisations on 
mobility. They suggest spatiality (location), 
temporality (time) and contextuality (in what way, 
under what circumstances and towards which 
actors) as three different but related dimensions of 
mobility. Also, Luff and Heath  17   proposed  micro 
mobility  as being  ‘ the way in which an artefact 
can by mobilised and manipulated for various 
purposed around a relatively circumscribed, or  “ at 
hand ” , domain ’ . We adopt the latter defi nition for 
mobile marketing in the small namely micro 
mobility marketing.   

 MICRO MOBILITY MARKETING: 
TWO CASES 
 This section presents two different but related 
mobile marketing prototypes that serve as 
illustrative examples of micro mobility marketing. 
Both cases utilise mobile technologies that 
support the promotion of goods in retail 
supermarkets. Micro mobility is constrained to 
the activities taking place within a relatively 
circumscribed domain. 

 The prototypes were originally designed and 
implemented in two separate research projects and 
while sharing a number of similarities, they differ 
in marketing strategies and how they were 
evaluated through a series of consumer testing. 
But most specifi cally, the two cases are different 
in terms of mobile marketing according to their 
implementation of push and pull of information. 
As discussed above, issues related to permission 

and disturbance are important when producers 
promote services or products through mobile 
marketing. Fundamentally, information can either 
be pushed to the mobile devices or the consumer 
can pull information. Our fi rst case primarily 
illustrates a micro mobility marketing strategy 
using information pull while the other case 
defi nes a strategy using information push. We 
describe the fi rst case that implements mobile 
marketing through promotion and display of 
goods on an interactive interface mounted on a 
shopping trolley. Goods are promoted from a pre-
defi ned shopping list. Afterwards, we describe the 
second case where mobile marketing is based on 
consumer purchase history and goods are 
promoted and displayed according to expected 
preferences of the shopper. This prototype also 
utilises an interactive touch interface mounted on 
a shopping trolley.  

 Marketing context: A medium-sized 
retail supermarket 
 The physical context for both cases is a branch of 
the supermarket chain f ø tex located in Aalborg 
East, Denmark. This provides items primarily 
within food, but also electronics, clothes, etc. The 
supermarket is app. 3,500 square meters and 
contains 12 check-out points. 

 Prior to the design and implementation of the 
prototypes, we conducted a number of fi eld 
studies in f ø tex in an attempt to better 
understand mobility in this context. This was 
done by observing a number of shoppers while 
shopping in the supermarket. We observed how 
consumers would move around in the store and 
what products they looked for and put into their 
shopping trolley. Also, we observed the consumers 
while trying to locate different items from their 
shopping list. The fi ndings of these observations 
formed the design of the two prototypes for 
micro mobility marketing.   

 Case A: Context-Aware 
Shopping Trolley (CAST) 
 Our fi rst case outlines the Context-Aware 
Shopping Trolley (CAST). CAST supports 
shopping by promoting products in the 
supermarket and through guidance on how to 
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locate these products. Products are visually 
displayed on the trolley-mounted screen with a 
photographic picture and the product ’ s physical 
location in the supermarket (see  Figure 1 ). 
Products will be chosen for the display from a 
specifi ed shopping list. CAST implements a pull-
based strategy where shoppers can request more 
information on products or on additional 
products than specifi ed in the shopping list. 

 From our initial empirical investigation, we 
found that supermarket shopping often involves 
specifi ed shopping from a shopping list where 
consumers more or less have pre-selected items to 
be bought. Hence, the primary task of the 
consumer was to locate and buy items specifi ed 
in the shopping list. The list provides a reference 
for the consumer where he / she can see what 
needs to be done before their task is considered 
complete. In order to support the consumer in 
this way, we update the list when an item is 
collected and placed in the trolley. The system 
also calculates the sub-total for all collected items. 

 For grocery marketing, we sought to utilise 
location in several ways by integrating the 
location of consumers, products and shelves, and 
also the spatial relations between them. A map 
offers the consumer a resource for physical 
orientation by outlining a blueprint of f ø tex 
illustrating the layout of the shelves and aisles. 
The items on the shopping list are represented 
with icons corresponding to those displayed in 

the shopping list to aid recognition. Finally, the 
position of the consumer is also indicated on the 
map. As the consumer moves around, the map is 
automatically updated and the shopping list 
reorders according to product proximity. 

 In addition to supporting consumer location 
awareness, CAST promotes products in close 
proximity. Getting close to a specifi c product, the 
system sends an audio alert through the user ’ s 
headset and displays a list of nearby products. By 
tapping an item in the screen, its position is 
illustrated on the map. In this state, only products 
that are considered nearby (ie listed in the popup) 
are shown on the map; all other icons are 
temporarily removed to reduce complexity. To 
achieve this functionality, each product was 
associated with a rectangular area of the shop 
fl oor where the product is considered nearby 
( Figure 2 ). 

 CAST targets the supermarket products to 
the consumer in multiple ways: (1) location of 
products, (2) visual appearance of products, 
(3) existence of relations between products and 
(4) information about products. The basic 
functionality combines the fi rst two dimensions 
by providing a photograph of nearby products. 
CAST supports the consumer ’ s knowledge of the 
existence of and relations between objects by 
showing products similar and related to those on 
the shopping list. The consumer can select an 
item from the shopping list to view a list of 

  Figure 1  :        Illustrations of CAST in use. The visual appearance of items from the shopping list is shown on the touch screen and 
the location of products in close proximity of the consumer is visualised  
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alternative products. The user can select an 
alternative product, displaying its picture, and 
view more detailed information related to the 
product. This functionality has been included for 
multiple purposes  —  it facilitates more traditional 
 ‘ information pull ’  interaction with CAST and 
thus allows the system to be useful in cases where 
its own recommendations are deemed otherwise. 

 CAST provides descriptive information about 
products by allowing the consumer to view 
information about any product. This information 
is displayed in a panel that pops up from the 
bottom of the screen, and covers the map. This 
panel can be called from either the nearby 
products popup, or the alternative products popup. 
We note that there are some abstraction 
challenges inherent to designing a shopping aid 
system like CAST with regard to products. CAST 
implements two levels of product generalisation 
 —  specifi c products (eg Gillette Pure Gel) and 
product groups (eg Shaving Gel). In the event 
that a product group is entered in the shopping 
list, all the products in that group are displayed 
when they are nearby. For instance where  ‘ Bacon ’  
is an item on the shopping list, and the shopper is 
near the bacon products, he / she is shown the 
various types of bacon on offer.   

 Case B: Personal Shopping 
Assistance (PSA) 
 Our second case outlines the Personal Shopping 
Assistant (PSA). PSA is a mobile prototype and 
supports the shopping experience in supermarkets 
by continuously monitoring consumer behaviour 
to enable the pushing of product ads. More 

specifi cally, the primary service delivered by the 
system is to deliver relevant product information 
to customers based on personal preferences when 
and where the need arises. Specifi cally, relevant 
advertisements are dynamically and visually 
displayed for each customer as she moves around 
in the store. 

 We have designed PSA from a three-folded 
marketing perspective. First and foremost, the 
system is designed to create improved shopping 
experiences for consumers as PSA, continuously 
during shopping, provides shoppers with tailored 
promotions and marketing of supermarket 
products, that is, groceries. Secondly, while the 
primary focus is on the consumer, it is expected 
that advertisements presented at the right time, 
the right place and to the right consumer will 
create increased sales. Hence, the system also 
carries a strong business incentive for 
implementation. Thirdly, PSA provides potentially 
a platform for manufacturer advertisements. 

 In the following, we will illustrate PSA through 
a simple use scenario. A consumer needs new 
groceries. She logs in to her personal web 
shopping account from her PC, (illustrated in 
 Figure 3 ). The web account includes a range of 
features, with the central ones being: altering her 
personal profi le, managing (create / edit / delete) 
shopping lists and view historic data of her 
previous purchases from the supermarket. Having 
created a new shopping list, she drives to the 
supermarket. Arriving at the supermarket she 
takes a shopping trolley on which an ultra mobile 
PC (UMPC) together with a touch-screen and an 
attached bar code reader has been mounted. She 

  Figure 2  :        Screen shots from CAST where products are illustrated through images and their physical location in the supermarket  
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swipes her personal PSA plastic shopping card 
through the barcode reader on the UMPC and 
her profi le is instantly and wirelessly validated by 
the PSA system running in the supermarket. 
Upon personal validation, the most recent 
shopping list is displayed on the screen of the 
UMPC (illustrated in  Figure 4 ). 

 The displayed shopping list provides the 
consumer with a checklist on the groceries to 
purchase. Besides the view of the shopping list, 
the prototype also provides secondary features 
such as a graphical display of the store plan, a 
price check function and a cookbook that 
suggests recipes based on what has been put 
into the shopping trolley. 

 Taking the fi rst product on the shopping list 
from the shelf and scanning the product ’ s barcode 
with the bar code reader attached to the UMPC, 
the PSA system instantly locates the position of 
the shopping trolley. From the location of the 
shopping trolley, the PSA system automatically 
displays advertisements for products in close 
proximity. The display of advertisements is not 
pre-defi ned, but is dynamically selected at the 
back-end of the system by analysing the historical 
data on the customer ’ s previous purchases. The 
advertised product should therefore appeal to the 

customer as they become meaningful in the 
context that the customer is now in. That is, 
advertisements are displayed at the right place, at 
the right time and to the right customer. When a 
product has been put into the trolley, the item is 
stroked through on the shopping list, indicating 
that it has already been picked up. The shopping 
list is edited as new products not initially on the 
shopping list are added to the trolley or when an 
item is discarded. As products are added, items on 
the shopping list are checked and a total is 
calculated based on the items in the shopping 
trolley. At checkout, the items are paid for and 
the PSA system adds the items to the personal 
archive of previous purchases. 

  Figure 4  :        UMPC user interface showing the most recent 
shopping list  

  Figure 3  :        Web user interface for a given consumer ’ s shopping account  
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 Data mining techniques were used for 
analysing customer patterns when shopping; and 
stored procedures were extensively used for 
optimising performance for accessing, creating, 
updating and deleting product and advertisement 
information in the back-end. The implementation 
has involved development of various software 
components all with the ability to integrate with 
existing enterprise IT in a supermarket. A 
complete overview of the different parts of the 
system and how they are connected is depicted 
in  Figure 5 .    

 DISCUSSION 
 We have suggested  micro mobility marketing  as a 
way of defi ning the mobile marketing in the 
small. We based our understanding of micro 
mobility marketing on the defi nition of mobile 
marketing,  2   combined with a defi nition on 
mobility in the small.  17   We presented two mobile 
marketing prototypes that served as illustrative 
examples of marketing in the small. Both cases 
utilised mobile technologies to support marketing 
of goods in a retail supermarket. Micro mobility 
was constrained to activities taking place within 
a relatively circumscribed domain. The two 

prototypes utilised different marketing strategies 
enabling pull- and push-based interaction. Both 
strategies, however, sought to facilitate mobile 
marketing in the small by promoting supermarket 
products on the screen based upon consumer 
interaction and movement in the store. Both 
prototypes were tested in a number of empirical 
evaluations with the objective of assessing the 
potential of mobile marketing in supermarkets. 

 Two issues seemed to strongly characterise the 
investigated domain of micro mobility marketing. 
First, the location exhibits clear boundaries where 
it is clear when shoppers are inside the 
supermarket and when they are outside. The 
location is relatively accessible and is 
circumscribed as defi ned by micro mobility. 
Second, the task is relatively clear namely to fi nd 
and buy a number of products. Hence all 
shoppers shared the same objective, but they may 
have had different strategies when completing the 
task. Some shoppers have a pre-specifi ed shopping 
list that strictly defi nes their task while other 
shoppers pursue a more browse-like strategy 
where the activity in itself identifi es the products 
more dynamically. But from an overall perspective, 
their basic task can be considered the same. In 
the following, we will discuss the two mobile 
marketing prototypes in terms of key issues of 
mobile marketing namely permission and 
disturbance, content and context and user 
experience and usability. This is not meant as an 
exhaustive list, but merely an important list of 
relevant issues.  

 Mobile marketing: Permission 
and disturbance 
 Mobile marketing inherently adopts challenges 
related to the user  —  mobile device interaction. 
As providers of marketing and promotion seek to 
sell goods or services, they need to capture 
consumer intention through the mobile device.  19   
Two key issues regarding capturing consumer 
attention in mobile marketing are permission and 
disturbance. 

 Permission-based marketing is a nontrivial 
concern in mobile marketing.  19 – 21   How do the 
marketing providers obtain consumer consent to 
send ads? One approach is to ensure a reward 

  Figure 5  :        An overview of the PSA system architecture. The 
grey area illustrates the existing IT infrastructure in the 
supermarket  
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scheme for the consumer, that is, access to free 
extra services. In our two cases, the role of 
permission differs. First, in the CAST prototype 
the permission to send additional product 
information (ads) to the customer is explicitly 
given the moment he / she specifi cally requests 
related product information. In the PSA 
prototype, customer permission is implicitly given 
the moment the customer signs up for a personal 
account. Tentative results from the empirical 
evaluations indicate that our consumers did not 
fi nd this to be a severe problem. By entering the 
supermarket and using either of the two 
prototypes, the consumers indicated that they had 
implicitly given consent to receive ads about 
supermarket products. We would have to stress 
that only ads relevant to the context and task 
were promoted during our evaluations. The task 
is to shop in a supermarket and the location is 
bounded by the physical structures of the 
building. Knowing the location and the task 
makes it possible to provide value-adding 
information fi tting to the context in which the 
user resides. Finally, we would like to stress that 
the two prototypes could be adopted for 
competing marketing strategies between different 
manufacturers that could affect consumer 
acceptance as several of our consumers indicated 
strong bias towards various brands. 

 Another important issue related to the 
capturing of consumer attention is disturbance 
(and acceptance). These issues primarily concern 
the assessment of maximum consumer disturbance 
levels with marketing content while still being 
accepted by the consumer.  12   In our two cases, 
disturbance and acceptance relate to the 
consumer ’ s perception of (1) the frequency with 
which the prototypes push product information 
onto the mobile device (ie, the UMPC) and (2) 
the relevance of the advertisements. Our PSA 
consumer was disturbed each time she came in 
proximity of a product on her shopping list or 
when approaching products fi tting her. The level 
of disturbance was therefore tightly bounded to 
the items on the shopping list. In addition, it is 
important to note that the content  ‘ disturbing ’  the 
customer is personalised and tailor made to fi t the 
specifi c user. One implication of this may be that 

the accepted level of disturbance for a user may 
be higher than usual. The frequency of 
disturbance was actually tested for the CAST 
consumers. Archetypes of customers tested the 
prototype in the supermarket and as the users 
moved around in the supermarket, the level of 
interruption was deliberately increased. Customers 
were notifi ed of related products by audio 
notifi cations. In the test we received no negative 
feedback on the level of disturbance. Instead, users 
perceived the disturbance as helpful and value-
adding in the context of navigating and shopping 
in the supermarket. Several of our consumers 
indicated, however, that the novel effect of simply 
using the system was positive and rewarding.   

 Mobile marketing: Content 
and context 
 While permission and disturbance constitute two 
highly relevant issues for mobile marketing, 
providers of marketing campaigns must provide 
relevant and interesting content to the mobile 
consumer and they have to consider the context 
of the marketing campaign as well. 

 The content of mobile marketing ads is highly 
relevant and necessary in ensuring customer 
acceptance and responsiveness to the presented 
marketing campaign.  1,12,22   Based in micro 
mobility marketing where the primary user task 
was known, this issue becomes much less 
problematic for our consumers. The CAST 
prototype provided relevant information through 
immediate on-screen display of products related 
to the items in the shopping list and to the 
location of the trolley. In the PSA prototype, 
an extra dimension of content relevancy was 
added namely personalisation of content. The 
personalisation of content is based on three 
things: (1) the current location of the shopping 
trolley, (2) historic data on the customer ’ s previous 
purchases and (3) items on the shopping list. 
Dwelling on the two approaches for delivering 
relevant content, the PSA prototype clearly 
provides the most advanced scheme for serving 
relevant content, hence, also the one most likely 
to experience success. Thus, our initial fi ndings 
showed that the predefi ned consumer task in 
supermarkets tailored the content of the 
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marketing ads in the two prototypes, and none 
of our evaluation participants questioned the 
relevance of the content. 

 Context defi nes the effectiveness of the mobile 
marketing campaign as it depends on the ability 
to provide the consumer with adverts at the right 
time and at the right place.  22   Given the well-
defi ned and delimited spatial location in our cases, 
we identifi ed no major concerns related to 
context relevancy. We found that the 
circumscribed domain characteristics of micro 
mobility marketing solved some of the 
fundamental challenges of mobile marketing. In 
particular, the physical location of the marketing 
campaign is well known and well defi ned; 
shopping is taking place only in the store. But, 
on the other hand, location is not only the same 
location within the store as the supermarket was 
divided into separate segments of items. Temporal 
aspects were only limited integrated into the 
prototypes. Both prototypes considered when to 
promote goods or campaigns on the interactive 
screen while shopping in the supermarket. Our 
cases, however, did not integrate additional issues 
related to temporal aspects.   

 Mobile marketing: User experience 
and usability 
 As mobile marketing utilises emerging and 
contemporary information technologies, aspects of 
user experience and usability become crucial as 
consumers interact with these technologies. 

 The perceived user experience of the mobile 
marketing solution has a direct effect on its 
success.  22   User experience is often diffi cult and 
challenging to measure and we only have limited 
empirical evidence on user experience for our 
two prototypes. Our users, however, were 
generally quite positive towards the idea of 
interacting with a mobile interactive technology 
mounted on the shopping trolley. Most stated that 
this in itself contributed to a higher shopping 
experience and thus had a positive impact on the 
user experience. Furthermore, several consumers 
indicated that they were very or somewhat 
positive towards receiving ads or campaign 
information on such mobile marketing devices as 
it could potentially improve their shopping 

activity with respect to either saving money or 
locating new exciting products. Hence, the added 
value of the two prototypes was rather clear. But 
the user experience was diffi cult to fully examine 
as several of our test users stated that simply just 
using new interactive media during shopping was 
exciting and rewarding. 

 The consumer needs to perceive the mobile 
marketing channel as usable and not intervening 
with important matters. It has to be immediate.  22   
Like some of the other characteristics of mobile 
marketing, usability and immediacy were generally 
high in the two cases as the promotion and 
campaign information implicitly or explicitly 
supported the task at hand for the shoppers. In 
CAST, the mobile marketing of items supported 
the shoppers in identifying and locating the items 
within the supermarket. Our study showed that 
consumers had diffi culties in recognising and 
locating products in the supermarket and the 
CAST prototype assisted the shoppers in solving 
these challenges. On the other hand, several of 
our test consumers had minor diffi culties when 
interacting with the mobile prototype, for 
example the accuracy of the map proved to be 
rather important as the users attempted to create 
mental models of the map.   

 Mobile marketing: Micro 
mobility marketing 
 Our work on mobile marketing in the small 
seemed to solve (or at least address) some of the 
fundamental issues of mobile marketing. Especially, 
issues concerning permission and content 
regarding mobile ad campaigns were less 
problematic for micro mobility marketing as the 
consumers in our study had already accepted the 
engagement. Also, relevancy in terms of targeting 
ads to relevant consumers was substantially 
achieved through knowing user task and 
assignment and also through profi ling of the 
consumer. Thus, our fi ndings indicate that micro 
mobility marketing can support providers of 
mobile marketing campaigns with valuable 
guidance on specifying consumer behaviour in 
terms of tasks and the intended context of use. 

 We are, however, aware that several other 
domains could provide more diffi cult challenges 
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in defi ning user tasks and contexts and thus, it 
becomes increasingly harder to defi ne the scope 
of micro mobility marketing.    

 CONCLUSION 
 Mobile marketing refers to marketing of services 
or goods using mobile technology and mobile 
marketing holds potentially great economical 
opportunities with an estimated spending of 
 $ 428.4m in 2007 in the US alone.  10   We have 
tried to contribute to a more nuanced 
understanding of mobile marketing by suggesting 
a focus on mobility marketing in the small. We 
denote this  micro mobility marketing . Micro 
mobility marketing is different from traditional 
large-scale mobile marketing campaigns in that it 
is characterised by a spatially bounded area in 
which it is to be carried out. We exemplifi ed 
micro mobility marketing by developing two 
mobile marketing prototypes for a medium-sized 
Danish supermarket. 

 The two prototypes are based on either a 
push-based or a pull-based marketing strategy. By 
relating the prototypes and their user evaluations 
to central concerns synthesised from the research 
body of mobile marketing, we fi nd that in micro 
mobility marketing some of the issues 
traditionally found in the mobile marketing 
literature become almost irrelevant, signifi cantly 
increasing the chances of a successful marketing 
campaign. Micro mobility marketing has shown 
potential, but needs further conceptualisation and 
in-depth user studies need to be conducted in 
order to further validate and explore this new 
form of mobile marketing.     
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