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[bookmark: _Toc224324601]1. Introduction
[bookmark: _Toc224324602]1.1 Background of the Study
Digital technologies have grown very fast, and this has changed the manner in which organisations communicate with their customers. Mobile marketing is one of the most significant tools for accessing consumers in the digital marketing channels. Mobile marketing is the marketing done using mobile gadgets like smartphones and tablets, including SMS marketing, mobile applications, push notifications, and location-based advertising. The intensive use of smartphones and mobile internet has provided new avenues that enable businesses to send personalised marketing messages to consumers (Van Veldhoven and Vanthienen, 2021).
Over the last few years, there has been a massive rise in the use of smartphones in different parts of the world, and mobile devices have been used as a major mode of online communication and digital interaction. The smartphones are often used by consumers to shop for products, use social media channels and interact with brands via the mobile applications. This has seen more organisations adopt mobile marketing approaches to engage customers, market products, and improve customer experiences. Mobile marketing helps businesses to provide real-time information, personalised offers and interactive marketing communication material that can alter consumer decision-making and purchasing behaviour (Daoud et al., 2023).
Customer interaction and retention is now key determinants of organisational success in a very competitive market. Customer engagement is the extent of interaction and involvement shown by consumers towards a brand, whereas customer retention is the capability of organisations to retain long-term relationships with their customers. Mobile marketing strategies are becoming increasingly important to businesses in a bid to enhance these results by establishing personal communication channels and enhancing customer relationships (Kumar and Upadhyay, 2025). Nevertheless, even with the increasing usage of mobile marketing, organisations continue to struggle to figure out how mobile marketing strategies affect customer engagement and retention in the long term. Thus, the study of the connection between mobile marketing, customer engagement, and customer retention would be significant both in academic research and business practice (Ejibenam et al., 2021).
[bookmark: _Toc224324603]1.2 Research Aim
This research paper will set out to discuss how mobile marketing affects customer engagement and customer retention.
[bookmark: _Toc224324604]1.3 Research Objectives
1. To determine the major mobile marketing techniques that organisations employ to communicate with their customers.
2. To examine how mobile marketing impacts customer engagement.
3. To investigate the impact of mobile marketing on customer retention.
[bookmark: _Toc224324605]1.4 Research Questions
RQ1: What is the effect of mobile marketing on customer engagement?
RQ2: How does mobile marketing affect customer retention?
[bookmark: _Toc224324606]1.5 Significance of the Study
The study is useful in creating knowledge about the importance of mobile marketing in developing consumer behaviour within the digital world. The results of the research will be useful to organisations and marketing managers who would like to improve customer interaction and develop long-term relationships with customers through mobile marketing strategies. Moreover, the research will add to the academic knowledge about digital marketing by looking at the correlation between mobile marketing, customer engagement, and customer retention in a modern business environment (Martínez-López et al., 2021).



[bookmark: _Toc224324607]2. Literature Review 
[bookmark: _Toc224324608]2.1 Mobile Marketing
According to Salesforce (2024), the term mobile marketing is used to describe marketing operations that are carried out using mobile devices like smartphones and tablets over the mediums of mobile apps, SMS messaging, push notifications, and mobile advertisements. It allows organisations to communicate directly with consumers via personal devices and is highly focused and real-time.
Tarnanidis (2024) states that mobile marketing has become a primary way of digital communication between organisations and consumers due to the increase in the use of smartphones and the availability of mobile internet. According to research, mobile technologies enable businesses to provide consumers with personalised content, location-based promotions and interactive marketing experiences that have a huge impact on consumer behaviour and decision-making processes.
Mobile marketing has a number of benefits over conventional marketing strategies. It enables companies to provide information on time, develop interactive customer relationships, and establish better relationships with consumers, by means of personalised communications. To give an example, push notifications and in-app messaging allow companies to interact with customers in real time, promoting products, services, or promotions (Deloitte Insights, 2024).
Also, mobile apps have emerged as a significant resource that companies can use to establish relationships with consumers in the long-term. According to van Heerde, Dinner and Neslin (2019), branded mobile applications have a high potential to improve brand interaction and consumer engagement, resulting in better customer relationships and increased marketing results.
[bookmark: _Toc224324609]2.2 Customer Engagement
Ng, Sweeney and Plewa (2020) observed that customer engagement is the degree of interaction, emotional bonding, and involvement that customers show to a brand or an organisation. Intrigued customers will engage more with marketing messages, exchange experiences, and build stronger relationships with companies.
Mobile technologies have increased the possibilities of engaging with customers in the digital environment. Consumers can engage with brands proactively and have an active experience by browsing products, reacting to offers, and engaging in promotional activities with mobile apps, social media integration, and personalised notifications (Amitrano, Spena and Bifulco, 2021).
Barari et al. (2020) emphasise customer engagement as an aspect that affects organisational outcomes. As an illustration, empirical studies indicate that customer experience and customer retention are enhanced by engagement through the use of mobile applications.
Furthermore, the research carried out by Ho and Chung (2020) on the topic of mobile commerce applications indicates that customer engagement is a major factor in building brand loyalty and promoting repurchase behaviour. As consumers engage with mobile platforms, they are likely to form a positive attitude towards brands and close ties with organisations.
Nanta et al. (2025) also stress that the interaction that occurs between digital marketing and customer loyalty can be mediated by digital engagement. That is, the marketing strategies impact customer behaviour mostly by enhancing the levels of engagement.
These results raise the issue of customer engagement being a key process by which mobile marketing affects consumer behaviour and long-term relationships.
[bookmark: _Toc224324610]2.3 Customer Retention
Customer retention is the capability of a company to retain its customers in the long term and motivate them to make recurring purchases. Maintaining existing customers is especially crucial to organisations since new customers may be very expensive to acquire due to the necessity to spend much more on marketing (Dwivedi et al., 2024).
Ho and Chung (2020) found that Mobile technologies are relevant in enhancing customer retention by allowing firms to have constant communication with customers. The businesses can promote repeat interactions and build customer relationships through mobile apps, loyalty programmes, and personalised promotions.
A study conducted by Son et al. (2020) on mobile loyalty applications reveals that mobile-based loyalty programmes have a major effect on increasing the purchase frequency and consumer spending. This implies that mobile platforms have the potential to enhance customer relationships and promote long-term retention of customers.
In addition to this, the research on digital marketing revealed that digital engagement and customer satisfaction have a significant impact on customer retention and customer loyalty. Customers will be more inclined to stay loyal to the brand if they have a positive experience with digital platforms. Thus, mobile marketing strategies have become more popular among organisations to boost their customer retention through the development of personalised customer experience, customer satisfaction, and constant interaction with customers (Nanta et al., 2025).
[bookmark: _Toc224324611]2.4 Theoretical Framework
There are a number of theories that can be used to explain the impact of mobile marketing on customer engagement and retention. The Technology Acceptance Model (TAM) is one of the most applicable models that describes the adoption and utilisation of new technologies by users. TAM indicates that people are more likely to use technologies when they consider them useful and simple to use (Musa et al., 2024).
According to Ngubelanga and Duffett (2021), when the mobile applications, ads, and notifications are valuable and convenient, consumers tend to interact with them more in the mobile marketing context. Research that has used TAM in mobile commerce environments shows that perceived usefulness and ease of use have a significant impact on customer interaction and satisfaction with mobile systems.
The other significant theoretical approach is the relationship marketing theory that underlines the need to establish long-term relationships with customers instead of only focusing on short-term transactions. Mobile marketing allows companies to engage in constant communication with their customers via individualised messages, loyalty programmes, and digital services, which enhance long-term relationships (Sheth, Parvatiyar, and Uslay, 2024).
Collectively, these theories can be used to explain how mobile marketing strategies can be used to drive customer engagement and eventually result in increased customer retention levels.
[bookmark: _Toc224324612]2.5 Research Gap
behaviour, there are a number of gaps in the literature. Most studies pay more attention to the influence of mobile marketing on purchase intention or customer satisfaction, whereas a smaller number of studies examine the simultaneous impact of mobile marketing on customer engagement and retention in the long-term (Ng, Sweeney and Plewa, 2020; Ho and Chung, 2020).
Moreover, recent studies tend to consider engagement or retention in isolation, instead of investigating the connection between the two outcomes in one conceptual framework (Barari et al., 2020; Nanta et al., 2025). With the ongoing development of digital technologies, the necessity to comprehend the impact of mobile marketing strategies on engagement and retention at the same time increases (Dwivedi et al., 2024).
Thus, the proposed study is going to fill this gap and analyse how mobile marketing affects customer engagement and retention and how the relationships between these variables may be approached in a modern digital marketing environment
[bookmark: _Toc224324613]3. Methodology
[bookmark: _Toc224324614]3.1 Research Design
The research will take a quantitative research design as a way of analysing the effects of mobile marketing on customer engagement and retention. The quantitative research is suitable since it allows the researcher to estimate relationships between variables with the help of numerical data and statistical analysis (Thomas and Zubkov, 2023). The research will be used to establish the hypothesis that the mobile marketing strategies can impact customer engagement and customer retention among mobile users.
[bookmark: _Toc224324615]3.2 Research Approach
The study will be deductive in nature, in which available theories and past studies' results will be incorporated to come up with hypotheses on how mobile marketing can relate to customer engagement and retention. The deductive research design is appropriate since the research aims to verify the proven concepts in digital marketing and consumer behaviour (Kumar, 2024).
[bookmark: _Toc224324616]3.3 Data Collection Method
An online survey questionnaire will be used to collect primary data. The questionnaire will be structured to have a series of questions that will gauge the perceptions of the respondents toward mobile marketing strategy, how much they are engaged with the content of mobile marketing, and their brand loyalty (Kumar, 2024).
[bookmark: _Toc224324617]3.4 Sampling
This study will have smartphone users as its target population since they are the ones who constantly come across mobile marketing content through advertisements, push notifications, and mobile applications. The sampling method that will be applied is convenience sampling because of time and availability. The number of participants to be surveyed is about 100-150 respondents (Ahmed, 2024).
[bookmark: _Toc224324618]3.5 Data Analysis
The statistical methods that will be applied to analyse the collected data will include descriptive statistics and correlation analysis. The SPSS or Microsoft Excel software will be used to analyse the data to determine the connections among mobile marketing, customer engagement, and customer retention (Lista, 2023).
[bookmark: _Toc224324619]4. Expected Findings
This study is meant to explore the influence of mobile marketing on customer interaction and customer retention. According to the reviewed literature, the impact of mobile marketing strategies on customer engagement and the level of customer retention is expected to be positive. According to past research, consumers are more likely to engage with a brand when using personalised mobile marketing features like push notifications, mobile advertisements, and loyalty apps (Van Heerde, Dinner and Neslin, 2019; Nanta et al., 2025).
It is presumed that mobile marketing policies that deliver customised content, appropriate communication and interactivity will result in a high customer engagement. Consumers who have regular contact with mobile marketing campaigns tend to have a stronger relationship with brands and have greater levels of brand loyalty.
Also, the research anticipates that customer engagement should be a significant link between the mobile marketing strategies and customer retention. By using mobile platforms to interact with brands, customers have a high chance of purchasing products or services and have long relationships with organisations. Thus, the results of the present study are likely to show that effective mobile marketing strategies can play an important role in enhancing customer engagement and customer retention.
[bookmark: _Toc224324620]5. Limitations 
Although this research could have many contributions, the study can be limited by a number of factors. One of the limitations is associated with the sample size with which the data were collected. The small size of the sample of respondents in the study will also limit the generalisability of the results to a broader group of people because of the time and resource limitations (Akanle, Ademuson and Shittu, 2020).
The other limitation is the convenience sampling. Although this is a convenient method of gathering data, sampling bias may occur due to the lack of representation of the participants in the wider population of mobile users. Also, the study will be based on survey responses collected through self-report, such that respondents might be biased in their responses by giving socially desirable responses instead of their actual views.
Lastly, the research will target general users of smartphones and not specific industries and organisations. Consequently, the results can fail to reflect industry-related variations in mobile marketing practices and their implications on customer behaviour.
[bookmark: _Toc224324621]6. Timeframe (Project Timeline)
The timeframe section shows a realistic time plan for the completion of the dissertation research project.
	Research Activity
	Timeline

	Topic selection and proposal preparation
	Week 1 – Week 2

	Literature review completion
	Week 3 – Week 5

	Research methodology design
	Week 6

	Questionnaire development and pilot testing
	Week 7

	Data collection
	Week 8 – Week 9

	Data analysis
	Week 10

	Discussion and interpretation of results
	Week 11

	Final dissertation writing
	Week 12 – Week 13

	Proofreading and final submission
	Week 14


This timeline is an orderly way of handling the research procedure and ensures that every phase of the dissertation is done in the stipulated time.


[bookmark: _Toc224324622]7. Conclusion
The proposed research is expected to explore how mobile marketing influences customer engagement and customer retention. The dynamic development of mobile technologies has changed marketing and opened new ways of business to communicate with consumers using personalised and interactive means of communication. The impact of these mobile marketing strategies on customer behaviour is critical to organisations that are interested in developing long-term relationships with their customers. The proposed research will be based on a quantitative research design through survey data that is to be gathered on smartphone users to test the correlations among mobile marketing, customer engagement, and customer retention. Through these relationships, the study aims to add to the available literature on digital marketing and offer useful information to organisations that want to enhance their mobile marketing practices. This research is likely to increase the level of knowledge about the possibility of utilising mobile marketing as an opportunity to reinforce customer relationships and increase customer retention strategies in the long run.
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Appendix 1: Gantt Chart
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