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As mobile devices are becoming popular, customers' shopping environments are also changing,
and companies are trying to diversify their marketing strategies. Especially, mobile messaging to
customers through their apps draws attention because it drives them to the stores and often makes
them to purchase more items. In these days, many companies are trying to optimize this
messaging effort by analyzing the customers' past store visits or purchase transaction history.
However, little has been understood about the actual effects of the mobile messaging both in
academic and practical context. Thus, this study tries to identify the effect of mobile messaging on
customer purchase decision making.

Precisely, the purpose of this study is to identify the key factors influencing the customers'
purchase decision making, by focusing on the characteristics of the mobile app advertisements
(such as information format, contents, timing of the message deliberations), customers' individual
characteristics (such as age, gender, product involvement, brand attitude), and purchase context
(such as customer location at the initial purchase, and items purchased).

Reviewing the relevant literature and observing the actual consumers' purchase decision making, it
constructed a research framework. More specifically, focusing on the customers' related
purchases, it tried to understand the effect of brand related information (such as brand promotion)
on customers' purchase decision making. Analyzing the actual purchase data obtained from a real
store, this study found that brand promotion does influence the customers' purchase decision of
the target brand items. Specifically, when customers purchase the target brand items, they are less
likely to purchase items in related product categories. Contrary to this, when they do not purchase
the target brand items, they are more likely to purchase items in related product categories. Based
on the findings, theoretical and managerial contributions are stated.
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Effect of Mobile Messaging on Purchase Decision Making: An Exploratory Research
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As mobile devices are becoming popular, customers’ shopping environments are also changing, and companies are trying to diversify
their marketing strategies. Especially, mobile messaging to customers through their apps draws attention because it drives them to
the stores and often makes them to purchase more items. In these days, many companies are trying to optimize this messaging effort
by analyzing the customers’ past store visits or purchase transaction history. However, little has been understood about the actual
effects of the mobile messaging both in academic and practical context. Thus, this study tries to identify the effect of mobile
messaging on customer purchase decision making.

Precisely, the purpose of this study is to identify the key factors influencing the customers’ purchase decision making, by focusing on
the characteristics of the mobile app advertisements (such as information format, contents, timing of the message deliberations),
customers’ individual characteristics (such as age, gender, product involvement, brand attitude), and purchase context (such as
customer location at the initial purchase, and items purchased).

Reviewing the relevant literature and observing the actual consumers’ purchase decision making, it constructed a research framework.
More specifically, focusing on the customers’ related purchases, it tried to understand the effect of brand related information (such as
brand promotion) on customers’ purchase decision making. Analyzing the actual purchase data obtained from a real store, this study
found that brand promotion does influence the customers’ purchase decision of the target brand items. Specifically, when customers
purchase the target brand items, they are less likely to purchase items in related product categories. Contrary to this, when they do
not purchase the target brand items, they are more likely to purchase items in related product categories. Based on the findings,
theoretical and managerial contributions are stated.
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