Contents

1 “Always on and Always in Touch’”: The New Buying Behaviour . . . 1
1.1 What Customers Want: The Mobile Universe. . ... .......... 1
1.2 Social: Internet and Social Networks as a Central Part of Life . . . . 3
1.3 Local and Mobile: Smartphones as Accessories for Shopping . . . . 5
1.4 SoLoMo: Key Issue for Future Commerce. . ................ 6
1.5 Future of Commerce: Challenge for Brick-and-Mortar Formats . . . 9

2 Social Commerce as Base Factor No. 1 for SoLoMo .. ........... 13
2.1 Importance and Significance of Social Media................ 13

2.1.1 Current Trend in Social Media. .................... 13
2.1.2 History and Phases of Social Media. . . .............. 15
2.1.3 Significance and Relevance of Social Media........... 16
2.1.4 Future Prospects for Social Media. ... .............. 16
2.2 Social Commerce as a New Form of Commerce............. 17
2.2.1 Special Characteristics and Relevance of Social
Commerce. ....... ... it 18
2.2.2 Stages of Development in Social Commerce. .......... 23
2.2.3 Categorization of Social Commerce................. 25
2.2.4 Future Prospects for Social Commerce............... 26
2.3 Manifestations of Social Commerce. ..................... 27
23.1 Socialization of E-Commerce...................... 27
2.3.2 Commercialization of Social Media................. 30
2.3.3 Facebook Commerce as a Hybrid Form of Social
Commerce. ......... ...ttt 33
2.3.4 Business Models for Social Commerce. . ............. 35
2.4 Changes in the Buying Process Due to Internet and
Social Media............. .. i 37
24.1 The NewBuyingProcess......................... 37
2.4.2 Customer Involvement in the Buying Process. . ........ 41
243 “Always-on” in Omni-Channel Use................. 43
24.4 Smartphone Usage and Smart Natives. . ... .......... 46
2.5 *“Always-in-Touch™ The SoLoMo Mindset. ................ 49
2.5.1 SoLoMo Usability..............ccciiiiiia.... 50
252 SoLoMoEfficiency.............. . . i, 50

|
Bibliografische Informationen digitalisiert durch E I NHLE
http://d-nb.info/1051866316 ‘f\BI THE



http://d-nb.info/1051866316

Xii

Contents

2.53 SoLoMo Communication..............c..ovuuun... 51

254 SoloMoConvergence..............ccoeuunuunnnnn 51
2.6 The Role of SoLoMo in Brick-and-Mortar Retailing. . . .. ..... 52
Location-based services as Base Factor No. 2 for SoLoMo. . . .. ... 55
3.1 Mobile Applications with Local Relevance. . ............... 55

3.1.1 Local Search Optimization ....................... 55

3.1.2 Bundling and Aggregation Platforms. . .............. 58

3.1.3 Local and Social Referral Marketing. . . ............. 60

3.14 LocalReal-time Offers. ......................... 62
3.2 Digital In-store Applications. . ............ ... .. ... ..., 63

3.2.1 Reinforcing Brick-and-Mortar Benefits as a Basic

Approach . ...... ... .. ... ... i 63

3.2.2 Gamification for Enhancing Experience. ............. 65

3.2.3 QR Scan Retail and Showrooming. . ................ 67

324 AR App Retail and In-store Navigation. . . . .......... 69
3.3 New Formats with Digital In-store Applications. ............. 71

3.3.1 Pop-up Stores by Online Retailers. . ................ 71

3.3.2 Flagship Brick-and-Mortar Stores with Digital In-store

Fittings. . . .. ... i e 73

3.3.3 Showrooming with Mobile Shopping Option. .......... 74

3.3.4 Renovation of Existing Formats with In-store Apps...... 76
34 Relevance to Situational and Real Environment as a Success

Factor. ... ... ... .. . e 71

3.4.1 Situational Adequacy and Potential in Mobile

Marketing . .. . ... 77

342 Situation-Oriented CRM......................... 81

3.4.3 Context-Sensitive Services and Localization Functions. . . 84

3.44 Bargaining and Couponing........................ 86
3.5 Dynamic Pricing and E-Payment with Local Relevance. . ... ... 88

3.5.1 Special Characteristics of Dynamic Pricing with Local

Relevance.......... .. .. .. i, 88

3.5.2 Virtual Coupons and Bonus Cards . . . ............... 90

3.5.3 Mobile E-Payment in Brick-and-Mortar Retailing . . . . ... 91

3.5.4 Integration of Mobile Pricing in the Multi-channel

Environment. . ........... ...t iiniiniininnenennn 93
3.6 Prospects for Brick-and-Mortar Stores and Potential of Location-

Based Services. .. ... ... ... i e 95
Mobile Commerce as Base Factor No. 3 for SoLoMo............ 101
4.1 Development and Future Prospects for Mobile Commerce . . . . . . 101

4.1.1 Development and Status of Mobile Commerce. ........ 101

4.1.2 Popular Applications in Mobile Commerce............ 106



Contents

xiii

4.1.3 Tablet Shopping and Future Prospects for Mobile

COMMEICE. . . ...ttt ettt et e i iiinnnans 107
4.1.4 Mobile Commerce Added Value................... 111
4.2 Technological Principles of Mobile Commerce. ............. 112
42,1 Mobile Transmission Technologies. . ............... 112
422 MobileDevices............ ... i, 114
4.2.3 Mobile Operating Systems. . ...................... 117
424 Mobile-Relevant Trends......................... 120
4.3 Business Models in Mobile Commerce. ... ................ 123
4.3.1 Prospects and Value Chains in Mobile Commerce. .. .. .. 124
4.3.2 Business Concepts in Mobile Business. . .. ........... 127
4.3.3 Telematics and Cross-technology Platforms in Mobile
COmMmMErCe. . . . ..ttt ettt 129
4.3.4 Websites Versus Applications/Apps. . ............... 130
4.4 Special Characteristics of Mobile Marketing. . . ............. 131
44,1 Specific Applications in the Mobile Marketing Mix. . . ... 131
442 mCRM: Customer Relationship Management in Mobile
COMMErICe. . . . ..t ittt 138
4.4.3 NFC: Near Field Communication in Mobile Commerce . .. 141
444 Mobile Viral Marketing. . ........... .. ... ........ 144
4.5 Forms of MobileCommerce...................cccoun... 148
45.1 Pure Mobile Commerce..............oviiia.oo.. 149
4.5.2 Cooperative Mobile Commerce. .. ................. 149
4.5.3 Multi-channel Mobile Commerce. .................. 150
454 Hybrid Mobile Commerce........................ 151
4.5.5 Vertical Mobile Commerce. . ..................... 151
4.6 Relevant Success Factors for Mobile Commerce. . . .......... 153
5 Study: Status and Potential of Location-based services........... 155
5.1 Concept and Objectives of the Study . . ... ................. 155
5.1.1 Initial Situation and Reason for Study . . .............. 155
5.1.2 kaufDAasanLLBSProvider....................... 155
5.1.3 Initial Positionand Core Issues. . . .. ............... 156
5.1.4 Study Design and Socio-Demographics. . .. .......... 156
5.2 Smartphone Ownership and Usage in Relationto LBS . ... ... .. 157
5.2.1 Ownership and Usage of Smartphones. . .. ........... 157
5.2.2 Planned Purchase of New Devices. ................. 159
5.2.3 Functions Used on Smartphones and Tablets. ... ....... 159
5.2.4 Channels Used for Product Information Searches . . . . . . . 161
5.3 *“So”: Social and LBS-Relevant Buying Aspects. . . .......... 161
5.3.1 Current and Future Information-Seeking Behavior. .. .. .. 162
5.3.2 Impact of Attractive Offers on Buying Behavior. . ... ... 163
5.3.3 Usage Locations for Information Searches. . ... ....... 164
5.3.4 Use of Social Media Channels for Local Offers. ... ... .. 165

5.3.5 Awareness and Expectations of LBS from a Social
Perspective. . ... ... ... 165



Xiv Contents
5.4 *“Lo”: Attraction and Usage of LBSatPOS. ... ............. 169
5.4.1 Attraction of Location-based services. . . ............. 169
5.4.2 Previous Usage of LBS and Frequency of Use. . . ... ... 170
5.4.3 Reasons for Using and Not Using LBS . . ............. 171
544 RelevantLBSContents. . ........................ 172
5.4.5 Interest and Buying Based on LBS Usage............. 173
5.5 “Mo™: MobileUsageof LBS. ............... . ... ... ... 175
5.5.1 Product Information Searches via Smartphones. ... ... .. 175
5.5.2 Prerequisites for Greater Use of Mobile Devices. .. ... .. 177
5.5.3 Requirements for Information Searches on

Mobile Devices . . .. ........ ... ... ... .. 180
5.5.4 Use of Smartphones/Digital Displays When Shopping. . . . 180
5.5.5 Preferences for Private or Provided Devices. .......... 181
5.6 Relevance of Results to Brick-and-Mortar Retailing. ... ....... 182
5.6.1 Differentiation of Customersand Users. .. ........... 182
5.6.2 Conclusions and Twenty Tips on Use of LBS. .. ....... 183

5.7 Comprehensive Recommendations for Brick-and-Mortar
Retailing. . . ... . . . i e 184
Bibliography . . . .. ... ... 187
Index. .. ... e e 203
Aboutthe Authors. ... ...... ... ... .. .. ... ... i i 205



