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“Search has been a human activity since creation”

(Agyepong et al. 2011, p. 108)



Abstract

The remarkable spread of the Internet has generated new opportunities for companies to
promote themselves and communicate with their customers. The most used Internet service
of finding information today is search engines (e.g. Google, Bing, Yahoo) were almost three
million searches are preformed every minute worldwide. This trend has led to an importance
for companies having their websites visible on these search engines. In addition, people tend
to be more and more on the go and are searching with their smartphones instead of traditional
personal computer (PC). Meaning that companies’ websites can be available for customers 24
hour a day, 7 days a week, independent on customers location. Consequently, companies
have the possibilities to reach the attention of customers when they actually search for a

product/service and are therefore most likely to purchase.

In this thesis a marketing strategy has been developed for managers regarding how to master
this new communication tool, in order to reach success and competitive advantage. This
strategy was developed by investigate in what characteristics and functions users desire when
searching with their smartphone. Together with three hypotheses tested if the perceived user-
friendliness, relative advantage and compatibility within mobile search have a positive affect

on the intention of use this new technology.

In this bachelor thesis a survey was conducted among people in generation C living in
Sweden, which resulted in 397 completed responses. The hypotheses were tested with use of
a regression analysis and the findings were that the relative advantage and compatibility in
mobile search has a positive affect on the intention of use. Therefore, this thesis suggests
companies to develop their mobile search engine marketing strategy with the aim of
delivering value and satisfying the customer. Moreover, this thesis recommend managers to
keep their mobile website quick, relevant and making sure having valuable and informative
information about their business in the description text visible to users in the search engine

hit list.

Finally, the majority of the population does already act on this new market and it is therefore

of great importance for companies satisfying these users in order to stay competitive.

Keywords Marketing strategy, Mobile marketing, Mobile search, Search Engine Marketing
(SEM), Search Engine Optimizing (SEO), Innovation diffusion theory (IDT)
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1 Introduction

This chapter present an introduction concerning the subject of interest in the study, followed
by a discussion of the problems that should be investigated. Further, a purpose of the study is
presented together with research questions. Finally the delimitations, objectives and outline

of the thesis are presented.

1.1 Marketing development

Today the number of companies who enters the market are increasing and the market are
becoming more crowded than ever before. A consequence of this is that the competition on
the market becomes more intensive. Therefore, it becomes even more important for
companies to promote themselves and being visible, in order to reach customers attention.
Marketing strategies have to be adapted to the new market and the new marketing approach
has developed from having a mass marketing approach into understand the importance with
getting a relationship with the customers (Gronroos, 2009). Further, it is also essential for
companies adapting their marketing strategies for the new technological society (Porter,
1985). Small handheld devices such as mobile and smart phones are a technology that is
growing fast and likewise the ability to get web access from these devices (Jones et al. 2003).
Trough this increasingly growing industry the mobile marketing has developed into an
important area for companies to consider (Leppidniemi and Karjaluoto, 2008).
Simultaneously, customers have developed their purchase behavior and the importance to
satisfy customers and build a relationship has become even more important. The mobile
technologies facilitating for companies working with creating and maintain relationship with
customers, and it provide an opportunity for customers to easily come in contact with
company’s. Contrary, companies gets the ability to reach the customer were they are attend

and act (Gronroos, 2009).

A marketing approach that has been growing and reached great success the last decades is
search engine marketing (Feng et al. 2011). In this area, companies have the ability to be
visible when users are searching for a specific product or service for instance. Search engine
is therefore a marketing tool for companies to communicate with the potential customers

(Dincer, 2011). In 2009 the number of web search reached 131 billions, that number



increased with 46% over 2010 and that testifies that 4 billions of search takes place every

day, which means almost 3 million search is preformed every minute worldwide.

1.2 Increasing popularity of mobile search

The marketplace of search engine has in the recent years developed to become a mobile
phenomenon called mobile search, which has increased in consistence with the propagation
with the mobile devices. Trough this development, this phenomenon has captured the users
and become a part of many people’s lives (Feng et al. 2011). In addition, mobile search has
become one of the primary information sources for many users and an irreplaceable tool to
find information worldwide (Kumar and Lang, 2007). This new mobile search market has by
that become a competitive marketplace were actors competing to be visible in the most
attractive places, by optimizing their websites (Sen, 2005). It has also become a tool to reach
the customer anytime, independent on location (Choi, 2007; Iwata et al. 2011). Mobile search
is a service, which encourages the user to impulse purchase and in the view, it is a way to
reach the customers when they are most likely to purchase. Moreover, mobile search has got
much positive attention from the giants in the area of search providers and from the general
public. (Agyepong et al. 2011). As the mobile Internet is spread consistent with smartphones,
it is expected that mobile devices will become the primary choice for users to get web access,
within the next few years (Feng, 2011). Although, different improvements in mobile search
have been made, there is a still improvement that needs to be done, and in particular the
service has to be adapted to the user (Church and Smyth, 2008). It can be challenging for a
company when trying to satisfy a user’s requirements and expectations nonetheless they have
to work with more limited capacity in smartphones. However, mobile search continue to
grow continuous which opens opportunities for companies to promote and communicate
within this field. Therefore, this study will focus on how companies should improve their

websites for handle this new technology.

1.3 Problem discussion

The remarkable increase of users in the mobile search engine market has resulting in an
important part of the mobile marketing. Even if this market is recognized as very important,
both now and in the future, it is still companies that have not sufficiently understand the
importance of this channel (Leppéniemi and Karjaluoto, 2008). The mobile search was born
out of the ordinary web search that also has increased to being an enormous market.

Moreover, after web search became mobile, the mobile search has developed into an
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important tool in many users everyday life. Mobile search has evolved into one of the main

drivers for mobile Internet usage.

This search tool can be used as a personal tool and the search system can be optimized and
customize to the specific user (Feng et al. 2011). Church and Oliver (2011) mean that to
succeed in creating an advantageous mobile experience it is critical to get an understanding
of mobile users needs and desires. Although, it is essential to collect knowledge about what
users of mobile search need and desire in order to satisfy the users, this is also important
when wanting to succeed providing a personalized and effective mobile search service.
Additionally, there are different types of issues that have to be managed in order to provide
this effective mobile search. One issue to handle is the small screen size and limited capacity
of smartphones (Church and Smyth, 2008). Additionally, the users for these types of service
are becoming increasingly connected and are more one the go (Westlund et al. 2011).
Following that, Chae and Kim (2004) further claim that users of mobile search often are
under time pressure and they want their desire information immediately. These users are also
less permissive for errors and problems with the function. This requires that the user will find

the information fast and easy when the do the mobile search (Liu et al. 2010).

Further, Church and Smyth (2009) states since the users of mobile search usually search
when they are on the move. It is important for companies adopt their marketing for the
transformed user and additionally customize their offerings in mobile search. Westlund et al.
(2011) further state that it is important that the mobile search service is useful for the one
who use it but also that it is easy to use without putting much effort into it. This increase the
importance to get knowledge of which characteristics that is important for users of mobile
search and which functions that is important or more or less vital. A fundamental part of a
user’s perception of a mobile search is that they often compare and assessment the mobile
searches with ordinary web search on a computer. A mobile has in comparison with a
computer a more limited capacity with for instance a smaller screen and keyboard (Westlund
et al. 2011). Therefore, the objectives in this study is to investigate and get an understanding
of what characteristics and functions that users of mobile search think is most important. In

particular, given that the population become increasingly connected and one the go.
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1.4 Purpose
The purpose of this study is to estimate why and how companies should adapt their marketing

strategy to the mobile search engine market.

1.5 Research question
* What characteristics are important for users in mobile search?

* What functions are important for users in mobile search?

1.6 Delimitations

Due to the fact that the population using mobile search is huge and are growing, it was not
possible to investigate in and reach everyone in one single study. Therefore, the delimitation
that has been done in this study is that the questionnaire was only sent out to people currently
living in Sweden. This geographical delimitation of the study came up in order to provide
higher response rate, since the authors are located in Sweden and are familiar with the

channels to reach the respondent effective.

1.7 Objectives and expected contribution

Through out this thesis the authors’ intention was to contribute to existing knowledge and
among other things specify what factors that affect the intention of use mobile search. The
authors was also intended to create guidelines for managers concerning the importance of
adapt their marketing strategy to the mobile search market, to provide an outstanding position
towards the competitors on the technology market. These objectives was aim to be achieved
through investigate in relevant literature, develop a research model and by performing a
survey. We focused on identifying lacks in the existing literature and investigated these lacks
through an empirical investigation. The identified lacks concerned what characteristics and
functions that users desire when search with their smartphones. The aim was to gain
knowledge from the users in order to trying to fill these gaps. This study provided plentiful

knowledge in the field of interest, both from a theoretical and a practical aspect.

1.8 Summary of introduction and thesis outline

The first chapter introduced the main concepts that are presented in this study and out of this,
the research gaps were addressed and moreover led to the research questions and purpose of
the study. Thereafter the delimitations, the objectives and expected contribution were

presented.
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In order to achieve the objectives, the thesis was divided into sex chapters. These chapters

present the different steps in the research process.

Chapter 1: Provides a background of the subject of interest and a discussion around the
problems in this field. This chapter does also present the purpose and research questions of
the study, followed up with the objectives.

Chapter 2: Presents a review of previous research, relevant to this research.

Chapter 3: Provides the research model and hypotheses to be tested in this study.

Chapter 4: Describes the research choices and the methodology used to test the hypotheses.
Chapter 5: Provides an analysis of the data collected and presenting the results of the study,
by presenting the descriptive findings and testing the hypotheses.

Chapter 6: The results are discussed in this chapter. Conclusions are also drawn and
implications of theory and for managers are presented. The limitations of the study are also
discussed and the chapter ends up with concluding remarks. The order of the process is

graphically displayed in figure 1.1.

« Introduction: Discussion around the problem, purpose and
Chapter 1 research questions

 Theoretical framework: Realted theories
Chapter 2

* Research model and hypotheses: Innovation diffusion
Chapter 3 theory, hypothesis testing

* Methodology framework: Choices through the research

Chapter 4 Process and quality issues
J

~
* Analysis and results: Analysis of the empirical investigation

and results
Chapter 5 )

- RTIT - : N
* Conclusions and implications: Discussion around the

findings of the study, practical and academical implications,
Chapter 6( limitations of the study and further research

J

Figure 1.1: Thesis outline
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2 Theoretical framework

This chapter present relevant information of the chosen subject to discuss what has earlier
been investigated in this field, appropriate for the research questions and purpose. It is also a
base for the conceptual framework and the literature review begins with a wide perspective
regarding strategies and marketing in general, in order to have a foundation to come up with

a marketing strategy for mobile search.

2.1 Three generic strategies

The more intensified competition resulting in that it is harder for companies to stand out from
their rivals and it is not enough to just meet a customer’s needs anymore. In today’s market a
company needs to deliver greater value to its customers than their competitors (Armstrong et
al. 2009). Many researchers have investigated different strategies in how to master the
increasing competition. According to Porter (1996) strategy is one of the most important
factors for a company to achieve a good operation. A well-performed strategy is a way to
master competition and by that achieving competitive advantage’s. One aim with developing
a strategic plan is to gain an understanding of the company, its competition and customers.
Furthermore, every company needs to be competitive to reach successfulness (Porter, 2008;
Renko, 2011). Kotler and Keller (2006) claim that in order to reach business goals and
through that to be successful every company needs a strategy. The strategy can be explained
as a blueprint for the company to be able to reach their overall objectives. Porter (1998)
presents three types of generic strategies as a start for the strategic thinking; overall cost
leadership, differentiation and focus. The strategic overall cost leadership means that the
company works hard to get market shares by reducing their production and distribution costs
in order to provide a lower price than its competitors. The differentiation strategy working
hard to provide customers with benefits and value, if a company has this approach it is
important to ensure the quality of the product/service for instance. The third strategy is the
focus strategy, in two different ways, which means that the company has chosen a specific,
narrow market segment. The overall goal in that strategy is to either become cost leader or to
pursue differentiation in the selected segment. The three generic strategies are illustrated in

figure 2.1 on next page.
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Competitive capability

Lower cost Differentiation
Broad Cost lcadership Differentiation
Competitive scope target
e Cost Focus Differentiation Focus
target AST Focus tiicrentiation Focus

Figure 2.1: Three generic strategies (Porter, 1998, p. 12)

2.2 The value chain

If an organization’s objective is to create competitive advantages, by delivering value to
customers, it is crucial to identify which of these activities that are important in the value
delivering and which ones are not (Johnson et al. 2008). Porter (1998) describe that a
systematic way of identify and evaluate all activities included in a company’s operation and
how they the correlate. This is crucial for a company in order to determining which
competitive advantage that the company has. Porter calls this identification tool the value
chain. This chain describes all different activities both within and around an organization and
this value chain is also a good tool for a company to understand how the different activities
influence the production process (Porter, 2001). The value chain is divided into two main
activity categories, primary and supportive, which are involved in the creation of the
product/service and the value creation. These activities are more or less strategically relevant
to understand the strategies possibilities, either cost or differentiation. By that understanding,
it becomes easier for a company to know the capacities and how to act in order to reach
competitive advantages. The main category in this value chain is primary activities, which
involve five generic categories those are directly connected to the organization’s main
occupation and the production of the product/service. The first one is inbound logistics which
concerning the receiving, storing and distribution inputs of the product/service, with for
example material handling. Operations are the second category and aim to transform these
inputs to the final product/service. Next category is outbound logistics which including the
physically distributions the product/service for the customer. The next category is about
marketing and sales concerning how and where the customer or user has been aware of the
product/service and where they can buy it. The finally category of the primary activities is
about service and include the activities around, which improve the main product/service.

Each of these activities is more or less important for a company in order to identify

14



competitive advantages. Although it is about which type of industry that the company
belongs to, for a distributor inbound and outbound logistics is judges as the most important
activities. In contrast, a service provider should focus on the activity concerning marketing
and sales (Porter, 1998). The other category is the different support activities divided in four
categories, which are included within the organization, those activities aim is to improve
efficiency in the primary activities and by that improve the whole organization’s
effectiveness (Johnson et al. 2008). The first support activity is called procurement and refers
to the processes that occur in order to obtain the resources included in the primary activities.
The second category is called technology development, technology are in some way
embedded into every organizations and should be considered. The next category is human
resources management and includes every primary activities, this category include managing
and recruiting for example. The last category for a company to consider is infrastructure,
meaning the system planning around the structures and routines that is a part of the

organizations, for example finance and quality controls. Below, the value chain is illustrated

in figure 2.2.
FIRM INFRASTRUCTURE \
| HUMAN RESOURCE MANAGEMENT | X
SUPPORT ; { } : %
AGLIVINIES | TECHNOLOGY DEVELOPMENT | \‘%,
| ]
| PROCUREMENT \

INBOUND OUTBOUND | MARKETING
OPERATIONS| '5isTicS | & SALES

LOGISTICS SERVICE

PRIMARY XCTIVITIES

Figure 2.2: Value chain (Oghazi, 2009, p. 36)
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2.3 Marketing as a strategy
One powerful tool for companies to differentiate themselves against their rivals is to use

marketing (Levitt, 1980; Kermally, 2003). Kotler and Keller (2006) describe marketing, as a

tool to identify and meet customers needs, but they further define marketing as:

...an organizational function and a set of processes for creating, communicating, and

delivering value to customers and for managing customer relationships...”

(Kotler and Keller, 2006, p. 6)

Gronroos (2009) emphasis that in the current situations it is even more important to retaining
customers since markets have become saturated and there is in many cases a greater supply
than there is demand. The consequence of this is that it is harder to maintain customers,
therefore relationship marketing has become more important than previous. The traditional
marketing aim is to create sales and customer acquisition but in the recent years this view has
changed. The new marketing approach is both to create sales and highlight the importance of
retaining customers. It is known that satisfying customer needs is the key aspect in marketing
but the trick is to succeed in this area. Kotler and Keller (2006) means that in order to
succeed a offering have to deliver value and satisfaction to the customers. Value is the
perceived benefits of a product or service versus what is actually cost. Simply, value can be
seen as a combination of three main factors: quality, service and price. If some of those
factors are becoming more satisfying for the buyer the customer value will increase. If a
customer will reach satisfaction or not are depended on the experience during the
consumption. The customer will do a comparative judgment, with earlier experience in mind,
about the perceived performance of the product/service in comparison with earlier
expectations. If the product/service is equal or exceeding the expectations of the customer,
the customer will be satisfied with the product/service received (Kotler and Keller, 2006;

Gronroos, 2009).

Companies have a significant opportunity to influence how the customer perceives the
purchase situation and emphasize that there are two main categories that affects how the
customer experiences the total service quality. Those categories are how the service situation
was perceived together with what the customers get as a result of the service. If a customer is
satisfied with how and what, it will affect the total experienced quality. Satisfied customers
will more likely to buy again and they may also spread good words about the experience. It is

also those customers that turn in to loyal customers, which are usually the most profitable
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ones. Furthermore, companies in general have started to realize that loosing a customer
means more than just losing one particular sale, it also means that the company might loose
the entire purchase that customer would have done over its lifetime (Armstrong et al. 2009).
It is also a risk that a dissatisfied customer will spread negative information about the
company to the people who could be potential customers (Gronroos, 2009). Another
dimension of a dissatisfied customer is that he/she could use social media to express their
dissatisfaction about the company and this will have a real potential to damage the reputation
of the firm, but on the other hand, then companies have the possibility to answer the
dissatisfied customer (Li and Bernoff, 2011). Simply, the fact is that a satisfied customer is

more profitable than a dissatisfied customer (Armstrong et al. 2009).

2.4 Technology-based marketing strategies

An important factor for general competition on the market is the technological change, which
makes it more and more important for companies to be technologically updated. Changes in
technology is a crucial part of the competition, it may also put companies into trouble.
Companies have to be flexible for changes and be able to respond immediately for changes to
stay competitive (Porter, 1985; 1996). Carter (2009) further emphasis that the market is going
to be more digitalized and the demand of new marketing management competencies is
increasing. The digital market has led to a shift from traditional marketing management to
digital marketing management competency techniques. Those techniques concerns the digital
world at large, and just like that it is important to meet customers expectations when it comes
to sell a product, it is also important in the digital world to match or exceed users
expectations. One communication tool within the digital world is websites, which are the
least costly and the most effective marketing tool to reach many people (Van Doren et al.
2000). Furthermore, Internet is the most important source of knowledge and is one of the
primary sources for information search for users (Kumar and Lang, 2007; Viejo and
Castealla-Roca, 2010). Nowadays, it is not enough only to create a website, the key is to
create a website that meet customers value and expectations. If a site does not meet a users
expectations two-thirds will not return to the page anymore (Armstrong et al. 2009). The
analyst Goldsborough stated in Armstrong et al. (2009, p. 489) following about websites

visitors:

“They want to get what they want quickly. Surfers should know almost immediately

upon accessing your site why they should stick around, what’s in it for them”.

17



To meet users expectations it is crucial for companies to keep their websites updated, useful,
easy and what is an essentially factor is that the site is quick. A website should also create
some excitement which makes the users want to visit it, remain and want to come back.
Moreover, site should also looks fresh and use an attractive design. Research has shown that
several users gives a website two seconds to get the information they desire, if it take more
time, the user will leave and try somewhere else. For that reason, it is essential for companies

to design an effective website (Armstrong et al. 2009).

2.5 Search engines strategies

A common way to find websites on the Internet is to use search engines. Search engines can
be defined as a kind of software collecting data about websites and studies have shown that
80 percentages of Internet users goes through search engines to find information about

products and services (Yalcin and Kdése, 2010).

“Search engines are the most used web service and are an important factor of users support”

(Jones et al. 2003, p. 479)

The most frequently used search engine is Google, other in the area are Yahoo and Bing
(Viejo and Castella-Roca, 2010). The main task for the search engines is to list the most
relevant websites for the user, by locate web sites on the Internet in accordance with the users
typed keywords. This works in the way that users search on a subject of interest on a search
engine with help of keywords (Zerfiridis and Karatza, 2004). Thereafter a hit list is presented
containing websites registered on the specific subject together with a short description text
about the different websites operations. The purpose of the description text in the hit list is
making it easier and faster for users to find the desired information (Yalcin and Kose, 2010;

Van Doren et al. 2000).

2.5.1. Search engine marketing (SEM) strategies

From a business perspective search engines have generated opportunities for companies to
promote themselves (Van Doren et al. 2000). Investments within search engine marketing are
increasing remarkably, since the volume of online searches is growing. Moreover, search
engine marketing increases companies’ visibility on Internet, which in turn results in more
visits and potential customers to the websites and in the end more customers and more
revenues. Therefore, this kind of marketing tends to replace the TV commercials, banner ads,

pup-ups, an e-mail marketing promotions (Sen, 2005).
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Depending on the increasing use of search engines it is important for companies to develop
marketing strategies that improve their visibility on the hit lists provided to potential buyers.
It is not enough for companies being listed in the search engine lists, since studies have
shown that 90 percentages of users do never visit more than maximum the first three pages in
the hit lists (Sen, 2005). Additionally, in accordance with Yalcin and Kose (2010) visitors
tend only to visit the first page on the search engines. In order to maximize the traffic to the
website and make sure being placed in the top of the search engine lists, companies have two
main options. Companies can for instance purchase placements in the sponsored section in
the search engine list, called paid placements (PP). The second option is to modify the code
of their website to make the site more compatible for the search engines, called search engine
optimization (SEO). As a result of this, companies will be listed above its rivals in the search
engine hit lists. The total cost of implementing search engine optimization or paid placement
is the same, and paid placements are the most common search engine marketing strategy of
online sellers. However, studies have shown that buyers tend to ignore these paid, and buyers
tend to trust and follow the original section, called editorial section. Therefore, the most
effective way to be recognized by a large number of Internet users is related with search

engine optimization (Sen, 2005).

Search engine optimization is the most important and effective marketing communication
tool. The basics of search engine optimization are to use appropriate keywords on the
website, which potentially will be used by people when searching on search engines (Yalcin
and Kdse, 2010). Additionally, modifications of the website code has to be done in order to
reach better placements in the search engine lists. For instance the title tag, meta-tags,
heading tags, links, and other areas of the page may be modified (Sen, 2005). For companies
to remember is that all optimizing have to be performed in relation to device and user
capabilities in order to quickly reach the attention of the potential customers (Jones et al.
2003). According to Westlund et al. (2011) it is more and more important with search engine
optimization in the world of smartphones. One reason for this may be the fact that mobile
phones tend to be the primary source of information access in the future, replacing traditional
computers (Church et al. 2007). As a result of this, the techniques in search engine
optimization has to take new issues into account when optimizing websites to fit the display

of a smartphone (Jones et al. 2004).
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2.6 Mobile search engines

Mobile search is a phenomenon that has become an increasingly important aspect in
marketing (Westlund et al. 2011). This mobile service has been increased in relation with the
spread of smartphones (Feng et al. 2011). Those search works similar as search on a
computer, but on a smartphone. The limited display on a smartphone affects the users search
behavior and may reduce their ability to complete some kind of search tasks. The small
screen on a smartphone will only show half of the results on the first page of hit list without
scrolling, which means that half of the websites on the first page might not be visible to the
user. It therefore even more important that the information shown to the users in the hit list is
appropriate and appealing so that the users will visit the specific website or come in contact
with the company (Jones et al. 2004). With search engine optimization the information in the
hit list can be modified, for example by adapting the information structure and presentation to

be viewed on small screens (Sen, 2005).

2.6.1 Usefulness of mobile search

Usefulness means that a system can facilitate users daily activities and is defines as:

“...the degree to which a person believes that using a particular system will enhance his

or her performance”

(Teo et al. 2003, p. 484)

Previous research revealed that nearly one-fifth of the searches on web are related to a
specific place or region (Liu et al. 2010). The system called the global positioning system
(GPS) is integrated in the majority of smartphones and enables search to be relevant for the
user locations. The GPS function will generate location tags (geographical data) and the user
will get better results near by the location of the search position and thereby become more
personalized. Location-based search makes it possible for companies to reach their target
customers when they are most likely to purchase (Dincer, 2011). Smartphones makes it also
possible for users to purchase products/services directly in the smartphone independent on
location and they do not have to use a personal computer. This phenomenon encourages
impulse buyers to purchase and makes it also advantageous for companies to put their
advertising money into this market (Agyepong et al. 2011). Two important factors when
designing a website is to have an attractive design and layout. That encourage new customers
to visit the website again, it is also important have relevant text and pictures on the website

(Armstrong et al. 2009).
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2.6.2 User-friendliness within mobile search

User-friendliness can be defined as the perceived ease of use and is closely related to the size
of the screen and keypad of the mobile phones (Westlund et al. 2011). User-friendliness is the
level that an individual perceives a particular system effortless and easy to use (Hsu et al.

2006; Tung et al. 2008).

Jones et al. (2004) further discuss how users feel when searching on their smart phones. The
findings were for instance that users want to find useful information fast, without scrolling
and download huge volumes of data. Further, the main cause of searching as a shopper is to
find information about different products and products prices. These types of searches are
usually made before the actual purchase (Sen, 2005; Kumar and Lang, 2007). The new trend
is to connect the location of the mobile search and by that list a map, directions and
information around the company in the search engine list (Feng et al. 2011). This information
could be found as sub-headings under the company’s link in the search engine list. Some
other information that could be seen as sub-headings is the phenomenon called click-to-call,
where you can click directly on the company’s phone number and call. Other sub-heading in
the search engine list could be reviews regarding the searched company, and opening hours

(Google.se, 2012).

Liu et al. (2010) discuss that a mobile search user in general is exposed for time pressure,
greater environmental disturbance and the capacity of the device is more limited, which result
in a more restricted search compared to a computer search. Since, users searching on mobile
phones often are under more time pressure than when searching on a stationary computer
they usually need to get the desired information immediately. For that reason they are
therefore more intolerant to errors when trying to accomplish a task (Chae and Kim, 2004).
Liu et al. (2010) further discuss that customers behave in different ways depending on what

they are searching for, degree of time pressure etc.

When designing websites for small screen searches the objective is to provide users with
good search results that make it possible for users to make fast and accurate decisions. It is
important to take the user-friendliness into account and adopt this to the users demand to
ensure that the user should not be frustrated and disappointed (Jones et al. 2004). One way of
making this kind of search user-friendlier is to develop an efficient and easy menu structure

of websites. The information presented to the user should have a strict hierarchy manner, in
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comparison with the multiple paths on computer websites. Hence, a mobile website should
only have a few soft keys, such as OK, Clear, Previous, Next etc. (Chae and Kim, 2004).
Suitable keyword in the search engine list is more effective than banners and advertising
when it comes to brand recall (Sen, 2005). If the keyword is related to only a few websites,
the opportunity that the customer visits the showing websites on the search engine becomes
large (Sen, 2005). Moreover, Liu et al. (2010) argues that it is the two first search results on

the search engine list that is most important of the users satisfaction of the mobile search.

2.6.3 Relative advantages with mobile search

When people start using a new technology, they tend to search for greater benefits in
comparison with earlier substitute, which is connected to relative advantages (Tung et al.
2007). Hsu et al. (2006) connects the relative advantages with how the users perceive the
usefulness and functionality in an innovation and for that reason it is important to emphasize
the benefits within a product/service. Westlund et al. (2011) claim that users of mobile search
tend to compare their experience with mobile search with their experience with computer
search, and when evaluate the experience from that comparison. Mobile search can be seen as
a substitute to computer search since it almost can perform the same things. In comparison
with the traditional searches on computers mobile search enables an anywhere and anytime

access (Church et al. 2007).

Kamvar and Baluja (2007) have compared search performed with personal computer with
mobile search. The findings is that mobile search users are more likely to use shorter entries
because of the limitations in input, they are less likely to scroll down past the first results, less
willing to click on search results and less likely to carry out multiple queries per session.
Moreover, they are willing to spend more amount of time going through the search results

before choosing a link.

2.6.4 Compatibility in mobile search

If a product or service is more or less compatible with a person’s lifestyle and values it affect
how the customer perceive the offering. If a company succeed to find compatibility between
a customer and its product/service it is easier to sell it and get the customer satisfied. Further,
a person’s lifestyle is crucial if a person will adopt a certain technology. A person, who has
Internet as a natural part of its everyday life, will most likely embrace a new Internet

technology faster than a person that is less familiar with the Internet. Additionally, a person
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with a busy lifestyle will also have easier to embrace new technology that suits that type of
lifestyle (Teo and Pok, 2003). The population is also becoming increasingly on the go,
global, mobile, connected and individualized (Westlund et al. 2011). The demand of the
customers has as a result of this becoming more time and space flexible, especially if the
product or services are time critical (Dincer, 2011). Due to these features of the customers’
current lifestyle, mobile devices have becoming the most important channel for companies to

reach customers (Stanford and Faber in Dincer, 2011).

“Mobile search should be understood and promoted based on its compatibility with

the lifestyle on the go, rather on its technological capability”
(Westlund et al. 2011, p. 701)

2.7 Summary of theoretical framework

This chapter presented the theoretical framework in a literature review from appropriate
literature that is related to the purpose of this thesis. The chapter includes relevant facts
around the subject, started up with three generic strategies, the value chain and marketing
strategies. Second, the technology-based marketing strategies were further narrowed down
into search engine marketing and mobile search. In the end, usefulness, user-friendliness,
relative advantages, and compatibility in mobile search was presented. Now, the following
chapter will express a research model to explain how the upcoming variables are linked and

further discussed the hypotheses in this investigation.
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3 Research model and hypotheses

The theoretical framework generated in knowledge and understanding of factors determining
why companies should adapt their marketing strategy to the mobile search engine market and
touched upon how it may be done. However, there was still missing a clear determination of
why and how it should be performed. This since there is a limited research done regarding
what users actually thinks is important in mobile search, what they perceive as compatible

and user-friendly for instance.

3.1 Research model: Innovation diffusion theory

Factors perceived as important by users in mobile search were determinate by investigate in
population opinion. To establish why and how companies should adapt their marketing
strategy for mobile search engines, a model called innovation diffusion theory (IDT) has been

used. Innovation is defined as followed:

“an idea, practice, or object that is perceived as new by an individual or

another unit of adaption”

(Roger, 1995, p. 17)

Since mobile search is a relative new phenomenon is it considered to be applicable within the
definition for innovation. Teo and Pok (2003) mean that the innovation diffusion model is a
model describes how the different experience of an innovation will shape, a positive or
negative perception to use the innovation. Further, the different characteristics that the
innovation has are an important element for the users perception around the innovation. Hsu
et al. (2006) emphasize that the innovation diffusion model is a common tool that has and is
used in information technology (IT) research, when it comes to adoption or intention of use a
new technology. This model was a tool for the researchers to identify how the different
attributes might increase the user’s intention of adopt mobile search. Hsu et al. (2006) claim
that users adaption means that the user accept and intend to use and keep using a new idea or

innovation.

The different attributes used in this investigation were derived from the literature review and
inspired from previous research. Teo and Pok (2003) claim that factors concerning the

complexity, relative advantages and compatibility, are related to the intention to adopt a
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certain technology. These factors also occur in research from Rogers (1995) that also use
those factors to determinate the intention to use innovation technology. Inspired from these
researches and from the theoretical framework in this study the innovation diffusion model in
this study will include; user-friendliness, compatibility and relative advantages. The purpose
of this model is to see how the variables are related to each other, in particular how the
intention of use are affected of how the users perceives user-friendliness, compatibility and

relative advantages, see figure 3.1.

Compatibility
Perceived Relative
user= H, advantage
friendliness g

Intention
of use
mobile

search

Figure 3.1: Innovation diffusion theory

3.2 Research hypotheses

With the literature review as a foundation; three hypotheses were established. These
hypotheses were tested in order to realize how different factors and characteristics have a
positive affect on the user’s intention of the use mobile search. The three factors and
characteristics to be tested was; user-friendliness, compatibility and relative advantage within

mobile search.

H; Increase in the user-friendliness in mobile search has a positive affect on the