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 CONTEXT NOTE 

 Once this article is peer-reviewed and gone through many revisions, this article would be 

published in an accredited international marketing or business trade journal such as the 

International Journal of Information Management or Marketing Science from the Institute for 

Operations Research and the Management Sciences. These publications are appropriate for this 

writing about the advancement of marketing technologies such as social media and mobile 

networks. The article goes on to define and discuss the concept of “big data”, which is the 

advancements that companies are making within database efficiencies and how multiple 

information sources can be used to create meaningful and actionable insights. This broad concept 

is important because it helps the growing need for businesses to specifically understand what 

individual customers like and are interested in, not just broad customer segments.  
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ABSTRACT 
 This writing emphasizes the changes in marketing due to the advancements in technology 
ever since the turn of the 21st Century. The author explains how the introduction of new 
companies in social media and new technological capabilities in the mobile space has created 
vast opportunities and challenges for marketing professionals. The author argues that the 
combination of these advancements into “big data” is the ultimate benefit from all the new 
technological innovations. Lastly, the author examines the rise of the enabled consumer and how 
these technologies have empowered the consumer to have new abilities in brand relationships. 
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INTRODUCTION 
 The materialization of new consumer technologies has created new opportunities for 
businesses to communicate and interact with their customers. Prior to these advancements, 
marketing professionals within businesses performed their jobs without insight until they 
received weekly or monthly reports. In 2004, the birth of Facebook revolutionized the concept of 
social media, and soon in 2006, Twitter was born as a revolutionary micro-blogging tool. Short 
after, with the introduction of the Apple iPhone in 2007, mobile marketing changed from a SMS 
text message opportunity to a wide array of data-intense advertisements and applications 
opportunities. Ever since these new technological introductions, businesses have been leveraging 
these two tools, social media and mobile marketing, to further push their brands and gather as 
much information about their target market as possible. Marketing professionals are currently so 
focused on the individual benefits of these two tools that they do not realize that the two in 
cohesion provide the larger insight they need. Through the inclusion of social media and mobile 
marketing to create unique customer identities, Big Data provides marketing professionals with a 
better go-to-market strategy than either advancement could have on their own. 
 
BACKGROUND 
 The landscape that is modern marketing has completely changed ever since the turn of 
the century with the introduction of web technologies and computing. However, it was not until 
Facebook was introduced to the world from Harvard University’s campus that the social media 
revolution began. Over the last nine years, the social network has grown and expanded with 
more robust functionality to incorporate business and advertising needs and now has over one 
billion active monthly users. Short after Facebook, another dominant social media website, 
Twitter, was introduced to the world allowing for quick 140-character messages to be 
communicated in a stream of content to users, allowing for consumers to gather information 



quickly and for businesses to better track customer engagement with their brands. Today, there 
are hundreds of social media sites used by individuals around the world. “The benefits associated 
with social networks are enhanced in an online environment, where the problems of time and 
geographical location become less significant” (Michaelidou, Siamagka, Christodoulides 2011). 
Although social media removed this barrier regarding time and location, mobile marketing has 
become a powerful tool for professionals that leverage those barriers. The mobile space has 
matured from SMS text message communication in the early 2000’s, to the robust video-
intensive and highly interactive media forms that it is today. This is due to the widespread 
adoption of powerful smartphones that originated with the release of the first Apple iPhone. With 
the IPO of both Facebook and Twitter in the past, and smartphones dominating the mobile 
market, these two forms of marketing are robust opportunities for companies to communicate 
and interact with their customers.   
 
SOCIAL MEDIA 
  Social networks have created massive opportunities for consumers to interact with others 
and for themselves to express their interests. It has created an opportunity for businesses to gauge 
their consumer’s interaction with the product and their interest in the brand. This “ability for 
consumers to identify brands of interest and connect with them has enabled sharing between 
brands and consumers in new ways. Brands and their consumers can now create two-way 
relationships and share content, news, and feedback” (Lipsman et al. 2012). The consumer 
benefits from receiving more of what they are interested in, and the business gets the opportunity 
to better connect with consumers on a personal level, creating long lasting relationships. 
“Companies that properly understand and apply the techniques and technologies of [social 
media] will accrue competitive advantages” (Bonometti 2012). 
  There are many challenges that marketing professionals have posed difficult while 
creating robust social media marketing plans. First off, many social networks (specifically 
Facebook) have dealt with many ongoing user privacy concerns. This block in user information 
to companies has depersonalized the experience with the customer and removed the company’s 
insights about the user. Secondly, with the increased feature set of Facebook and Twitter, 
“typical approaches that focus on raw fan counts, however—or the total number of engagements 
on a given piece of content—fail to depict the potential and realized scope of social-media brand 
impressions” (Lipsman et al. 2012). Companies must now look to third-party social media clients 
such as HooteSuite and Tweetdeck to get the necessary social media metrics they require. 
Thirdly, other issues such as fake profiles and duplicate identities on social networks have 
proven to manipulate final metrics. Social media has been declared a hard way to measure the 
impact on overall return on investment. All these issues have caused for an increased concern 
about social medias involvement in the marketing space. 
 
MOBILE MARKETING 
 “We define mobile marketing as a set of programs and practices that firms employ to 
communicate and engage, in an interactive manner, with consumers and enable them to access 
information, download content, or purchase products on mobile devices” (Gao et al. 2013). This 
opportunity to gather physical and tangible information about consumers has allowed for a 
wealth of opportunity for businesses. The industry is growing and “Global Industry Analysts Inc. 
has predicted that the world-wide mobile advertising market will reach $18.5 billion by 2015 
while the total global mobile applications market will be worth $25 billion” (Watson, McCarthy, 



Rowley 2013). The main benefits of mobile marketing include that is allows for a very high 
amount of interactivity between the consumer and the company, and secondly, that the marketing 
content can be catered specifically to consumer’s location with unique location-based content. 
This opportunity allows for robust interaction for businesses with their consumers and for more 
accurate marketing. 
 There have been many negative side affects and understanding from the growth of mobile 
marketing. “Prior to the advent of smartphone technology in 2007, mobile marketers were 
limited to SMS and MMS communications to engage consumers … consumers regard SMS 
marketing as an invasion of their privacy” (Watson, McCarthy, Rowley 2013). This method 
proved to be extremely inaccurate for marketing. Research has declared that consumers only like 
SMS texting when they have the option to opt into the preferences they prefer. Another issue that 
companies have realized is that there is an ever-growing market of applications and web 
applications on smartphones. “Acquiring and retaining consumers amid the abundance of apps 
available presents a major challenge to marketers” (Watson, McCarthy, Rowley 2013). As more 
services become available to users on their mobile devices, the more interfaces and media 
exposure they receive. This poses issues to the value of each individual interaction consumers 
have with the company on a mobile device. Overall, these issues have caused businesses to 
express concern in mobile marketing’s potential in future marketing plans. 
 
THE BENEFITS OF BIG DATA 
 These technological advancements within Marketing have lead to the creation of the most 
influential component of technology on modern marketing, Big Data. “A term describing the 
totality of structured and unstructured data sources including social media” (Bonometti 2012), 
Big Data is the combination of social media and mobile marketing to create better and more 
strategic marketing efforts which leverage both advancements. With the insightful, thoughtful, 
and emotional data provided by social media combined with the actionable tangible data of 
mobile marketing, companies have the ability to better target what their consumers want and 
where they want it.  

The benefits of each technology work well with the benefits of the other. “To account for 
the positive role of perceived innovativeness on attitude toward mobile marketing, companies 
will also want to further explore the concept of social commerce or social media to enable 
consumers to purchase, talk about, and recommend products or services” (Gao et al. 2013). The 
information from mobile marketing allows social media marketing to be more concentrated and 
relevant to the actions that the consumer expressed and performed. While the information from 
social media marketing allows mobile marketing to offer information relevant to their past 
interactions and emotional connections, creating deeper and relevant information for the 
consumer which is more likely to be increasingly actionable. With this information share, 
“mobile communications should provide consumers with either relevant information or a way to 
save time or money based on the consumer’s situation, location, or personal profile” (Watson, 
McCarthy, Rowley 2013). 

Big Data is to be the best outcome of all these technological marketing innovations 
because of the comprehensible insight it gives a company into the way a consumer interacts with 
the company. “The future “marketspace” will be radically different … it will leverage “Big 
Data” … and it will rely on a complex tapestry of richly interactive, intelligent real-time 
channels characterized by: … Mobility and Location-Awareness, Intelligence, Real-time 
Responsiveness and Adaptability, Write-Once Reach-Many” (Bonometti 2012). Marketing 



professionals can better see and relate how and why people go certain places, enjoy certain 
things, and then how they relate to one another. Companies will be able to understand how they 
are interacting with a consumer immediately with-in any giving moment at any given location. 
Lastly, companies will be able to publish one piece of information and have it immediately be 
available to a specific targeted audience, which meet extreme qualifications. These types of 
trends will allow for refined specialized marketing on a per individual basis, which will best 
target the user and their interaction with the company.  
 
THE INDIVIDUAL CONSUMER 
 All of this information funnels down to the concept that marketing has changed from a 
target market business with general market criteria, to a target consumer business. With the 
advancements of technology with social media, mobile marketing, and big data, the 
characteristics of the consumer have been detailed ever so that the voice of the consumer is 
apparent in the market. All the capabilities of the aforementioned technologies that are accessible 
to businesses are also available to the consumer. As the business gets more insight on the 
consumer, the consumer becomes more apparent to the business – for both positive and negative 
reasons. In August 2013, HubSpot, a marketing automation company based out of Boston, MA, 
held their annual Inbound Conference where their opening video was spoken in the voice of the 
consumer: 

I am a person… The world has changed, and me along with it. I am more informed, more 
engaged, and more connected than ever. I am more opinionated, and I am quick to share 
my opinions with friends and strangers alike… My recommendations bring in your 
customers… I can be your most powerful advocate, or I can be your loudest protester. I 
can make you or break you with one simple post… more so then ever I am in control. 
(INBOUND 2013 Opening Video) 

This acknowledges the interaction that is apparent between companies and consumers in today’s 
marketing world. The relationship must be monitored and fostered throughout the entire lifetime 
of the company and the consumer. Positive, effective, and reinforced marketing tactics allows for 
the opportunity to create great brand recognition and consumer opinions, but also leaves the 
opportunity for one mistake to destroy a customer relationship. This exemplifies how the 
advancements in technology and the growth of big data have benefited consumers as well as 
businesses alike. 
 
CONCLUSIONS 
 Big Data’s inclusion of social media and mobile marketing to create unique customer 
identities   provides more information than either advancement could have on their own to 
Marketing professionals. Social media proves to offer great emotional connections with 
consumers and for companies to understand the interests of their customers. Yet, the lack of 
cohesive data makes it not as comprehensible as necessary. Mobile marketing allows for 
businesses to gain tangible location information on its consumer’s behavior in their day-to-day 
activity to better measure consumer lifestyle. However, many consumers find this marketing 
intrusive to their lifestyle and it is hard to get consumers attention in the crowded mobile 
marketing space. With the combination of this information, big data is the superior outcome of 
the advancement in marketing technologies of the past decade. The interaction of the two data 
sets to create comprehensible information for marketers allows for marketers to better decide 
how to structure their marketing activities. These technological advancements have proven 



beneficial for businesses, but they have also created a sense of the individual consumer, a unique 
individual with a voice and opinion that has the possibility to be constructive or destructive 
towards a brand. Fast advancements in technology and changes in consumer behavior make 
marketing an ever-changing landscape that must be continually reevaluated. Although the 
marketing tools necessary for the future cannot be defined, the advancements in understanding 
the target market through big data should prove to be a growing tool for professionals.
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