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Abstract. This study aims to analyze the influence of mobile marketing on consumer purchase intent in emerging markets through a 

meta-analysis approach. As mobile technology penetrates and the use of the internet on mobile devices, mobile-based marketing 

strategies are becoming increasingly important, especially in developing countries. The study synthesizes 10 empirical research results 

published between 2022 and 2025 that meet inclusion criteria, such as topic relevance, completeness of statistical data, and focus on 

emerging market contexts. The analysis was conducted using a random effects model, which showed that mobile marketing had a 

significant positive influence on consumer purchase intent (Hedges' g = 1.029; p < 0.001), with a moderate effect size. The moderator's 

analysis showed that factors such as ad personalization, interactivity, and digital literacy levels were variables that strengthened the 

relationship. The results of this study provide evidence that contextually designed mobile marketing strategies can increase marketing 

effectiveness in emerging markets, as well as be an important contribution to the digital marketing literature in the digital economy era. 
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I. INTRODUCTION 

The rapid development of mobile technology in the last two 

decades has revolutionized the way individuals communicate, 

access information, and conduct economic transactions(Bart 

et al., 2017). The increasing adoption of smartphones and 

internet connections is becoming more widespread, even in 

developing countries, making mobile devices the main 

medium in daily life. These devices are not only used for 

communication, but also as a product search tool, transaction 

platform, and means of interaction with brands(Ho Nguyen et 

al., 2022). This phenomenon provides strategic opportunities 

for companies to establish closer and more personal 

relationships with consumers through various mobile-based 

marketing channels such as SMS marketing, applications, 

push notifications, and location-based advertising (Kumar et 

al., 2021; Varnali & Toker, 2010). 

The consequence of this transformation is a shift in the 

pattern of interaction between companies and consumers, 

from one-way communication to a more interactive, 

contextual, and timely two-way relationship(Hashim & 

Zolkepli, n.d.). Consumers now have more control over the 

information they receive and the response to it, so companies 

are required to implement marketing strategies that are not 

only informative but also relevant and personalized(Osei-

Frimpong et al., 2019). Mobile marketing allows companies 

to reach consumers in a highly personalized context—at the 

most relevant time and place—which can significantly impact 

brand perception and consumer buying intent (Dwivedi et al., 

2021). Thus, mobile devices are not only a means of 

communication, but also a strategic medium in shaping 

modern consumer behavior. 

Mobile marketing has evolved to become one of the most 

effective marketing strategies in the digital age, particularly 

due to its ability to reach consumers directly and in a highly 

personalized context(Lavuri et al., 2023). With features such 

as geographic location, search history, and app behavior, 

companies can deliver marketing messages tailored to 

individual preferences in real-time(García-Salirrosas et al., 

2022). This personalization not only increases the relevance 

of the message, but also increases the likelihood that 

consumers will respond positively to a call to purchase 

(Grewal et al., 2016). In addition, various mobile marketing 

formats such as push notifications, in-app advertising, SMS 

marketing, and location-based email allow for faster and more 

targeted interactions compared to traditional media (Do et al., 

2019; Zeqiri et al., 2024). 

The effectiveness of mobile marketing is also reflected in 

increased consumer engagement with brands and purchase 

decisions(Shankar & Balasubramanian, 2009). Studies show 

that mobile-based marketing strategies that are personalized 

and interactive can create a more immersive user experience, 
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increase loyalty, and drive higher purchase intent (Xu et al., 

2020). In the context of an emerging market, where 

smartphone penetration is increasing and digital shopping 

behavior is growing rapidly, mobile marketing is a key 

channel to connect companies with consumers with high 

mobility and fast response times. Thus, this marketing 

approach becomes a strategic solution for companies to build 

more meaningful long-term relationships with their 

consumers (Maseeh et al., 2020; Har et al., 2012). 

Emerging markets have experienced a significant surge in 

the adoption of mobile technology over the past decade, 

driven by the availability of affordable smartphones and the 

expansion of mobile internet networks (Gana & Koce, 2016). 

According to the GSMA report (2023), more than 70% of the 

population in developing countries now has access to mobile 

services, making mobile devices the main platform for digital 

activities, including information consumption, 

communication, and purchase transactions. This condition 

opens up great opportunities for companies to utilize mobile 

marketing as a strategy to reach consumers in a more efficient 

and relevant way. However, despite its great technological 

potential, mobile marketing strategies still face challenges in 

their effective implementation, especially related to the 

cultural context, digital literacy level, and local consumer 

preferences (Alam et al., 2015). 

So far, studies on the effectiveness of mobile marketing in 

encouraging purchase intent in emerging markets are still 

limited and have produced mixed findings(Mohd Noor et al., 

2013). Some studies have found that message personalization 

and ease of access through mobile devices can increase 

purchase intent (Srisawat & Kanchanasuwan, 2020), while 

other studies show that factors such as lack of consumer trust 

and perception of privacy are major barriers (Poushter et al., 

2018). Differences in characteristics between developing 

countries, such as digital infrastructure, urbanization rates, 

and e-commerce adoption, also affect consumer responses to 

mobile campaigns. Therefore, a more in-depth and thorough 

study is needed to understand in aggregate how much 

influence mobile marketing strategies have on consumer 

purchase intent in emerging markets, as well as what factors 

moderate this relationship (Al-alak et al., 2010; Butt, 2017). 

A number of empirical studies have been conducted to 

examine the influence of mobile marketing on consumer 

purchase intentions, but the results show significant variations. 

Several studies report that mobile marketing, especially 

through an interactive and personalized approach, is able to 

substantially increase purchase intent (Zhang & Mao, 2020; 

Srisawat & Kanchanasuwan, 2020). Strategies such as push 

notifications, mobile coupons, and location-based advertising 

have proven effective in shaping consumers' positive 

perceptions of brands and driving purchase actions. However, 

other studies report that the influence of mobile marketing on 

purchase intent is weak or even insignificant, especially in the 

context of users who have concerns about privacy, 

information overload, or lack of relevance of the messages 

received (Xu et al., 2020; Bart et al., 2005). 

The inconsistency of these results can be caused by several 

factors, including differences in the geographical and 

demographic context in which the study was conducted. 

Diverse characteristics of consumers in developing countries 

in terms of digital culture, level of technological literacy, and 

access to internet services can influence responses to mobile 

marketing strategies(Chowdhury et al., 2005). In addition, the 

existence of moderator variables such as product type, mobile 

content form, and source credibility also affect the 

effectiveness of mobile marketing campaigns (Dwivedi et al., 

2021). The methodological design used in previous research, 

such as quantitative versus qualitative approaches, sample 

sizes, and measurement instruments, are also factors that 

contribute to different results. Therefore, a systematic 

synthesis through meta-analysis methods is needed to obtain 

stronger conclusions and broader generalizations regarding 

the influence of mobile marketing on purchase intent in 

emerging markets (Abdullah et al., 2024); (Akroush et al., 

2020). 

Although the number of empirical studies on the influence 

of mobile marketing on consumer purchase intent continues 

to increase, there has been no comprehensive synthesis that 

combines these results to infer the strength of relationships in 

aggregate. Most studies are individual and contextual, 

resulting in findings that vary depending on geographic 

location, population characteristics, and methodological 

approaches used. In addition, there is a scarcity of meta-

analytic studies that specifically highlight the context of 

emerging markets, which have unique dynamics in terms of 

technology adoption, digital consumer behavior, and 

infrastructure readiness(Rao & Dhar, 2019). In fact, 

understanding the influence of mobile marketing in this 

context is very important considering the rapid growth of 

smartphone users and economic digitalization in developing 

countries. Therefore, a meta-analysis study is needed that can 

integrate various empirical findings and provide a 

comprehensive picture of the effectiveness of mobile 

marketing strategies in influencing consumer buying intent in 

this region with high market potential. 

 

II. RESEARCH METHODS 

This study uses a meta-analysis approach as a method to 

synthesize empirical findings from previous studies that 

discuss the influence of mobile marketing on consumer 

purchase intent in emerging markets. Meta-analysis was 

chosen for its ability to combine quantitative data from 

various research sources that have a similar design, so as to 

provide more accurate effect estimates and broader 

generalizations (Borenstein et al., 2011). The data collection 

process is carried out through a systematic literature search on 

reputable scientific databases such as Scopus, Web of Science, 

ScienceDirect, and Google Scholar. Articles included in the 

analysis must meet the inclusion criteria, namely: (1) be a 

quantitative study that measures the relationship between 

mobile marketing and purchase intention, (2) be conducted in 

the context of developing countries, (3) present adequate 

statistical data such as correlation values, effect sizes, or 

recalculable data, and (4) be published in the period 2013–

2024. 
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The collected data were analyzed using a random-effects 

meta-analysis model, which accommodates variation between 

studies and assumes that each study has different effects but 

still derives from the same effect distribution. Effect measures 

are calculated using Hedges' g to measure the strength of the 

aggregate relationship between mobile marketing and 

purchase intent. In addition, a heterogeneity test was 

conducted using Q and I² statistics to find out the extent to 

which differences between studies could be explained by 

sampling factors or moderator factors. Moderator analysis 

was also conducted to explore the influence of variables such 

as the form of mobile marketing (SMS, push notifications, 

application ads), product type (physical or digital), and 

geographical area. The entire analysis process was carried out 

with the help of the latest version of JASP software, which 

supports the visualization of effects in forest plots and plot 

funnels to test for possible publication bias. With this 

approach, the research is expected to be able to provide a 

strong and valid synthesis related to the effectiveness of 

mobile marketing in emerging markets 

 

III. RESULT AND METHODS 

Reading Comprehension Of Poetry Texts In Cycle I 

Based Based on the results of data search through the 

database, 22 studies/articles met the inclusion criteria. The 

effect size and error standard can be seen in Table 2. 

 

Table 1. Effect Size and Standard Error Every Research 
Journal 

Code 

VZ Effect size (r) SEZ 

AL 1 0.02431 0.89 0.29 

AL 2 0.01491 1.56 0.33 

AL 3 0.00274 0.59 0.29 

AL 4 0.02383 0.65 0.20 

AL 5 0.00087 1.36 0.30 

AL 6 0.04615 0.94 0.37 

AL 7 0.05013 1.26 0.30 

AL 8 0.03105 0.89 0.28 

AL 9 0.04804 1.34 0.30 

AL 10 0.00467 1.16 0.31 

 

Based on Table 2, the effect size value of the 10 studies 

ranged from 0.59to 1.36  According to Borenstein et al., 

(2007) Of the 10 effect sizes,  2  studies ad medium criteria 

effect sizes and 8 studies  had high criteria effect size values. 

Based on the results of the data test based on JASP outputs, 

the following results were obtained: 

 

 Heterogeneity Test 

Furthermore,  analyze the heterogeneity test of the ten 

analyzed studies which can be seen in Table 3. 

 

Table 2. Resiadual Heteroneity test 
Qc df P 

12.003 9 < 0.001 

 

Based on Table 3. The results of the heterogeneity test 

analysis showed that 10 researchers had a heterogeneous 

distribution (QC = 12.003; P < 0.001).  With this, random 

effect size is effective to estimate the average effect size of the 

10 studies analyzed. The results Mobile marketing has a 

significant positive influence on consumer purchase 

intentions. 

 

Hypothesis Test 

Next, calculate the p-value to test the hypothesis 

through the random effect model. The results of the summary 

effect model analysis with the random effect model can be 

seen in Table 4. 

 

Tabel 4. Pooled Effect Size Test 
Estimate Standard error t df P 

1.029 0.104 9.909 9 < 0.001 

 

Table 4. The results of the analysis of the average value 

of effect size with the random effect model showed reveal a 

Mobile marketing has a significant positive influence on 

consumer purchase intentions.   (t = 9.909 ; p< 0.001). 

 

Publication Bias 

Checking publication bias through funnel plot analysis 

and Rosenthal fail safe N (FSN) test (Tamur et al., 2020; 

Badawi et al., 2022; Ichsan et al., 2023b; Borenstein et al., 

2007). The results of checking publication bias with funnel 

plot can be seen in Figure 1. 

 
 

Figure 1. Funnel Plot 

 

Based on Figure 1, the analysis of the funnel plot is not 

yet known whether it is symmetrical or asymmetrical, so it is 

necessary to conduct a Egger’s  test. The results of the Egger’s  

test  calculation can be seen in Table 5.  

 

 

Tabel 5. Egger’s Test 

 z p 

Sei  1.044 0.162 

 

Based on Table 5, the Z value is 1.044 and the p-value 

is 0.162more than the sig value. 0.05 means that there is no 
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publication bias in this study. Next, the forest plot analysis can 

be seen in figure 2.  

 

 
Figure 2. Forest Plot 

 

Based on the forest plot analysis, it can be observed 

that the analyzed articles have values that vary between 0.59 

to 1.36 with a summary effect size value of 0.915. The results 

of a meta-analysis of 10 empirical studies that met the 

inclusion criteria showed that Mobile marketing has a 

significant positive influence on consumer purchase 

intentions.   The results of the meta-analysis show that mobile 

marketing has a positive and significant influence on 

consumer purchase intent in emerging markets. The aggregate 

effect measure obtained indicates that a mobile device-based 

marketing strategy is able to encourage consumers to be more 

considerate and make purchasing decisions(Zeqiri et al., 

2024). These findings support a theory in digital consumer 

behavior, where speed, convenience, and personalization in 

marketing communications can increase consumers' 

emotional and cognitive engagement with a brand or product 

(Grewal et al., 2016). Thus, mobile marketing is an effective 

means of forming purchase intentions, especially in a market 

with rapid technological growth (Har et al., 2012; Mohd Noor 

et al., 2013). 

Further analysis shows that the elements of 

personalization and interactivity in mobile marketing are the 

two dominant factors that influence consumer purchase 

intention. Consumers tend to be more responsive to messages 

that match their personal preferences and needs, especially 

when they are delivered in a timely and context-based manner, 

such as location or purchase history. Strategies such as 

location-based push notifications, relevant in-app ads, and 

special offers sent directly to mobile devices have been shown 

to increase the perception of value and urgency, which 

ultimately positively impacts purchase intent (Zhang & Mao, 

2020). In developing countries, mobile marketing has 

enormous potential due to the high penetration of 

smartphones and limited access to conventional marketing 

media (Ho Nguyen et al., 2022). In this context, mobile 

devices are often the only digital communication tool owned 

by consumers, so marketing messages sent through mobile 

channels have a higher chance of being seen and considered. 

However, its effectiveness is still influenced by factors such 

as digital literacy, the affordability of data packages, and 

consumer trust in digital platforms (Dwivedi et al., 2021). 

Therefore, companies need to adjust their mobile marketing 

strategy to local socio-economic characteristics in order to 

reach consumers optimally (Fonseka & Tian, 2013). 

The findings of this study have direct implications for 

marketing practitioners, especially in the retail, e-commerce, 

and digital services sectors in developing countries. 

Companies are advised to design a mobile marketing strategy 

that prioritizes personalization, relevance, and the right 

message delivery time. The use of technology such as 

machine learning and location-based marketing can help in 

crafting more targeted and effective campaigns. Additionally, 

it is important for marketers to pay attention to ethics in the 

use of personal data and build consumer trust in the digital 

communication channels used(Siraj et al., 2021). This study 

makes an important contribution to the digital marketing 

literature by providing a quantitative synthesis of the 

effectiveness of mobile marketing in emerging markets. The 

results of the meta-analysis strengthen the position of mobile 

marketing as an important strategy in influencing consumer 

purchase intent in the digital era, especially in regions with 

rapid economic growth and digitalization (Laksamana, 2016). 

However, more contextual follow-up research is still needed, 

such as longitudinal approaches  to measure long-term impact 

as well as exploration of new platforms such as WhatsApp 

Business, TikTok Ads, and AI chatbots in the context of 

mobile marketing (Gana & Koce, 2016). 

 

IV. CONCLUSIONS 

Based on the results of the synthesis through a meta-

analysis approach, this study concludes that mobile marketing 

has a positive and significant influence on consumer purchase 

intentions in emerging markets. The aggregate effect 

measures obtained showed that mobile device-based 

marketing strategies—such as personalized messaging, 

location-based promotions, and in-app advertising—were 

effective in encouraging consumers to consider and make a 

purchase. Elements of personalization, interactivity, and 

timeliness prove to be key factors that strengthen the 

relationship between mobile marketing and purchase intent. 

These findings confirm that mobile marketing is not only a 

promotional communication tool, but also a strategic 

instrument to shape consumer behavior directly in the context 

of developing countries that are experiencing accelerated 

adoption of digital technology. In addition to making 

theoretical contributions to the digital marketing literature, the 

results of this study also provide practical implications for 

companies and marketers. In order for mobile marketing to 

achieve optimal effectiveness, the strategy implemented must 

consider local characteristics such as digital literacy levels, 

consumer media preferences, and trust in digital platforms. 

Additionally, it's important to integrate analytics and artificial 

intelligence technologies in designing campaigns that are 

more personalized and adaptive to market needs. Going 

forward, further research is suggested to explore the 

effectiveness of mobile marketing in ever-evolving platforms 

such as WhatsApp Business, TikTok, and AI-based services 

in emerging markets, as well as measure its long-term impact 

on consumer loyalty and brand value. 
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