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Abstract
New technical developments and outstanding innovations improve not only people’s lives but
also marketer’s goal to contact target groups more precisely. In-app location-based
advertising (LBA) is one of those inventions. As the smartphone market in Germany is in a
constant rise and with that high app downloads and usage, it represents a brilliant opportunity
to base new marketing tools on that. Especially when trying to reach Generation Y marketers
believe in the huge potential of Mobile Marketing. However, when new techniques and tools
occur threats are not long in coming – privacy concerns and data protection build one of these
problems. Although some laws try to fix the protection gaps, industry does not always bear
the guilt. In general it is not common amongst German Generation Y to read privacy policies
even not when downloading new applications on their smartphone. Nonetheless, Gen Yers are
afraid and concerned about location-based data usage by third parties. This conflict catches
the researcher’s attention and built the foundation for the at hand observation. The survey
found out that marketer’s belief of the efficient in-app LBA is currently not justifiable in all
situations. Instead the survey discovers a general negative attitude towards in-app advertising
especially when knowing app-providers utilizes user’s locations. In any case, there is still
hope for companies successfully using in-app LBA. The decision-making process and the
situation a user receives in-app LBA plays an important role in the acceptance of it.
Generation Y does not hate advertising in general just those which are irrelevant for them.
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1. Introduction
“Half the money I spend on advertising is wasted; the trouble is I don't know which half.”
This famous quote by John Wanamaker gives a brilliant beginning for the at hand
dissertation. Companies tend to spend more and more money into advertising in order to
survive in the competitive landscape of today’s market. Combined with recent rapid
developments in technology, advertisers are always willing to create new and better solution.
One of these innovative solutions is in-app location-based advertising, which connects with
the trend of on-the-go lifestyles. Trying to be even more relevant with their message by
contacting the customer in the right situation – at the right time and in the right place. Mobile
devices, especially smartphones, represent the perfect media to communicate with a
company’s target group. Whether consumer are aware of it or not, mobile devices create a
constant stream of data. This makes them an important tool for companies’ mobile marketing
strategy. It gets even more essential when looking at the dissertation’s target group: German
Generation Y also known as digital natives. Gen Yers were born in a world where Internet is
part of their everyday life, where mobile phones are as common as TVs and where the choice
is so huge that they do not need to accept everything offered to them. “[…]Consumer are now
spending over 10% of their media time on mobiles, fast catching up with traditional media
like TV” (Birkenhead, 2013). Their characteristics make them an interesting but at the same
time complicated target audience. In addition, Germany is a developed and technological
country. The mobile landscape is highly advanced with high smartphone penetration and
widespread availability of 3G and 4G LTE networks, which drives m-commerce and digital
media consumption. In addition, the extreme smartphone penetration leads to a growth in
Internet retailing where Germany has one of the highest e-commerce uptakes (Euromonitor,
2014a).
The combination of in-app LBA and Generation Y depicts a fascinating background for
this dissertation. Location-based computing has an undoubted future but its potential is not
completely observed yet. Although mobile in-app LBA enjoys a tremendous hype in the
recent years it is still a new advertising medium where the industry is in its infancy.
According to Burke “operators and marketers have been rushing into the field too fast without
appropriate preparation and strategies, and the unfortunate fact that mobile spam and viruses
have made consumer suspicious of messages by third parties on their mobile phones “ (Burke,
2008, p.381). These facts lead to the assumption that there is no clear understanding about
user’s attitude towards in-app LBA and how this could influence company’s success with it.
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This is also status quo referring to the German market where only little research has been
done on the named topic although Germany represents a brilliant opportunity for marketers.
Furthermore, threats represented through location-based services need to be considered as
well. One of the most important is location privacy. Most people do not feel comfortable if
regular updated information about their current position are made public. As long as
consumer perceive the application as useful they agree with location tracking but as soon as
they recognize that they are tracked throughout a long term they are getting more concerned.
Privacy plays a considerable role in this context, especially the question how sensitive
information should be kept secured in the application and how far marketers are allowed to go
to promote their products (Duckham/Kulik). This interesting conflict kept the researcher’s
attention and formed the below research question.

1.1 Research Question
Based on the evaluation above the study intends to answer the below research question:
How successful is in-app location-based advertising
when targeting German Gen Yers?

1.2 Overview of the Literature
The literature is designed to give a background towards four different topics. It covers Mobile
Marketing in general including the market size and growth potential in Germany.
Furthermore, location-based advertising is explained with detailed information about geoconquesting and beacons. This leads to the observed target audience Generation Y, which
marketers presume as the perfect audience for mobile marketing. In this chapter their
characteristics and attitudes towards advertising in general, and in particular towards Mobile
advertising, are examined. Data protection and concerns play an essential role for them
introducing the last literature theme. Special attention is drawn to app regulations and how
app providers are able to get private information. In order to get an understandable overview
of the literature the literature conclusion (chapter 2.5) should provide all basic elements
leading to the basis of the research.
These topics and the research survey should assist to receive answers for the following
research objectives.

1.3 Research Objectives
The following four points represent the Research Objective for the electronic questionnaire
below.
1. To evaluate the acceptance of and attitude towards in-app LBA of German Gen Yers
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2. To identify a connection between high-app usage and perception/relevance of in-app
ads for users
3. To examine the relevance of geo-conquest information for users while linger in a geofenced area
4. To examine a connection between Gen Yers as being careless about data protection
and their fear about being located
The literature review should analyse the theoretical frameworks and existing findings on
consumer attitudes towards mobile advertising. It should also assist to find knowledge gaps
that led to the formulation of the at hand dissertation and research objectives. The electronic
questionnaire is designed to get in depth answers for the research objectives. In the end, the
objectives facilitate to answer the research question and with that create the response to the
dissertation’s topic.

1.4 Overview of the Methodology
The dissertation’s methodology section is based upon the research onion framework
published by Saunders, Lewis and Thornwill (2012, p.128). In order to achieve the above
research objectives the study is conducted through quantitative research methods. It should
help to identify and prognosticate factors that could affect company’s success with mobile inapp LBA. The paragraph is separated into research design, data collection instruments, data
analysis instruments and limitation to research. Along with the quantitative research, the
pragmatism approach, so using two philosophies when analysing the outcomes were used.
On the one hand, the subjectivism philosophy is used in order to understand the influence of
situations on the actions in-app LBA. On the other hand, interpretative philosophy should
assist interpreting the phenomenon of negative attitude towards in-app LBA and the actual
action when receiving it at the right time and place by German Millennials. The research
strategy and approach complete the mono-method of cross-sectional quantitative data, which
is used to get answers for the research question. Next, the sampling strategy is pointing out
the representativeness of the aimed amount of respondents to the overall population in order
to be able generalising the examined findings. Followed by the explanation of non-probability
convenience sampling and probable upcoming ethical issues. Furthermore, the data
collections tool Google Format and the analysing tool SPSS are clarified. At the end
limitations of research should provide the reader realistic boarders towards the survey.
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1.5 Overview of the Discussion and Conclusion
The primary research was designed to answer the research question. Discussing the outcomes
and analysis of the findings, it demonstrated that in-app LBA is welcomed in certain
situations and locations but mainly perceived in a negative way. It was discovered that when
asking directly for attitudes towards that certain kind of advertisement the majority of German
Gen Yers capture negative opinions about it. As soon as representing the positive sides from
in-app LBA and putting them in a situation the target group tend to welcome those offers.
When reading the analysis the development from negative attitudes to positive reactions can
be seen clearly.

1.6 Overview of Self-Reflection on Learning and Skill Development
The last chapter of this dissertation deals with the researcher’s self-reflection on the learning
process experienced while observing this project as well as during the whole MBA course. It
depicts main knowledge acquisitions along with skill development areas and how the
researcher was able to apply this on the at hand paper. The self-reflection evaluates how the
received skills could be transferred to the researcher’s future professional career.
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2. Literature Review
The literature review serves the reader to understand the background for the following
research. It covers all main and important themes around location-based Advertising (LBA).
It gives a short introduction into the basic Marketing part of LBA, which is Mobile
Marketing. This is followed by a detailed explanation and analysis of LBA and, the newest
innovation in this segment, Geo-conquering and Beacons. Based on the behavioural analysis
of consumer in the research section, this literature review needs to give a short background on
previous researches of consumers. As Generation Y is the observed target group, this
literature theme covers all important facts about the digital natives. At the end, Data
Protection and Privacy captures a huge part of this dissertation.
Each chapter is divided into separate paragraphs to facilitate the reading and in order
to bring a structure into the complex topic.

2.1 Literature theme 1: Mobile Marketing
Mobile Marketing displays the first and basic background for Location-based Advertising.
Mobility for Marketing provides a totally new way for marketers to communicate with
consumers. Applications on mobile phones are self-contained digital experiences engaging
the consumer on a deeper level. They are more personal and with that give an optimal
platform to communicate with the user (Pasqua, Elkin, 2013, p.47), in particular with
members of Generation Y.
“Mobile marketing describes any attempt to appeal to potential customers with some sort
of marketing message […] including
•

Mobile advertising […]

•

SMS and MMS

•

Location-based mobile marketing

•

Mobile applications

•

Mobile search marketing

•

Offline marketing in TV, radio and print

•

Online marketing on websites, in searches, and with email” (Krum, 2010)

Mobile phones are some kind of status symbol for the young population implementing that
the mobile market is set to grow (see chapter 2.1.1). Mobile Marketing (m-marketing) is seen
as a form of ‘close’ communication because mobile devices are part of people’s daily life –
they are becoming a part of the person and his/her character (Jenkins, 2006, p.60) and getting
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people’s primary means of communicating with the rest of the world – many people stated
that they would be lost without their cell phone (Krum, 2010).
Jenkins (2006, p.60) quoted the following advantages of mobile marketing: it is
highly targeted and timely, meaning users get information when they need them the most;
there is an easy interaction and opportunities to personalize the message, which shows high
relevance to the consumer. In addition, you can contact people on the move and it is indicated
that your target group wants to hear from you – theoretically. Moreover, this marketing tool is
at least measureable. According to Michael and Salter (2012, p.25) m-marketing has several
advantages over traditional media. The response rates are generally over 10%, the recall rates
were in certain (observed) campaigns able to reach over 70%. In addition it is the cheapest
form of communication, it requires minimal external effort to initiate a pilot and has better
commission margins than traditional media (Michael, Salter, 2012, p. 25).
Whereas other authors like Timpson and Troutman (2009) are more concerned about
the disadvantages of m-marketing. For instance, user’s data privacy and protection worries,
which could lower the efficiency of m-marketing (see chapter 2.4.1). As described in chapter
2.3.4 consumers’ attitudes towards this kind of advertising could affect the efficiency of mmarketing. If there is a negative perception of mobile marketing it can lead to negative brand
equity and so to a loss of customers. Hazlett (2011) also expressed concerns about the limited
amount of space for mobile advertising according to small screens, which could be a
downside regarding information needed to be stated in an ad. The fact that traditional
marketing and advertising concepts may not work for the mobile channel and necessary
changes in an organisation or advanced trainings for employees could be seen as a negative
point as well (Hazlett, 2011).
Mobile Advertising (m-advertising) needs to be differentiated towards m-marketing
in general. M-advertising is seen as the main driver behind m-marketing’s growth and is
defined as “any paid message communicated by mobile media with the intent to influence the
attitudes, intentions and behavior of those addressed by the commercial messages”
(Leppäniemi, Karjaluoto, Salo, 2004, p.93). It can be divided into two categories: push and
pull. Push advertising means “the sending of commercial messages without the benefit of any
major interaction with the receiver” (Gobé, 2001) and pull “is defined as an advertising that is
attached to content or services that users request or ‘pull’ to themselves” (Leppäniemi,
Karjaluoto, Salo, 2004, p.94).
Persaud and Azhar (2012, pp.418-420) found out that, especially in times of increased
smartphone usage and sales, pull-based marketing concepts could be used more heavily.
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Although most of the literature is based on using traditional mobile phones for marketing
strategies, sales of classic mobile phones, with fewer features than smartphones, are declining.
So the majority of mobile marketing literature concerns SMS-based and push-based practices,
which have limited capabilities. Push-based strategies are even not the right choice for
Generation Yers. Marketers must ensure that their marketing strategy is not perceived as
intrusive or unwanted (Persaud, Azhar, 2012, p.419). Furthermore, the increased capabilities
of smartphones create new opportunities and possibilities for marketers. They could use rich
media (combining text, audio and video) and a variety of apps, which are mainly pull-based.
Smartphones are seen as another key stage in the evolution of m-marketing technology based
on its capability to integrate Bluetooth, location-based marketing, and other web-based
technologies (Persaud, Azhar, 2012, p.420). Based on the undiscovered attitudes towards
smartphones, it is seen as a knowledge gap on which the survey will be build upon.
2.1.1 Market size and growth potential
Mobile marketing concerns commercial messages on mobile devices of any kind including
tablet and mobile phones. In this thesis smartphones are the only mobile device considered.
Mobile phones are the one connected device people carry with them at all times which
makes them highly personal and ubiquitous. The way people use their mobile phones has
drastically changed during the last years – the calling tool is now not the most important
feature on a phone anymore. More important is the ability to network, share experiences,
browse, and shop with it. According to latest studies mobile usage is increasing and gives
marketers the opportunity to use it as an efficient marketing tool (Pasqua, Elkin, 2013, p.2).
The agency eMarketer (as cited by Pasqua, Elkin, 2013, p.15) stated that in 2012 3.9 billion
people globally owned a mobile phone with a mobile user penetration of 56.0% (see Table 1).
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Country or Region
South Korea
Japan
United Kingdom
Germany
Western Europe
Australia
Italy
Argentina
Spain
United States
France
North America
Russia
Eastern Europe
Canada
China
Latin America
Indonesia
Brazil
Worldwide
Asia-Pacific
Mexico
Middle East/Africa

Mobile User Penetration
85.0%
84.0%
82.8%
80.7%
79.6%
79.5%
79.9%
79.0%
77.9%
76.8%
76.5%
75.8%
74.0%
73.2%
66.6%
65.5%
65.1%
60.0%
58.0%
56.0%
55.1%
55.0%
36.4%

Table 1: Mobile penetration varies widely by region and country
(as cited by Pasqua, Elkin, 2013, p. 15)

The global phone demand noticed a record high in sales in the first half of 2013 – mobile
phones were sold as much as never before. Especially the demand for smartphones rose – it
increased by 66% from January to June 2013 including a decrease in traditional mobile
phones by 25% (GfK, 2013).
Since the dissertation refers to the German market the numbers are based on Germany
as a smartphone market. Sales of mobile phones faced an increase of 5.3% reaching 26.7
million devices in 2013 and the demand for mobility and flexibility drove an incline in
smartphone sales. More and more people become aware of smartphone’s advantages and thus
are switching to buy those rather than feature phones (Euromonitor, 2014, p.1). The driving
force behind the growth is, on the one hand, the decreasing price making smartphones
achievable for nearly the whole population and, on the other hand, faster mobile networks and
more ubiquitous Wi-Fi (Pasqua, Elkin, 2013, p. 15). Germany has an overall penetration of
132% in 2013 for mobile phones demonstrating that it is common to own more than one
mobile phone – an older and cheaper model as a second device in case the main does not
work (Euromonitor, 2014, p.2). Due to a decrease in feature phones, smartphone sales get
pushed with increasing volume sales and penetration rates (Euromonitor, 2014, p.4). Nearly
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21 million people in Germany use a smartphone; which means that 38% of men and 26% of
women own a smartphone. Two third of all smartphone users are between 20 and 49 years old
and with that highly belonging to Generation Y. Supported by the numbers in the age group
of 16- until 19-year-olds where nearly half of the men and 46% of the women own a
smartphone (GfK, 2012a). Another supportive fact for m-marketing is the increased tendency
of online shopping via mobile phones. Nearly 2.9 million Germans in the age between 14 and
69 bought products of services via mobile phones in 2011 (GfK, 2012b). Based on these
numbers the German market represents a nearly perfect fundament for Mobile Marketing,
which is why the study is created upon the German market.
2.1.2 App Usage
According to the Online Publisher Association (OPA) and their report ‘A Portrait of Today’s
Smartphone User’ the most often used activity when using a smartphone is accessing content
and information. With 39% downloading and using apps this tool only entered place seven
among the respondents. They also found out that 32% of the surveys participants access
several times a day app content and 15% at least once a day (Online Publisher Association,
2012). When people access content they prefer to get weather information, watch videos, get
local or national news, access sports information or get entertainment content. Overall,
participants tend to spend more time on mobile web (57%) than on mobile apps (43%), which
is varying dependent on content categories. For example, weather and financial information
are accessed through apps rather than through the mobile web (Online Publisher Association,
2012). Nevertheless, according to Statista an official statistical data bank in Germany (2013)
the app usage increased overall by 115% with main usage expansion in messenger and social
media usage (see Figure 1) (Statista, 2013a).
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News	
  &	
  Magazines	
  	
  

31%	
  

Sport,	
  health	
  &	
  Fitness	
  
Games	
  

49%	
  
66%	
  

Lifestyle	
  &	
  Shopping	
  

77%	
  

Music,	
  Media	
  &	
  Entertainment	
  

78%	
  

App-‐Usage	
  overall	
  
Tools&Produc>vity	
  

115%	
  
149%	
  

Messenger&Social	
  Media	
  

203%	
  

Figure 1: App-Usage development 2013 compared to 2012
(Statista, 2013)

The same data bank exploit 2013 the most often used apps on smartphones in Germany. With
67.2% WhatsApp Messenger owns the first place, followed by Facebook (58.0%), Google
Maps (43.4%), Youtube (38.4%), and eBay (30.5%) (see Figure 2) (Statista, 2013b). This
indicates which apps would be a good solution for in-app advertising mainly used by locationbased advertising. In-app advertising is one part of mobile advertising and is defined as
“campaigns that are portrayed through mobile applications” (Bhave, Jain, Roy, 2013, p.64).
Among those, the most common ones are on-screen banners, interstitial ads, click-to-expand
ads and out-of-app ads. Interstitial ads are either before or after the app activity and often used
in games. For instance, after the user completes a part of the activity before stepping to the
next level an advertisement appears. In this break the receiver is more open and receptive for
advertisements. Click-to-expand ads are ads that “expand in size with comprehensive
information about the brand on the same page” (Bhave, Jain, Roy, 2013, p.64) where the user
is not redirected to another page. Out-of-app ads remain on the smartphone even if the user
stops using the application and thus could be seen as an intervention in the user’s privacy
(user has not signed up for gaining this information after the app is closed). These are often
based on the location of the mobile phone owner (Bhave, Jain, Roy, 2013, p.64), which makes
them more important for this elaboration.
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Figure 2: Top 20 Android-Smartphone-Apps in Germany
(Statista, 2013b)

2.2 Literature theme 2: Location-based Advertising
Location-based Advertising is part of Mobile Marketing but in a very precise and personal
manner. It is not a new invention as in many previous decades companies used billboards near
to their business, for example, McDonalds uses billboards at highways to say where the
drivers can stop next to get food. In this case the medium is fixed but the content is designed
for people who are moving. Nevertheless, new technology expands location-based advertising
to mobile devices. LBA becomes an important part of real-time marketing, “meeting customer
needs at the time and place they want it” (Bruner, Kumar, 2007, p.2). Therefore, not every
mobile advertisement is LBA it is depending whether the ad is connected with the users
location or not. LBA is part of location-based services (LBS), which is including emergency
notification, assistance services, location/directions to places of interest, or traffic
information. It grew in the last few years tremendously driven by satellite-systems like
	
  

21	
  

GALILEO (EU) or GPS (U.S.) but as those signals are not available in-store RFID,
Bluetooth, WiMax, or Wireless LANs are used to track costumers indoor (Dhar, Varshney,
2011, p.121). Based on these indoor interruptions Beacons were developed, which are
described in chapter 2.2.2. LBS can be divided between person- or device-oriented, push vs.
pull, direct vs. indirect profile. This system is the key enabler for many applications across
different media from tracking and navigation systems to directory systems, entertainment,
emergency services, and various mobile commerce apps. And now it is used in the marketing
department. As mobile phones own special characteristics like mobility, portability,
personalization, wireless Internet connection, location aware and context aware they provide
the perfect foundation for LBA (Dhar, Varshney, 2011, pp.122, 125).
Companies perceive location-based ads as more relevant to the consumer, however,
many consumer think that they are even more intrusive. That is why marketers need to take
care when selecting and targeting customer with location-based ads. LBA is defined as
“marketer-controlled information customized for recipients’ geographic positions and
received on mobile communication devices” (Banerjee, Dholakia, 2012, p.199). When a
consumer is entering a certain geographical area, he or she is receiving a store’s special offer
and deal located in that special area, which the customer is more likely to see as useful. Apps
like FourSquare, Gowalla, Loopt, or Gypsii are already connecting user to stores in
geographical proximity (Banerjee, Dholakia, 2012, p.199). Even Facebook is discussing to
use this marketing tool as Bloomberg is stating 2012 “Facebook Working on Location-Based
Mobile-Ad Product”. Since Facebook is the second most used application among the
Germans, ads here will be able to reach a large audience. The combination of the personal
data users share with Facebook and the location-aware technique of this app represent a
perfect opportunity for marketers (Frier, 2012). Underlined by the fact that marketers use
those two elements, geographical proximity and product category of users’ interest to
manipulate ads in a way that consumers tend to see them as relevant (Banerjee, Dholakia,
2012, p.201). The increased popularity of LBA is emphasized by the fact that its revenues was
multiplied six times in the last two years, which was discovered by a study from Pyramid. The
same study expected that by 2015 nearly 60% of the total mobile advertising revenues will be
used for location-based ads (Banerjee, Dholakia, 2012, p.199). There are also factors, which
are influencing the impact of LBA: location and task. It depends on the place a person
receives an ad, how he is reacting to it. In private location such as home it is seen more
negatively because it is perceived as the ‘primary territories’ of resident. Secondly it depends
on the task the recipient is working on; if it is disturbing their work it is perceived as
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interrupting and with that negatively (Banerjee, Dholakia, 2012, p.202). Although LBA is
able to remove geographical and information barriers between consumers and the marketplace
it could also disobey privacy issues of consumers. This has a huge impact on the effectiveness
of advertisings (Banerjee, Dholakia, 2008, pp.68-69) and need to be strongly considered (see
chapter 2.3).
2.2.1 Geo-conquesting
One of the six marketing trends in 2014 is localised and geo-targeted advertising.
As LBA is mainly limited to the country, city or metropolitan area an individual is
staying in, geo-precise targeting is allowing brands and companies to target and locate a
person precisely instead, especially with the help of geo-fences. Geo-fences are “targeting
customers with a virtual geographical perimeter who have opted to receive messages”
(Friedlein, 2014) demonstrated on the below figure. This method is increasing popularity
(FRPT Research, 2014) and allows better result than just using rough geographic areas.
Among industries like financial services/insurances, telecommunications, and restaurants geoprecise targeting achieved the highest popularity (Walsh, 2013a).

Figure 3: Geo-fences as an example in Dusseldorf
(own design, picture: googlemaps.com)

Geo-targeting is creating personalized advertising with special geographical personalization,
which is highly relevant to the user’s location. The increased smartphone usage is underlining
and emphasizing this technology. Companies are either contacting users through owned apps
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or through in-app advertising while using GPS or Beacons (see chapter 2.2.2)(Friedlein,
2014).
A brilliant example for an application using geo-targeting is Foursquare. It is a mix of
gaming and social networking where user can compete with their online friends how often
and where they go out. The app is connected with Twitter so that consumer can share their
visits on that platform as well. After Facebook’s and Twitter’s problem with over-sharing
Foursquare used it as an opportunity. People are able to check in a location such as
restaurants, bars, clubs, or offices and collect badges like mayor (for more visits), newbie,
bender (for more than one party night in a row), or even douchebags (for places like Barneys).
It represents a perfect application for geo-targeting. It is a data goldmine and offers brands a
way to get in contact with consumers when those are out and about to spend money. Big
brands like Pepsi and Unilever are already using or consider using the app and seeing high
potential in Foursquare. It has a huge potential to connect user with promotional experiences
and provides a big opportunity based on the chance to talk to potential consumers from a geolocated perspective. Marketers can identify where a consumer is and drive them to their own
store. Frozen-yoghurt brand Tast D-Lite used Foursquare for special nearby alerts to users
that checked in with Foursquare near to the store. Those coupons showed results; analysed
data demonstrated that it was driving foot traffic towards the stores (Kunur, 2010).
Unfortunately Foursquare is not that common among Germans but Twitter is gaining more
and more popularity, nearly 3.83 million users are noted in Germany (see figure 4).
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Figure 4: Top 10 social networking sites according to its visitors in September 2012 in Germany (in
millions)
(Statista, 2013c)

Twitter is also expanding their geo-targeting services for brands. 2012 it was allowing
marketers to geo-target consumers in the UK with location specific promotions (Joseph,
2012).
Besides geo-targeting, geo-conquesting is the most recent innovation among locationbased services, which is why there is not much academically written about this topic. Geoconquesting is the “practice of […] running advertising for a brand or product near editorial
content about a competitor’s offerings online or in print” (Walsh, 2013b). This is not the only
way how to steal customers from competitors. The more recent way is to target users with
advertising even around the physical premises of competing businesses. For this companies
use geo-fences not around their own business but geo-fencing the location of nearby
competitors to pull consumers over to their store. The usage of geo-fences increased to 58%
in the first quarter of 2013, which is underlined by the fact that nine out of ten used also
competitive conquesting (Walsh, 2013b). “’Geo-conquesting’ itself has become fairly
common among advertisers using mobile location targeting” (Walsh, 2013b). 90% of brand
advertising campaigns were using geo-precise targeting in the second quarter of 2013
(MarketingCharts, 2013).
Unfortunately there is not much data available to measure the effectiveness of this
technique. The only way are click-through rates. In addition to that, customer’s perception
and attitude of those advertisements is not been observed until now, which is providing a
foundation and knowledge gap for this study.
2.2.2 Indoor Targeting with Beacons
Beacons are the new innovation for personalized retail shopping in 2014 and are seen as one
of the ten marketing trends according to Calladine (2014). It is a piece of hardware attached at
a wall to unblock blocked cell signals within indoor spaces (see figure 5). They are used most
often from retailers, event organizers, transit systems, enterprises, and educational institutions
to transmit messages directly to mobile devices (Danova, 2014).
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Figure 5: Example for Beacons
(Whiteside, 2014)

As smartphones are a gateway for personalized and location-based marketing it is the perfect
solution to precise geo-targeted promotions. They have the potential to change retail and
improve shopping experience. But how do they work? Beacons need a connection with a
Bluetooth enabled smartphone having downloaded a special application. The Beacon is
connecting with this smartphone as soon as it recognized it being in the store. Apple provides
probably the best example for Beacon technology with its iBeacon.

Figure 6: Beacon Technology and push-messages on mobile phones
(Calladine, 2014)

iBeacon is conquering efficiently the market and leads to new indoor mobile communication
(Danova, 2014). It is seen as the new retail-tracking technology and is designed to end
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queuing, clever real-time discounts and help with shopping-lists. With iBeacon, shops should
be able to send customers special offers or remind the customer about their shopping list. This
can only work if the user installs the app of the retailer they are visiting and within a distance
of up to 150 feet (Whiteside, 2014). When downloading for example Shopkick, which is an
application covering 100 branches in its portfolio and operates like a location-based reward
system, the user gets rewards, deals, recommendations, and reminders when entering a store
participating with the shopBeacon hardware. The shopBeacon hardware is build on top of the
iBeacon platform and thus belongs to the Apple network (Whiteside, 2014).

Figure 7: Example of the Shopkick application and push-messages
(Shopkick, 2014)

The promotional messages are also sent to the user’s smartphone whether the app is open or
not. iBeacon is working on any device equipped with Bluetooth, so not only on the firm’s
own products. Furthermore, Beacons are relatively cheap, Sonic Notify charges only $3000
for ten Beacons – shipping fees already included (Whiteside, 2014).
Although this technology seems to be a brilliant idea there are still threats coming with
it – which are private issues (see 2.5) (The Guardian, 2014). When developing a new
technology it always creates new privacy concerns, too. The only way a consumer can avoid
messages from Beacons is to not download the application or to uninstall it, when it has been
already on the smartphone. The same result is achieved when switching off the Bluetooth
signal. Those actions are the main barrier for marketers who need to activate consumer to
download the app and keeping them for a long term (Whiteside, 2014).
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2.3 Literature theme 3: Consumer
As the consumer perception is the main part of this dissertation, consumer attitude and the
target group needs to be observed in detail. The study is focussed on one target group, which
is Generation Y.
2.3.1 Generation Y
Members of the so-called Generation Y were born between 1980 and 1996 (Van den Bergh,
Behrer, 2013, p.7), although various authors use different data. This means that the oldest
members of Gen Y are now entering the job market, getting married, or becoming heads of
their own households. Half of the world’s population is under 30 and with that belonging to
Gen Y. This indicates that they are currently one of the largest demographic groups with the
tendency to outnumber the Baby Boomers (Van den Bergh, Behrer, 2013, pp.5-6). If not
known under Generation Y other synonyms are used to describe this generation like
Generation Why, Generation Search, Generation Next, the Net generation, the digital natives,
the dot.com generation, Millennials, the Einstein generation, or Echo Boomers (Van den
Bergh, Behrer, 2013, p.7). Gen Yers live and were born in a multichannel, multimedia world
where technology and the Internet are basic elements of their everyday lives. They are well
connected and networked using their smartphones and social media whenever they need and
want information. Technology is not anymore just a gadget; it is highly integrated in their
social lives. It is perceived to make lives easier and bring friends and family closer together.
Engagement and interactions with peers, companies, and brands could be done through many
different ways (Van den Bergh, Behrer, 2013, pp.9-10). Especially mobile phones have
become a new and indispensable part of youngsters’ lives; it even is perceived as a body part.
Moreover, members of Gen Y have an intimate relationship with their mobile phones; it is the
most important piece of technology to them (McCasland, 2005, p.8). Gen Yers spend their
entire lives in the digital environment (Bolton et al., 2013, p.245), which is why constant
connection is a fundamental everyday life experience. If being disconnected they feel
boredom – that is why smartphones are always on even when going to the toilet it is carried
with them (Van den Bergh, Behrer, 2013, pp.15,22, 23). Information and technology affect
the way they live and work (Bolton et al., 2013, o.245). They access the Internet (digital
media in general) at least once a day – computer and mobile devices have become essential to
their lives. Besides their technology and Internet affinity, Gen Yers are also market mavens
with a brilliant general product knowledge, which they are likely to share with others. By
expressing their opinions and by influencing peers with that, Millennials gain the opportunity
to control over the free market, which is supported by social networking sites, company
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websites, and interactive technology (Taken Smith, 2012, p.87). As born into a mediasaturated and brand conscious world Gen Yers are even responding differently to marketing
messages. They prefer to buy products from companies that are aware of social
responsibilities, - trying to help people, communities, and the environment. Personalization is
very important to Millennials; they want to be perceived as individuals (Taken Smith, 2012,
p. 87), which is why companies need to pay attention to overgeneralisation (Bolton et al.,
2013, p.246). Millennials are a much more diverse generation with a various range of people;
many experts think it is the most diverse generation in terms of ethnicity, tolerance, and sense
of community. Members of Generation Y can be students in tertiary or secondary educational
level, they can be young professionals embarking on their career or people who did not
choose to take place in a higher education and are working already several years, they can
also have their own family, are high-earning graduates or potential high-earning students. For
sure this makes it not easy for marketers to target this group (Euromonitor, 2007a, pp.1, 8).
As there is a shift in values and attitudes regarding previous generations, it is
important to understand the characteristics of Generation Y members.
2.3.2 Characteristics
Gen Yers are regarded as mobile Millennials underlining that they are physically mobile,
mentally agile (McCasland, 2005, p.12) and living a life-on-the-move (Euromonitor, 2007,
p.23). Through a shift in values the Generation Y could be easily differentiate towards the
previous generations. As already mentioned, Millennials are familiar with computers from a
very early age (Valentine, Powers, 2013, pp.597-598). Emphasized by the fact, that they were
raised in a world full of choices and in a highly competitive society (Van den Bergh, Behrer,
2013, p.5). They can be mainly characterised as trustful, more tolerant, supportive of social
causes (e.g. attitude towards companies with social responsibilities), and better travelled.
Furthermore, members of this group are also described as: individualistic, well educated,
technologically savvy, sophisticated, mature, structured, and group-oriented with a strong
sense of identity. In addition, they are more concerned about work-life, more responsible,
independent, and sceptical (Valentine, Powers, 2013, pp.597-598). Moreover, they are
investigative, freely expressive and having the need to authenticate (Taken Smith, 2011,
p.493). It is the caring and social generation with the need to do something good and being
ethical as a principle (Van den Bergh, Behrer, 2013, p.37). With their strong sense of social
responsibilities Gen Yers seek products that are environmentally-friendly and ethical, which
is only feasible if the company is acting transparent and with fair trading (Euromonitor,
2007a, p.2). According to their high college graduation and with that their expected great
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income it makes them even more important as a powerful consumer group. This generation
has been grown up in an electronic technological environment with instant global
communication, media saturation and material excess and got used to it (Valentine, Powers,
2013, pp.597-598). Besides these individualistic attributes, Gen Yers in general prefer to stay
home for a longer time or even move back after graduating at college or university, which
means that they are slower in taking independent decisions and responsibilities. This again is
underlined by their idea of adulthood starting with 30 and their twenties are used to travel
around, try different things and date different people. Furthermore, Millennials prefer a happy
and hedonistic life always in search of exciting entertainment and interesting communications
with peers (Van den Bergh, Behrer, 2013, p.23). However, they also feel concerned and
insecure based on the fact that more freedom includes more responsibilities and the need to
find out what is right and what is wrong (Van den Bergh, Behrer, 2013, p.26). They are more
critical, cynical and in general difficult to inspire (Van den Bergh, Behrer, 2013, p.7). In
addition, as they are not as brand-loyal as previous generations there is also a threat among
these consumers – they are less interested in brand labels. Furthermore, it became more
difficult to influence them with traditional media (Valentine, Powers, 2013, pp.597-598),
underlined the characteristic of being Marketing savvy, which means that Gen Yers are aware
of the fact that they are marketed – they are able to see through fake marketing strategies
(Van den Bergh, Behrer, 2013, pp.5, 34, 37). The table below depicts the main characteristics
of this generation (Table 2).
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Characteristics
Technology adopters
Online community dwellers/peer to
peerers
Egocentric
Hedonistic spenders

Meanings
•
•
•
•
•
•
•
•
•
•

Fashion influencer
•
Media mistrusters
Civic-minded
Mass-advertising rejectors
Word of mouthers

•
•

•
•
•

•

Debt incurrers
Work/life balancers
Obedient, but not subservient
Tolerant
Apathetic and sometime frivolous

•
•
•
•
•
•
•
•

Defined by digitalisation
Constant communication and connection
with friends, families, and peers
Good multitasking
Deal of leisure time to text, online chat and
sites
Indulged and over-managed by parents
High expectations of themselves and others
High spending
Confident in the future
Interested in brands, status, money, lifestyle
Influences other generation in technology
and fashion and what they perceive as being
cool
Influenced by celebrities, status and popular
culture
Want transparency and straight talking
Brands need to be environmentally friendly
and not involving exploitation of workers in
poor countries
Not trusting traditional advertising strategies
More open to viral campaigns
Believe in consumer reviews in blogs and
consumer-generated content rather than in
advertising messages
Not afraid of taking loans and buying on
credit
Primary career gaol money and a good life
Like working in teams
Changing jobs frequently
Reject parent’s lifestyle
Accept parent’s values
Tolerate
gay
marriages,
interracial
relationships, marijuana use
Non-judgemental about personal lives
Political apathy à little interest in politics
or history

Table 2: Characteristics of Generation Y (Euromonitor, 2007a, p.2)

But as they are the largest generation group since the Baby Boomers and including their high
income, they represent a huge buying power, which makes them attractive as a target group
for consumer industries and marketers (Taken Smith, 2012, p. 86).
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Psychographic segmentation should help to gain an insight into consumer behaviour
(using the VALS framework). Referring to a study in the article Generation Y values and
lifestyle segments (Valentine, Powers, 2013) Generation Y belongs with 92% to three VALS
segments. 59% were classified as Experiences, 24% as Strivers, and 9% as Achievers (see
Table 2). The same study observed the media habits of Generation Y concluding that
electronic media are primarily used media in this group. Television was ranked on the first
place, followed by Internet, Magazines, and Radio. Television and Internet were also highly
ranked according to the importance of advertising information whereas traditional print media
was rated lower than electronic media (Valentine, Powers, 2013, p.600).

Table 3: VALS types
(Valentine, Powers, 2013, p.599)

2.3.3 Media Usage
As Gen Yers are the first generation born into a world where computers and the digital world
is nothing new to them they know how to handle different media channels and digital devices.
They grew up with computers at home, multichannel TVs, mobile phones, music downloads
and instant messaging (Euromonitor, 2007, p.1). With their digital devices always on
Millennials are connected at all times (Myers, Sundaram, 2012, p.31). Connection and
communication is very important to members of this generation – digital media helps them to
stay connected and to communicate with friends, family and peers at any time, anywhere, and
in different forms (Taken Smith, 2011, p.493).
The usage of digital media is steadily growing amongst this generation (Taken Smith,
2011, p.489). Gen Yers actively contribute, search, share, and consume content on social
networking sites (Bolton et al., 2013, p.245). They are the driving force behind e-commerce;
they are socializing and making purchases online and consequently will lead to a potential
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growth in e-commerce. Their familiarity with digital media is even essential for the
development in online shopping (Taken Smith, 2011, pp.489-490). Based on their strong
interest in music and online gaming they are the main drivers of digital downloading and
growth for MP3 Players. The mobile phone market is heavily dependent on Generation Y
consumers as well. As mobile phones are the focal point of technology conversion in their
lives, there is a need for them to have at least one mobile device (McCasland, 2005, p.9). This
underlines that the number of mobile phones has been raised by 154% between 2001 and
2006 and the penetration passed 100% in various markets (Euromonitor, 2007a, p.21).
Computer and mobile phones are common tools for Millennials and regarded as essential
(Taken Smith, 2012, p. 86). Besides spending 10.6 hours a week in front of the TV,
Millennials tend to spend 12.2 hours online, indicating that online media are more appealing
than TV and newspaper. In comparison to the Baby Boomer Generation, Gen Yers spend 41%
less time reading local newspaper and 22% less time in front of the TV (Euromonitor, 2007,
p.20). Members of this generation are online in order to shop, search for news, get
entertained, or to use social networking sites (Taken Smith, 2012, p.86). To some extent they
live

online,

reading

blogs,

downloading

podcasts,

checking

prices,

exchanging

recommendations, or influencing other peers (Euromonitor, 2007a, p.20). Social networking
sites (SNS) will remain an important aspect of young peoples’ lives (Euromonitor, 2007a,
p.7). SNSs represent therefore a powerful foundation for global messages especially for viral
marketing. Furthermore, the connection between SNSs and the preferred usage of mobile
phones by Gen Yers demonstrates an even better market place for mobile marketing
(Euromonitor, 2007a, pp.22, 23). As market mavens, members of Generation Y own general
product knowledge and they are eager to share their experiences and opinions with other
peers. According to eMarketer (as cited by Taken Smith, 2012, p.87) Millennials prefer to talk
about products and services online more than other generations before. And vice versa they
also use online reviews, blogs and peer recommendations about products to evaluate
purchases, products and services. This implements the importance of word-of-mouth as a
more credible tool than other advertising methods (Taken Smith, 2012, p.87).
2.3.4 Attitudes towards (mobile) advertising
Gen Yers grew up in a world full of choices and of advertising being noise where selecting
the right for them is essential to survive. They pick and mix parts of media to create their own
personalized products and services exactly fitting to their individual needs. Combining all
characteristics of Millennials they seem to be smart in handling media and marketing – they
are self-aware of it and know how to play with and manipulate brands (Van den Bergh,
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Behrer, 2013, pp.5-6, 24). As already mentioned, consumers of the Generation Y are more
engaged, active and vocal; they like to voice their opinion and have the chance to do this
online towards a huge audience. They want to share thoughts in a more active way and with
that they own a tremendous impact on brands, advertising and companies. They do not like it
when companies act upon their ideas and talk down to them – marketers need to keep the
message friendly and inviting. Millennials like the idea of being in full control of everything
instead of passively accepting what is given to them (Van den Bergh, Behrer, 2013, pp.10-11,
28). The chance for marketers is to positively engage these vocal consumers to gain
advantages from them (Taken Smith, 2011, p.490). Moreover, they are not willing to trust
anything based on solely faith – they would rather trust an unknown peer than brands’
messages, which is why word-of-mouth (WOM) is still a really effective tool among this
generation. WOM in combination with SNSs demonstrate an efficient mix. For example,
Facebook is perceived as an essential filter for young people. It delivers content that is almost
always relevant and organizes many aspects of their lives (events, music, photos,
communication). Gen Yers are following approximately 12.4 brands on SNSs and are with
that receiving all their commercial messages. Brands on SNSs should behave like friends but
not try to act as a friend in the traditional offline form. It is a good way for brands to be
transparent and authentic. Gen Yers put much more emphasis on brand experience and brand
credibility which is why companies need to pay attention to the way they present their brands
and their commercial messages (Van Bergh, Behrer, 2013, p.29). They tend to adore ads that
portray openness, express closeness, warmth, caring and harmony, ads that show that the
brand is natural and stays true to itself, ads that support the simplicity of the brand, and ads
that include witty humour and provoke controversy (Van den Bergh, Behrer, 2013, pp. 3536). However, besides all these positive and wanted effects some forms of digital marketing
are perceived as intrusive and thus annoying. Especially when messages interrupt a user’s
online activity, which is creating feelings of ill will toward the brand underlined with negative
brand equity. There is a general negative attitude towards digital marketing. Gen Yers think
digital advertising is distracting, disturbing, forced and does interfere underlining that there
are various opinions about the efficiency of digital marketing (Taken Smith, 2011, pp. 490492).
As for 52% (Forrester Research) of companies the top priority for mobile marketing
strategy is to increase customer engagement it is essential to observe their willingness to
interact (Wells, Kleshinski, Lau, 2012, p.1). Generation Y likes amusement and is excited
about creative and customized communication through mobile phones – preferring creative,
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personalized and engaging messages. The ability to decide content and frequency of
promotional activities is rather preferred than achieving daily spam messages. Their attitudes
towards in-app advertisements depend on the user’s involvement in such applications. “The
more involved and engaged a user is with an application, the more negatively he perceives the
advertisement” (Jain, Bhave, Roy, 2013, p.7). When looking at the acceptance of in-app
advertisements the following facts are important: Hindrance caused by the ad, placement of
the ad, ad formats, screen size, contextualization, personalization, relevance, and credibility
(Jain, Bhave, Roy, 2013, p.8). Even if many experts think mobile advertising is efficient other
studies proved the opposite. For instance, a study by the Ball State University in 2005 stated
that 92% of all respondents think that mobile marketing is annoying and two third would be
less likely to buy products from a business that is sending instant messages to their mobile
phones. Nevertheless, Gen Yers do not hate advertising in general, just those, which are
irrelevant to or unwanted for them. Especially within an interactive medium for which they
paid fees to use it, advertising is experienced as intrusive. In this context permission is a vital
aspect in connecting with Millennials on an interactive basis (McCasland, 2005, pp.9, 12).
There are already terms existing like “Banner Blindness” to describe the Gen Yers avoidance
of online ads disturbing their focus on the job at hand.
According to Katherine Taken Smith’s longitudinal study from 2009 until 2012 with 571
respondents at the age of 19 until 23 the most preferred forms of online advertising are (Taken
Smith, 2012, p.88):
1. Online coupons
2. Side panel ads
3. Email updates
4. Ads on YouTube
5. Ads in form of a game
Although, Mobile Marketing seems to be the new trend amongst advertising agencies, TV
commercials are perceived as the most credible marketing tool for Gen Yers. They know that
TV spots are expensive and presume that it is a good sign for the stability of a brand and a
company broadcasting TV commercials (Van den Bergh, Behrer, 2013, p.26).
All these facts represent either challenges or opportunities for marketers and companies –
they just need to know how to handle with Generation Y. The differences between various
study observing Gen Yers attitude towards mobile marketing builds one of the backgrounds
for this dissertation. In addition, there is a knowledge gap of the attitude towards in-app LBA
for Generation Y in Germany.
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2.4 Literature theme 4: Data Protection
While speaking about the positive facts of app usage, it is always including privacy and data
protection issues, too. Based on the rapid development of wireless communication and the
steady growth of smartphone sales and with that, mobile applications, data protection
concerns increase as well. With different features that a smartphone owns it is seen as a
highly customised marketing communication tool, especially regarding personal profile, time,
location, and context. This is at the same time creating tremendous threats for the consumer’s
privacy, which is indicating the need for higher privacy standards (Gurau, Ranchhod, 2009,
p.496).
2.4.1 Data protection perceived by Generation Y
Today members from Generation Y are always living in some kind of social networked
society where a person is always linked to some form of information sharing, which makes a
total privacy control nearly impossible. In addition, eliminating disadvantages of data usage
means also excluding the advantages, as in today’s society it also means to live an asocial life.
The paradox between being connected and the need for privacy is typical for Generation Y.
More and more consumers want to protect their private information online and want to know
what companies do with their data. They need to be able to trust companies with their private
information so that they can still join location-based information, for instance. It is important
for companies to be open about privacy issues (as part of a brand’s transparency) in order to
earn customer loyalty. The privacy protection tries to keep up with the ever-changing
technology but it fails (see 2.4.2) (Kasriel-Alexander, 2012 and 2014).
Nevertheless, people are not always the victim of the bad industry. They also have the
ability to affect the outcomes of their own actions (Gurau, Ranchhod, 2009, p.497). Although
this might be changing in the future, particularly Gen Yers are careless about protecting their
privacy (Kasriel-Alexander, 2014). It is not common among members of Generation Y to read
terms, cookie or privacy policies. Many users even fill out empty fields with personal
information in order to purchase or use an application. This underlines the fact that although
consumers always express their concerns about data usage, they are willing to give their
personal information away. Furthermore, privacy is even no concern when deciding between
competing alternatives. This irresponsible behaviour is emphasized by the fact that users give
more personal information to companies advertising, even though it could be very weak for
their privacy policy and the information are sold to third parties (Euromonitor, 2007b).
However, 2014 more Gen Y users are trying to go private in public through
anonymous sharing with apps like Snapshot, which is destroying videos and pictures by its
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own after it is viewed. Also more secure messaging, with the application TextSecure, is
getting popular among this target group (Kasriel-Alexander, 2014). If consumers change their
thinking about data protection and really getting more secure with providing less private
information they will have a huge consumer power to influence data protection. This was
proven by a petition signed by 50,000 Facebook users avoiding the usage of Beacon
advertising technology tracking and publishing online purchases of them – which was
successful and changed the opt-out feature into an opt-in feature (Euromonitor, 2007b). In
general, Germans are critical and sceptical with new technologies; before adapting it they
must demonstrate clear sustainable utility. Moreover, Germans are more concerned about
privacy and protecting consumer privacy as other European countries; underlined by stricter
data privacy laws than in the US, for example (Chiem et al., 2010).
As “consumer are doing so little to protect themselves (despite wanting to be
protected); someone needs to do it for them” (Euromonitor, 2007b). This is where
government comes into play.
2.4.2 Data protection regulations
Privacy covers a wide range of concepts: bodily privacy, communication privacy, territorial
privacy and information privacy. In the location based services the literature is talking about
location privacy that is a “special type of information privacy which concerns the claim of
individuals to determine for themselves when, how, and to what extent location information
about them is communicated to others” (Duckham/Kulik). Concluding it means consumer’s
control of location information. In addition, privacy is regarded as a fundamental human right.
Internationally it is recognized in Article 12 of the UN Universal Declaration of Human
Rights. There is no overarching law regulating mobile privacy, which is scaring in todays
evolving privacy landscape (Tama Kernochan, 2012, p.1). Germany belongs to the EU and
need to follow their regulations. In the EU the privacy legislation is more stringent than for
example in the United States. Article 29 Data Protection Working Party is still in progress
(Euromonitor, 2007b). In Germany laws were combined in order to cover the mobile segment.
On the one hand, the Federal Data Protection Act from the German government was formerly
designed for data protection on PCs and is now adapted to mobile privacy. According to this
law “’personal data’ means any information concerning the personal or material
circumstances of an identified or identifiable individual (the data subject)” (German
Government, 2010). The most important part in this law is section 4a describing the consent:
“Consent shall be effective only when based on the data subject’s free decision. Data
subjects shall be informed of the purpose of collection, processing or use and, in so far as the
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circumstances of the individual case dictate or upon request, of the consequences of
withholding consent. Consent shall be given in writing unless special circumstances warrant
any other form. If consent is to be given together with other written declarations, it shall be
made distinguishable in its appearance“ (German Government, 2010).
This is also stressed by the Telemedia Act and Telecommunication law in which two
different bills apply for mobile data privacy. According to section 13 in the Telemedia Act,
App-providers need to inform users about type, purpose and scope of the ascertainment and
application of personal data. For the usage of their data those providers need the user’s
permission, which the recipient is able to give electronically. Furthermore, providers are
bound to assure that the permission is being done consciously and distinct. Moreover, the
permission needs to be recorded, available and revocable (German Government, 2007). As
long as the user agrees, providers are allowed to use personal data for advertising and market
research regarding section 15 paragraph 3 in the Telemedia Act. There needs to be also the
right of withdrawal from the previous permission (German Government, 2007). The German
Telecommunication Law is pointing out the usage of location data. According to section 98 in
the German Telecommunication Law providers are allowed to use personal data abandon the
user’s location as long as he/she gives the permission. Referring to section 96 paragraph 4
providers are bound to make personal data directly anonymous underlining that they are
allowed to use personal data under a pseudonym. This again, is only possible if providers got
consumer’s permission (German Government, 2012).
Nevertheless, especially today in the fast development of technology it is difficult to
protect human privacy. In addition, there is a lack of awareness to location privacy issues
amongst general public (Duckham/Kulik).
2.4.3 How app-providers and advertisers attain private information
There are two basic models of applications. On the one hand, there is the free version, which
is financed through advertising and, on the other hand, paid versions without advertising.
Based on the need to monetize free apps they are highly dependent on third-party advertising
services. These advertising services are known for taking users’ information to create a more
precise profile. For most software systems on smartphones they need permission for doing
that. For example, on Android phones apps they need to ask for admission at the time of
installing when wanting any ‘sensitive privileges’. This mainly includes wanting access to
user’s Internet, to fine location information or to other apps installed on the smartphone. This
all aims to target ads more concisely at them. However, asking for permission was designed
to help users understand how private information are used from app-developers and –owners
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but this leads more often to a permission bloat and with that to negative perception of that
certain application (Shekhar, Dietz, Wallach, n.d.). In addition, especially on Android and
Windows phones users often do not have a choice to say no to different permission because it
is a constraint to agree otherwise you can’t install or use the application (there is only an
‘accept’ button on Android phones). While for most application on Apple’s iPhone you have
a choice to agree to some permissions and to others not. Even if you disagree with, for
instance, the location permission you are still able to use the application (see figure 8).

Figure 8: Android, Apple and Windows Smartphone Screenshot of App Permissions
(own design)

A huge amount of smartphone applications are alarming regarding data protection regulations.
Most of them send user’s personal data without direct knowledge to app-providers. They and
app-stores use personal data to create a user profile and sell it to advertisers. There is a
difference in automated data collection and data supplied from the user him-/herself (Urban,
Hoofnagle, 2012, p.15). Data provided by the user him-/herself are mainly application data,
which are conduced to use app-stores and download applications (e.g. name, email address,
age, gender). These information are remit to app-providers who save them. App-owners are
also able to impose and save personal data collected during the usage of the application. For
example, while indents in online stores, playing games, or communication content while
writing through a certain app to another user. On the other hand, there is automated data
collection feature (Urban, Hoofnagle, 2012, pp.17-19). Apps like hotel evaluation apps or
travel- and navigation applications employ users’ location as an automated data collection.
Even Facebook and Whatsapp access off-line saved information like address books or
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calendar entries. As described above in Germany there are three different laws to protect
users’ privacy but unless it is a foreign company (which is more often the reality) it is difficult
to enforce German regulations. App-developers need to, nevertheless, orient in general to
relevant laws but as users more often ignore the app’s policies or are to lazy to read them, it
does not really make a difference (Euromonitor, 2007b). As shown on figure 9 privacy
policies are also often printed in very small letters so that users could easily overlook them
(this especially on Apple’s iPhone).

Figure 9: iPhone Screenshot: Placement of terms and conditions in the application Foursquare
(own design)

Today a much broader range of LBS can be provided, getting information of:
•

Location of user’s home

•

Location of user’s friends’ home

•

Location of any building users visit

•

Location of stores users visit

•

Location of doctors and hospitals

•

Location of user’s entertainment

Unless users agree with location tracking, it helps companies to create individual profiles of a
person’s beliefs, preferences and behaviour (Wicker, 2012, pp. 61-63).
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2.4.4 Cookies
A cookie is a “little text file that is placed on the computer by visited web sites” (Pierson,
Heyman, 2011, p.34). In recent years cookies were also applied on smartphone applications
and browsers, with that, those text files are also placed on users’ smartphones. Cookies “have
become a vital aspect of Web functionality and service delivery […]” (Hayes, 2012, p.66).
They are “[…] providing much of the core data used by Web analytics tools that reveal
valuable statistics about Web usage, for commercial and non-commercial applications”
(Hayes, 2012, p.66). Cookies send and store automatically interactions between users and web
sites, which could be the user name, ads clicked on, time spent on each web site, the operating
system, browser, or previous visited web pages. Especially third party cookies are used for
and from advertisers. These cookies are placed through advertisements, images or scripts
hosted on a first party web page by a third party server. The most important fact about those
cookies is: they do not require user interaction (Pierson, Heyman, 2011, pp.34-35). In order to
save users’ privacy the European Union decided to legislate for all cookies (Hayes, 2012,
pp.66-67). Now every website needs to warn users with the following window “This website
uses cookies. Cookie information can be found by clicking here. You can accept or reject our
cookies by clicking here, if you continue to use our website we will assume that you accept
our use of cookies” (as cited by Hayes, 2012, p67).
In mobile applications cookie terms could be found at the same position as the privacy
policies (see figure 9). Sometimes they are included into the privacy policies.

2.5 Literature Conclusion
The literature review above demonstrates a highly relevant topic in today’s marketing
environment.
Mobile Marketing has a growing impact on companies’ Marketing decisions based on
the increased usage of mobile phones/smartphones especially amongst Gen Yers. The incline
in smartphones sales depicts an essential fundament for this dissertation as most of the
literature is taking regard to classic mobile phones with fewer features, representing the first
gap for the below research study.
The dissertation cover already explains that the main observed Marketing part will be
LBA which is a relatively new invention for Mobile Marketing. Nevertheless, a few
researches already examined consumer’s attitude towards location-based advertising, which
provides a foundation for this research. However, the refreshing and new angle of this thesis
is based on the combination of particularly Generation Y and geo-fencing, geo-precise
targeting and geo-conquering. Geo-conquering is a very new and innovative tool in the
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Marketing environment and not much is written about this topic academically, which makes it
even more interesting to have a deeper look at it.
In addition, Generation Y is also a very interesting target group and perfectly matching
to the analysed Marketing tool. This generation is described as very technology, market and
marketing savvy, which makes it harder for advertisers to target them although it is perceived
as a preferred audience. With their smartphones always on and carried around with them all
the time, they have a very intimate relationship with it – receiving messages no matter time or
place. They are always on the go, living their life-on-the-move making mobile phones a
brilliant communication channel. Concerns need to be paid towards their general negative
attitude regarding irrelevant and unwanted advertising. Marketers need to find out the right
way to engage and interact with them without being intrusive, interrupting or disruptive.
Being perceived negatively members of Generation Y have the power through WOM to
influence other peers and spread their opinion within a short time towards a huge audience.
A person’s location is a very sensitive information and need to be protected. This is
why privacy policies within smartphone applications are a current topic especially for this
dissertation. A combination of privacy laws in Germany tries to save consumers from
unwanted usage of their data. Nevertheless, it is not always the industry’s fault but more the
consumer’s own. Although 2014 concerns and actions against giving away private data rise
amongst Gen Yers, it is not common to read terms and conditions of apps. In addition, apps
are often constructed to be unable to download and use the application if users do not confirm
and accept permission inquiries. This means that app-providers and app-stores will be able to
collect personal data and send it to third parties as long as users give permission, which makes
LBA principally possible.
These four literature themes help to design the survey’s background. It is scrutinizing
the willingness of and attitudes towards receiving location-based advertising within
Generation Y through their smartphones. While challenge the probable fears of consumers
being located, the outcomes should assist to improve LBA.
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3. Methodology
The research onion by Saunders (see Figure 10) provides the way the following section will
be divided. Starting with the philosophies, followed by the approaches, strategies, choices,
time horizons, techniques and procedures (Saunders, Lewis, Thornhill, 2012, p.128).

Figure 10: The research ‘onion’
(Saunders, Lewis, Thornhill, 2012, p.128)

3.1 Methodology Introduction
In order to carefully observe the below methodology of this research section, the research
question and especially objectives need to be considered. As already stated in the introduction
this dissertation’s research question is:
How successful is in-app location-based advertising when targeting German Gen Yers?
The research questions aims to answer the research objective of clearing the conflict between
customer’s fear of being located and the company’s willingness to succeed with geo-precise
targeting. So that in any case, companies are able to adapt adequately to the results.
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3.2 Research Design
3.2.1 Research Philosophy
“The research philosophy you adopt can be thought of as your assumptions about the way in
which you view the world” (Saunders, Lewis, Thornhill, 2006, p.128). If making
commitments at this point it impacts the way on what to do and what to investigate.
Nevertheless, a research question cannot be answered only within one philosophical domain
that is why this Methodology is based on two philosophies – so using the pragmatism
approach. From the pragmatist’s view “it is perfectly possible to work with different
philosophical positions” (Saunders, Lewis, Thornhill, 2006, p.130). Furthermore it stated, “no
single point of view can ever give the entire picture” (Saunders, Lewis, Thornhill, 2006,
p.130) and underlines “that there may be multiple realities” (Saunders, Lewis, Thornhill,
2006, p.130).
The first philosophy used is the subjectivism philosophy, which “asserts that social
phenomena are created from the perception and consequent actions of social actors”
(Saunders, Lewis, Thornwill, 2012, p.132). This philosophy assumes that social contexts are
in constant changes and underlines the need to examine details of certain situations in order to
understand what is happening. It is stated that reality is socially constructed and that social
actors have different interpretations of the same situation. This is related to each customer’s
relationship to that certain situation. These different interpretations affect their action and
nature of social interaction with others (Saunders, Lewis, Thornwill, 2012, p.132). This will
be mainly used for the quantitative data.
In addition, the interpretative philosophy will be used. “It is interpretive because
researchers need to make sense of the subjective and socially constructed meanings expressed
about the phenomenon being studied” (Saunders, Lewis, Thornwill, 2012, p.163). Besides
statistical outcomes, seen as hard facts, soft facts will also contribute to the analysis, which
will need an interpretative approach.
3.2.2 Research Approach
The philosophy needs to be based on a research approach. The research will be a deductive
approach, which is mainly used for quantitative primary research. It uses the outcoming data
from the survey to test existing theory (Saunders, Lewis, Thornhill, 2012, p.162). So the
following steps describe the course of action getting to the primary research (Saunders,
Lewis, Thornhill, 2006, p.145):
1. Using existing literature to get an overview
2. Establish objectives based on the literature review
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3. Comparing the objectives with the existing theories
4. Collecting appropriate data
5. Observe the results: consistent or not consistent
A literature review builds the foundation for setting objectives about consumer being afraid of
location-based advertising. The quantitative research is interested in understanding the
observed phenomenon and how it might be generalised to a larger population. This goes along
with the sense of a deductive approach wanting to test the validity of previously created
hypotheses (Allen, Titsworth, Hunt, 2008).
3.2.3 Research Strategy
To answer the research objectives, the mono-method of quantitative data will be collected in
form of a survey. A survey is mostly associated with a deductive research and with that
suiting to this dissertation. It is designed to answer questions like ‘what’, ‘who’, ‘where’,
‘how much’ and ‘how many’, which the at hand primary research tries to ascertain from a
broad sample. The mono-method was considered the most appropriate for this dissertation as
the sample includes a large number of participants. In addition, time and cost constraints
needed to be taken into account preferring a single method as a more practical solution.
The quantitative research is build upon an electronic questionnaire, which will be sent
out on social networking sites, especially Facebook. The cross-sectional study consists of
closed-end questions so that participants do not have any irritations. It is used to provide
numeric descriptions of trends, attitudes, or opinions of the studied sample representing the
Generation Y (Creswell, 2014, p.13).
As above mentioned the research strategy for the consumer point of view will be a
survey. The questionnaire allows collecting results of a large amount of standardised data. It
is easy to explain and to understand. Furthermore, it can be analysed quantitatively by using
descriptive and inferential statistics. Moreover, it is possible to generate findings
representative for the whole population, in this case the Gen Y group (Saunders, Lewis,
Thornwill, 2008, p.144). According to Saunders, a survey is designed to “find out how a
population things or behaves in relation to a particular issue” (Saunders, Lewis, Thornwill,
2012, p.177) indicating the main goal of this dissertation.

3.2.4 Time Horizon
The research method will be cross-sectional, so some kind of a snapshot of the current
situation (Saunders, Lewis, Thornwill, 2012, p.190). This seems to be suitable as the research
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is created to observe the current state of attitude towards in-app LBA by German Millennials.
In addition, referring to time constraint the cross-sectional study was the most appropriate
method. The survey was available for a period of 4 weeks in June/July 2014.
3.2.5 Sample Strategy
The overall population essential for this dissertation are smartphone owners in the age of 18
to 34 years with that composed of Generation Y in Germany. Overall 40.7 million people in
Germany own a smartphone by 2014 (Statista, 2014b). 35% of those are members of the
Millennials and with that represent the overall population of this dissertation (Statista, 2014c).
To give a representative view of the overall population a non-probability sampling will
be used (Saunders, Lewis, Thornwill, 2008, p.213). In addition, it would be nearly impossible
to get a sample sub-set completely representative of the overall population. So with the aim of
receiving 200 respondents a reasonable number of a mainly heterogeneous group (196 out of
212 were in the age group of Generation Y) should provide main trends within the overall
population.
The questionnaire was set online and participants voluntarily took part in it, which
means it belongs to volunteer sampling. However, as there is no control over respondents this
research represents haphazard sampling. In this kind of sampling method participants were
chosen because they were available, which is part of the convenience sampling (Saunders,
Lewis, Thornwill, 2012, p.291). Four steps need to be fulfilled to answer the participant
question (Saunders, Lewis, Thornwill, 2008, p.214):
1. Identify a suitable sampling: Consists of the Generation Y in Germany
2. Sampling size: More than 200 participants.
3. Sampling technique: Convenience using social networking sites (Facebook) to spread
the questionnaire
4. Control of representativeness: Achieve as many participants as possible (should be at
least 95% out of the above mentioned sample size)
3.2.6 Research Ethics
The survey requires respondents to give personal information about their lives and
behaviours, which indicates possible conflicts with ethical issues. Naturally those information
needed to be treated with respect and anonymously. However, the participants are voluntary
taking part in the survey and are to choose if they want to do the survey until the end or stop it
in the middle. In addition, respondents need to be at least 18 years old. The collected data is
only used for this dissertation but as the thesis is published at the end everybody is able to
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read the outcomes. The purpose of the survey will be introduced on the first page of the
survey and indicated in a clear and understandable way (for all the Germans in German) the
reason it is being undertaken and for whom it is beneficial. It also underlines that answering
the questionnaire will take about eight minutes and that the results will be anonymous and not
given to a third party. The characteristic of an anonymous questionnaire gives participants the
opportunity to feel free how to answer the questions and when to stop the survey without
being stressed, discomfort or embarrassed. Answers will be stored safety and not longer than
needed.
The survey is designed to find an answer towards consumer’s perceptions of mobile
marketing and should help to enhance those tools on behalf of users. This implements that the
study is not provided to use any unethical issues to harm participants or other individuals.

3.3 Data Collection Instruments
Electronic questionnaires are used for receiving answers from many participants to the same
set of questions in a predetermined order. In this case the questionnaire is self-completed
meaning that the respondents are completing them on their own using electronically advises
like the Internet (Internet-mediated questionnaires). The outcomes from this survey should
include opinion (how respondents feel about something) and behaviour (what people did in
the past, do now or will do in the future about the topic asked) variables (Saunders, Lewis,
Thornwill, 2008, p.368). This is the easiest way to gather the above aimed respondents in the
prescribed time horizon of four weeks. In addition, it again is highly suitable based on cost
limitations. The tool used for collecting and spreading the questionnaire will be Google
Format which is free of charge (independent from the number of questions) and provides the
outcomes in an excel file as well as a summary of all results. Google Format also allows to
share the survey directly via different social networking sites like Twitter or Facebook or to
send it via e-mail. Furthermore, participants were able to access the questionnaire via their
smartphones supporting the fact of a life-on-the-move. This easy method supports
respondents to complete and share the survey. In order to get a more powerful conclusion
from the results SPSS from IBM and Excel from Windows will be used to analyse and
evaluate the responses (see chapter 3.4).

3.4 Data Analysis Procedures
Google Format includes the ability to transform the outcomes into Microsoft Excel, which
gave the opportunity to directly pass it into SPSS. SPSS was used to further analysis and
evaluate questions and to receive cross-tables combining or compare two different questions.
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The quantitative data will be mainly categorical (answers could be divided into sets) data, so
nominal or ordinal. In order to analyse the results, the answers needed to be coded which was
basically numeric including numbers from 1 to 6 depending on the number of given answers.
Through coding SPSS is able to examine the outcomes and provide percentages to be more
significant. This gives the opportunity to receive in depth answers to the at hand research
objectives. After coding the answers SPSS provides an easy way to observe the results and is
saving time. Diagrams, figures and tables should be elaborated to demonstrate virtually the
results.

3.5 Limitations to research
There are a number of upcoming limitations while using the above explained research
method.
The first limitation of this research could be, that the fixed number of participants is
not reached, representing a limitation of the quantitative method. This would be underlined
by a wrong, incomplete, or inappropriate answered questionnaire implementing a risk for
quality loss. Moreover, questions asked and answers given could perhaps not answer the
research question properly indicating another limitation. In addition, questions asked could be
too complicated for the participants or respectively previous knowledge is required to answer
questions, which does not exist. Participants could also have privacy concerns so that
important questions may not be answered for fear how their responses could be used at the
end. Avoiding this limitation upfront the researcher needs to be honest about not collecting
personal information and limiting the usage of the data only for dissertation purposes.
Time is another risky aspect demonstrating a limitation of the quantitative method –
enough time needs to be calculated for this concept.
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4. Data Analysis/Findings
This chapter contains the empirical findings and analysis received from the primary research.
Those findings were obtained through the electronic questionnaire described above. As also
mentioned above Google Format and SPSS were used to evaluate the respondents. In addition
Excel and Google Format gave useful statistics, charts and graphs, which will be utilized to
clearly demonstrate the findings in a comprehensive method. To give a short overview
descriptive statistics were employed to illustrate the sample’s demographics and
characteristics, like gender, age or smartphone penetration. The next step the analysis of the
research objectives where statistics will be used to demonstrate the relationship between the
variables under study and to test the objectives constructed in advance. For this, the outcomes
are grouped and depicted appropriate to its research objective. At the end, all results are
combined to answer the overall research question, which will lead to the final conclusion and
recommendations for the industry’s future work.

4.1 Sample Demographics and Characteristics
The descriptive analysis should give a summary of the respondents’ demographics and
characteristics according to the handling of smartphones and applications.
4.1.1 Gender and Age
From the overall respondents of 212 people, 137
(65%) were female and only 74 (35%) were male,
indicating that the sample was not fairly
distributed between both genders. This represents
a limitation towards the representativeness of the
German population although the gender split in
Germany in 2012 was 52.94% of females and
47.06% of males when considering the latest
statistical report published by Statista (2012a). In
the Appendix C, 2. a gender pie chart for this
study and the report of 2012 can be found.
Since this study is designed to analyse

Figure	
  11:	
  Age	
  Groups	
  

Generation Y it is important that the majority of respondents are included in the age group
between 18-34 years. Excluding the participants 36 or older 92% of the overall participants
were in the contemplated age group. In the following parts only the ages from 18 to 35 will be
	
  

51	
  

considered meaning that instead of the initial 212 participants only 196 will be observed.
Those 196 represent the new 100%. Conspicuous is that the age group 23-26 contains 49% of
all respondents. Followed by 19-22 year-olds with 21%. This may influence the
representativeness of this study because of underrepresentation of other age groups, but
supports the relevance towards answering the research question and objectives. It also
underlines the assumption that the age group using SNS like Facebook is mainly between 18
and 34 (52%), so exists mostly of Generation Y (Statista, 2014).
4.1.2 Smartphone Usage
According to the outcomes, smartphone penetration was very high with 99.5% of all Gen Yer
– 100% using it several times a day. This supports the results from the literature review
showing that nearly 21 million Germans use a smartphone (GfK, 2012a). Generation Y sees
the smartphone as part of their own body, which is proven by 72% stating that their
smartphone is extremely to very important to them. The smartphone importance pie chart can
be found in Appendix C, 3. This indicates that smartphone and mobile marketing could be of
high importance especially in Generation Y.
4.1.3 App Usage
The App Usage is important referring the placement of effective in-app advertising. 93% of
the respondents stated that they are using smartphone applications several times a day, only
4% said they use them once a day and 3% even more rarely than once a day. This implies that
smartphone owner basically utilize their mobile device to access applications underlining the
possible perfection of applications as an advertising platform for Generation Y. One of the
best solutions to insert advertising in apps would be social networking application like
Facebook or Twitter. 96% of the participants access those several times a day. Other
opportunities are represented through games accessed by 51% at least once a day,
content/media apps (e.g. YouTube, Spotify) accessed by 57.5% at least once a day and core
functionality/utility apps accessed by 62.5% at least once a day. Business/productivity (14%)
and Lifestyle (22%) apps represent the least perfect in-app advertising platform for Gen Yers
(see figure 12).
A more rarely action than using applications is downloading new ones. 12% of
respondents download new smartphone apps at least once a week.
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Figure 12: Frequency used different kind of applications

4.1.4 Data protection concerns
Eye-catching is that 68.7% of all participants of Generation Y were concerned about their
data used by app-providers but only 26% said that they read terms and conditions before
downloading a new application. This emphasized the outcome from the literature review
where it is stated that “[…] it is not common among members of Generation Y to read terms,
cookie or privacy policies” (p.36). This fact is also supported by the greenness of Gen Yers to
accept and download an application, which forces the user to relinquish its location. Referring
to the study 39% click on accept and download when the condition to download an app is, to
divulge the user’s location. Only 14% read terms and conditions and download the application
after that. Anyhow, 36% try to search for a similar app and 11% do not download this specific
application. However, using location-based applications represents still a trend (71%),
although only 40 of the participants publish their location at least a few times a month. This
does not mean that app-providers will not use their location anyway.

4.2 Analysing Research Objectives
The analysis below helps answering the research objectives. It consists of statistical
information gathered with the electronic questionnaire and only involves respondents from
Generation Y. In the end the research objectives supports the analysis of the research
question.
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4.2.1 Research Objective 1
To evaluate the acceptance of and attitude towards in-app LBA of German Gen Yers
The acceptance of and attitude towards in-app LBA could be combined into one research
objective because it will be answered mainly through the same set of questions. Firstly this
paragraph wants to discover the acceptance followed by the attitude. However, there is no
clear boundary so both merge at some point.
Question 16: Do you recognize advertising in applications?

Figure 13: Recognizing advertisements in apps

Asking for recognition of in-app ads was created to get aware of Gen Yers openness to
advertising. According to figure 13 most of the respondents said that they recognize
advertising (58%), which is a good sign at first sight. Just 6% stated that they do not notice
them indicating that advertising in apps are eye-catching and tolerated. This goes along with
the high download numbers of free applications. 127.7 billion free apps were downloaded in
2014 (Statista 2014a). These so called freemium model apps distribute content for free using
advertising to monetize themselves (Arrington, 2014). When downloading free applications
user know that advertising is included, meaning they tolerate and accept in-app advertising.
When looking at Gen Yers regardless accepting terms and conditions without reading it, it can
be assumed that they accept cookies and advertising too (see 4.2.3) even if not consciously.
The acceptance of in-app LBA, however, is contradicted by the attitude towards it.
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Question 17: If you see ads in smartphone apps, what do you do?

Figure 14: Action when seeing ads in applications

The results in figure 14 appear in line with the outcomes from the literature review.
The literature review demonstrates that mobile phones are a very intimate and private medium
indicating that ads sent on them are even more negatively noticed. Although users recognize
advertising in applications, it does not necessarily mean that it is a positive sign for
advertisers. The last two outcomes emphasize that the majority of recipients perceive
advertising in apps not as relevant but as annoying instead. This is confirmed by the study
“AdReaction 2012 – Global Report” by Millward Brown stating that “[…] most consumers
will tolerate mobile marketing, few consumers are favourable toward it” (Milward Brown,
2012, p.5). In addition, Statista found out that only 13% of Germans are favourable with
advertisements on smartphones, which makes them one of the few countries with a
tremendous negative attitude towards mobile advertising (Statista, 2012b).
Another study from Statista found out that German smartphone users mainly accept
advertising when it is inconspicuous (37%), without any sound (39%) and as small as possible
(36%)(Statista, 2012c). As already seen in the evaluations above in-app advertising (figure
14) is perceived mainly negative. The acceptance could be firstly described by Gen Yer’s
action when seeing an ad in a smartphone application. The action of clicking on close (34%)
or ignoring (33%) is definitely an evidence of not accepting advertising in apps. However, it
could be also discovered a small tendency of clicking on ads.
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Question 18: Have you ever clicked on an in-app advertising?
Question 19: Do you remember the last advertisement you saw in an application?

Figure 15: Clicking on ads and remembering last ad

Already 29% of Gen Yers stated that they have clicked on an ad in smartphone applications.
This represents a starting point of in-app ad acceptance and could lead to further
developments for this marketing section. It could be seen as a foundation on which advertisers
can build their positive thinking about the efficiency of in-app LBA. Nonetheless, 71% of
Generation Y in Germany never has clicked on an advertisement. This is supported by the fact
that only 12% of asked Gen Yers remember the last advertising they saw in an application.
Therefore, in-app ads do not serve brand recall. Although, those who stated yes they have
clicked on ads in applications 46% also remember the last advertising. Implementing that
these advertisings should be of high relevance to them. When clicking on ads user perceive
those advertisements as relevant to their personal profile, they try to receive more information
and are more willing to purchase that certain product/service.
Anyway, most German Gen Yers knowing marketers use their exact location are feeling
afraid of it (41%).
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Question 22: What do you think about advertising using your exact location?

Figure 16: Thinking about ads

According to figure 16 the majority of respondents (75%) have a bad attitude towards
companies using their location. 41% of all participants are feeling afraid and 34% annoyed.
Only 1% does like the idea and for 24% it depends on situation and location. This is
underlined by the result that 85% does not like the idea of companies using their exact
location to get their attention and 95% saying that they do not want to get more location-based
offers.
Overall, the above outcomes summarize the first research objective as followed: In
general, German Generation Y has a bad attitude towards LBA and a weak acceptance of it in
applications. The attitude towards in-app LBA is more precisely described by the word
tolerance. However, although more German Gen Yers feel afraid or annoyed by it, 24% like it
when receiving it in the right situation and location (see 4.2.3). There is a tendency for good
and creative advertising to win positive feedback from German Gen Yers when considering
facts like: asking for confirmation and being politely (see 2.3.4). The survey, nevertheless,
found a tendency towards negative attitude and less acceptance of in-app LBA for German
Gen Yers. It is also underlining that there is a tendency of clicking on ads relevant to
Millennials’ personal profile.
To find out what is relevant to Generation Y research objective two was created to answer this
part to successfully implement an in-app location-based campaign.
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4.2.2 Research Objective 2
To identify a connection between high-app usage and perception/relevance of in-app ads for
users
The first objective defines attitude and acceptance of in-app LBA and with that provides the
second with a solid background. This research objective should build a relationship between
today’s high app usage by Gen Yers and the relevance of in-app ads. It scrutinizes marketers
thinking of in-app LBA as an efficient marketing tool and should give answers towards the
assumption whether high app usage implies high ad relevance for Gen Yers in Germany or
not.
Question 7: How often do you access smartphone apps?

Figure 17: Accessing smartphone applications

As already mentioned above and represented in figure 17, the participants’ majority
access smartphone apps several times a day (93%). This makes apps a highly relevant
medium for advertisers as stated from Millward Brown “[…] there is a huge opportunity for
growth in mobile communications” (Millward Brown, 2012, p.5). They are assuming that
users could recognize especially advertising in apps more often. Logically argued: the more a
recipient access apps the more often he/she will see advertisements. This proves nothing –
considering recipients watch the whole day TV and choose a channel they like, it does not
directly mean they perceive all spots and brands as relevant to them.
The question arises whether the kind of app influences the recognition of ads. So does
it make a difference to not randomly choose an application for inserting companies’ ads but
knowing which apps are accessed the most. The frequency German Gen Yers access various
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smartphone apps is already explained in chapter 4.1.3. This gave a background of apps mainly
used by German Millennials. With these certain applications companies are more likely to
achieve their target group. Combining this with the question whether participants recognize
ads in apps or not should give an overview of different apps as a strong solution to turn on inapp ads. Observed are those four, which were mentioned more often by participants to be
used at least once a day.
59% of those who used social networking several times a day recognized ads. Also
59% of those who used content apps several times day, recognized advertisements in
applications. 36% perceive ads at least sometimes. Nearly the same outcome results from
games. 58% of those who used game apps several times a day also recognized ads and 38% at
least sometimes. From 36% using core functionality apps several times a day 64% also stated
to recognize ads in apps (see Appendix D, 1.). These outcomes hypothesise that the kind of
app just weakly influences the perception of in-app advertisement.
However, when asking in which way respondents perceive in-app advertisements most
of the respondents think of in-app advertising in a negative way. 36% try to hide it, 33% just
ignore it and 30% are feeling annoyed by it (see figure 16). Only 1% clicks on it in order to
get more detailed information about the offer. This is also underlined by answers from
question 18 where 71% never clicked on an in-app advertisement. Hence, 29% decided to
click on an in-app ad representing a significant number of Gen Yers in Germany. This could
indicate that 29% perceived those ads as relevant for their personal profile. Underlined by the
fact that there could be seen a trend within games. 41% of those who use games several times
a day stated that they have clicked on an ad. Also 10 out of 17 remembering the app they saw
an ad, stated they saw it in a gaming application. Assuming that especially while actively
using games recipients tend to react on seen advertisings.
There is also a trend in clicking on apps relevant to their personal profile inferring that
perhaps advertisers could maximize the effectiveness of in-app advertising when improving
user’s data insights. The above outcomes demonstrate that ads in apps are recognized but
often not noticed as relevant. When deciding to insert advertisement in applications,
companies need to consider facts that will make ads more relevant to user’s profile.
After creating a cross table between the variable ‘Frequency of using certain kind of
apps’ and ‘Action when seeing advertising in apps’, those who accesses social networking
applications several times a day mainly feel annoyed (95%), try to hide it (93%) or directly
ignore LBA in apps (93%). There is only one Gen Yer who clicks on an ad but using apps
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only rarely. Comparing this with the outcome of other application types it emphasized the
previous result (see Appendix D, 2.).

Table 4: Recognizing advertisements in different types of apps (SNS)
(Outcome from SPSS)

In order to totally answer the first research objective a cross table for the variable ‘Accessing
smartphone applications’ and ‘Thinking about in-app ads’ was designed. It results that those
who accesses applications several times a day mainly feel annoyed (92%), try to hide it (90%)
or directly ignore it (94%). There is no sign that high-app usage contributes anything to user
thinking of ads as relevant. If so, user would definitely have clicked more often on shown ads
(see Appendix D, 3.).
Concluding, although advertiser might see mobile advertising as a highly effective and
efficient tool to contact consumer of Generation Y in Germany, the survey demonstrates that
the only connection between high-app usage and relevance of in-app ads for users might be
the recognition of it. Participants who often used applications tend to perceive ads as well. So
if a company’s marketing objective is to raise brand awareness or recall, in-app advertisement
are able to achieve it. On the other hand, high app usage does not necessarily connect with
positive attitudes towards in-app advertisements. Negative attitudes outbalance positive
opinions although the study depicts a tendency for clicking on in-app ads.

	
  

60	
  

4.2.3 Research Objective 3
To examine the relevance of geo-conquest information for users while linger in a geo-fenced
area
To get an answer for this research objective, the survey included questions specialised on a
geo-conquesting basis. As already mentioned in the literature review, geo-conquesting is a
mainly undiscovered new area for LBA with no study on it yet. This is why observing this
category makes it even more interesting.
Reviewing results from direct asked questions (see 4.2.1) Gen Yers do not cherish
geo-conquesting advertising. The previous analysis proved that the majority of German Gen
Yers do not like in-app advertisements in general. Location-based advertising is not perceived
in a better way. In this type of advertising facts like privacy issues also support feelings of ill
will, which will be explained in research objective 4. However, looking at what-if questions
the previous result could be disproved depending on situation and location.
Question 24: Changing restaurants when getting offers & Changing clothing store when
receiving discount

Figure 18: Changing decision when getting LBA

Regarding figure 18 and the two outcomes, it can be assumed that the perception of
geo-conquest LBA is highly dependent on the consumer’s situation and start/finish of his/her
decision-making process. The study showed that when the decision-making process is
finished Gen Yers do not welcome new and better offers. This is for instance the case before
going to a restaurant. When heading for an already chosen restaurant customer’s are not open
to receive offers; 79% of German Millennials would stay with their first decision and go to
the already chosen restaurant. Whereas, when they are in a continuous active mode, for
example while shopping, respondents tend to be more open for location-based discounts. Also
supported by the fact that 41% want to receive location-based offers when searching for a
restaurant (see figure 19). Furthermore, a total of 82% would take the location-based offer
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during their shopping activity, while 18% directly change their direction and leave towards
the less expensive store and 76% are likely to go to both stores (the already chosen one and
the one which gave them a better offer). This also contradicts the results from the before ask
questions what respondents think about LBA (see figure 16).
By making cross tables of these two results, it demonstrates, although 41% are afraid
of companies using their exact location, more than half (53%) of them would take the offer
when deciding to change the restaurant and 44% would change the clothing store. In addition,
30% of respondents who felt annoyed would also take the offer for a cheaper restaurant and
27% for a clothing discount (see Appendix D, 4.). This leads towards the hypothesis that as
long as consumers do not know companies using their exact location, they will appreciate
geo-conquest advertising. The majority of consumer who were asked directly whether they
like LBA or not, would take a negative attitude but when asking in an indirect manner, they
will accept and enjoy the offer.

Figure 19: Situations LBA is preferred

This is underlined by the results from the question asking for situations LBA would be
preferably appreciated. 17% would like LBA while lingering in a supermarket, 25% while
shopping, 41% while searching for a restaurant, 40% during vacation, and 67% in a foreign
city (see figure 19). When looking at the 95% of respondents not wanting to receive any more
location-based ads the contradiction between direct and indirect asked questions gets obvious.
Although the majority does not want to receive any location-based advertising they would
change their shopping destination.
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Question 27: Do you like the idea that companies’ use your exact location to get your
attention?

Figure 20: Attitude towards the idea of LBA

Moreover, 84% of German Gen Yers do not like the fact that companies use their
exact location to receive their attention. Even if 95% do not want to receive more LBA and
84% do not like the idea of LBA (including geo-conquesting) they will tend to welcome it in
various situations. This again emphasizes that location-based geo-conquesting ads tend to find
the customers’ attention and reward but they do not want to disavow it to strangers and
themselves.
In general, the survey should also scrutinize whether geo-conquest is welcomed and
not only if it is relevant or not. 67% of respondents saying they would like LBA in a
supermarket stated also not liking the idea of location used for advertising. The most clicked
answer was receiving LBA in a foreign city (67%), although 84% of those said they do not
like the idea of geo-conquesting (see Appendix D, 5.). Assuming that these outcomes support
the relevance of geo-conquest information for Gen Yers in Germany. Concluding, when
deciding to insert in-app LBA companies should especially consider the decision-making
process.
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4.2.3 Research Objective 4
To examine a connection between Gen Yers’ as being careless about data protection and their
fear about being located
The literature review demonstrates the existing paradox between Gen Yers as being careless
about data protection and their fear of being located. The study results that 69% of all
respondents are concerned about how their data is used but only 26% stated to read terms and
conditions before downloading an application (see Appendix C). These two outcomes support
the assumption that Gen Yers although being worried about data usage not caring about how
their data is really used by app providers. This could be because of their laziness to read the
huge amount of permissions and regulations an application includes when downloading it as
Euromonitor stated 2007(b).
Question 12: The condition to download a specific App is to confirm that your location
will be used, what decision do you take?

Figure 21: Decision taken when downloading a new app

Contrary to the above supposition figure 21 demonstrates that there is a trend avoiding
randomly downloading applications without knowing what is done with their data for German
digital natives. 14% are trying to read terms and conditions before downloading an app that
requires a location confirmation and 36% are searching for a similar app not compulsory
using their location. At least 11% clicked they do not download this specific app. Indicating
that although Gen Yers do not read terms and conditions they are not blindly accepting
everything asked. More than half of the participants stated to not ignorantly accept and
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download apps. However, still more than 70% use location-based applications even when
knowing their data is used by app-providers.
Question 14: How often do you publish your location on social networking sites like
Facebook?

Figure 22: Publication of location

With thousands of opportunities to release locations online German Generation Y is
trying to publicise positions as less as possible. With that they are trying to avoid the
exploitation of their data and also to prevent their location privacy. As depicted on the figure
above (Figure 22) only 8% publish their position at least once a week. Noticeable are 37% of
German Gen Yers releasing their place never and 47% irregular, meaning less than monthly.
Implementing that oppositional to the first assumption of regardless data publication, Gen
Yers in Germany tend to be careful with consciously releasing their position. In this context
unconsciously means forgetting what has been accepted when downloading a new app in the
past and with that not having the option app providers using their data for in mind.
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Question 15: Look at the pictures below (see chapter 2.4.3). If that advice shows up,
what decision do you take more often by trend?

Figure 23: Decision taken when permission request shows up

This is also underlined by the tendency to not accept all app permissions asked when
downloading a new application. Apps want plenty of data they download from the user’s
smartphone. According to that, users have to decide either to accept those permissions or to
cancel the download. With a majority of 62% German Gen Yers tend to cancel the planed
download because they are not willing to provide app-owner with their private data. Hence,
still 38% just click on accept without really knowing which information app-providers receive
through their confirmation. Obviously there is a tendency to take care about personal and
intimate information within Generation Y in Germany.
In order to observe the research questions carefully two different cross tabs were
created. The connection between ‘Caring about data’ and the ‘Thinking about LBA’ should
give an overview about German Millenials’ attitudes towards LBA advertising considering
their used private data.
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Table 5: Concerns about data usage regarding in-app LBA
(Outcome SPSS)

In this table it can be seen that Gen Yers who are concerned about their data even do
not like companies to use their data for promotional activities. It gives an overview about the
negative attitude towards app-providers taking too much information from their mobile
phones. 74% of respondents concerned about data are also afraid of advertising using their
exact location. 65% who said yes to data concerns feel annoyed by advertising using their
exact location.

Table 6: Reading privacy policies combined with attitudes towards in-app LBA
(Outcome SPSS)

When combining respondents who read terms and conditions and their attitude
towards LBA the result shows that although the majority of Gen Yers in Germany do not read
terms and conditions they feel afraid (70%) of LBA (see table 6). This result confirms the
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contradiction between caring about data and actual doing something against unauthorized or
unwanted data usage.
Overall they have a negative attitude towards apps and ads using their position even
though they do not read what they confirmed when downloading an app. This is underlined by
the outcome of combining the variables ‘Do you like the idea of LBA’ and ‘Reading terms
and conditions’ where 72% stated to not read privacy policies but either do not like the idea of
LBA.

4.3 Discussion and Conclusions
The discussion assists to answer the research question and represents a direct connection
between literature review and the survey’s outcomes. The research question scrutinizes the
current perception of mobile marketing as an efficient and successful tool communicating
with German Gen Yers. Marketers see mobile marketing as the best way to spontaneously,
directly, interactively and precisely contact members of the Mobile Millennials. The primary
research findings demonstrated that although German Gen Yers have a negative attitude
towards in-app LBA in general they, however, use offers referring to their position.
Nonetheless, the efficiency is strongly contested by the survey’s outcomes presented
in the previous section. Although smartphone penetration and app usage has a lot to commend
it many facts also contradict advertiser’s thinking. 99.5% of Gen Yers own a smartphone and
100% using it several times a day, which makes it for 72% extremely to very important. In
addition, the app usage with 93% of all digital natives accessing apps several times a day is
extremely high underlining that smartphone applications are a strong medium to contact
digital natives.
Another essential fact is the kind of app companies decides to implement their
communication. Business applications and Lifestyle apps, for instance, would be a less
efficient solution comparing to social networking, gaming, core functionality, and
content/media applications. 58% of Gen Yers in Germany often use Facebook (Statista,
2013b) as a social networking application. Combined with the fact that Facebook was
planning to introduce more and specific location targeting (Bloomberg, 2012) this provides a
real opportunity for marketers and companies communicating with Millennials in Germany.
However, advertising in social networking sites were not clicked on that often as it was in
gaming applications. Even the fact that 10 out of 17 who stated to remember the last in-app ad
was in gaming applications. Supporting that those apps are a good platform to implement ads.
Bhave, Jain and Roy found out that user are more open and receptive for interstitial ads (ads
before or after the app activity; most often used in games; see 2.1.2). In the break before able
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stepping into the next level the participant is actively using the smartphone and watching
impatiently the screen, which makes it easier to recognize and remember seen ads. However,
sometimes this does make ads even more annoying, as Taken Smith stated. Especially when
messages interrupt a user’s activity it is perceived as intrusive and annoying. Therefore it is
creating feeling of ill will towards the brand or the product underlined with negative brand
equity.
The most important point in disfavour of in-app advertising is the general negative
attitude towards advertising by the German Generation Y, which is answered by objective 1
(see 4.2.1). Taken Smith (2011) already observed the general negative attitude towards digital
marketing and their thinking as being distracting, disturbing, forced, and interfering. A study
by the Ball State University also discovered that mobile marketing annoyed 92% of
participants and 2/3 would be less likely to buy a product from a company promoting on
mobile phones. This has been supported by the study at hand. Gen Yers try to hide ads, to
ignore them or just feeling annoyed by it. This gets even worse when talking about LBA.
Most of the respondents get afraid whereas 24% tend to like it in certain situations and
locations. That is what McCasland (2005) stated as well. Gen Yers do not hate advertising in
general just irrelevant and unwanted ones.
Leading to the assumption that members from Generation Y tolerate and accept
particular advertisements. Van den Bergh and Behrer (2013) already mentioned that
Millennials do not like passively accepting what is given to them. They were born into a
world full of choices so they want to see only advertising relevant for them. Contradictory is,
downloading freemium apps where ads monetize the application, meaning when downloading
it Gen Yers accept seeing ads being displayed randomly in those applications. Also
emphasized by regardless accepting terms and conditions when downloading new apps which
is done by the majority of respondents (39%). Even though digital natives develop to care
about their data. The survey showed that 36% search for another app when not being ok with
the permissions, 11% just do not download it and at least 14% try to read privacy policies.
Kasriel-Alexander stated that since 2014 Gen Yers are trying to go private in public through
using safety apps like Snapshot and TextSecure. Nevertheless, still the majority of German
Gen Yers do not read terms and conditions (74%), underlining the statement from
Euromonitor (2007b) “consumer are doing so little to protect themselves (despite wanting to
be protected); someone needs to do it for them.”
These privacy issues depict a border when thinking about inserting in-app locationbased advertising. Companies’ using private data from users directly earn bad reputation. A
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current example would be the purchase of WhatsApp by Facebook. WhatsApp represents the
leading messenger app in Germany, more than 30 million Germans use WhatsApp. After
Facebook bought WhatsApp more than 200000 smartphone owners decided to switch to
Threema – a more secure messenger (Tanriverdie, 2014). This also means, that companies
using Gen Yers’ location without permission immediately receive negative brand equity and
probably a loss in customers. The study and research objective 4 proved that German Gen
Yers who care about their private information even do not like companies using their data for
communication activities – 74% are afraid of it. It also emphasized the conflict between not
reading privacy policies and anxiety of location-based advertising. 70% of German
Millennials do not read terms and conditions but feel afraid by LBA. Furthermore, the
respondents demonstrated that although not liking location-based services in general they use
location-based applications like Facebook (more than 71%). Again underlining that, on the
one hand, they are concerned about data usage, on the other hand, they do not want to miss
essential applications like social networking apps. Kasriel-Alexander (2012) already
discovered the phenomenon of Gen Yer’s will of being connected and the need for privacy.
He also stated that total privacy in today’s world would be nearly impossible – being careful
about data publication means living an asocial life. All in all, there is no real choice remaining
for Gen Yers than accepting permissions when wanting to be in contact with other digital
natives.
The duty to accept permissions, including ad and location permissions, demonstrates a
platform for companies to communicate with Generation Y. It depends on situation and
location Gen Yer’s accepting LBA, already stated 2012 by Banerjee and Dholakia. Especially
depending on the decision-making process, as the survey and research objective 3 found out.
As soon as the decision making process is over, so when a digital native decided to go to a
restaurant for instance, he/she would not change his/her choice when receiving LBA. 79%
would stay with their decision and head towards the chosen restaurant. On the other hand,
when in an active mode or before making a decision, German Gen Yers tend to be open for
location-based offers. When searching for a restaurant 41% of respondents would welcome
LBA. While shopping, 94% of German Millenials would take the positional offer of a store
guaranteeing discount. Eye catching was especially the will to receive location-based
advertising in a foreign city, so representing a perfect foundation for tourist marketing. In
general, companies should pay attention to a Gen Yer’s situation. When contacting him in the
right place and at the right time offers could be highly wanted and would affect the reputation
of a brand or product.
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The survey showed that as soon as asking directly for Millennials’ attitude towards
LBA Gen Yers tend to capture a negative opinion about it. Obviously they do not like
companies’ using private information to optimize promotional activities. This is contradictory
towards Gen Yers’ will of personalized and relevant advertisements referring their personal
profile. In addition, it is also inconsistent with wanting LBA in certain situations.
Concluding, when asking indirectly for Millennials’ attitude towards LBA they like getting
offers at the right place and the right time, it must be some kind of subconscious decision
choosing less expensive and nice offers going along with the German prejudice of being
avaricious.

4.4 Limitations
The methodology section already included pre-survey limitations, which should be now
completed by actual limitations discovered through the analysis of the questionnaire’s results.
Although the sample existed of 196 German Gen Yers, a larger probability sample should
help to establish representative recommendations for the German Generation Y regarding the
future. Additional and improved questions could benefit the confidence in the findings and
assist cross tabulation analysis as well as calculating correlation coefficients more reliably.
Furthermore, questions about advertisements relevance could help to clearly identify
meaningful and irrelevant ad contents. This was missing in the survey above. In general,
additional and more specific questions would definitely improve the outcomes of this in depth
study. Professionally asked questions, without any biased answers provided, would also result
into a more sophisticated analysis and conclusion. A longitudinal time horizon, so conducting
this study over a longer period of time, would be beneficial to see changing attitudes towards
in-app LBA and upcoming trends. In addition, a multi method using quantitative and
qualitative primary data could improve the study’s outcomes. It would be possible to identify
the company’s aspect towards their engagement in in-app LBA and could be compared to the
actual perception of German Generation Y. Also some theoretical frameworks could help
analysing the research’s findings and lead to more reliable results.

4.5 Recommendations for Industry
In order to successfully implement in-app LBA companies’ should take regard to the
following outcomes. The analysis and discussion discovered explicit ideas for improvement.
Although the German Generation Y seems to own a general negative attitude towards in-app
location-based advertising, they do not generally hate it and also welcome it in certain
situations. There are just a few facts marketers and companies need to consider.
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First of all, it is essential to ask for permission, as this is also a German and EU law;
there is no getting around that. More important is that Millennials want to have control over
everything, even when they do not read privacy policies they want company’s to ask for
allowance.
Secondly, companies’ should be careful with the situation they want to contact
German Gen Yers. Especially in the tourism sector LBA could be really efficient. Moreover,
advertisements should aim to contact the target audience in the right moment of the decisionmaking process. Gen Yers need to be in an active mode, for instance during shopping, or
searching for solutions, like wanting to know the best sightseeing tour or stop in a foreign city
for a good and less expensive restaurant.
Lastly, it is important to choose the right application for inserting an advertisement.
The primary research found out that there is not a huge difference in various apps and the
recognition of advertisement, but unless German Generation Y mainly use social networking
apps (94%) several times a day, followed by core functionality apps (36%) and games (35%)
it would be more efficient to use those apps as an advertising platform. Games are even more
relevant when aiming for awareness; it has the most ad recall and also clicks representing a
major opportunity for companies.
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Appendices
Appendix A: Self-reflection on Learning and Skill Development
Throughout the MBA course and the dissertation stage I was able to learn a lot. This chapter
observes the knowledge and skills achieved from this process while focussing especially on
what has been learned during the dissertation’s writing. The section is based on academic
theory, which tries to explain how the learning occurred and identifies the most significant
process’s areas contributing to the future professional career.
A.1 Learning Style
People have different ways to learn things based on personal preferences. This will lead the
way a person approaches the learning process. Hence, a learning style “is a preferred way of
thinking, processing, and understanding information” (Allen, Sheve, Nieter, 2011, p.9) and
with that is part of the self-reflection section of this dissertation. In order to understand in
which way my learning process takes place the first step would be to have a closer look at
learning and reflection frameworks in general.
Using models of reflection means to go step by step thinking about experiences,
understand them and learn from them. Kolb`s Cycle wants people to think about experiences
it portrays the idealized four stages every learner need to pass (Figure 1) (Cottrell, 2010, p.
204).

Figure: Kolb’s Cycle of experiential learning
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According to LeFever “effective learning follows a natural process” (LeFever, 2004, p.15).
She also stated “a learning style is the way in which a person sees or perceives things best and
then processes or uses what has been seen.” (LeFever, 2004, p.17) The above experiential
learning cycle by Kolb can be transferred into another learning cycle in which each person
owns a place most comfortable to him/her. Bernice McCarthy named those four places as
followed (LeFever, 2004, p.16):
1. Imaginative Learner (why do I need this?)
2. Analytic Learner (learn something new in lessons)
3. Common Sense Learner (learned skills need to make sense in everyday life)
4. Dynamic Learner (find creative ways to use learned knowledge)

Figure: Learning cycle by Bernice McCarthy (LeFever, 2004, p.24)

Each person owns an individual learning style but it does not fit perfectly. Everybody has a
mixture of all four styles, however, most will have a predominant one (LeFever, 2004, p.20).
In this context my learning style would be common sense learner meaning to “like to play
with ideas to see if they are rational and workable” (LeFever, 2004, p. 20). This goes along
with the whole dissertation designed to test marketers’ believe of efficient in-app LBA in the
real world. In addition, the common sense learner likes to get jobs done and is a hands-on
person, which belongs to the main characteristics of me. Combining learning with doing leads
to more success within this learning group (LeFever, 2004, p.20). I am more likely to gain
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knowledge while actively doing something. When a teacher starts to tell me something it gets
more complicated for me to keep that in mind but when I need to discover a topic on my own,
I am more likely to build lasting knowledge. This also helps me during my dissertation stage
because the knowledge I earned during the time of MBA courses supports the writing of my
master dissertation.
A.2 Reflection on Dissertation Process
According to the fact that I am a common sense learner, I am most confortable at stage three
in Kolb’s experiential learning cycle. With regard to LeFever stating that a person is a mixture
of all learning styles I would also belong to Kolb’s second stage reflective observer. These
two stages build a perfect foundation for the dissertation including attitudes like watching,
thinking and doing. Transferred to the dissertation it means that getting done the literature
review including theories and combining it with the survey’s data was an easy task for me.
Although being able finishing things, during the dissertation phase it sometimes got
complicated and more difficult to actually start the analysis. After having a break motivation
was missing to begin with the observation of the outcomes especially when knowing it seems
to be the most demanding task. However, after having completed all notes and starting the
actual writing stage there was no problem in analysing, writing and ending chapters.
Regarding the literature review, I had no problem in focussing on the study or getting
bored after a while as the topic belongs to a very current and innovative subject in marketing
terms and with that belongs to my special interest. I was and still am curious about new
developments in the mobile marketing sector, which gave me motivation to search for more
information.
This also reflects my feelings when designing and receiving the completed
questionnaire. With a huge amount of curiosity and tension I was analysing the results, which
was, on the one hand, totally interesting but on the other hand, also challenging for me.
Working with IBM’s SPSS creates a lot of work at the beginning but after the first steps were
done it facilitates the elaboration. When seeing the results I got even more motivated to end
the dissertation, which never has been a difficult task for me. Writing academically was one
of the most important majors in my German University and with that I was well trained on
this task. Overall, it never felt hard for me to write essays, discussions or analysis.
Nevertheless, the master dissertation is more demanding than 3000 word essays. It needs
more effort than expected at the beginning and I quickly got under time pressure. It is
important not to end up rushing to write a huge amount in the last week as this indicates a low
quality standard and could be stressful, too. Setting up deadlines to manage time constraints
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was working until the end so that I was able to finish the dissertation one week before
submission. Mistakes like time pressure and difficulties to find a starting point were skills that
I was able to improve during the last few month.
A.3 MBA Knowledge Acquisition and Future Application
The MBA course provided me with great cognitive learning in various business related areas
such as finance, marketing, business management and personal and professional development.
In regard to finance, I had only small to no knowledge. Observing and analysing a company’s
financial report was totally new for me and gave me the opportunity to prove myself with
something unknown. I am always keen on learning something new but I also get upset when it
is more complicated than I thought it would be. It turned out that this was something I learned
through the MBA course – I am not able to know everything. Personal and Professional
development was a course that helps me understand my learning, team and working style. As
one of the most interesting courses during the MBA it showed me how to deal with myself in
certain situations so that there is no chance to panic. This also supports the work on my
Master dissertation – knowing that I need to set deadlines made it easier for me to work on
time and without pressure. Marketing was a subject that I had already a lot experience in
because of my Bachelor of Arts in Media and Communication Management. However, there
is always something new to learn based on innovations and the type of teacher so I was able
to expand my knowledge a lot supported especially by the self-administered assignments.
Doing such a huge amount of self-administered assignments on my own was a totally new
experience for me. This kind of work showed me that when doing things alone gaining more
knowledge is immense. The same with group works. During the courses we had to deal a lot
with small groups of students. This gave me the opportunity to develop my team-skills as well
as my assertiveness. These skills are definitely supporting my future business career.

Appendix B: Questionnaire
1. Page
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2. Page: Basic Information
1. Are you German?
( ) Yes
( ) No
3. Page: Basic Information
2. What is your gender?
( ) Female
( ) Male
3. Which category below includes your age?
( ) 18 or younger
( ) 19-22
( ) 23-26
( ) 27-30
( ) 31-35
( ) 36 or older
4. Do you own a smartphone?
( ) Yes
( ) No
4. Page: Smartphone Usage
5. How often do you use your smartphone?
( ) Several times a day
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( ) Once a day
( ) Rarely
( ) Never
6. How important is your smartphone to you?
( ) Extremely important
( ) Very important
( ) Moderately important
( ) Slightly important
( ) Not at all important
5. Page: App Usage
7. How often do you access smartphone apps?
( ) Several times a day
( ) Once a day
( ) Rarely
( ) Never
8. How often do you download new smartphone apps?
( ) Several times a week
( ) Once a week
( ) Several times a month
( ) Once a month
( ) More rarely
( ) Never
6. Page: App Usage
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9. How often do you use the following kinds of smartphone applications?
Several
Once a
A few times More
times a day day
a month
rarely
Social Networking Site/
Communication (example:
Facebook, Twitter,
WhatsApp)
Games (example: Angry
Birds, 2048, Temple Run)
Content and Media Apps
(example: YouTube,
Spotify, Kindle, News-app)
Core functionality and
utility apps (example:
Smartphone browser,
navigation systems, camera
app)
Business and productivity
apps (example: Evernote,
GoogleWallet, Square)
Lifestyle and other apps
(example: Runtastic,
NikePlus)

Never

7. Page: Privacy in Apps
10. Are you concerned about how your data is used by app-providers?
( ) Yes
( ) No
11. Do you read terms and conditions before downloading a smartphone app?
( ) Yes
( ) No
12. The condition to download a specific app is, to confirm that your location will be used.
Which decision do you take?
( ) Accept and download
( ) Reading terms and conditions and download then
( ) Search for another similar app
( ) Just don’t download
8. Page: Location Privacy in Apps
13. Do you use location-based applications? (Apps using you location like GoogleMaps,
Facebook Status)
( ) Yes
( ) No
14. How often do you publish your location on social networking sites like Facebook?
( ) Daily
( ) 3-5 times a week
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( ) Less than twice a week
( ) A few times a month
( ) More rarely
( ) Never
9. Page: Location Privacy in Apps
15. Look at the pictures below. If that advice shows up, what decision do you take more often
by trend?
( ) Accept/Allow/Ok
( ) Don’t allow/cancel

10. Page: In-App Advertising
16. Do you recognize advertising in applications?
( ) Yes
( ) No à if no respondent will be directed towards page 13
( ) Sometimes
11. Page: In-App Advertising
17. If you see ads in smartphone apps, what do you do?
( ) Click on it in order to get detailed information
( ) Ignore it
( ) Try to hide it by clicking on ‘close’
( ) Felling annoyed
18. Have you ever click on an in–app advertisement?
( ) Yes
( ) No
19. Do you remember the last advertisement you saw in an application?
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( ) Yes
( ) No à by clicking on no, respondent will be directed to page 13
12. Page: In-App Advertising
20. Do you remember the advertisement’s brand, and if which was it?
_________________________________________
21. In which App did you see that advertisement?
__________________________________________
13. Page: In-App Advertising
22. What do you think about advertising using you exact location?
( ) I am afraid
( ) I love getting the right information at the right place and time
( ) I am feeling annoyed
( ) Sometimes I like it and sometimes not, depends on situation and location
14. Page: In-App Advertising
23. Would you like to get more location-based offers?
( ) Yes
( ) No
24. If you’re on the way to a restaurant, just before entering you receive information about a
cheaper offer through a smartphone app for the restaurant next door, what do you do?
( ) I’d take the offer and change the restaurant
( ) I’d stay with my first decision and go to the first restaurant
25. If you’re staying in front of a clothing store and you receive information about a 25%
discount in the clothing shop a few steps away
( ) I’d directly change my direction and go to the shop with that special offer
( ) I’d stay with my decision and enter the shop right in front of me
( ) I’d go to both
26. In which situation would you prefer to receive LBA?
( ) Supermarket
( ) While shopping
( ) While searching for a restaurant
( ) During vacation
( ) In a foreign city
27. Do you like the idea that companies use your location to get your attention?
( ) Yes
( ) No
15. Page: Thank you
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Appendix C: Outcomes SPSS Generation Y
1. General Outcome in tables
Are you German?
Frequency

Percent

Valid Percent

Cumulative
Percent

Yes
Valid

No
Total

195

99.5

99.5

99.5

1

.5

.5

100.0

196

100.0

100.0

What is your Gende?r
Frequency

Percent

Valid Percent

Cumulative
Percent

Male
Valid

Missing

70

35.7

35.9

35.9

Female

125

63.8

64.1

100.0

Total

195

99.5

100.0

1

.5

196

100.0

System

Total

Which category includes your age?
Frequency

Percent

Valid Percent

Cumulative
Percent

Valid

Missing

18 or younger

28

14.3

14.4

14.4

19-22

42

21.4

21.5

35.9

23-26

95

48.5

48.7

84.6

27-30

17

8.7

8.7

93.3

31-35

13

6.6

6.7

100.0

Total

195

99.5

100.0

1

.5

196

100.0

System

Total

Do you own a smartphone?
Frequency

Percent

Valid Percent

Cumulative
Percent

Yes
Valid

No
Total

Missing

	
  

System

194

99.0

99.5

99.5

1

.5

.5

100.0

195

99.5

100.0

1

.5
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Total

196

100.0

How often do you use your smartphone?
Frequency

Percent

Valid Percent

Cumulative
Percent

Valid

Several times a day

Missing

System

Total

195

99.5

1

.5

196

100.0

100.0

100.0

How important is your smartphone to you?
Frequency

Percent

Valid Percent

Cumulative
Percent

Extremely important
Very important
Valid

31

15.8

15.9

15.9

109

55.6

55.9

71.8

47

24.0

24.1

95.9

8

4.1

4.1

100.0

195

99.5

100.0

1

.5

196

100.0

Moderately important
Slightly important
Total

Missing

System

Total

How often do you access smartphone apps?
Frequency

Percent

Valid Percent

Cumulative
Percent

Several times a day

Valid

181

92.3

92.8

92.8

Once a day

8

4.1

4.1

96.9

Rarely

5

2.6

2.6

99.5

Never

1

.5

.5

100.0

195

99.5

100.0

1

.5

196

100.0

Total
Missing

System

Total

How often do you download new smartphone apps?
Frequency

Percent

Valid Percent

Cumulative
Percent

Several times a week
Valid

	
  

5

2.6

2.6

2.6

Once a week

19

9.7

9.7

12.3

Several times a month

49

25.0

25.1

37.4
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Once a month

42

21.4

21.5

59.0

More rarely

78

39.8

40.0

99.0

2

1.0

1.0

100.0

195

99.5

100.0

1

.5

196

100.0

Never
Total
Missing

System

Total

How often do you use social networking sites with your smartphone?
Frequency

Percent

Valid Percent

Cumulative
Percent

Several times a day

Valid

188

95.9

96.4

96.4

Once a day

5

2.6

2.6

99.0

More rarely

1

.5

.5

99.5

Never

1

.5

.5

100.0

195

99.5

100.0

1

.5

196

100.0

Total
Missing

System

Total

How often do you use Games with your smartphone?
Frequency

Percent

Valid Percent

Cumulative
Percent

Valid

Missing

Several times a day

55

28.1

35.3

35.3

Once a day

24

12.2

15.4

50.6

A few times a month

37

18.9

23.7

74.4

More rarely

18

9.2

11.5

85.9

Never

22

11.2

14.1

100.0

Total

156

79.6

100.0

40

20.4

196

100.0

System

Total

How often do you use Content Apps with your smartphone?
Frequency

Percent

Valid Percent

Cumulative
Percent

Valid

Several times a day

44

22.4

27.5

27.5

Once a day

48

24.5

30.0

57.5

A few times a month

48

24.5

30.0

87.5

More rarely

15

7.7

9.4

96.9

5

2.6

3.1

100.0

Never
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Total
Missing

System

Total

160

81.6

36

18.4

196

100.0

100.0

How ofte do you use Core functionality Apps with your smartphone?
Frequency

Percent

Valid Percent

Cumulative
Percent

Valid

Several times a day

59

30.1

35.8

35.8

Once a day

44

22.4

26.7

62.4

A few times a month

45

23.0

27.3

89.7

More rarely

14

7.1

8.5

98.2

3

1.5

1.8

100.0

165

84.2

100.0

31

15.8

196

100.0

Never
Total
Missing

System

Total

How often do you use Business Apps with your smartphone?
Frequency

Percent

Valid Percent

Cumulative
Percent

Valid

Missing

Several times a day

10

5.1

6.8

6.8

Once a day

11

5.6

7.5

14.4

A few times a month

21

10.7

14.4

28.8

More rarely

42

21.4

28.8

57.5

Never

62

31.6

42.5

100.0

Total

146

74.5

100.0

50

25.5

196

100.0

System

Total

How often do you use Lifestyle Apps with you smartphone?
Frequency

Percent

Valid Percent

Cumulative
Percent

Several times a day

Valid

Missing

	
  

9

4.6

6.0

6.0

Once a day

24

12.2

16.1

22.1

A few times a month

31

15.8

20.8

43.0

More rarely

33

16.8

22.1

65.1

Never

52

26.5

34.9

100.0

Total

149

76.0

100.0

47

24.0

System
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Total

196

100.0

Are you concerned about how your data is used by app-providers?
Frequency

Percent

Valid Percent

Cumulative
Percent

Valid

Yes

134

68.4

68.7

68.7

No

61

31.1

31.3

100.0

195

99.5

100.0

1

.5

196

100.0

Total
Missing

System

Total

Do you read terms and conditions before downloading an app?
Frequency

Percent

Valid Percent

Cumulative
Percent

Valid

Missing

Yes

51

26.0

26.2

26.2

No

144

73.5

73.8

100.0

Total

195

99.5

100.0

1

.5

196

100.0

System

Total

The condition to download a specific app is to confirm that your location will be used, What do you do?
Frequency

Percent

Valid Percent

Cumulative
Percent

Accept and Download

75

38.3

38.7

38.7

Reading terms&conditions and

28

14.3

14.4

53.1

Search for another similar app

70

35.7

36.1

89.2

Just don't download

21

10.7

10.8

100.0

194

99.0

100.0

download then
Valid

Total
Missing

System

Total

2

1.0

196

100.0

Do you use location-based applications?
Frequency

Percent

Valid Percent

Cumulative
Percent

Valid

	
  

Yes

139

70.9

71.3

71.3

No

56

28.6

28.7

100.0

94	
  

Total
Missing

195

99.5

1

.5

196

100.0

System

Total

100.0

How often do you publish your location on SNS like Facebook?
Frequency

Percent

Valid Percent

Cumulative
Percent

Valid

Missing

Daily

4

2.0

2.1

2.1

3-5 Times a week

4

2.0

2.1

4.1

Less than twice a week

8

4.1

4.1

8.2

A few times a month

16

8.2

8.2

16.4

More rarely

90

45.9

46.2

62.6

Never

73

37.2

37.4

100.0

Total

195

99.5

100.0

1

.5

196

100.0

System

Total

Pictures_If this advice shows up, what decision do zu take more often by trend?
Frequency

Percent

Valid Percent

Cumulative
Percent

Accept/Allow/Ok
Valid

Missing

73

37.2

37.6

37.6

Don't allow/Cancel

121

61.7

62.4

100.0

Total

194

99.0

100.0

2

1.0

196

100.0

System

Total

Do you recognize advertising in applications?
Frequency

Percent

Valid Percent

Cumulative
Percent

Valid

Yes

113

57.7

57.9

57.9

No

11

5.6

5.6

63.6

Sometimes

71

36.2

36.4

100.0

195

99.5

100.0

Total
Missing
Total

System

1

.5

196

100.0

If you see ads in smartphone apps, what do you do?
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Frequency

Percent

Valid Percent

Cumulative
Percent

Click on it

Valid

1

.5

.5

.5

Ignore it

61

31.1

33.2

33.7

Try to hide it

66

33.7

35.9

69.6

Feeling annoyed

56

28.6

30.4

100.0

184

93.9

100.0

12

6.1

196

100.0

Total
Missing

System

Total

Did you ever click on an on in-app advertisement?
Frequency

Percent

Valid Percent

Cumulative
Percent

Valid

Missing

Yes

53

27.0

28.8

28.8

No

131

66.8

71.2

100.0

Total

184

93.9

100.0

12

6.1

196

100.0

System

Total

Do you remember the last advertisment you saw in an application?
Frequency

Percent

Valid Percent

Cumulative
Percent

Valid

Missing

Yes

22

11.2

12.0

12.0

No

162

82.7

88.0

100.0

Total

184

93.9

100.0

12

6.1

196

100.0

System

Total

Do you remember the advertisement's brand, which was it?
Frequency

Percent

Valid Percent

Cumulative
Percent

Valid

	
  

184

93.9

93.9

93.9

Clash of Clans

2

1.0

1.0

94.9

Deutsche Bahn

1

.5

.5

95.4

Empire

1

.5

.5

95.9

Games

2

1.0

1.0

96.9

HTC

1

.5

.5

97.4

MediaMarkt

2

1.0

1.0

98.5

96	
  

Uno

1

.5

.5

99.0

Viagra

1

.5

.5

99.5

WhatsApp

1

.5

.5

100.0

196

100.0

100.0

Total

In which App did you see that advertisement?
Frequency

Percent

Valid Percent

Cumulative
Percent

Valid

179

91.3

91.3

91.3

4 Bilder 1 Wort

1

.5

.5

91.8

94degree

1

.5

.5

92.3

Cut the rope

1

.5

.5

92.9

Dungeon Hunter 4

1

.5

.5

93.4

Facebook

1

.5

.5

93.9

Farm heros saga

1

.5

.5

94.4

Flappy Bird

1

.5

.5

94.9

Frag Mutti Light

1

.5

.5

95.4

Game

1

.5

.5

95.9

Games

1

.5

.5

96.4

Google Chrome

1

.5

.5

96.9

HayDay

1

.5

.5

97.4

Ich-Einfach-Unverbesserlich

1

.5

.5

98.0

On Air

1

.5

.5

98.5

wetter.com

1

.5

.5

99.0

WhatsApp

1

.5

.5

99.5

Zalando

1

.5

.5

100.0

196

100.0

100.0

Total

What do you think about advertising using your exact location?
Frequency

Percent

Valid Percent

Cumulative
Percent

I am afraid

80

40.8

41.0

41.0

2

1.0

1.0

42.1

I am feeling annoyed

66

33.7

33.8

75.9

Sometimes I like it, Sometime

47

24.0

24.1

100.0

I love getting the right info at
the right place and time
Valid

not; depends on situation and
location
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Total
Missing

195

99.5

1

.5

196

100.0

System

Total

100.0

Would you like to get more location-based offers?
Frequency

Percent

Valid Percent

Cumulative
Percent

Valid

Missing

Yes

10

5.1

5.2

5.2

No

184

93.9

94.8

100.0

Total

194

99.0

100.0

2

1.0

196

100.0

System

Total

Before entering a chosen restraurant you receive a less expensive offer from the restaurent next door.
What do you do?
Frequency

Percent

Valid Percent

Cumulative
Percent

I'd take the offer and change

40

20.4

20.8

20.8

152

77.6

79.2

100.0

192

98.0

100.0

4

2.0

196

100.0

the restaurant
Valid

Stay with my decision and go
to the first one
Total

Missing

System

Total

Staying in front of a clothing store you receive information about a 25% discount in the clothing store a
few steps away. What do you do?
Frequency

Percent

Valid Percent

Cumulative
Percent

Valid

Missing
Total

Directly change my direction

34

17.3

17.7

17.7

Stay with my decision

12

6.1

6.3

24.0

Go to both

146

74.5

76.0

100.0

Total

192

98.0

100.0

4

2.0

196

100.0

System

Do you like the idea that companies use your exact location to get your attention?
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Frequency

Percent

Valid Percent

Cumulative
Percent

Valid

Missing

Yes

30

15.3

15.5

15.5

No

164

83.7

84.5

100.0

Total

194

99.0

100.0

2

1.0

196

100.0

System

Total

In what situation would you like to receive LBA? Supermarket
Frequency

Percent

Valid Percent

Cumulative
Percent

said
Valid

Missing

30

15.3

17.0

17.0

not said

146

74.5

83.0

100.0

Total

176

89.8

100.0

20

10.2

196

100.0

System

Total

In what situation would you like to receive LBA? Shopping
Frequency

Percent

Valid Percent

Cumulative
Percent

said
Valid

Missing

45

23.0

25.4

25.4

not said

132

67.3

74.6

100.0

Total

177

90.3

100.0

19

9.7

196

100.0

System

Total

In what situation would you like to receive LBA? Restaurant
Frequency

Percent

Valid Percent

Cumulative
Percent

said
Valid

Missing
Total

72

36.7

40.7

40.7

not said

105

53.6

59.3

100.0

Total

177

90.3

100.0

19

9.7

196

100.0

System

In what situation would you like to receive LBA? Vacation
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Frequency

Percent

Valid Percent

Cumulative
Percent

Valid

Missing

said

70

35.7

39.5

39.5

said

107

54.6

60.5

100.0

Total

177

90.3

100.0

19

9.7

196

100.0

System

Total

In what situation would you like to receive LBA? Foreign City
Frequency

Percent

Valid Percent

Cumulative
Percent

said
Valid

not said
Total

Missing
Total

System

118

60.2

66.7

66.7

59

30.1

33.3

100.0

177

90.3

100.0

19

9.7

196

100.0

2. Gender distribution 2012 in Germany (Statista, 2012) and according to the outcome of
the designed study

3. Smartphone importance to participant
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Appendix D: Cross Tables
1. Recognizing apps combined with frequently used application types
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2. Action when seeing advertisements in apps and frequently used application types
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3. App Usage and Action when seeing Ads
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4. Thinking about LBA and decision when receiving LBA
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5. Idea of LBA and in which situation
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Appendix E: Statutory Declaration

I declare that I have developed and written the enclosed Master Thesis with the topic “An indepth study of in-app location-based advertising of Generation Y in Germany” completely by
myself, and have not used sources or means without declaration in the text. Any thoughts
from others or literal quotations are clearly marked. The Master Thesis was not used in the
same or in a similar version to achieve an academic grading or is being published elsewhere.
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