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Abstract

With the consecutive innovation in mobile technology and the increasing permeability of mobile
terminal, mobile marketing is changing the world. Through the use of literature inductive method
and the content analysis method, a detailed analysis of the existing research will be taken on mo-
bile marketing field, and the paper will review from the five perspectives, which are marketing
theory and mobile marketing, mobile marketing strategy, consumer behavior, mobile marketing
application, mobile marketing value and future, summarizing the development status of mobile
marketing.
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Figure 1. China Internet market size in 2006-2013
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Figure 2. Quantitative features under the framework of mobile

marketing
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Figure 3. Change of mabile marketing documents in 2004-2014
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Figure 4. 41 model of mobile marketing
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Table 1. Application of mobile marketing
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