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I. Introduction: 

Besides their worldwide reach, cellular phones reap many benefits for advertisers 

such as the ability to leave hundreds of digital footprints every day as well as engage with 

consumers in real time (Schiller 2008). The concept of a service based on the fact that 

you are nearby, has the ability to completely transform the way that business is done. 

Business to Consumer Location-Based services (LBS) gives businesses the right to push 

a message to a consumer’s mobile device when they are close to their store. In order for 

Verizon Wireless to retain their number one stance in the industry, they want to be the 

first wireless service provider to employ Business to Consumer LBS on all of their 

mobile devices. Strategic planning, in-depth research and precise analysis were 

conducted to gain insight into ways that Verizon Wireless can accomplish their goal.  

 

II. Situation Analysis: 

 “Research is formalized curiosity. It is poking and prying with a purpose,” Zora 

Neale Hurston (Thinkexist.com). The first step before even attempting to conduct 

primary research is searching for information that is already available about the topic at 

hand. Internal factors within the business and external factors within the environment 

need to be accessed in order to truly understand the current situation.  

a.) Internal Factors: 

Verizon Wireless has the largest number of retail customers in the industry and is 

the most profitable wireless company in the U.S (Verizonwireless.com). The companies 

mission is to be the nation’s most reliable wireless network (Verizonwireless.com). To 

fulfill this mission, they constantly research advancements in technology developments 



 
  

 

and find efficient ways to incorporate them on their cellular devices. When discussing 

LBS the organization states, “the security of our customers is of paramount importance.” 

(Verizonwireless.com) Their vision is to be the first service provider to fully employ LBS 

on all of their cellular devices. Verizon Wireless is unsure of what features across a 

variety of offering of Business to Consumer LBS are important to consumers and which 

features instigate public resistance. In order to not lose their number one stance in the 

industry they must determine how to employ the latest technology in a manner that will 

not lead to a loss of customers.  

b.) External Factors:  

Business to Consumer LBS employed on mobile devices are considered to be useful 

in helping companies better understand and serve their customers (Foley 2007). The huge 

differentiator that sets mobile marketing apart from other traditional mass media 

marketing is that cellular phones are considered to be a personal medium where effective 

one-to-one communication with a consumer is often guaranteed (Foley 2007).  Since 

94% of SMS text messages are read, mobile messages that provide information alerts or 

feedback are very successful (Location 2008). The worldwide market for location based 

telecommunication services is expected to exceed $1.6 billion in 2008 (Location 2008).  

Although Business to Consumer LBS reaps many benefits, there are many public 

concerns that come along with features of this new technology.  

The most prevalent fear among the public regarding LBS is that businesses’ will 

abuse the right of knowing a consumer’s location by invading their privacy (Foley). An 

experiment study conducted at the National University of Singapore tested the basic 

proposition that consumer’s perceived control over their personal information has a 



 
  

 

considerable influence on alleviating privacy concerns (Xu & Teo). Three different 

mechanisms of assurance of control- technology, industry self-regulation, and legislation 

were manipulated in the experiment and their effects on consumers concerns were 

examined. The experiment concluded that control over the technology, specifically the 

users ability to turn off LBS via their mobile phone at any time, played the most 

important role in assuring consumers perceived control over personal information (Xu & 

Teo). Steven Gal of ProQuo stated that more people have opted-out of marketing lists in 

the past five years than ever before (Analytics Forum 2008). Therefore it is the crucial 

that the advertisers hold themselves responsible for making the value proposition of their 

messages attractive to consumers, so they will not opt out of the service.  

Another concern is that enabling location-based services will lead to an overload of 

messages that is of irrelevant content to the consumer and takes up the screen of their 

mobile device. “Subscribers view their mobile devices as a sanctuary, free from 

bombardment of marketing messages that are experienced everyday while surfing the 

internet, reading a magazine, watching TV or walking down the street (Action 2005).” 

Other concerns regard cost especially since, “We live in a society which increasingly 

gives away content for free, and this is a breeding generation of consumers who expect 

their content to come for free so its ironic that the mobile industry keeps talking up the 

money to be made from selling digital content when the rest of the world is busy giving it 

away,” (Action 2005). Business to Consumer LBS is considered to be a push technology 

because the receiver (the mobile user) of the information did not request it. There are 

however Location Based Services that are pull technologies such as when a person uses 

their cars GPS navigation system and requests that it directs them to a certain place. 



 
  

 

 

III. Objectives of Research: 

The analysis of the current situation regarding Business to Consumer LBS was used 

to develop the objectives of the primary research. The objectives of the research 

conducted included: 

1.) To fully understand the public’s mobile phone use.  

2.) To determine what the public’s concerns are regarding the service such as cost, 

privacy, message overload etc. 

3.)  To determine what features of the service the public desires. 

4.) To determine what types of control the public wants to have over the 

interaction. 

 

IV. Methods of Research: 

 a.) Qualitative Research:  

 A focus group was chosen as the means of primary research because “it has the 

ability to reveal a wealth of detailed information and deep insight from participants in a 

real world setting” (Markzac). The focus group was used as means for the researcher to 

analyze a brainstorming session of the target audience to better understand their 

perspective on LBS. The focus group participants were chosen by who would be 

productive listeners and contribute their thoughtful and thorough opinions to the group. 

Participants of the focus group were a representative sample of those who use mobile 

devices and therefore ranged in age and sex. The group consisted of six participants 

including a female and male in age group 20-30, a male and female age group 40-50, and 



 
  

 

a male and female age group 55-65. The focus group session was held on a Friday 

evening at the moderator’s house. The focus group lasted for sixty-eight minutes and 

ended when there was no new information being given and a point of saturation was 

reached (Austin pg 155).  

The moderator prepared a list of prompts but only asked the first question, “What 

comes to mind when you think of location-based services.” The moderator did not need 

to provide any more prompts because the group answered all of the intended questions 

throughout the discussion. To avoid researcher bias the moderator strived to stay neutral 

on all issues and with the participants by staying out of the discussion as much as 

possible (Markzac). Since LBS is such a broad topic, participants occasionally got into 

discussion about LBS that was not specifically business to consumer, in these situations 

the moderator did speak but only to re-explain the service being researched. The 

discussion was recorded with a recording device and the moderator also took short notes 

when appropriate. After the focus group session, the moderator sectioned the main 

themes that were discussed into columns in an excel document. The moderator then 

listened to the recording and wrote and organized the quotes of the participants based off 

which theme they were discussing. This helped the moderator categorize the information 

to efficiently recognize recurring themes and what areas were not thoroughly discussed. 

b.) Quantitative Research: 

Quantitative research was used to collect information from a relatively small number 

of target members called a sample and draw conclusions about an entire target audience. 

To determine who would be the best candidates to respond to the survey, a nonrandom 

sampling process was conducted. Ten participants were chosen by the process of 



 
  

 

incidental convenience sampling and asked to fill out the survey. This process of 

sampling is appropriate because there is a lack of conducted research on the topic of 

consumer’s viewpoint of Business to Consumer LBS. Therefore the research is still in an 

exploratory stage and precise statistics concerning a population are not required or very 

accurate (Austin pg 103).  

The measurement instrument of the quantitative research was a questionnaire that 

asked thirteen unbiased questions about the topic in order to collect data that reflected the 

attitudes and opinions of the representative group of individuals (Austin pg 218). The 

survey began with an introduction of what the goal of the survey was as well as explained 

Business to Consumer LBS. The researcher had to explain the complex topic, that many 

people are unfamiliar with, in a short and easy to understand manner. The questions in 

the survey also had to be simple to avoid confusion among participants who had never 

heard of Business to Consumer LBS. The questionnaire included a range of nominal, 

ordinal and interval questions.  

 













 





 
  

 









1.) Mobile Phone Use: 

Survey: Questions 1-4:  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  



 
  

 

The first set of questions was used to gain insight into the participant’s mobile 

phone use. Results showed that all of the participants use their mobile phone to make and 

receive phone calls and text message. A majority of participants either text message often 

or all of the time. A majority of participants are considered a “Technology User,” which 

is the middle of the both extremes regarding technology use. A majority of participants 

use the Internet to set up services on their mobile phone. 





Focus Group: At the beginning of the focus group session, two out of the six 

participants had never even heard of Location-Based Services. When asked what the first 

thing was that came to mind participant A stated “Invasion of Privacy.” Participant P 

stated, “I thought I owned my location.” There was automatic resistance to LBS among 

three of the participants in the older age range who expressed concerns of identity theft, 

stalkers, and annoyance.

Participant M felt that advertisers would automatically sell their list of numbers to 

the store next door. Participant D disagreed and stated that “those fears are more relevant 

to the older generation, the younger generation wants to be as technological as possible, 

we want the newest and the best and we want it right now.”  

Survey: Question 7: 



 



 
  

 

 

 





b.) Cost:  

Focus Group: Participants expressed their concerns regarding having to pay for 

the text messages sent from the businesses as well as roaming charges. Participant D 

suggested having specifications on the phone to not employ the service while roaming. 

Participant M related the service to fax machines, that were once considered to be a good 

advertising tool until people got upset that ads were being sent to them while using their 

phone, ink, paper etc. All participants agreed that they would not use the service if it cost 

them money.  

Survey: Questions 5-6 & 13: 

  

  

  



 
  

 

  

  

  

  

  

  

  

  

 

 A majority of participants want the service but a large majority of participants 

aren’t willing to pay for the service. More than half of the participants aren’t willing to 

upgrade their phone for the service. 

3.) Features:  

a.) Number of Messages:  

Focus Group: To resist message overload, they wanted one message from each 

store of their choice to limit the junk-line and not flood their inbox, “give me your best 

offer.” Two of the participants disagreed stating, “What if they have two very good 

specials?” Participant A took the concept a step further and said that the application 

should be brand knowledgeable as well. “ If I want Uggs or Colombia clothing and don’t 

necessarily know where to get it, I want to know what store near me carries that brand.”  

b.) What Businesses: 

Focus Group: Participant K said she wants a classification of stores, “ if its noon 

and I’m hungry I want lunch places to bid for me to come to their restaurant.” Three of 



 
  

 

the participants, two being from the younger generation wanted to be able to pick the 

stores that they receive the messages from.  

c.) Content of Messages: 

Focus Group: The next question that arouse was what type of information they 

would receive from the businesses. The participants, who earlier feared invasion of 

privacy, said that they don’t want “junk or unsolicited advertising on their phone.” They 

all expressed their frustration of direct mail advertising and getting off mailing lists. 

Participant A said, “My cell phone is the last safe haven.” All of the participants agreed 

that they only want value sent to their phone, specifically a coupon and one that is short 

and readable on a mobile device. Participant P said he doesn’t want something from the 

women’s department, he classified himself as a non-shopper since he only goes to the 

mall with something specific in mind that he wants. Participant B in reply stated “ It’s not 

that hard to say erase if there’s an ad I don’t want.” Participant D said that he doesn’t 

want information that he can get someplace else, “I can learn that there are sales on the 

Internet and in the newspaper, I want something sent to me that says since you have this 

service, you get a deal.” Some participants threw around ideas regarding “blue light 

specials.” Participant A said that some things aren’t on her list of things to buy but it is 

still helpful to know about them.   

c.) Map Data: 

Focus Group: Participant K threw out the idea of having a map of the mall pop up 

on the cell phone screen when you arrive there. She said this would be convenient and 

help her choose which stores she wants to receive messages from. Participant D stated 



 
  

 

that you can do this at the malls website but it is a way longer process, “LBS will help 

utilize your time in a better fashion.” 



  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

Half of the participants wanted to limit the number of messages sent to their 

phone by a total number per day and close to half wanted to limit it by the total number 

per store. Half of the participants wanted to limit the business that has the ability to send 

them a message by the specific business and close to half wanted to be able to classify a 

type of business that can contact them. Only one participant didn’t want to control what 



 
  

 

businesses contact them and how many messages are sent to their mobile phone. A 

majority of participants wanted the content of the messages to be coupons and current 

sales and a little over half wanted the messages to be exclusive sales for service users. All 

participants said that map data of businesses in their vicinity would enhance the service.  

4.) User Control: 

Focus Group: Participant D asked how to prevent getting messages when you live 

three miles from the mall or are just driving by the mall.  Participant K had the idea of 

being able to tighten your radius at any given time or having a velocity component so that 

you don’t receive messages while your just driving by. The younger participants wanted 

to be able to change what stores they receive information from directly on their mobile 

phone. “ I want it to be very custom so I am able to control it to the max. Three of the 

older participants agreed that this would be too difficult for them to do on such a small 

device, “ I want to change nothing on my phone.” Every participant agreed that they 

needed to have the option of opting in and out of the service at any given time. 

Participant M stated, “The only important thing is that I can turn it off.” They also agreed 

that it needs to be very clear how to opt out of the service, expressing their frustration 

with the difficulty of opting out of marketing lists.   

Survey: Question number 8 asked participants to rank features of the service in 

order from most important to least important. The results from this question were fairly 

scattered and the percentages of each response are not statistically significant. Except that 

60% ranked the ability to turn off the service the most important.  

 

VI. Research Conclusions/Recommendations 



 
  

 

 The results from the survey conclude that since all participants in the survey use 

their cellular phone for text messaging and most text message often or all the time, 

Verizon Wireless can feel comfortable with using SMS text messaging as the means in 

which businesses contact cell phone users. Below is a list of recommendations for 

Verizon Wireless as well as a summary of how data collected from the research lead to 

these conclusions: 

1.) Users have the ability to easily opt in and out of the service directly on 

their mobile phone at any time.  

 Research showed that the general public has a definite fear of invasion of 

privacy regarding Business to Consumer LBS. The ability to opt in an out of the 

service is the most important feature of control that participants want over the 

service.  

2.) Users have the option of how many messages they receive either by a 

specific number per day or a specific number per store. 

 Overload of messaging is also a fear and consumers want the ability to choose 

how many messages they receive. There was no consensus on exactly how many 

messages they want so therefore users need to have an option of how they want to 

limit it.  

3.) Users are able to choose what businesses send them these messages and 

be able to choose from a classification of businesses as well as specific 

businesses.  

 Most liked the ability to choose what stores they wanted to receive 

information from and found it to be helpful if they could also choose a 



 
  

 

classification of stores at any given time. Users need to have the option of how 

they want to choose who sends them the messages and have the ability to tailor 

this feature to their specific needs at any given time.  

4.) The content of the message is a coupon and has value to the user.  

 Data shows that people definitely want to receive something that is of value 

to them specifically a coupon. Although some people wanted information on sales 

and others wanted exclusive offers, there is not enough firm data to make the 

assumption that most people want these types of messages sent to their phone.  

5.) Users have the choice to either change features of the service on their 

mobile phone directly or on the Internet.  

 Most participants classified themselves as technology users and are familiar  

with using the Internet to set up services on their cell. Since some people don’t feel 

that they have the ability to change features of the service directly on their cell 

phone and others do, there needs to be an option for people to choose what medium 

they want to use to set up features of the service.  

6.) Map data that shows the location of the businesses in the vicinity of the 

user is an accessible feature of the service.   

 Not everyone knows all of the businesses that they are surrounded by and all 

participants said that it would enhance the service if map data was included so 

they would be able to pick what businesses they wanted to receive messages from.  

7.) The service is free to users. 

! "n both types of primary research all but one participant said that they would  

not use the service if it cost any money. A few said that they would upgrade their 



 
  

 

phone to get the service, but since a majority of people said that they wanted the 

service, it would not be worth the risk of charging the users when it means losing a 

majority of potential customers.  

There is definite need for follow up research in order to thoroughly meet the 

research objectives. Some areas that need more research include features of the service 

such as content of messages and changing the radius. Since the research is in an 

exploratory stage qualitative data is more useful because it tightens the scope of research 

by gathering the specific and unique opinions of the target audience. Without the in-depth 

and rich data that qualitative research provides, determining what questions to include in 

a survey is a shot in the dark.  

Reliability of Research: 

The data gathered from this research project is not reliable because a random 

sampling process was not used and therefore participants were not representative of the 

entire population of cell phone users. Since cell phones are used world wide, a real world 

sample would need to be much larger and consist of people from different geographic 

areas who range in age and several other demographics in order for the results to be 

generalizable to the target population. The inference, or conclusions drawn from the 

research, is lacking in statistical significance, definitely contains some degree of error, 

and does not represent the population as a whole.   

 

VII. Conclusion: 

 Business to Consumer Location- Based Services is an advanced technology that 

connects sellers to consumers by fostering one-to-one communication through a widely 



 
  

 

used personal medium. Since the interaction is based on the location of the cell phone 

user it is crucial that consumer’s trust the service and feel comfortable revealing this 

information. Verizon wireless needs to conduct a wealth of strategic research to ensure 

that they know exactly what features of the service the public wants. By truly 

understanding their consumers they can achieve the potential success that this new 

technology offers.  
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