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Introduction

With the rapid evolution in the field of digital communication, mobile
marketing has cropped up as one of the most potent tools in shaping the
purchasing behavior of consumers (Rowles, 2017: 12). In mobile marketing,
all this involves the strategies and platforms, such as mobile apps, SMS
marketing, social media advertising, and location based services, which
together with each other, allow businesses to engage consumers at personal
levels using their smartphones.(Lamberton and Stephen, 2016: 5). The
personalization of engagement utilizes the convenience and accessibility that
have made mobile devices indispensable in the lives of modern consumers
(Krntson, 2015: 11). By using mobile marketing, companies can dispatched
customized messages to create brand awareness and create compulsory
interaction- all of which are contributing elements to heightened levels of
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customer interaction and an expanded probability of influencing purchase
decisions (Alalwan et al., 2020: 22).

Knowledge of the purchasing behavior of the consumers is the core of
effective marketing. The act of consumer buying behavior is a collection of
cognitive and emotional processes that people undertake in selecting whether
to make a purchase or not.(Rowles, 2017: 54). These are guided, among
others, by personal preference, cultural norms, and social influences, and
increasingly by the role of digital and mobile technologies(Sultan et al.,
2009: 75). Since mobile marketing has the capacity to reach consumers at
any place and any time, it is well placed to exploit such decision-making
processes that have the potential of altering the traditional routes to purchase.
This review paper will therefore discuss the effects, particularly on the
consumer behavior, of mobile marketing strategies as applied to Irag.(David
J Faulds et al., 2018; David J. Faulds et al., 2018: 32).

The importance of research into mobile marketing in Iraqg is huge,
judging by the specific features of this market and the tempo at which
digitization is developing(Watson and Hill, 2015: 39). The young population
of Iraq, which consists mainly of the youth, coupled with the constantly
rising smartphone penetration is eloquent evidence of mobile marketing. The
cultural and socio-economic conditions present a number of distinct
challenges and opportunities in the eye of marketers who are intending to
manipulate the behavior of Iraqi consumers.(H. Bananah, 2023; H. H. A.
Bananah, 2023: 55). This review, in that respect, explores the impact of
mobile marketing to better develop a balanced understanding of how digital
marketing strategies are best contextualized for particular demographics and
cultural backgrounds-a significant gap in the literature(Grewal et al., 2016:
21).

This review will also have three objectives; evaluation of the existing
trends in mobile marketing and their effect to the consumer purchasing
behavior in the world; a discussion of case studies and examples of the
mobile marketing activities in Iraq; and finally, the issues and challenges that
will be faced in the adoption of mobile marketing in Iraq. The paper
framework is entirely representative, as it begins with the review of literature
on trends of mobile marketing, moves on to an analysis of main mobile
marketing tools and their application to Iraq case studies, and finally, the
discussion of challenges and possible ways of future research. In such a way,
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the paper does hope to contribute useful information according to which one
can place the role of mobile marketing in shaping consumer choices in Iraq
into the context that will build a basis on which future studies and practice
can be conducted.

Literature Review

Overview of Global Mobile Marketing Trends: Over the last ten years,
mobile has evolved from a niche channel of advertising to a prime source of
consumer engagement. Because of the deep penetration of mobile devices
around the world, brands are ever increasingly counting on mobile marketing
strategies for reaching their audiences at the right times (Lamberton and
Stephen, 2016: 43). According to a recent report by the Global System for
Mobile Communications Association, more than 5.3 billion people use
mobile devices, and the rate of smartphone ownership is still growing briskly
across emerging markets (Mahajan, 2011: 79). This fast growth has
facilitated similarly rapid development in the usage of various forms of
mobile-based marketing techniques that include in-app advertising, SMS
marketing, social media advertisement, location-based services, among
others. Because all these techniques may be used by the brand in their own
way to develop highly personalized marketing experiences, appeal to
consumers with targeted messages contextualized for their location,
preference, and behaviours (Le and Wang, 2020, 2021: 27).

Moreover, artificial intelligence and analytics data development have
also contributed to the success of mobile marketing. Marketers are now able
to create real-time consumer behavior insights using machine learning
algorithms and predictive analytics, and provide content that is personalized
to the consumer. (Theodorakopoulos and Theodoropoulou, 2024: 65). In
addition, the distance between consumer interest and action has been reduced
by mobile applications that contain purchase features, creating instant
conversion and brand loyalty. (Wilfred, 2023a, 2023: 72). E-commerce and
mobile-first approaches, especially accelerated by the COVID-19 crisis,
made mobile marketing an essential part of the present-day digital strategy
with the expenditure in the field reaching previously unseen levels. (Atakan;
Atakan et al., 2008: 98). However, while the effectiveness of mobile
marketing is well-documented globally, there is still limited literature on its
adaptation and impact within specific regional contexts, such as Iraq, where
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digital penetration and cultural factors present unique dynamics(M
Mallookee, 2024; Omar, 2024: 20).

Insights on Consumer Purchasing Behavior: Consumer purchasing
behavior constitutes psychological, social and economic procedures that
impact on the way people decide to make purchases. Classically, brand
perception, price sensitivity, peer influence, and advertising exposure have
been used to find the path taken by consumers when making decisions.
(Samoggia and Riedel, 2018: 45). Nonetheless, mobile marketing has added
a completely new aspect to the consumer behavior whereby the role of digital
interactions in shaping a consumer in the process of awareness to purchase
cannot be underestimated. (Kim et al., 2013; Kim and Lee, 2015: 16).
Consumers are more likely to pay attention to branded experiences given that
those are personalized, especially on a mobile device, which consumers view
as an intimate and immediate device (Kim et al., 2013; Kim and Lee, 2015:
37). Hence, mobile marketing has amplified the function of digital
experiences in driving the loyalty and decision-making of consumers.

This feeling of specialness and immediacy is created by notifications on
mobile or promotions on in-app, which can enhance the intention to purchase
as studies show (Arens, and James, 2000: 49). As stated earlier, other
important conduits of consumer engagement were social media websites,
which allowed consumers to share their experiences about brands and other
users through likes, shares, and comments(Kim et al., 2013; Kim and Lee,
2015: 98). This social aspect of mobile marketing increases word-of-mouth
marketing and persuades consumers through the power of social proof. In
this direction, provide support that the research has also shown young
consumers to be more responsive toward mobile marketing and to making
impulse purchases based on mobile advertisements (Luttinen, 2022: 72).
These insights really point to the importance of mobile marketing in
influencing consumer preferences, and for this influence to take place, it
indeed suggests that customized interactive contact has to be at the heart of
driving purchasing decisions(Shankar et al., 2016: 41).

Existing Studies on Mobile Marketing’s Influence on Consumers: The
Case of Iraq

While mobile marketing has secured attention worldwide, the studies
with regard to its
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influence in Iraq is still scanty but highly growing. It is to be
considered that digital transformation in Iraq is in its infancy, and internet
penetration, along with mobile connectivity, has risen relatively in the past
few years(Rutherford, 2004: 61). According to the World Bank's report, the
internet penetration in lrag was 49% in 2023, while mobile usage was
considerably high, at 86%, therefore showing increasing prospects for
mobile-based marketing strategies(Mishaal, 2023a, 2023: 64). At the same
time, however, it has been slowed down by limited infrastructure, economic
instability, and a cultural preference for traditional means of advertising.
Despite this, Iragi companies have started leveraging mobile marketing to
reach the country's young and tech-savvy consumers(Akoum et al., 2007;
Rowles, 2017: 11).

According to (Akoum et al., 2007; Rowles, 2017: 19), although it is
still in its infancy, the adoption of mobile marketing is increasingly seen as
a very beneficial venture. In their survey of mobile marketing campaigns
where the focus was on SMS and social media ads, promising results were
found, especially in areas with high use of mobile internet, mostly in urban
areas. Such messages were often about some kind of price reduction, special
offers, or new product launches. This can refer to the indications that
promotional messages can be more favorable among Iragi customers than
the usual marketing messages. In addition, (Hassan, 2015: 20), included
cultural factors as one cause which accounted for mobile marketing results
in Irag. According to the authors, in Iraq, a responsive and effective
marketing should increasingly be done in consideration of the prevailing
values and norms. The study emphasized trust in the consumer-brand
relationship, especially in those markets characterized by suspicion of every
digital transaction.

Besides, social media has an enormous impact on lragi customers, and
Facebook and Instagram are the most common channels for mobile
advertising activities, as (S Kh Alajeel, 2019: 65) state. In fact, these studies
clarify that Iragi customers apply the information from those social media
platforms with regard to brand information, recommendations by peers, and
reviews of products. Iraqi brands, therefore, have started using influencer
marketing as part of their mobile strategy; the local influencers are helping
bridge the trust gap and connect better with consumers(Alsabt, 2021: 23).
The regulatory environment in Iraq is not fully developed, and this brings
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along issues of data privacy and consumer protection in mobile marketing.
Therefore, issues with privacy and data safety remain the reasons why
consumers are still hesitant to participate in mobile advertising, which
influences the success of the campaign as well. (Haddad and Rossotto, 2017:
152).

Key Components of Mobile Marketing: Mobile marketing

encompasses a range of tools and techniques, ranging from those that
leverage the unique capabilities of mobile devices to reach and influence
consumers(Grewal et al., 2016: 52). Among such tools, SMS marketing,
advertisements within social networks, and mobile applications play the role
of pivot components, each differently intervening in consumer decision-
making(Brown and Fiorella, 2013: 61). The mobile marketing tools are used
to provide tailored interactive experiences to users, and therefore, guide the
user through the decision-making process. This part is going to discuss each
of the components in detail with respect to its particular features and the way
it impacts consumer behavior.
SMS Marketing: From the more recognizable early forms of mobile
marketing, SMS marketing remains vastly effective even with an ever-
growing list of digital advertising tools. Through SMS, a business can reach
out directly to consumers through messages that are often succinct enough
to contain promotions, updates, or calls to action(Latto, 2014: 21). One may
explain the popularity of SMS marketing because it is immediate in nature
and has high open rates. Studies have also shown that the open rates of the
messages are about 98%, while for emails and other digital platforms, the
figures remain quite low. This can be justified by the personal nature of the
text message received directly on consumers' phones, which often gets read
within minutes(Haig, 2002: 143).

This is because SMS marketing has been shown to create a sense of
urgency and exclusivity for the consumer, and hence immediate actions due
to messages that show limited-time offers, personalized discounts, and
location-based promotions(Dindar, 2024a, 2024b: 43). Research studies
prove that unplanned or impulsive purchases are made solely because of the
emergence of an SMS promotion, where there is normally a perception of
exclusivity or scarcity within the message. But such a pattern of marketing
depends on targeting and frequency(Manuela E Faulhaber, 2023; Manuela
E. Faulhaber, 2023: 67). On the other hand, overusing SMS has a result of
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contributing to consumer fatigue or annoyance, which will do more harm
than good to brand perception. Thus, an effective SMS marketing campaign
will perfectly fit into the consumer's preference and behavior, adding value
and not overburdening recipients (JOY, 2024: 35).

Social Media Advertisements: Social media platforms such as Facebook,
Instagram, and Twitter have become, during the last years, a necessary part
of mobile marketing. They offer advanced opportunities for the consumer
engagement of brands and advertisement(Grewal et al., 2016; Gulbahar and
Yildirim, 2015: 41). Social media advertising allows one to select
sophisticated targeting options by demographics, interests, behaviors, and
even specific life events. This makes social media advertising one of the
most precise and cost-effective marketing tools at the disposition of a
business, able to output tailored content in front of an extremely specific
audience(Tucker, 2014: 77). This accuracy, further magnified by the
mammoth active users on social networking sites, allows businesses to target
massive numbers with a personalized touch as well (Marin, R., & Marin, 1.
2024: 80). In this regard, Chaffey & Smith offer that, "a key benefit of the
internet in general and digital marketing channels in particular is that
customers are open to interactive experiences that can be more engaging than
traditional advertising" (Perrin, 2003a, 2003b: 45).

Social network ads drive consumer decisions with eye-catching
interaction. Most social media platforms offer a range of ad formats, such as
image ads, video ads, carousel ads, and stories, all with the potential for
brands to showecase their products in various creative and interactive
ways(Shabalina, 2023a, 2023b: 14). It is much easier for visually rich ads to
get users' attention and provide interactivity, increasing the possibility of
purchase, according to research. Social media also plays an important part in
the consumer journey at the awareness stage, where users usually find out
about new brands and new products through their social feeds(Rosenkrans,
2009: 83). All social media platforms provide two-way communication,
whereby consumers can comment, like, and share for added exposure of the
brand through user-generated content and word-of-mouth referrals
(Castronovo and Huang, 2012: 51).

One of the most powerful social media marketing tools is influencer
marketing. This has grown over time into a force to be reckoned with in
influencer marketing, especially on Instagram and TikTok, where
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individuals can actually have the power to make potential changes in
consumer buying behavior(Brown and Fiorella, 2013: 69). Many people trust
influencers' recommendations as if it were an honest opinion from one of
their friends. Influencer marketing can, therefore, strongly enhance brand
credibility and sway purchasing decisions (Jide, 2022, 2023: 23). This
influencer marketing on social media has been especially effective in Iraq,
where social connections and trusting relations play an imperative role in the
consumer decision-making cycle. Influencer marketing on social media
bridges the divide between skepticism and the brand (Al Sukaini, 2022: 54).
Mobile Applications: Mobile applications provide a highly tailored
platform for consumer engagement. For the brand, this could mean an
opportunity to remain on users' devices constantly. Unlike other forms of
mobile marketing, an app provides the possibility of direct interaction
between the brand and the consumer by regularly hosting smooth shopping
experiences, loyalty programs, or the delivery of personalized content(A
Moreno-Munoz et al., 2016; A. Moreno-Munoz et al., 2016: 25). It has been
proved that users who download and use certain apps about particular brands
are more loyal to them and show higher engagement with the brands because
apps are meant to be a specific point for someone to interact with the brand
(Kimetal., 2013; Kim and Lee, 2015: 65).

Mobile applications make it easier for consumers to make purchasing
decisions, as this platform is developing personalized shopping experiences.
The inclusion of push notifications, location-based services, and
recommendations to users helps in adding more value to the convenience of
consumers (Mahajan, 2011; McWherter and Gowell, 2012: 85). For instance,
push notifications can remind users about the things left in a cart, notify them
of special deals, or even begin offering loyalty rewards to further stimulate
repeat purchases. A number of studies prove the final results of such custom
notifications in increasing conversion rates, since they are contacted on a
call-to-action basis enabled by timely and relevant information(Temel).
Moreover, other applications that can share some social features, like the
feature to share products or reviews using embedded social features, believe
in social influence and recommendations from peer groups, thereby
additionally influencing consumer choices(Sridhar and Srinivasan, 2012:
44).
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Mobile apps are worth the long-term bond to be made between brands and
consumers. The trends in behavior and preference, along with consumption
patterns, that a user provides through the apps can constantly iterate on and
refine a brand's marketing strategy, personalizing experiences for customers
(Fang, 2017: 62). With Irag's rising consumption of smartphones, there is
vast potential for mobile applications among businesses that want to develop
better customer loyalty and engagement (Khrais and Alghamdi, 2021: 90).
However, to be actually effective in any way regarding having mobile apps
influence purchase decisions per se, user experience design must be
involved: the easier the app to operate, the more visually appealing it is, the
more consumers would be willing to utilize it and actually derive value out
of it.

Cultural and Social Dimensions in Mobile Marketing Effectiveness:
Mobile marketing cannot be effectively understood without putting it in the
context of the cultural and social environment where it is done. The theory
of marketing has always pointed to the fact that consumer decision-making
Is not simply a personal cognitive process, but a socially situated practice,
which is influenced by cultural values, group norms and identities.(Shankar
and Balasubramanian, 2009: 37). Mobile marketing strategies are especially
vulnerable to cultural appropriateness in the Iragi context whereby family
relationships, religious beliefs, and community-centered values are more
predominantly applied. The campaigns that do not consider cultural values
are likely to lose their audience, and the ones that do not go against the
accepted social norms may create a feeling of credibility and genuineness.
(Batool et al., 2024: 28). As an example, Iraqi customers are generally more
preferential to a campaign that is based on respect, modesty, and credibility;
as opposed to one that is based on aggressive or highly individualistic
message campaigns. This is similar to cross-cultural literature that
emphasizes the dissimilarity between collective societies and individualist
cultures in regards to the acceptance of digital advertising. (Alsaleh et al.,
2019: 51).

The other significant facet of culture in mobile marketing is associated
with the importance of the trust networks and social influence. Peer
recommendations, family influence, and support of respected members of
the community have a more profound impact on the purchase decisions in
Irag compared to abstract brand messages.(Almalchi et al., 2024: 72). Social
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media influencers, for example, serve as cultural intermediaries who bridge
the gap between brands and consumers, especially when their
communication reflects local language, dialect, and values (Arriagada and
Bishop, 2021: 58). It has been found that the Iragi consumers would be more
apt to respond to mobile ads that are mediated by persons that they could
relate to or trusted by their cultural frame of reference. This cultural
entrenchment of communication has strengthened the notion that the
marketing campaigns that are carried out via the mobile phone should be
structured to encompass more than the functionality of goods and services
but also the symbolic and social significance that goes with consumption.
(Ameen, 2023: 112).

Moreover, the cultural values determine the consumer expectations
when it comes to personalization and interaction. At the same time when the
global trends focus on hyper-personalization via data analytics, the Iraqi
consumers relate personalization with the identification of cultural practices,
seasonal customs, and religious celebrations. (Nisar, 2025: 58). As an
example, mobile-based campaigns that integrate culturally relevant activities
like Ramadan or local festivals are viewed in general as more genuine and
respectful. At that, personalization goes beyond technological
personalization and turns into a discussion between brands and consumers.
(Hartati et al., 2025: 44). Thus, in Iraq, the effectiveness of mobile marketing
cannot be discussed outside of the context of the cultural and social aspects.
It is more likely that a campaign that appeals to social values, builds trust
based on social influence, and reacts to local customs will have a significant
engagement effect and will result in the consumer loyalty in the long run.
Theoretical and empirical knowledge is provided by this perspective which
points out that cultural congruence does not constitute a showcasing to
mobile marketing but a core factor influencing its success in the emerging
markets.(Kadhim et al., 2024: 86).

The Trust and Data Protection Framework in Consumer Behavior:
Trust is a pillar of consumer interest toward mobile marketing especially in
situations where digital literacy and regulatory frameworks are in their early
stages of development. The perceptions of data privacy and security are very
much conditional to the decision of the consumers to engage with mobile
campaigns, share personal information, or conduct online transactions.
(Hollebeek and Macky, 2019: 29). Lack of sound legal systems to regulate
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the protection of data in Irag has given the situation a feeling of uncertainty
where consumers fear the way their personal data can be utilized. This is
enhanced by the fact that there is a history of political and economic
uncertainty which has led to mistrust in the institutional checks that govern
digital activities. (Al Kharusi, 2023: 96). In such an environment, trust
building among mobile marketing campaigns should be a proactive initiative
to make it a success. Theoretical models of consumer behaviour note that
trust is not an abstract but is a measurable element which directly affect the
intention to purchase, willingness to share the information and brand loyalty
in the long run.(Jimenez et al., 2016: 57).

There are a number of practices that inter-relate in building trust in
mobile marketing. One of the mechanisms through which firms will reduce
consumer concerns is transparency. By informing the consumers clearly
about the way data is gathered, saved and subjected to improve customer
experiences, companies can be accountable and lower the perceived
risks.(Morey et al., 2015: 65). Furthermore, customers tend to be more
willing to interact with mobile applications as well as SMS campaigns in
cases where the value exchange is clearly visible i.e. get an exclusive
discount or loyalty incentive or faster service in exchange of providing
personal data. Such reciprocity changes the provision of data as a possible
threat to a meaningful exchange, which strengthens trust.(Son et al., 2020:
93). At the same time, the adoption of advanced security protocols, including
encrypted transactions and multi-factor authentication, can further reassure
consumers about the safety of their interactions with mobile platforms
(Khadka, 2022: 39).

The social aspect of credibility is also vital in the framework of the
trust. Iragi consumers would focus much on peer validation and group trust
in assessing the credibility of mobile platforms. Mobile applications or
advertisements that are promoted by influencers, or that are positively rated
by peers on social networks, receive some form of legitimacy which cannot
be granted by an institution. This illuminates the relationship that exists
between trust, social proof, and consumer behavior in the digital context.(Al-
Khalaf and Choe, 2020: 86). Finally, the confidence and data security system
emphasizes the idea that consumer interaction with mobile marketing cannot
be held outside the context of the image of security, justice, and

consideration of privacy. In markets such as lrag where the regulatory
8
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institutions are emerging, companies which take initiative to incorporate
transparency and ethical practices in their data models of mobile strategies
are more likely to inculcate consumer confidence.(Celestin, 2024: 77). These
practices do not only increase the effectiveness of immediate campaigns, but
also are a path towards long-term sustainability of the digital marketing
ecosystems as they reinforce the consumer willingness to engage in the
mobile economy. (Acatrinei et al., 2025: 194).

Discussion: Almas Line of Asiacell: How to connect with a Niche Market
via Targeted SMS.

The example that illustrates the efficacy that mobile marketing can
have in the engagement and intensity of specific demographic groups is the
Almas Line by Asiacell. With the entry of the Almas Line in the scene, the
role of female subscribers to mobile phone in Iraq was only 20 per cent of
the market, which demonstrated the discrepancy in cell phone use and
untapped market.(Clnar, 2015: 154). It has managed to practically increase
the balance of women into its customer base to 40 percent in the first year of
the Almas Line launch by providing a mobile service specifically tailored to
their specifications. This also tends to imply that when the mobile marketing
is applicable to audience-specific needs, it can create an extremely positive
implication on the consumer behavior even in a traditionally underserved or
conservative market (Steinbock, 2005: 27).

Several strategic factors had contributed to Almas Line's success. First, the
offered service features provided for the lifestyle and preference needs of
Iraqi women: discounted calling rates, unique content, and customer service
sensitive to privacy concerns (Wien, 1978: 71). In the process, Asiacell had
drawn a hitherto unexploited demographic group and had succeeded in
holding on to the group, winning their trust. In addition, the level of
engagement was quite high because SMS as one of the primary
communication tools is typically regarded as a more direct and personal one.
The case highlights the significance of the need to be aware of the cultural
and social contexts under which the mobile marketing strategy is rolled out
and the role of personalization and relevance in creating significant shifts in
consumer behavior and engagement (Boccarossa, 2018: 38).

Elryan's E-commerce Mobile Application: Enhancing Consumer
Experience with the Convenience of Mobile: The e-commerce application
of Elryan shows how a mobile application, with proper design, can transform
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consumer buying behavior by enhancing convenience and accessibility
(Ndolo, 2024: 19). Before the introduction of the app, Elryan could only
interact with customers and sell the products through the limitations of its
usability on its site and no specific mobile platform. Following the launch of
the mobile application, Elryan experienced a huge increase in monthly sales
of USD 500,000 to USD 750,000, and a corresponding increase in the
number of active users by 150 percent to 25,000 monthly. This implies that
convenient individualized shopping can be facilitated with a mobile app to
satisfy the convenience demands of the contemporary consumer. (Ndolo,
2024: 79).

The Elryan application is successful since it is designed with the
customers in mind. Its product browsing, customer reviews, order tracking,
and access to customer support are some of the features that it includes.
These belong to a set of factors that make the customer experience all the
more superior, lowering the purchase barriers by assisting users in reaching
informed decisions within a short and convenient time.(Han et al., 2022: 39).
Along with this, the in-app solution of pushing notifications is also a direct
marketing channel reminding about sale and personalized offers, and
shopping cart. Ability to re-engage customers through timely reminders of
such a loyalty is very essential in conversion and brand loyalty. In this
regard, by comparing the adoption levels of the Elryan application, we will
find that Iragi consumers move to mobile applications whose value
proposition is convenience and ease of use. Mobile apps are therefore a
significant facilitator of e-commerce in the emerging economies.(Liu et al.,
2025: 34).

Conclusion and Future Directions: The literature on mobile marketing in
Iraq shows that mobile marketing campaigns have a massive impact on the
consumer purchasing decisions in case planned and developed in the light of
cultural and demographic sensitivities of the area. The examples of both
Asiacell and Elryan case studies actually force the point of how customized
strategies, be it by using SMS campaigns in order to reach out to certain
demographics or by means of mobile applications that provide better user
experiences, works. This produced massive growth in the levels of
engagement and sales that the companies have achieved, thereby
demonstrating that the lragi consumers are receptive to mobile marketing
initiatives that consider their unique needs and preferences. Such results are
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in accordance with the overall trends in the world that guide the process of
buying decisions by the means of personalized communication and user-
oriented design.

This promise notwithstanding, mobile marketing encounters many
threats in lIraq; they include; absence of digital infrastructure, privacy, and a
consumer insecurity on digital transactions. In the case of mobile marketing
in Iraq, trust building will therefore be very crucial as also relevancy to the
local values and value-based contents. There is also a low rate of penetration
in mobile devices used by the younger and more techno savvy lraqis, which
offers significant growth opportunities in mobile marketing. Those
companies who invested in the knowledge of these audiences, investing in
such tools like influencer partnership, location-based services, and data-
driven personalization will remain successful.

Any attempt to attempt a finer examination of the effect social media
influencers are having on consumer behavior in Irag or to examine the role
of the issue of data privacy would also be of interest to future research. In
the research, further understanding of more effective consumer engagement
programs can also be investigated by examining the efficiency of new
technologies in mobile marketing, including AR experiences or Al-based
chatbots.
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