


MOBILE APPS

Customer loyalty in the

Retail trade

What role do mobile apps play and how 

effective are they in retaining customers? 

Expose

Mobile apps are used wherever there is a need to establish communication - to understand something better - to make something accessible more quickly - and, and. - Does this method of mobile apps also help in retail as a customer loyalty tool? - Can they not only be used to inform customers, but also to retain them and how? -

This is precisely the subject of this study. 
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1 Introduction - Problem - Relevance - Research question

For  some  years  now,  there  has  been  enormous  hype  surrounding  the  mobile  Internet. 

Some have already labelled it the new mass medium of the future. Many see the main cause of this hype in the technical development of producing ever better mobile devices and  defining  new  standards  for  data  transmission.  Others,  on  the  other  hand,  see  the economy  as  being  responsible.  Their  marketing  managers  are  anxious  to  market  new technologies in the best possible way. 1

This is because the development of the market for mobile Internet use and the increasing sales figures for mobile devices in recent years show the enormous market potential in both  areas.  As  the  third  component  of  the  hype,  access  to  the  mobile  Internet  is increasingly becoming the focus of practical and scientific research.2

This is urgently needed both scientifically and economically. On the one hand, research is  trying  to  understand  the  new  medium  on  the  basis  of  a  clear  structure,  such  as  a uniform  categorisation  of  mobile  applications  (mobile  apps  for  short),  and  to  derive various correlations between the variables. On the other hand, the economy, driven by the need to generate profits, brings thousands of new applications onto the market every month  without  any  sound  knowledge  of  the  relationships,  such  as  the  underlying motives for using the medium. 3

This undirected provision of new applications leads to a proliferation of the market and makes  research  in  this  area  more  difficult.  However,  there  are  already  extensive scientific  findings  on  media  utilisation  and  selection  for  related  media  such  as  the computer, the stationary Internet or, in some cases, the mobile Internet. However, these studies are limited to a very small number in the field of mobile applications.4

In  view  of  the  "long  tail"  phenomenon  described  above,  it  is  doubtful  whether  this proliferation is of any practical benefit. Initial findings already indicate that many apps are only downloaded or used to a limited extent.5

The only consequences are irreversible costs and possibly damage to the image of the application provider. The fact that mobile apps are important for customer loyalty can be answered in the affirmative - but the extent to which the customer's media usage can be linked to the actual benefit of this app is still open - in other words, this must first be placed in the right context. In other words, it is not enough to configure a large number of apps and make them available to the customer. 

1 See Ahrholdt et al. 2023, pp. 211-224. 

2 Ibid. 

3 See Aichele/Schönberger 2014, p. 34f. 

4 Ibid. 

5 Ibid. 
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download.  These  apps  must  trigger  the  motivation  to  see  them  as  a  benefit  for  the customer and thus achieve customer loyalty, for example. 

Mobile apps play a decisive role in customer loyalty by enabling companies to interact directly  with  their  customers.  The  following  aspects  are  important  in  the  context  of customer loyalty through mobile applications:6
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