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Abstract 

The convergence of the mobile phone and mobile internet presents endless opportunities for the hospitality sector. 

This study aims to explore knowledge about benefits and usage of four mobile marketing (MM) practices amongst 

the hospitality tourism marketing employees in Zimbabwe. Four MM practices: short message service (SMS), 

multimedia message service (MMS) location based service (LBS) and mobile social media (MSM) were 

examined. The objectives were to establish their benefits or reasons for use, extent of use and, level of popularity 

of each of these MM practices amongst these employees. A quantitative approach was adopted using a cross –

sectional survey. Data was collected from 100 randomly selected respondents using a self completion structured 

questionnaire. Results indicated that SMS is increasingly becoming unpopular. MSM is the most popular mode 

of conducting mobile marketing. LBS is rapidly increasing in popularity. MMS has gradually sunk into oblivion. 

Ubiquity is the main reason of using MM practices. A positive association between knowledge about benefits and 

MM usage exists. There is a positive association between usage of MM practices and speed of tasks and 

achievement of work objectives. It is recommended that management should support hospitality marketing 

employees through acquisition of mobile technology infrastructure for increased use of MM practices in this 

sector.  

Keywords: Mobile marketing; hospitality; knowledge; usage; ubiquity 

Introduction 

The mobile phone is arguably an all-time successful innovation in the ICT and 

telecommunications sector. Usage of the mobile phone is the most common global 

phenomenon (Velmurugan & Velmurugan, 2013).Worldwide reports admit that usage of 

mobile phones surpassed six billion by year 2012 (Rohm et al., 2012)with China alone having 

reached one billion by 2012 (Haught et al.,  2018). At the same time, the global tourism and 

hospitality sector industry is growing rapidly (Salim et al., 2013; Wearne & Baker, 2002). 

Collectively global tourism contributes 10% of the world ‘s GDP, as such most countries are 

eager to restart tourism  activities and boost their economic activities post covid-19 
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pandemic(Adinolfi et al., 2021). Furthermore evidence exist that support the view that tourism  

is key in sustaining most economies across the globe(Magano & Cunha, 2020; Opute et al., 

2020). Evidence suggests that hotels need to embrace ICT if they are to remain 

competitive(Salim et al., 2013). Moreover in Zimbabwe this is imperative as ICTs can help 

lower hospitality marketing costs.  The search for lower advertising and marketing costs are 

the major drivers behind hospitality companies’ acceptance of mobile marketing (Nyatsambo 

& Phiri, 2018).  

In Zimbabwe the use of mobile devices has spread to all parts of the country including 

rural areas (Mbengo et al., 2015) possibly because citizens have embraced mobile money in 

the face of cash shortages. In 2021 the Posts and Telecommunications Regulatory Authority of 

Zimbabwe (POTRAZ) third quarter report indicated an unparalleled growth of 3.4 % increase 

in mobile phone use, along with a marked increase of 10.4% to record 25.882 Terabytes (TB)in 

mobile internet data traffic during the same period. Furthermore, the report acknowledges that 

active Internet subscriptions had increased to 9,3 million users while the overall mobile 

penetration rate reached 93.5% as at 31 September 2021 (POTRAZ, 2021). The POTRAZ 

indicators confirm mobile communication as the primary means of communication amongst 

Zimbabweans.  

However, the tourism and hospitality sector has faced viability challenges in the last 

twenty years due to the general decline of the Zimbabwean economy. The sector recorded a 

19% decrease in foreign tourist arrivals by end of 2013 (ZTA, 2013) and World Bank Report 

recorded a significant 66% decline of tourists arrivals from the EU to Zimbabwe between the 

period of1999 to 2013 (World Bank, 2013). Tendai and Chikobvu (2017) submit that tourism 

is a major contributor to the GDP in Zimbabwe. Several researchers contend that the use of 

mobile devices and applications in the hospitality industry has been applied to speed up a 

variety of services such as reservations as well as digital concierge and geo-location (Moro et 

al., 2018).  

Extant research has given more attention to mobile marketing from the consumers 

perspective, with very few researches emphasizing the supplier side for example (Hongyan & 

Zhankui, 2017) in study involving 320 consumers found that information via mobile increased 

intention to purchase amongst consumers. Furthermore an earlier study by Rohm et al. (2012) 

examined consumer acceptance of mobile marketing in a comparative study of three major 

global markets; Europe, USA and China. Additionally many other studies have focused on the 

consumer perspective (Chee et al., 2018; Persaud & Azhar, 2012; Siraj et al., 2021). Moreover, 

Law et al. (2018) reviewed 92 research articles on mobile technologies in tourism and 

hospitality and concluded that the majority of the articles focused on consumers rather than 

suppliers. 

Against this backdrop, the current study examines mobile marketing usage from the 

perspective of hospitality marketers. Therefore the research objectives are to (i) establish the 

extent of usage of four mobile marketing practices amongst hospitality and tourism marketers 

in Zimbabwe; (ii) determine associations between knowledge of mobile marketing benefits and 

intention to use mobile marketing practices; (iii) explore their main reasons for using individual 

forms of mobile marketing strategies. Additionally the current research seeks to test 

associations between usage of mobile marketing practices and the speed of completing tasks 

such as bookings and making reservations Finally the study seeks to test associations between 

mobile marketing usage and belief that mobile marketing can increase work efficiency of 

hospitality marketing employees consequently increasing domestic tourism activities .The 

paper is structured as follows. Firstly we provide a detailed review of literature which leads to 

the development of hypothesis. The next step is we clarify the research methodology. This is 
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followed by the presentation of study results.  A detailed discussion of these results is provided. 

Lastly conclusions, implications and suggestions for future research are explained. 

 

Literature review 

Mobile marketing 

Mobile marketing is the use of mobile devices to communicate marketing messages and 

promotions to potential customers. In the case of tourists this information could include alerts 

about nearby restaurants and other trip related information (Tamaki, 2018). Several authors 

confirm the meteoric rise in mobile phone usage (Chuah et al., 2014; Haught et al., 2018; 

Shankar & Balasubrarian, 2009). Reasons for a surge in the use of mobile devices include 

ubiquity, personalisation, immediacy and information access (Okazaki et al., 2014; Shankar et 

al., 2010). Consequently, arguments for migrating from traditional marketing practices to 

mobile marketing have been tabled and are based on benefits such as interactivity and 

personalisation of the marketing messages (Al- Hawary & Obiadat, 2021). These gains have 

been expedited by the amalgamation of the mobile phone and the internet to produce a more 

intelligent device built on a mobile computing platform with extended computing and 

connectivity potential (Balubaid et al., 2015). Worldwide mobile internet usage continues to 

expand as a result of the increased variety of these cosmopolitan mobile devices including the 

Smartphone (Chuah et al., 2014). These devices are equipped with mobile applications that 

carry out complex and personalised activities and are essential to mobile marketing. United 

States of America firms such as the Loews Hotel’s Instagram campaign dubbed 

#TravelForReal, and the Hamilton Island Resorts use of social media through the ‘Ultimate 

Instameet’ campaign are two success stories of mobile marketing usage in hospitality and 

tourism (Litvin et al., 2018). Notably, mobile marketing is rapidly becoming an important 

component of the marketing function (Maduku et al., 2016). 

Use of these personalised and accessible mobile applications has proliferated with the 

increased accessibility of mobile internet by many across the globe (Chuah et al., 2014; 

Magano & Cunha, 2020). Earlier assertions by various authors concluded that Mobile 

Marketing (MM) is any marketing activity conducted using a mobile device at anytime, 

anywhere (Kaplan 2012; Scharl et al., 2005; Khartikeyan & Barlamurgan, 2012 as cited in 

Nyatsambo & Phiri, 2018). Hongyan and Zhankui (2017) advance that the surge in mobile 

devices adoption by consumers globally means that marketers have a chance to further their 

gains. Additionally a results from a study conducted in Zimbabwe by Dhlodhlo and Mafini 

(2014) advanced that there is a positive relationship between virtual marketing and work 

effectiveness.  Hitherto these assertions suggest a gap in theory and practice. Therefore, this 

study aims to add to the growing body of knowledge in mobile marketing usage in the tourism 

and hospitality sector from a perspective of a developing African country setting. 

 

Short Message service  

Earlier findings posit that SMS usage grew remarkably in the 2000s, as showcased by its 

widespread adoption rate globally in the preceding years (Lai, 2004; Nyatsambo, 2021). Short 

message service is among the first successful forms of Mobile Marketing (Megdadi & 

Hammouri, 2016). Existing findings suggest that the key drivers of SMS’s success include 

interactivity, personalisation, ubiquity, and its push advertising capability (Shadkam, 2017). 

Shankar & Balasubrarian (2009) reported that 60 % of the 86% cell phone users in the USA 

were using SMS by year 2009. However Persaud and Azhar (2012) insist that marketers must 

ensure that mobile marketing strategies should avoid being intrusive. 
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Multimedia message service 

Several authors have described MMS as flexible technology that prolongs the relevance of 

standard short message text service (ur Rehman et al., 2018; Lillie, 2019). In addition Bandera 

(2017) admits that multimedia message service follows behind SMS in popularity. The notable 

features of MMS is its ability to send pictures, videos and audios between users (Lillie, 2019, 

Chou & Bandera, 2020). ur Rehman et al. (2018), however, contends that the major 

disadvantages of MMS is its inability to send large files.  

 

Mobile social media 

Social media offers a two-way communication channel with cost- effective benefits between 

businesses and their customers (Lupo, 2018) .The fusion of social media and mobile internet 

presents a new outlook; that of MSM (Minazzi, 2014). In Zimbabwe companies large and small 

have resorted to using social media as a cost effective measure to avert their demise in the 

continued harsh economic environment currently faced by the country (Rambe et al., 2017). 

According to Rambe et al. (2017) the extensive adoption of mobile devices and social media 

has advanced Mobile Social Media in executing marketing practices. In the travel and tourism 

sector social media has long been associated with trip planning in tourism, as it can easily assist 

travellers gather more information about their planned tourism destination (Matikiti-

Manyevere & Kruger, 2019). Social media has emerged as powerful marketing tool that 

enables tourism marketers to better meet customer needs (van der Bank & van der Bank, 2014) 

.Furthermore mobile phones enhances the convenience for tourist as they plan their trips using 

mobile social media in particular (Minazz, 2014). Social media has also been seen to be an 

effective way of creating awareness about tourism products (Madondo et al., 2019). 

Nonetheless others still argue that Social media should be used responsibly to yield positive 

results in Tourism sector (van der Bank & van der Bank. 2014). The propensity to influence 

one another is inherent in consumer behaviour, consequently making social media-driven word 

of mouth (e-word of mouth) an emerging important marketing technique (Litvin et al., 2006). 

An example is cited in a study in Thailand, where e-word of mouth has been found useful in 

influencing hotel bookings (Kitcharoen, 2019). In Zimbabwe evidence exist that confirms the 

benefits of social media as a means of exposing the daily lives  of marginalised communities 

and hence improve inclusive development (Gift et al., 2019; Masocha & Dzomonda, 2018). 

While most authors submit that social media information is important for the tourist decision 

making process with regards to trip planning (Kitcharoen, 2019; Matikiti –Manyevere & 

Kruger, 2019, van der Bank & van der Bank. 2014). A few advanced contrasting views and  

argue that tourists do not trust  information on Social media as credible to help them when 

deciding on trip planning (de Souza & Machado, 2017; Matikiti –Manyevere & Kruger , 2019).  

 

Location based services 

Location based service (LBS) ensure that MM practices can be implemented based on the 

consumer’s exact location in real time and also basing on consumer’s previous behaviour 

(Bernritter et al., 2021; Suganya, 2022). Location based service thrives on the fact that mobile 

devices are endowed with GPS capability to pinpoint their current location at that particular 

time thus allowing marketers a chance to design target oriented promotional messages based 

on the location of the  customers (Bernritter et al., 2021; Shankar & Balasubramanian, 2009). 

Whilst it is an emerging marketing method with potential for high returns given its ability to 

pinpoint the location of a customer or tourist LBS remains under- utilised (Suganya, 2022). 

Tourism marketers can benefit from embracing mobile technologies, Internet of things 

including GPS and 5 G technology in order to harness the new generation of tourists (Bi & Liu, 

2022). Ververidis and Polyzos (2002) advance that the potential of LBS as a mobile marketing 
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tool is intense as it extends the satisfaction of the anytime anywhere phenomenon brought up 

by the mobile web to its users.  

 

Hypothesis development  

Existing evidence suggests that awareness is a key determinant of individual adoption 

behaviour to adopt mobile devices (Velmurugan & Velmurugan, 2014). Findings by Kim et al. 

(2016) posit that  awareness about  existence of mobile devices , and having expert knowledge 

regarding mobile devices  had a positive effect on willingness to use them in tourism. 

Additionally awareness has an effect on an individual’s knowledge about a product benefit 

(Velumurugan & Velmurugan, 2014). Furthermore adoption and use of mobile devices is 

negatively influenced by lacking knowledge about the functionalities of these devices (Wang 

et al., 2019).It is suggested that tourism marketers  must gather  knowledge about the shifts in 

digital and mobile technologies in order to stay ahead of competition (Chamboko-Mpotaringa 

& Tichaawa, 2021).  

The utility and convenience are some of the main reasons why these mobile internet 

based technologies have become a part of everyday life especially for tourist as these enable 

access to information anytime anywhere (Magano & Cunha, 2020). Furthermore several 

authors argue that the positioning of the   mobile internet service as a profitable global market 

segment is unquestionable (Chuah et al., 2014; Magano & Cunha, 2020).Another major  reason 

why firms have embraced mobile marketing is the low cost of advertising, as MM makes it 

possible to target a large audience with a single message(Algumzi, 2022; Amirkhanpour et al., 

2014; Fang, 2017; Maduku et al., 2016). In the context of Zimbabwean tourism and hospitality 

sector cutting operational costs is key. Lower costs can allow these firms to pass over this 

benefit to tourism customers and enable them to access affordable tourism packages and 

services. Strom et al. (2014) advance that another reason for the uptake of MM is interactivity. 

Entertainment has also been found to be one major driver for the swift adoption of mobile 

devices, mobile apps and advertisements as mobile users often download these for self-

enjoyment (De Silva & Yan, 2017; Nyatsambo, 2021; Shadkam, 2016). Mobile devices are 

convenient to use and easy to handle as they are portable and always on and can be used 

anywhere (Rialti et al., 2022). Earlier findings suggest that ease of use is one of the issues that 

explain the fast uptake of mobile phones and other mobile devices globally in short space of 

time (De Siva & Yan, 2017; Loudon, 2016). 

Given the above findings from extant literature current research examines the extent of 

usage, reasons for use, and level of popularity of the four mobile marketing practices namely; 

short message service, mobile social media, multimedia message service and location based 

service amongst the hospitality marketing employees in Zimbabwe. In addition the following 

hypothesis are to be tested to establish associations. 

 

H1: There is significant association between knowledge about mobile marketing benefits  

and usage of mobile marketing practices amongst  hospitality marketing employees in 

Zimbabwe 

H2: There is a significant association between usage of mobile marketing and speed of 

completing bookings and reservations by hospitality marketing employees in Zimbabwe  

H3: There is a significant association between usage of mobile marketing and achieving 

work objectives amongst Zimbabwean hospitality marketing employees.  

H4: There is a significant relationship between usage of mobile marketing practices and 

increased interest by local tourist to visit tourism destination in Zimbabwe. 

Research methodology 

http://www.ajhtl.com/
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In this study, both exploratory and descriptive research designs were adopted pursuing a 

quantitative approach by means of a survey. A self-completion questionnaire was distributed 

to 100 respondents in Vumba, Mutare and Bulawayo which are the key tourism destinations of 

Zimbabwe .The predominantly quantitative questionnaire comprised a seven-point Likert scale 

ranging from strongly agree to strongly disagree. We opted to use the Likert scale because 

previous findings allude to its extensive use in mobile technology usage behaviour and 

adoption studies (Liebana-Cabanillas et al., 2017; Schierz et al., 2010).To ensure the reliability 

and validity of the survey instrument, a pre-test of the questionnaire was conducted prior to 

conducting the field survey. Using a simple random sampling method, 100 participants were 

selected in Vumba, Mutare and Bulawayo. Data analysis was conducted using SPSS, to 

compute frequency, percentages and means. Correlation analysis was done to measure the 

strength of relationships between variables in data sets. Stated hypothesis were tested by 

conducting Pearson’s Chi-Square test. Cronbach’s Alpha co-efficient tests were used to verify 

the reliability of the data collection instrument. Cronbach’s Alpha is useful when measuring  

internal consistency(Remler& Van Ryzin, 2015:122) .  

 

Study results  

Results on demographic profiles  

The demographic profiles are shown on Table 1.  

 
Table 1: Demographic attributes  table 

Attribute Frequency Percent Valid Percent Cumulative Percent 

Gender  

           Male  

           Female   

           Total   

 

47 

53 

100 

 

47.0 

53.0 

100 

 

47.0 

53.0 

100 

 

47.0 

100 

 

Age 

       18-25yrs 

        26-35yrs 

        36-45yrs 

        46-55yrs 

       Above 55yrs 

       Total 

 

32 

49 

15 

3 

1 

100 

 

32.0 

49.0 

15.0 

3.0 

1.0 

100 

 

32.0 

49.0 

15.0 

3.0 

1.0 

100 

 

32.0 

81.0 

96 

99 

100 

Education 

     Ordinary Level 

    Advanced Level 

     Diploma 

    Degree 

    Total 

 

19 

5 

34 

42 

100 

 

19.0 

5.0 

34.0 

42.0 

100 

 

19.0 

5.0 

34.0 

42.0 

100 

 

19.0 

24.0 

58 

100 

Years using a mobile phone 

     1-5yrs 

     6-10yrs 

      Over 10yrs 

      Total 

 

10 

30 

60 

100 

 

10.0 

30.0 

60.0 

100 

 

10-0 

30.0 

60.0 

100 

 

10 

40 

100 

 

Years working in hospitality 

&Tourism 

     1-5yrs 

     6-10yrs 

      Over 10yrs 

     Total 

 

 

58 

25 

17 

100 

 

 

58.0 

25.0 

17.0 

100 

 

 

58.0 

25.0 

17.0 

100 

 

 

58.0 

83.0 

100 

Marketing department 

    Sales and Marketing 

    Front Office 

    Functions &Events 

    Bookings and   Reservations 

    Total 

 

13 

26 

13 

48 

100 

 

13.0 

26.0 

13.0 

48.0 

100 

 

13.0 

26.0 

13.0 

48.0 

100 

 

13 

39 

52 

48 

100 

Source- Authors 

 

Demographic variables were analysed using frequency distribution and percentages. Appendix 

1illustrates the results of the demographic profiles that were identified in this research. The 

majority of respondents were aged between 26 and 35 with a fairly even  gender representation 
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of males (47%) and females (53%). About 60% of these respondents had owned and used a 

personal mobile phone for over 10years,76 % had acquired tertiary level education,58%had 

worked in the hospitality sector for only five years or less and 42%had six or more years of 

experience in the sector. All respondents worked in various hospitality marketing departments 

in these proportions: bookings and reservations, 48%; front office, 26%; functions and events, 

13% and sales and marketing,13%.  

 

Results on reliability tests  

It is important to highlight that reliability tests using the Cronbach’s Alpha α co-efficient scored 

above 0.6 on most datasets, indicating that respondents were generally reliable on most 

questions. Alpha ranges from 0 to 1 with 0.7 being the often  minimum acceptable value 

(Remler& Van Ryzin, 2915:122). However others admit that 0.6 is a fairly good 

value(Zikmund et al., 2010 as cited in Nyatsambo 2021)  (see Table 2 below).  

 
Table 2: Reliability S Cronbach’s alpha co-efficient results table 

Variables Cronbach’s 

Alpha 

Cronbach’s Apha based 

on standardised  item 

Number of 

Items 

Statements on awareness of potential benefits of using 

Mobile Marketing Strategies amongst hospitality marketers 

in Zimbabwe 

 

.744 

 

.772 

 

6 

Statements Extent of usage of Mobile Marketing Strategies 

amongst hospitality marketers in Zimbabwe 

 

.795 

 

.796 

 

8 

Statements on effect of individual human factors on Mobile 

Marketing Usage  

.573 .651 8 

Statements on Actual Usage behaviour of Mobile Marketing 

Strategies amongst hospitality marketers in Zimbabwe 

 

.689 

 

.666 

 

10 

Reasons for using Short Message Service amongst hospitality 

marketers in Zimbabwe 

.873 .879 10 

Reasons for using Multi-Media Message Service amongst 

hospitality marketers in Zimbabwe 

 

.882 

 

.892 

 

10 

Reasons for using Location Based Service amongst 

hospitality marketers in Zimbabwe 

.754 .798  

10 

Reasons  for using Mobile Social Media amongst hospitality 

marketers in Zimbabwe 

.876 .887  

10 

Source – Authors 

 

Results on extent of usage of individual MM practices among hospitality marketing 

employees  

Table 3 displays mean scores for the responses of those that agreed to have used individual 

forms of MM practices   in the past; mobile social media use and mobile social advertising is 

most popular with users. 

 
Table 3 item statistic  extent of usage of mobile marketing practices   

Item Mean  Mean (%) Gap (%) 

SMS use 4.56 59.3% 40.7% 

LBS use 4.72 62.0% 38.0% 

MMS  use 4.43 57.2% 42.8% 

MSM  use 5.72 78.7% 21.3% 

SMS adverts 4.39 56.5% 43.5% 

Multimedia Message Service adverts 4.05 50.8% 49.2% 

LBS adverts 4.56 59.3% 40.7% 

MSM  adverts 5.79 79.8% 20.2% 

Overall 4.78 63.0% 37.0% 
    

Source – Authors 

Furthermore the correlation matrix below was used to ascertain the patterns of relationships 

across the MM practices. The determinant is 0.040 which is greater than the necessary value 

of 0.00001. In these data items correlate well as shown in Table 4 below. 

http://www.ajhtl.com/
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Table 4: Extent of  mobile marketing strategies / practices usage  correlation matrixa 

 

  

1 

 

2 

 

3 

 

4 

 

 5 

 

6 

 

7 

 

8 

 

 

 

 

 

 

 

 

 

 

Correlation 

1 SMS use 1.000 .408 .386 .183 .659 .318 .078 -.009 

2 LBS use .408 1.000 .540 .354 .281 .328 .567 .315 

3 MMS use .386 .540 1.000 .291 .249 .548 .329 .267 

4 MSM use .183 .354 .291 1.000 .092 .377 .225 .694 

5SMS adverts .659 .281 .249 .092 1.000 .354 .136 .006 

6MMS adverts .318 .328 .548 .377 .354 1.000 .392 .428 

7LBS adverts .078 .567 .329 .225 .136 .392 1.000 .367 

8.MSM adverts 

-.009 .315 .267 .694 .006 .428 .367 1.000 

a. Determinant = .040 

Source - Authors 

 

The results on the correlation matrix above indicate that there is no connection between Mobile 

Social Media use and SMS advertising; Location based adverts and SMS use or SMS adverts; 

as well as between  SMS adverts and Multimedia Use. However there is significant links 

amongst all the other variables as indicated by P values <0. 

 

Results on commonly used MM practices 

 

 
Figure 1: Commonly used mobile marketing practices  

Source: Authors 

 

Results on the figure 1 above show that SMS (9%) is increasingly becoming unpopular with 

users while MSM is becoming the most popular mode of conducting mobile marketing (87%).   

 

Results on reasons for using individual mobile marketing practices 

Results from table 4.4 below imply that Mobile Social Media (MSM) is the most useful practice 

as it emerged with two factors on first position and two on second position. MSM gives the 

user better utility because it has the highest mean values such that even its least reason is still 

significantly higher than the top reasons for other Mobile Marketing Strategies. Personalisation 

did not appear to be a unique reason on any of the four practices although its mean values were 

significantly high across all MM practices.  

 

 

Table 5.  Mean Scores and Percentages for top (3) out of (10) reasons for using individual MM practices and the least reason 

Position for  reason of using 

individual MM Practices  

 SMS  

 

MMS LBS  MSM 

0

50

100

SMS MMMS LBS MSM

9 2 2

87

Commonly used Mobile Marketing Strategy Respondents
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Position I Ubiquity 

5.96 (82.7%) 

Entertainment 

5.73 (78.8%) 

Reliability 

5.97 (82.8%) 

Ubiquity / 

Interactivity 6.50 

(91.7%) 

Position 2  Easy to  use 

5.74 (79%) 

Ubiquity 

5.53 (75.5%) 

Real-time 

5.88 (81.3%) 

Effectiveness 

/Real-time 6.49 

(91.5%)      

Position 3 Low Cost 

5.57(76.2%) 

Easy to use 

5.44(74%) 

Convenience 

5.87(81.2%) 

Reliability 

6.46(91.0%)      

Least reason for using 

individual MM practice 

Entertainment 

3.29(38.2%) 

low cost (3.92) 

48.7% 

Entertainment 

4.05(50.8%) 

Low cost 6.26 

(87.7%) 

Source- Authors 

 

Results on hypothesis tests  
Table 6 Results for hypothesis tests using Pearson Chi - Square 

Proposed hypothesis / Relationship Value Df Asymp. Sig. (2-

sided)P value  

Result 

H4There is a significant association between knowledge 

about  benefits  of MMs and Usage of MM 
57.746a 36     .012 

Accept 

H5There is an association between usage of mobile 

marketing and speed of completing bookings and 

reservations   

71.219a 30 .000 

Accept 

H6There is a significant association between usage of 

mobile marketing and achieving work objectives 
60.457a 25 .000 

Accept  

 

H7There is a significant relationship between usage of 

mobile marketing and increased interest by local tourist 

to visit tourism destination. 

96.922a 30 .000 

Accept  

Accept if P value 0.000<.05            

Source – Authors 

 

Discussion of results  

The study aimed to establish the extent to which four mobile marketing practices are being 

used to market hospitality and tourism facilities by hospitality employees in Zimbabwe as well 

as the reasons why each is preferred in usage to market hotel and tourism facilities. Specifically 

the four mobile marketing practices that the study focused on are Short message service (SMS), 

Multimedia- message service (MMS), Location based service (LBS) and Mobile Social Media 

(MSM). The study also sought to establish the most commonly used mobile marketing practice 

among the four. Furthermore the entire four hypothesis were tested using Chi-Square to test 

associations between knowledge about benefits of mobile marketing and usage of mobile 

marketing practices and other completion of work objectives. The results for all for tests for 

associations were significant. 

Our findings indicate that a small section of the population (9%) is still using SMS 

though it is slowly losing its relevance because of the rise of by Mobile Social Media utilisation. 

Location Based Services is also quickly gaining acceptance while Multi Media Message 

Service is quickly falling into disuse as a marketing strategy of choice. These findings support 

earlier assertions by Moreno-Munoz et al. (2016) that advanced that mobile social networks 

will overtake the use of short message texts over time.  

The present study established that ubiquity is the most important reason for using 

mobile marketing practices. It emerged in the top three reasons for SMS, MSM and LBS usage. 

Several authors have submitted that ubiquity is a key reason or using mobile marketing 

practices (Fang, 2017; Moreno-Munoz et al., 2016). The second and third most important 

reasons were real-time and easy to use respectively. These findings are supported by earlier 

authors who found that the  real-time phenomenon is one of the key  reasons why location 

based  mobile advertisements are more  effective than no-mobile (Van Doorn & Hoekstra, 

2013; Van’t Reit et al., 2016 as cited in Bernritter et al., 2021). However for Mobile Social 

Media alone, interactivity scored number two, whilst convenience was singled out as third in 
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importance on Location based service. Regarding these findings interactivity has long been 

associated with popularity in use of Social media, for example social media interactions allow 

users to form relationships and exchange huge amounts of information in groups thus (Dwitya 

& Briandana, 2017; Matikiti-Manyevere & Kruger, 2019). Furthermore this sharing of 

experiences and opinions can shape the outcome decision of potential tourists with regards to 

tourism destinations and hospitality facilities thus benefiting the tourism  sector (Matikiti –

Manyevere & Kruger, 2019). The findings from this research support the argument that Mobile 

Internet is largely responsible for the expansive use of Mobile Social Media and the fast uptake 

of Location Based services. Mobile Internet is largely responsible for mobile phone users’ shift 

from SMS and Multi-Media Messaging towards the adoption of Mobile Social Media and 

Location Based Services. In the context of this study, these results provides  the basis for 

arguing that indeed digital and mobile marketing practices especially  mobile social media can 

increase work output for hospitality marketing employees in Zimbabwe. These findings are 

supported by earlier submissions of various authors (Chigona, 2019; Matikiti-Manyevere & 

Kruger, 2019; Moreno- Munoz et al., 2016; Opute et al., 2020; Sakar et al., 2017). Correlation 

analysis established that voluntary use of mobile devices was strongly related to understanding 

mobile marketing benefits and to frequency and effective use of the individual types of MM.  

Hypotheses were tested to establish associations using the Chi-Square test in this study. 

The Chi- square test has been used to test hypotheses by previous researchers (Ezgibo, 2013). 

Table 4.5 provides the list of the hypothesis results, with the Chi square computed values, the 

degrees of freedom and the P values at 0.05 significant level. Furthermore the current research 

upheld the notion that a significant relationship exists between knowledge about the benefits 

of Mobile Marketing (MM) and usage of mobile marketing practices. Furthermore findings 

suggested that the speed of completing tasks and achieving work objectives were positively 

influenced by using Mobile Marketing. Table 6 above provides that summary of tested 

hypothesis. These results are in agreement with several past researchers who advanced that 

adoption and usage of mobile devices is predicted to improve the efficiency and effectiveness 

of the marketing function (Nyatsambo, 2021). Furthermore a recent study on SMEs in Saudi 

Arabia found out that digital and mobile marketing enhances performance (Algumuzi, 2022). 

In addition MM has been embraced as key component of marketing strategy (Gana &Koce, 

2016; Stanoevska-Slabeva et al., 2017). 

 

Implications and conclusion 

The study aimed to establish the extent to which four mobile marketing practices are being 

used to market hospitality and tourism facilities by hospitality employees in Zimbabwe. The 

study also examined the main reasons for using specific mobile marketing practices, as well as 

the most commonly used mobile marketing practice among the four. Furthermore a number of 

hypothesis were tested using Chi-Square to test associations between knowledge about benefits 

and mobile marketing usage was also conducted. This study has shown that internet based 

mobile marketing practices (MSM and LBS) are gaining prominence and are often used for 

informing customers about hotel facilities and services. On the other hand, message service 

platforms (SMS and MMS) are becoming less popular amongst users. We can conclusively 

assert that mobile internet is largely responsible for the success of mobile marketing in 

Zimbabwe’s hospitality and tourism sector. Furthermore, the study’s findings advance that 

gender and age are not key determinants of mobile phone usage behaviour imply that these 

results can easily be generalised across sectors. Therefore, these results present interesting 

managerial implications. We suggest that managers in the hospitality sector encourage the use 

of MM practices, possibly by ensuring that smartphones, mobile internet and other mobile 

devices are readily available in the work environment. Furthermore tourism and hospitality 
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marketing employees themselves should increase more efforts to communicate with potential 

tourists using trending mobile social media technologies such as Instant messaging applications 

like WhatsApp on a one on one basis or via groups. Updating tourism companies social media 

accounts such as Facebook, Twitter and with new relevant information could encourage uptake 

of tourism and hospitality services in the sector.  

 

References 

Adinolfi, M. C., Harilal, V. & Giddy, J. K. (2021). Travel Stokvels, Leisure on Lay-by, and 

Pay at your Pace Options: The Post COVID-19 Domestic Tourism Landscape in 

South Africa. African Journal of Hospitality, Tourism and Leisure, 10(1), 302-317. 

Algumzi, A. (2022). Impact of Digital Marketing on SMEs Performance in Saudi Arabia: 

Implications on Building NEOM. Transnational Marketing Journal (TMJ), 10(1), 27-

38. 

Al-Hawary, S. I. S. & Obiadat, A. A. (2021). Does Mobile Marketing affect Customer 

Loyalty in Jordan? International Journal of Business Excellence, 23(2), 226-250. 

Amirkhanpour, M., Vrontis, D. & Thrassou, A. (2014). Mobile Marketing: A Contemporary 

Strategic Perspective. International Journal of Technology Marketing 5, 9(3), 252-

269. 

Balubaid Mohammed A., ManzoorU., Bassam Z., Qureshi A. & Ghani, N. (2015). Ontology 

Based SMS Controller for Smart Phones. International Journal of Advanced 

Computer Science and Applications, 6 (1), 134-139. 

Barnes, S. J. & Scornavacca, E. (2004). Mobile Marketing: The Role of Permission and 

Acceptance. International Journal of Mobile Communications, 2(2), 128-139. 

Bernritter, S. F., Ketelaar, P. E. & Sotgiu, F. (2021). Behaviourally Targeted Location-Based 

Mobile Marketing. Journal of the Academy of Marketing Science, 49(4), 677-702. 

Chamboko-Mpotaringa, M. & Tichaawa, T. M. (2021). Tourism Digital Marketing Tools and 

Views on Future Trends: A Systematic Review of Literature. African Journal of 

Hospitality, Tourism and Leisure, 10(1), 712-726. 

Chee, S. W., Yee, W. K. & Saudi, M. H. M. (2018). Consumer Perceptions and Intentions 

towards Malaysian Mobile Marketing. Asian Journal of Innovation and Policy, 7(2), 

338-363. 

Chigora, F. (2019). Social Media and Brand Equity: Reality for Small to Medium Enterprises 

in Zimbabwe Tourism’s Industry Brand Equity Modelling. Repository of Chinhoyi 

University of Technology, Chinhoyi, Zimbabwe. 

Chou, P. B. & Bandera, C. (2020). An Oligopoly Game with Network Effects for Compatible 

and Incompatible Standards: As Applied to Short and Multimedia Message 

Services. International Journal of Business, 19(1), 27-46. 

Chuah H W., Marimuthu M., Ramayah, T. (2014).The Effect of Perceived Value on the 

Loyalty of Generation Y and Mobile Internet Subscribers: A Proposed Conceptual 

Framework. Procedia- Social and Behavioural Science, 130, 532-541. 

De Silva, V. &Yan J. (2017).What Drives Consumers To Accept M-Ads On Their Hand Held 

Devices? A Literature Review, Insights and Propositions for Emerging Markets. 

International Journal of Marketing Studies, 9 (2), 160-174. 

de Souza, S.C. & Machado, D.F.C. (2017). Use and Influence of Social Media on Trip 

 Planning: A Quantitative Study. Revista  Turismo EmAnálise, 28(2), 254-270. 

Dwityas, N.A. & Briandana, R. (2017). Social Media in Travel Decision Making Process. 

 International Journal of Humanities & Social Sciences, 7(7), 193-201. 

http://www.ajhtl.com/


 

African Journal of Hospitality, Tourism and Leisure, Volume 11 (4) - (2022) ISSN: 2223-814X 

Copyright: ©2022 AJHTL /Author(s) | Open Access – Online @ www.ajhtl.com 

 

 

1575 

 

Gana, M.A. & Koce, H.D. (2016). Mobile Marketing: The Influence of Trust and Privacy 

Concerns on Consumers Purchase Intention. International Journal of Marketing 

Studies, 8(2), 121-127. 

Gift, G., Last, A. & Deity, C. N. (2018). The Tonga People of Northern Zimbabwe: An 

Encounter with Digital Media. African Journalism Studies, 39(4), 91-108. 

Haught, M. J., Wei, R., Xuerui, Y. & Zhang, J. (2018). Understanding the Psychology of 

Mobile Phone Use and Mobile Shopping of the 1990s Cohort in China: A lifestyle 

Approach. In Mobile Commerce: Concepts, Methodologies, Tools, and 

Applications, (pp. 88-105). IGI Global. 

Hongyan, L. & Zhankui, C. (2017). Effects of Mobile Text Advertising on Consumer 

Purchase Intention: A Moderated Mediation Analysis. Frontiers in psychology, 8,  

1022. https://doi.org/10.3389/fpsyg.2017.01022 

Kaplan, A. K. (2012). If you Love Something Let It Go Mobile: Mobile Marketing and 

Social Media 4x4, Business Horizons 55(2) 129-139 

Khartikeyan, N. &Barlamurugan, T. (2012) Mobile Marketing: Examining Impact of Interest, 

Individual Attention, Problem Faced and Consumers and Consumer’s Attitudes on 

Intention to Purchase.  Interdisciplinary Journal of Contemporary Research in 

Business, 3 (10), 809-821. 

Kim, M. J., Kim, W. G., Kim, J. M. & Kim, C. (2016). Does Knowledge Matter to Seniors’ 

Usage of Mobile Devices? Focusing on Motivation and Attachment. International 

Journal of Contemporary Hospitality Management, 28 (8), 1702 – 1727. 

Kitcharoen, K. (2019). The Effect of E-Word of Mouth (E-WOM) on Various Factors 

Influencing Customers’ Hotel Booking Intention. ABAC ODI Journal Vision. Action. 

Outcome, 6(1), 62-74. 

Lai, T. L. (2004). Service Quality and Perceived Value's Impact on Satisfaction, Intention 

and Usage of Short Message Service (SMS). Information Systems Frontiers, 6(4), 

353-368. 

Law, R., Chan, I.C.C. &Wang, L. (2018).  A Comprehensive Review of Mobile Technology 

Use in Hospitality and Tourism. Journal of Hospitality Marketing and Management, 

27(6). 626-648. 

Liebana-Cabanillas, F. & Alonso-Dos-Santos, M. (2017). Factors that Determine the 

Adoption of Facebook Commerce: The Moderating Effect of Age. Journal of 

Engineering and Technology Management, 44, 1-18.  

Lillie, J. (2019). Technological Innovation and Use in the Early Days of Camera Phone Photo 

Messaging. Advanced Methodologies and Technologies in Network Architecture, 

Mobile Computing, and Data Analytics, 1126-1137. 

Litvin, S., Goldsmith, R. & Pan, B. (2018). A Retrospective View of Electronic Word of 

Mouth in Hospitality and Tourism Management. Journal of Contemporary Hospitality 

Management, 30(1), 313-325. 

Loudon, M. (2016). A platform Studies Approach to the Role of Technology in the ICTD 

Ecosystem: The SMS in m4d interventions. Information Technology for 

Development, 22(1), 7-25. 

Lupo, C. V. (2018). Social Media Marketing Strategies in Landscape Industry Small 

Businesses, (Doctoral Dissertation, Walden University). 

Madondo, E., Chiguvi, D. & Tadu, R. (2019). Assessment of the Effectiveness of Traditional 

Media for the Promotion of Tourism in this Digital Age in KwaZulu-Natal South 

Africa. Business and Management Studies, 5(4), 36-48 

http://www.ajhtl.com/
https://doi.org/10.3389/fpsyg.2017.01022


 

African Journal of Hospitality, Tourism and Leisure, Volume 11 (4) - (2022) ISSN: 2223-814X 

Copyright: ©2022 AJHTL /Author(s) | Open Access – Online @ www.ajhtl.com 

 

 

1576 

 

Maduku, K.D., Mpinganjira, M. & Duh, H. (2016). Understanding Mobile Marketing 

Adoption and Intention by South African SME’s: A Multi- Perspective Framework. 

International Journal of Information Management, 36 (5), 711-723. 

Magano, J. & Cunha, M. N. (2020). Digital Marketing Impact on Tourism in Portugal: A 

Quantitative Study. African Journal of Hospitality, Tourism and Leisure, 9(1), 1-19. 

Masocha, R. & Dzomonda, O. (2018). Adoption of Mobile Money Services and the 

Performance of Small and Medium Enterprises in Zimbabwe. Academy of Accounting 

and Financial Studies Journal, 22(3), 1-11. 

Matikiti-Manyevere, R. & Kruger, M. (2019). The Role of Social Media Sites in Trip 

Planning and Destination Decision-Making Processes. African Journal of Hospitality, 

Tourism and Leisure, 8(5), 1-10. 

Megdadi, Y A. & Hammouri Mohammed, A J. (2016).The Impact of Mobile SMS 

Advertisement Messages on Customer Buying Decisions toward Jordanian 

Commercial Banks Financial Services: Empirical Study. International Journal of 

Business and Social Science, 7(6), 114-119 

Moro, S., Paulo, R. & Oliviera, C. (2018). Factors Influencing Hotels Online Pricing. Journal 

of Hospitality Marketing and Management, 27,(4), 443-464 

Nyatsambo, M. (2021). Adoption and Usage of Mobile Marketing Practices to Promote 

Domestic Tourism: A Case of Zimbabwe’s Hospitality Sector. Unpublished Doctoral 

Thesis, University of KwaZulu-Natal. 

Nyatsambo, M. & Phiri, M A. (2018). Mobile Marketing Strategies Adoption for Domestic 

Tourism Growth, in Zimbabwe’s Hospitality Sector. International Journal of 

Economic Research, 15(2) 479-490 

Okazaki, S., Campo S. & Andreu, L. (2014) A latent Class Analysis of Spanish travellers’ 

Mobile Internet Usage in Travel Planning and Execution. Cornell Hospitality 

Quarterly, 56(2), 191-201. 

Opute, A. P., Irene, B. O. & Iwu, C. G. (2020). Tourism Service and Digital Technologies: A 

Value Creation Perspective. African Journal of Hospitality, Tourism and Leisure, 

5(9). 

Persaud, A. & Azhar, I. (2012). Innovative Mobile Marketing via Smartphones: Are 

Consumers Ready? Marketing Intelligence & Planning, 30(4), 418-443. 

Post and Telecommunications Authority of Zimbabwe (2021) Third Quarter Report. 

Available at https://www.techzim.co.zw/zimbabwe-potraz-telecoms-reports/ 

[Retrieved 3 October 2022].  

Rambe, P., Matema, S.C. & Madichie, M.O. (2017). Breaching Location Silos: An 

Exploration of Social Media Optimisation by SMMES in Southern Africa. LSBM 

Working Paper Series, 2(3), 43-59 

Rathonyi, G. (2013). Influence of Social Media on Tourism – Especially among Students of  

 the University of Debrecen. Applied Studies in Agribusiness and Commerce, 106- 

 112 

Remler, D. K. &Van Ryzin, G.G. (2015). Research Methods in Practice: Tools from 

Description and Causation. (2nded). New York: Sage Publications.p155 

Rialti, R., Filieri, R., Zollo, L., Bazi, S. &Ciappei, C. (2022). Assessing the Relationship 

between Gamified Advertising and In-App Purchases: A Consumers’ Benefits-Based 

Perspective. International Journal of Advertising, 41(2), 1-23. 

Rohm, A. J., Gao, T. T., Sultan, F., &Pagani, M. (2012). Brand in the hand: A cross-market 

investigation of consumer acceptance of mobile marketing. Business Horizons, 55(5), 

485-493. 

http://www.ajhtl.com/


 

African Journal of Hospitality, Tourism and Leisure, Volume 11 (4) - (2022) ISSN: 2223-814X 

Copyright: ©2022 AJHTL /Author(s) | Open Access – Online @ www.ajhtl.com 

 

 

1577 

 

Sadq, Z. M., Othman, B. & Khorsheed, R. K. (2019). The Impact of Tourism Marketing in 

Enhancing Competitive Capabilities. African Journal of Hospitality, Tourism and 

Leisure, 8(5), 1-11. 

Salim, I. S., Shayo, H., Abaho, E. & Sheikh, M. A. (2013). State of Affairs in ICT Usage 

within Tourist Hotel Operations: A Case of Zanzibar. Journal of Research in 

International Business and Management, 3(6), 180-187. 

Sarkar,A., Pick, J. & Moss, G.(2017) Geographic Patterns and Socio-Economic Influences on 

Mobile Internet Access and Use in United States Counties. In Proceedings of the 50th 

Hawaii International Conference on Systems Sciences, January, 2017. 

Scharl, A., Dickinger, A. & Murphy, J. (2005). Diffusion and Success Factors of Mobile 

Marketing. Electronic Commerce Research and Applications, 4(2), 159-173. 

Schierz, P. G., Schilke, O. &Wirtz, B. W. (2010). Understanding Consumer Acceptance of 

Mobile Payment Services: An Empirical Analysis. Electronic Commerce Research 

and Applications, 9(3), 209-216.  

Shadkam, M. (2017). Consumers Attitude to Receive and Response to SMS. International 

Journal of Business Information Systems, 24(1), 69-90. 

Shankar, V. & Balasubramanian, S. (2009). Mobile Marketing: A Synthesis and 

Prognosis. Journal of Interactive Marketing, 23(2), 118-129. 

Siraj, H., Syed, A. R. & Sultan, M. F. (2021). SMS Advertising & its Impact on Consumer 

Purchase Intention: A Comparative Study of Adults and Young Consumers in 

Pakistan. Journal of Marketing Strategies, 3(2), 1-22. 

Stanoevska-Slabeva, K., Lenz-Kesekamp, V., Wozniak, T. &Schaffner, D. (2017). 

Assimilation of Mobile Marketing in Companies. Proceedings of the 50th Hawaii 

International Conference on Systems Sciences. 

 Ström, R., Vendel, M. & Bredican, J. (2014). Mobile Marketing: A Literature Review on its 

Value for Consumers and Retailers. Journal of Retailing and Consumer 

Services, 21(6), 1001-1012. 

Suganya, V. (2022). Usage and Perception of Geofencing. EPRA International Journal of 

Economics, Business and Management Studies (EBMS), 9(2), 1-4. 

Tamaki, K. Y. (2018). Integrated, Diverse Media Marketing Linked with Database Marketing 

for Inbound Regional Tourism Planned by Destination. Journal of Global Tourism 

Research, 3(1), 43-48. 

Tendai, M.  & Chikobvu, D. (2017). Modelling International Tourist Arrivals and Volatility 

to the Victoria Falls Rainforest, Zimbabwe: Application of the GARCH Family of 

Models. African Journal of Hospitality, Tourism and Leisure, 6(4), 1-16. 

Ur Rehman, M. H., Ahmed, E., Yaqoob, I., Hashem, I. A. T., Imran, M. & Ahmad, S. (2018). 

Big Data Analytics in Industrial IoT Using a Concentric Computing Model. IEEE 

Communications Magazine, 56(2), 37-43. 

Van Der Bank, C. M. & Van Der Bank, M. (2014). The Impact of Social Media: Advantages 

or Disadvantages. African Journal of Hospitality, Tourism and Leisure, 4(2), 1-9. 

Van Doorn, J. & Hoekstra, J. C. (2013). Customization of Online Advertising: The Role of  

 Intrusiveness. Marketing Letters, 24(4), 339–351. 

Van’t Riet, J., Hühn, A., Ketelaar, P., Khan, V., Konig, R., Rozendaal, E. & Markopoulos, P. 

(2016). Investigating the Effects of Location based Advertising in the Supermarket:  

Does Goal Congruence Trump Location Congruence? Journal of Interactive  

Advertising, 16(1), 31– 43.  

Velmurugan, S.M. & Velmurugan M.S. (2014). Consumer Awareness, Perceived Ease of Use 

Toward Information Technology Adoption in 3G Mobile Phones Usage in India. Asia 

Journal of Marketing, 8(1), 1-23. 

http://www.ajhtl.com/


 

African Journal of Hospitality, Tourism and Leisure, Volume 11 (4) - (2022) ISSN: 2223-814X 

Copyright: ©2022 AJHTL /Author(s) | Open Access – Online @ www.ajhtl.com 

 

 

1578 

 

Ververidis, C. & Polyzos, G. (2002). Mobile Marketing Using a Location Based Service. In 

Proceedings of the First International Conference on Mobile Business, Athens, 

Greece, July, 2002. 

Wang, S., Bolling, K., Mao, W., Reichstadt, J., Jeste, D., Kim, H. C. & Nebeker, C. (2019). 

Technology to Support Aging in Place: Older Adults’ Perspectives. In Healthcare , 7,  

(2), 60.  

Wearne, N. & Baker, K. (2002). Hospitality Marketing in the E-Commerce Age. Pearson 

Education, Australia.  

World Bank Report. (2013). 2013 Report. Available at 

https://openknowledge.worldbank.org/handle/10986/16091  [Retrieved 3 October 

2022]. 

Zikmund, W. G., Babin, B. J., Carr, J. C. & Griffin, M. (2010). Business Research Methods. 

South Western. Cengage Learning. 

Zimbabwe Tourism Annual Reports. (2000-2015). Tourism Trends & Statistics. Available at 

https://zimbabwetourism.net/download/tourism-trends-and-statistics-2013/ [Retrieved 

3 October 2022]. 

 

 

 

 

 

 

 

 

 

http://www.ajhtl.com/
https://openknowledge.worldbank.org/handle/10986/16091
https://zimbabwetourism.net/download/tourism-trends-and-statistics-2013/

	btnOpenRubric: 


