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ABSTRACT 

The current project attempts to comprehend how brand trust is influenced by a cross-media 

approach involving mobile and out-of-home (OOH) marketing, as well as the impact mediated 

by privacy concerns. This study employed an online survey with 289 valid responses.  To assess 

their behavior in various scenarios, the survey asked respondents whether they owned a 

smartphone and whether mobile ads were targeted at them. To evaluate the results, SMART 

PLS was used. Results show that multichannel marketing have a higher positive relationship 

with brand trust when compared with each channel individually. However, a multichannel 

approach does not reduce the impact of privacy concerns. Regarding the relationship between 

privacy concerns and brand trust, they have a negative relationship. Thus, retailers should 

focus in integrating these two channels, focusing on the relation between the channels and 

how privacy concerns can be reduced to build a relationship of trust with the consumer.  

 

KEYWORDS: Out of Home Marketing, Mobile Marketing, Multichannel, Brand Trust, Privacy 

Concerns 
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1. INTRODUCTION 

1.1 PROBLEM DEFINITION AND RELEVANCE  

Throughout the years, marketers have started to use multiple channels to deliver impactful 

levels of reach to their campaigns (Lesscher et al., 2020).  This synergy between channels 

occurs when the combined effect of multiple marketing strategies exceeds the sum of their 

individual effects (Voorveld 2011). This is causing advertisers to put more effort into driving 

cross-media campaigns than in a single platform strategy (Lim et al. 2015). 

Among researchers there is some consensus that cross-media strategies lead to positive 

audience reactions (Havlena, 2007; Voorveld, 2011; Avery et al., 2011) and even some show 

how different results that can be obtain by using a specific combination of channels (Lim et 

al., 2015; Stolyarova & Rialp, 2014). Nielsen's Outdoor Advertising survey (OAAA, 2016) 

showed that 33% of consumers who had seen an outdoor advertisement would search for the 

corresponding brand or product on their mobile devices. Chandrasekaran et al. (2017) 

indicated that the informational content of offline advertisement correlates with the increase 

of online searches. These studies have consistently inspired advertisers to promote the merge 

of outdoor and mobile advertising (Wei et al. 2021). 

However, these opportunities of cross-channels are influence by aspects such as privacy 

concerns and consequently influence a very important key performance indicator, brand trust 

(Shankar et al. 2002; Oliveira et al., 2017). Privacy concerns are proved to affect consumer 

behavior during the purchasing process, making them avoid purchasing in environments 

where they must provide personal information (Krafft et al., 2017).  

On the one hand, research suggests that by having an anytime and anywhere interactive 

ecosystem have accelerated the flow of misinformation having a negative impact on brand 

trust (O’Connor, 2019; Kalogeropoulos et al. 2019; Edelman, 2020). On the other hand, studies 

also indicate that when customer gets involved with a brand, a positive assessment of the 

brand is reflected. This leads to a social emotional dependence that can later translate into an 

increase of brand trust (Kim & Ko, 2012; Tumer et al. 2019).  
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With this controversy in research and the fact that literature is lacking information about the 

effect that aligning these strategies have on brand trust, this dissertation proposes to expand 

on that knowledge.  

1.2 OBJECTIVE, CONTRIBUTIONS AND RESEARCH QUESTIONS 

This study aims understand the difference that a multichannel marketing strategy can have 

over a single platform´s strategies such as mobile and out-of-home advertising, by analyzing 

the consequent brand trust perceived by the consumer. Through this flow, it also has the 

objective of analyzing the impact of privacy concerns.   

This study attempts to address the previously mentioned knowledge gap through a 

conduction of an online survey that was after analyzed though the SmartPLS Program. The 

survey will test 7 hypothesis that were formulated regarding this flow between an offline-

online strategy and the positive/ neutral or negative relation that can have with the 

mentioned Key Performance Indicator (KPI). 

Three significant contributions are made by this work. First, one of the least researched media 

is outdoor advertising (Kovai, 2012). Academic studies of outdoor advertising have primarily 

concentrated on measuring strategies, visual effects, and commercial inventiveness (Baack et 

al. 2015; Page et al. 2018). Therefore, this study will expand on this knowledge by analyzing 

the out of home advertising marketing strategy. Second, it will address the knowledge gap by 

providing insights on the effect that the combination of offline-online, as well as these two 

channels individually, have on privacy concerns. Thirdly, it will also contribute to the effect of 

each channel on the brand trust. 

This study will reach its objective by empirically validating the following research questions 

that lead and guide this research on the presence of cross-channel advertising effects. 

RQ1: Does a multichannel strategy have better results than a single channel strategy 

in creating brand trust? 

RQ2: How does each channel deal with privacy concerns? 

RQ3: To what extent does this indicator effect brand trust? 
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1.3 STRUCTURE 

The present study is composed of the following structure. The following and second chapter 

conducts a profound examination of previous literature. As the theoretical background is 

developed, the hypotheses are described. The third chapter is devoted to the construct and 

conceptual framework. The fourth is about methodology, including the research approach and 

design and the employed. The fifth chapter undertakes an analysis of results, involving the 

sample characterization, construct validity and reliability as well as hypothesis testing. The 

sixth brings conclusions to light, as well as theoretical and managerial implications, limitations, 

and suggestions for future research. 
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2. LITERATURE REVIEW 

In marketing campaigns, marketers seek to maximize the Return on Investment (ROI) by 

exploiting the unique strengths of each medium (Pc, 2021). It becomes crucial to have 

knowledge on how different channels interact between them (Voorveld, 2011). In the next 

chapters, mobile and OOH marketing will be further analyzed, both individually and together 

to understand their effects. 

2.1 MOBILE MARKETING 

Mobile phones are a significant instrument for establishing a more effective communication 

with the target audience on a 24/7 basis, regardless of place or time (Oztas, 2015). Its’ 

significance is also explained due to its superiority to Internet marketing since it allows to 

reach more customers since they are used more frequently at all hours of the day (Chaffey, 

2021) 

Current literature refers to mobile marketing as a marketing channel that allows marketers to 

create and deliver highly personalized mobile targeting content via SMS, in-app or even push 

notifications based on real-time customer context such as location, time, and environment, 

among others (Ramos et al., 2019; Tong et al., 2020). 

Current literature on this subject suggest that consumers are concerned about brand trust 

and permission-based advertising (Persuad & Azhar, 2012; Almunawar et al., 2015). They have 

additional privacy and control-related concerns about when and how they will engage in 

mobile marketing to improve the marketing of services by commercial organizations. In their 

study on consumer attitudes about mobile marketing, Watson et al. (2013) concluded that 

although mobile marketing can be used to build customer relationships, its use has been 

constrained by evidence-based studies. As a result, both academics and practitioners in the 

industry should critically evaluate how customers' concerns about privacy and trust relate to 

mobile marketing. This study aims to extend on this knowledge. 
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2.1.1 Mobile Privacy Concerns and Trust 

When talking about informational privacy, online is the primer environment where it happens 

since it is where the information is transferred, collected, and stored (Bergström, 2015). The 

rapid development of mobile advertising is causing privacy concerns to rise due to its ability 

to become extremely intrusive in an intimal personal space (Cleff, 2007). The current very 

competitive market has stressed the importance of mobile marketing among businesses 

(Vivek et al., 2012). However, its use requires customers' authorization to access their 

personal profiles. This factor has been raising concerns about permissions, trust, and privacy 

risk among consumers, serving as an impeding factor to use mobile marketing applications 

(Teo & Liu, 2007; Gana & Koce, 2016). 

In current studies, is referred to the degree to which people perceive a loss of control over 

their personal information (Jung & Park, 2018). Mobiles can evoke privacy risks such as 

location, mobile payments, legislation, product quality, leading to the disclosure of 

information and consequently deterring consumers from using this channel (Reith et al., 

2019), since it is always susceptible to theft, tracking, and hacking (Wu et al., 2012). 

Despite the significance of understanding consumer preferences, little prior research has been 

done on consumers' attitudes toward mobile marketing communications in the smartphone 

era. As a result, marketers are still finding it difficult to realize the potential of mobile 

marketing communications due to privacy and trust-related concerns (Watson et al., 2013; 

Persaud & Azhar, 2012; Mort & Drennan, 2012; Muk, 2007).  

Current literature also argues that trust is a pre-condition for the success of mobile marketing 

communications (Jansen et al., 2013; Gana & Koce, 2016). It is due to this, that consumers are 

sometimes hesitant to make a purchase unless they trust the seller. Chen et al. (2015) found 

that high trust and commitment on the part of the consumers influence most buyers purchase 

decisions leading to a higher ROI. In addition, Aydin and Ozer (2005) found that trust lessens 

uncertainty in an environment where buyers have less information about firms and its 

products. 

As a result, consumer perceptions of trust and risk influenced mobile marketing uptake. This 

is because a positive substantial association exists between risk penetration of mobile 

marketing devices and the individual consumer's particular risk propensity (Hu & Liu, 2013). 
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Consumers’ trust, therefore, becomes imperative in mobile marketing particularly in 

situations where consumers have little information about a company and its services (Gana & 

Koce 2016) and especially when there is an environment, where privacy concerns are high. 

H1a: Mobile Marketing has a negative impact on Privacy Concerns. 

H1b Mobile marketing by itself has a negative impact on brand trust. 

 

2.2 OUT-OF-HOME MARKETING 

According to the Nielsen Out of Home Advertising Study 2016 (OAAA, 2016), OOH can have a 

massive reach within a market and since it cannot be skipped, blocked, and deleted, creates 

brand awareness, and recall more effectively.  

It refers to all media formats specially created and intended to reach consumer outside the 

home, such as billboards, buildings, transit, or furniture advertising and so on (OAAA, 2022). 

Due to its various formats, OOH marketing can generate creative and innovative campaigns, 

which makes it easier to create an impact in the consumer´s mind. 

Fortunately, OOH is in another category of marketing which makes its tracking different from 

what is done online. This leads to a must more trusted environment where privacy concerns 

are greatly reduced, if not eliminated (Cote, 2022) 

2.2.1 OOH Privacy Concerns and Trust 

Since OOH marketing has a one-to-many approach strategy, it allows advertisers to reach their 

target audience without making a one-to-one targeting. That means that it relies on 

anonymized location data to understand consumers movement patterns helping advertisers 

to know where, when, and how to position themselves (Chen, 2021). The anonymized nature 

of OOH audience means that it is exempt from the GDPR's concerns. 

In OOH campaigns, even though literature is very scarce on this subject, there are still no 

evidence that effects privacy concerns. It is considered a much more controlled environment 

where a consumer is only traceable if he/she wants too. Consumers are more concerned 

about online information theft; therefore, offline data collection appears to be a nuisance (Wu 

et al., 2012).  
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This is related to the high degree of trust that is connected to this kind of approach (Alam & 

Yasin 2010). According to a 2019 OAAA study, 48% of brands use OOH as an offline channel to 

improve brand awareness. As a result, these brands' brand trust ratings have increased by 

24%. It is even described as a modern “influencer”. According to Sharma (2018), its simplicity, 

consistency, range, ability to be creative, its tangible nature and the fact they send a message 

that they invested a lot of time and money to build this type of advertisement, has a positive 

impact on the consumer, leading to create a trustworthy relationship. Having an offline 

presence provides consumers a safe platform to rely on the information (Bowen & Bowen, 

2015). 

H2a: OOH Marketing has a positive impact on Privacy Concerns. 

H2b: OOH marketing by itself has a positive impact on brand trust.  

 

2.3 MULTICHANNEL MARKETING (OOH AND MOBILE) 

The use of cross-media campaigns allows brands to establish long-term relationships and 

reduce advertising costs while leading consumers to interact with the brand (O’Grady, 2020). 

A multichannel synergy refers to the idea that an integrated communication strategy that 

distributes content through numerous platforms exceeds the effect brought by an only-

channel approach (Choi & Greene 2017). It encourages consumers to switch from one medium 

to another and back (Naik & Peters 2009; Taylor et al. 2013; Kumar et al., 2017).  

When analyzing the way OOH and mobile interact, two aspects gain form:  one is the best 

form of contact with an audience (mobile) and the other is great in maximize reach (OOH), 

making their combination efficient and increasingly chosen by marketers (WallDecaux, 2019).  

OOH urges as a relief from screen time or as an amplifier to the digital connection (Pandya, 

2021). This is caused by its ability of connecting the consumer to the mobile without him/ her 

feeling digitally fatigued as it inspires to search, shop and share because they want/ choose to 

do it (Outfront Media 2018). It enables the customer to be aware of a certain product, create 

interest and then continue the journey via mobile.  
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Where OOH leaves off, Mobile picks up and delivers advertising messages to the most 

personal device a customer possesses (Nawaz et al., 2020). The customer journey can be 

continued online via the mobile, and the next steps in the purchasing process can be initiated. 

According to Outfront Media (2021): 

 When OOH is added to the media mix, increases search’s return on ad spend by 

40% 

 Consumers are 48% more likely to engage with a mobile ad after viewing the same 

ad on OOH first.  

 Potential customers who have seen Mobile and OOH advertising are 3 to 5 times 

more likely to visit a store or look at a promotion than potential customers who 

have not seen both forms.  

Although the combination of these two channels have been previously studied, the aim of this 

dissertation is to go further the present evidence of the relation that this combination can 

have on privacy concerns and consequently on brand trust.  

2.3.1 Multichannel Privacy Concerns and Trust  

Despite the fact multichannel strategy's significance has been heavily discussed (Kumar, 2010; 

Zhang et al., 2010), they all emphasize that cross-channel strategies show more difficulties 

regarding building a safe environment and diminishing privacy concerns that the consumer 

might have. These strategies typically require third-party and tools, making difficult to 

maintain data security (Krafft et al., 2017). 

By combining an offline with an online channel, the bridge between these two channels may 

affect the existence of privacy concerns, specifically when entering the digital environment 

(Krafft et al., 2017). Besides the advantages of a multichannel interaction, is also adds risk of 

compromising data integrity and security (Moreira et al., 2022). 

In the context of multichannel retailing, trust built based on their offline may directly translate 

into trust at a company’s online platforms (Kwon & Lennon, 2009). In the context of shopping 

at a retailer's app, offline brand trust may mitigate some of the negative perceptions a 

consumer may have about shopping online (Hahn & Kim, 2009), reducing the impact of a 

negative attitude towards the perceived quality of the retailer's mobile app. 
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Therefore, when analyzing brand trust in a multichannel environment, it is essential to 

understand the transfers of trust that occur across channels (Shankar et al. 2002). This study 

takes a distinctive approach in that direction and examines how a consumer’s trust can be 

enhanced if the brand has established presence in both channels - mobile and OOH. 

H3a: Multichannel Marketing has a negative impact on Privacy Concerns. 

H3b: Multichannel Marketing has a positive impact on brand trust. 

The success of any plan depends on brand trust and privacy issues (Moreira et al., 2022). From 

a commercial perspective, Ringle (2021) claimed that 90% of consumers are only willing to 

share their information with businesses they can trust and that nearly half of consumers will 

not make a purchase from a firm that raises privacy issues. There are other studies that show 

that privacy concerns have a significant negative influence on consumers brand trust on online 

platforms (Ayaburi & Treku, 2020; Alzaidi & Agag, 2022). This study aims to show that 

regarding the channel used, if a consumer has concerns about their privacy, it will have a 

negative impact on brand trust.  

H4: Privacy Concerns have a negative impact on Brand Trust. 

The hypotheses represent the following conceptual model (Figure 1): 

Figure 1. Conceptual Model 
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4. METHODOLOGY 

In the present chapter, the research methodology is thoroughly explained. A quantitative 

research method was utilized to study the seven hypotheses with the latter intent of fulfilling 

the objective of this study.  

4.1 SAMPLE 

For this research, it was only considered Portuguese respondents that are at least 18 years old 

that use Facebook, Instagram, or LinkedIn. Additionally, to go further in the survey, they had 

to have a mobile smartphone phone and had been targeted with mobile ads, such as SMS, in-

app or push notifications in the last month. Respondents that did pass these two screening 

questions were excluded from the sample. 

4.2 DATA COLLECTION PROCEDURES  

To evaluate the viability and comprehension of the questions in the survey, its format and 

response time (Dalmoro et al., 2019), a convenience sample of 30 respondents (Coelho et al., 

2022). That met the criteria of the population completed a qualitative pre-test of the 

questionnaire between 1st June and 5th June. Following the feedback from the pre-test, some 

changes such as the inclusion of screening questions and the order of two questions, were 

made. The final version occurred between 6th June and 26th June. 

To perform this survey, the Qualtrics platform was employed and then the survey was shared 

though Facebook, Instagram and LinkedIn following the suggested procedures by 

Archambault and Grudin (2012).  

There were a total of 289 valid responses to the three-week-long poll. A random sampling 

technique was used to gather observations free of any bias in order to examine the study 

model that was previously proposed. Shared on Facebook, Instagram, and LinkedIn were the 

survey results. 

The questionnaire was developed from the adaptation of the scales presented in different 

current literature according to the constructs. The final version of the construct-based 

measurement scales, questions and references is shown in Appendix 1.  
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4.2.1. Data analysis 

The analysis of the collected responses was undertaken using a quantitative research method 

though a statistical tool, the SmartPLS program. It used descriptive statistics (Ringle et al., 

2014) to test the model and validate its hypotheses.  

In SmartPLS, the first step to evaluate the results is to examine the measurement values (Hair 

et al., 2019). Firstly, the Cronbach’s Alpha was employed to assess the internal consistency of 

the constructs. To conduct the stated reliability analysis, the threshold of .7 for the Cronbach’s 

Alpha was employed to measure internal consistency (Hair et al., 2019). Secondly, Variance 

Inflation Factor was used to evaluate collinearity between the indicators. Ideally, the values 

should be close to 3 or lower (Hair et al., 2017a). Thirdly, the Average Variance Extracted is 

used to understand if the construct explains at least x% of the variance of its items. Therefore, 

a value of 0.50 or higher is considered acceptable. Lastly, Heterotrait-monotrait ratio was also 

taken into consideration in order to confirm the discriminant validity of the constructs. 

According to Henseler et al. (2015), when the constructs are more distinct, an HTMT value 

below 0.85 or 0.90 is suggested. Bootstrapping was applied to test whether this value was 

different from 1.00. 
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5. RESULTS AND DISCUSSION 

5.1 SAMPLE CHARACTERIZATION 

During the data collection period, 353 responses to the online survey were gathered. Of these, 

when asked about the weather that had a smartphone or if they were targeted with mobile 

ads, 18% did not have one or the other. These responses were excluded from the sample since 

they answered “No” to the second or third screening questions, resulting in a valid sample of 

289 participants. 

Table 1: Sample Characterization 

Sample Characteristics (289) 

Gender 

Female 63% 

Male 37% 

Prefer not to say 0% 

Age 

18 – 30 years old 60% 

31 – 45 years old 33% 

46 – 60 years old 7% 

Above 60 years old 0% 

Occupation 

Student 25% 

Working-student 35% 

Employee 34% 

Self-employed 6% 

Unemployed 0% 

Retired 0% 

 

5.2 MODEL’S CONSISTENCY AND VALIDITY 

In this case, as presented in Table 2, the conditions are met. The Cronbach’s Alpha values are 

.912 for “Brand Trust”.  

To test the convergent validity, it is necessary to meet the requirement of the AVE. In this 

study, this indicator is fulfilled having the range of .641 for “Brand Trust”, as shown in the 

table 2. 
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Table 2: Realiability Analysis  

Scale Cronbach’s Alpha AVE 

Brand Trust .912 .641 

Mobile Marketing .812 .704 

Multichannel Marketing .907 .597 

OOH Marketing .888 .814 

Privacy Concerns .777 .630 

 

The last requirement to confirm the discriminant validity is confirming the HTMT is lower than 

0.9. This requirement is also met as shown in Table 3, here this indicator range from .424 to 

.813.  

Table 3: HTMT Analysis  

 

Through the SmartPLS program it was also validated the Collinearity Statistics though the 

inner VIF. All the values were between the range of 1,123 and 1,960, which are acceptable.   

 

 

Heterotrait-Monotrait (HTMT) 

 BT MM MT OOH PC 

BT      

MM 0.743     

MT 0.750 0.813    

OOH 0.517 0.424 0.760   

PC 0.751 0.678 0.613 0,693  
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5.3 STRUCTURAL MODEL 

The path weighting scheme was employed to evaluate the proposed model as suggested by 

Hair et al. (2014). To get the t statistics and p-values, a basic bootstrapping of 5.000 samples 

was performed. This approach was chosen since the generalizability of the results would be 

more important as the sample size grew larger. The results are shown below on the table 4.  

 

Table 4: Hypothesis Validation 

Hypothesis Validation 

H1a: Mobile Marketing has a negative impact on Privacy Concerns. Accepted 

H1b: Mobile marketing by itself has a negative impact on brand trust. Accepted 

H2a: OOH Marketing has a positive impact on Privacy Concerns. Accepted 

H2b: OOH marketing by itself has a positive impact on brand trust. Accepted 

H3a: Multichannel Marketing has a negative impact on Privacy Concerns. Accepted 

H3b: Privacy Concerns have a negative impact on Brand Trust. Accepted 

H4: Multichannel Marketing has a positive impact on brand trust. Accepted 

 

The first hypothesis states “H1a: Mobile Marketing has a negative impact on Privacy 

Concerns”. Indeed, this negative relation is proven (= -.111). This result is aligned with Gana 

and Koce (2016) since it validates the theory that consumers consider their devices as personal 

communication and prefer to be able to control it fully rather than engage with organizations. 

In relation to Mobile Marketing, we also have the H1b hypothesis – “H1b: Mobile marketing 

by itself has a negative impact on brand trust” which is also validated in this test with a 

significance level of 10% (= -.203). This result is aligned with the theory of Jansen et al. (2013) 

and Gana and Koce (2016) that suggested that building trust with consumer becomes vital to 

improve the acceptance and usage of this type of marketing.  
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The following two hypothesis regarding OOH are both accepted in this model. “H2a: OOH 

Marketing has a positive impact on Privacy Concerns”, with a significance level of 5%, proved 

its positive relation with a result of (=.506). Following the rational of Chen (2021), OOH, by 

relying on anonymized location data and consumer movement or researches, reduces the 

possible privacy concerns that may occur.   The results show us that, on the contrary to Mobile 

Marketing, OOH provides a safe environment where customers do not feel their information 

is at risk (OAAA, 2016). Regarding Brand Trust, the hypothesis – “H2b: OOH marketing by itself 

has a positive impact on brand trust”, with the same significance level, had a positive result of 

(=.459). Validating the scarce literature on the subject, Bowen and Bowen (2015) proved that 

offline channels tend to generate a more trustworthy environment among customers. This 

result positively contributes to current literature since it presents the direct relation with out-

of-home specifically.  

The hypothesis related to Multichannel Marketing – OOH and Mobile – were both accepted 

as well. Regarding “H3a: Multichannel Marketing has a negative impact on Privacy Concerns”, 

it was proposed a negative relation which was proven with a significance level of 10% (= -.125). 

This result is aligned with Moreira et al. (2022) in their study about multichannel interaction 

in health services. They proved that there are security issues concerning the multichannel 

interaction. The result in this study goes further and shows that although we are mixing a 

channel that does not have, apparently, privacy concerns, with one that has, it can also 

enlighten some issues since this bridge adds risk of compromising data integrity and security 

(Krafft et al., 2017). The “H3b: Multichannel Marketing has a positive impact on Brand Trust”, 

with a significance level of 1% showed the biggest positive relation between in the model 

(=.823). According to Hahn and Kim (2009), in their study on the effect of offline brand trust 

and perceived internet confidence, consumers trust in an offline channel is a significant 

predictor to trust in an online store. However, this result only proved that the trust was 

consequently transferred from one channel to other. According to Kwon and Lennon (2009), 

a multichannel approach makes customers see the same message across different platforms, 

which leads to the development of trust and loyalty, which is in line with the results presented 

in this study.  
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Lastly, the fourth hypothesis “H4: Privacy Concerns have a negative impact on Brand Trust” is 

also accepted (=-.017). Krafft et al. (2017) in their study on permission marketing and privacy 

concerns, presented evidence of the negative impact of privacy concerns had on trust building 

programs and loyalty. This result validates this theory by showing that when a consumer feels 

that his/her information is not secure, (s)he tends to trust less on a brand.  

The Coefficient of Determination (R²) determines how well a statistical model predicts a 

certain outcome, being the outcome the model’s dependent variable (Oliver et al., 2010). In 

this case, we have two dependent variables: Privacy Concerns with R²=64,9% and Brand Trust 

with R²=65,9% as presented on figure 2. The level of R² depends on the study field, and since 

this is a study on multichannel marketing, the results can be considered substantial (Henseler 

et al. 2009).  

 

Figure 2. Structural Model Results 

  

Note: *p<0,1; **p<0,05; ***p<0,01 
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6. CONCLUSIONS  

To the best of the writer's knowledge, this is the first study that sought to explore how brand 

trust is influenced by a cross-media approach that includes mobile and out-of-home marketing 

while also taking privacy issues into account. In fact, the seven hypotheses put forth to address 

the earlier research concerns are supported by the findings of the current dissertation. 

The presented research model validates the relationship between each channel and “privacy 

concerns” which is explained by this model in 64,9%. In addition to that, it also validates the 

relationship between all four previous constructs with brand trust” in 65.9%. This means that 

this model has a strong predictive influence regarding what impacts privacy concerns and 

brand trust.  

The results indicate that the combination of mobile and out of home marketing have a greater 

positive influence than an approach of only one channel. Regarding privacy concerns, results 

show that mobile and a multichannel approach have a negative influence in this KPI on the 

contrary to the positive relation that it has with OOH. However, PC negatively affects the 

brand trust perceived by the consumer. Furthermore, the conclusion is that brands can greatly 

benefit from integrating a multichannel approach in their marketing strategy. This research 

also showed that multichannel marketing provides the opportunity to approach the customer 

more than one time, providing better results in their campaign and allowing them to go 

further in the purchasing funnel. 

5.1 THEORETICAL IMPLICATIONS 

The analysis conducted in this paper contributes to the literature in three main ways. Firstly, 

it expands on the existing knowledge of OOH, since it is one of the least studied media, by 

analysing this strategy regarding two important marketing KPIs (Page et al., 2018; Chen, 2021). 

Secondly, it contributes to current literature by providing insights on the combination of 

offline and online channels as well as these two channels individually. Normally, this 

combination is analyzed, however with the boom of digital, these strategies have focused on 

online channels rather than also considering an offline channel such as OOH (Kumar et al., 

2017; Pandya, 2021).  
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Lastly, the present thesis adds to literature an additional analysis on the effect that these 

channels have on brand trust (Amani & Zhioua, 2015; Portal et al., 2019) and privacy concerns 

(Alavinassab & Kamal, 2015). It also analysis the relation of these channels directly with brand 

trust and provided insights on the comparison of a single and a multichannel approach (Hahn 

& Kim, 2009). 

5.2 MANAGERIAL IMPLICATIONS 

The present dissertation offers marketers valuable insights concerning the impact of aligning 

a multichannel strategy in brand trust. These indicators also evaluate the impact of privacy 

concerns and show marketers the impact between a single platform strategy such as mobile 

and OOH and a multichannel one.  

Furthermore, the findings of this study prove the relevance that privacy concerns have on 

customer decision and how that consequently affects brand trust. It showed that privacy 

concerns will not decrease with the multichannel approach since customer information has to 

be transferred from one channel to another. Therefore, marketers should focus on keeping it 

secure, transparent, and always make sure that the customer does not feel like the strategy is 

evading their privacy unexpectedly.  

In this way, retailers should consider employing the combination of channels such as OOH and 

mobile where one is the trigger in creating interest and awareness and the other one delivers 

a platform where the customers can deeper its interest and go down in the purchasing funnel. 

This will lead the brand to build trustworthy relationships with the customer.  
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5.3 LIMITATIONS AND FUTURE RESEARCH 

Concerning limitations, the research undertaken has a few worth mentioning. Firstly, by asking 

participants if they are targeted with mobile and if they have a smartphone, there was a loss 

of several valid answers. In this way, studies in the future should consider employing other 

methods of analysis, like experiments. For instance, future research studying mobile 

marketing could conduct an experimental study where participants receive a real message or 

push notification from a brand and where they see their actions on the digital platform and 

record them to withdraw conclusions. 

Additionally, a constraint of the online survey is that it took place at one specific moment in 

time. The issue with this is that it does not measure how a customer reacts when faced with 

the targeted ads (mobile or OOH) in the moments of occurrence. In this investigation, 

respondents had to imagine being in the situation, rather than action instinctively. In this way, 

upcoming studies could measure these customer responses over time to capture more 

accurately customers’ opinions regarding their experience in the moment where they best 

remember its details.  

Moreover, this model only tested two channels, and the conclusions can change if other 

channels within the online and offline environment are considered. Therefore, future research 

about this topic could add other channels to the analysis such as social media marketing, 

television and so on. This constraint also refers to the KPIs being analysed. In marketing, there 

are many measures that can be considered to have a significant impact in the consumer and 

this dissertation only approach some.  

The last limitation is the fact that all the data was collected within Portuguese respondents. 

Having point of views from different perspectives and realities would enrich the investigation 

especially where OOH is more developed, such as London or USA. In Portugal is not yet the 

case and that might have limited their approach and acceptance towards channel of 

marketing.  

 

 

 



27 
 

REFERENCES 

Alam, S. S., & Yasin, N. M. (2010). An Investigation into the Antecedents of Customer Satisfaction of 

Online Shopping. Journal of Marketing Development and Competitiveness, 5(1), 71-78. 

 

Almunawar, M. N., Anshri, M., Susanto, H., & Chen, C. K. (2015). Revealing customer behavior on 

Smartphones. International Journal of Asian Business and Information Management, 6(2), 33-

39. 

 

Alzaidi, M. S., & Agag, G. (2022). The role of trust and privacy concerns in using social media for e-retail 

services. Journal of Retailing and Consumer Services, 1030-1042. 

DOI:10.1016/j.jretconser.2022.103042 

 

Archambault, A., & Grudin, J. (2012). A Longitudinal Study of Facebook, LinkedIn, & Twitter Use. ACM, 

2741-50. DOI:10.1145/2207676.2208671 

 

Avery, J., Steenburgh, T., Deighton, J., & Caravella, M. (2011). Adding Bricks to Clicks: Predicting the 

Patterns of Cross-Channel Elasticities Over Time. Journal of Marketing, 76(3), 07-043. 

DOI:10.2307/41714491 

 

Ayaburi, E. W., & Treku, D. N. (2020). Effect of penitence on social media trust and privacy concerns. 

International Journal of Information Management, 50, 171-181. 

DOI:10.1016/j.ijinfomgt.2019.05.014 

 

Aydin, S., & Ozer, G. (2005). The analysis of antecedents of customer loyalty in the Turkish mobile 

telecommunication market. European Journal of Marketing, 39(7/8), 910-925. 

DOI:10.1108/03090560510601833 

 

Baack, D. W., Wilson, R. T., & Dessel, M. (2015). Advertising to businesses: Does creativity matter? 

Industrial Marketing Management, 10, 10-16. DOI:10.1016/j.indmarman.2015.10.001 

 

Bergström, A. (2015). Online privacy concerns: A broad approach to understanding the concerns of 

different groups for different uses. Computers in Human Behavior, 53, 419-426. 

DOI:10.1016/j.chb.2015.07.025 

 

Bowen, G., & Bowen, R. (2015). Brand Trust in Offline and Online Environments. Business. 

DOI:10.4018/978-1-4666-6595-8.CH003 

 

Cleff, E. B. (2007). Privacy Issues in Mobile Advertising. Semantic Scholar. International Review of Law, 

Computers & Technology. DOI:10.1080/13600860701701421 

 

Chaffey, D. (2021). Mobile marketing statistics compilation. Smart Insights. 

https://www.smartinsights.com/mobile-marketing/mobile-marketing-analytics/mobile-

marketing-statistics/ 

 



28 
 

Chandrasekaran, D., Srinivasan, R., & Sihi, D. (2017). Effects of offline ad content on online brand 

search: Insights from super bowl advertising. Journal of the Academy of Marketing 

Science, 46(3), 403–430. DOI:10.1007/s11747-017-0551-8 

 

Chen, E. (2021). How digital out-of-home can meet the data privacy moment. The Drum. 

https://www.thedrum.com/profile/vistar-media/news/how-digital-out-of-home-can-meet-

the-data-privacy-moment 

 

Chen, Y., Yan, X., Fan, W., & Gordon, M. (2015). The joint moderating role of trust propensity and 

gender on consumers’ online shopping behaviors. Computer in Human Behaviour, 43, 271-283. 

DOI:10.1016/j.chb.2014.10.020 

 

Cote, R. (2022). Digital out-of-home and privacy: a primer. Broadsign. 

https://resources.broadsign.com/blog/digital-out-of-home-and-privacy-a-primer-3 

 

Dalmoro, M., Isabella, G., & Almeida, S. O. (2019). Developing a holistic understanding of consumers’ 

experiences: An integrative analysis of objective and subjective elements in physical retail 

purchases. European Journal of Marketing, 53(10). DOI:10.1108/EJM-10-2016-0586 

 

Edelman. (2020). Edelman Trust Barometer 2020. 

https://www.edelman.com/sites/g/files/aatuss191/files/2020-

01/2020%20Edelman%20Trust%20Barometer%20Global%20Report_LIVE.pdf 

 

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. 

DOI:10.5539/ijms.v8n2p12 

 

Hahn, K. H., & Kim, J. (2009). The effect of offline brand trust and perceived internet confidence on 

online shopping intention in the integrated multi-channel context. International Journal of 

Retail and Distribution Management, 37(2), 126–141. DOI:10.1108/09590550910934272 

 

Hair, J., Hult, G.T.M., Ringle, C.M. and Sarstedt, M. (2017a), A Primer on Partial Least Squares 

Structural Equation Modeling (PLS-SEM), Sage, Thousand Oaks, CA. 

 

Hair, J., Hult, T., Ringle, C., & Sarstedt, M. (2014). A Primer on Partial Least Squares Structural Equation 

Modeling (PLS-SEM). Thousand Oaks, CA. Scientific Research Publishing, 6(13). 

 

Hair, J., Risher, J., Sarstedt, M., & Ringle, C. (2019). When to use and how to report the results of PLS-

SEM. European Business Review, 31, 2-24. DOI:10.1108/EBR-11-2018-0203 

 

Hair, F., Marko Sarstedt, Christian M. Ringle, and Jeannette A. Mena. 2012. “An Assessment of the Use 

of Partial Least Squares Structural Equation Modeling in Marketing Research.” Journal of the 

Academy of Marketing Science 40(3),414–33. DOI:10.1007/s11747-011-0261-6. 

 



29 
 

Havlena, W., Cardanelli, R., & de Montigny, M. (2007). Quantifying the Isolated and Synergistic Effects 

of Exposure Frequency for TV, Print, and Internet Advertising. Journal of Advertising Research, 

47(3). DOI:10.2501/S0021849907070262 

 

Henseler, J., Ringle, C.M. and Sarstedt, M. (2015), “A new criterion for assessing discriminant validity 

invariance-based structural equation modeling”, Journal of the Academy of Marketing Science, 

Vol. 43 No. 1, pp. 115-135.  

 

Henseler, J., Ringle, C. M., & Sinkovics, R. R. (2009). The Use of Partial Least Squares Path Modeling in 

International Marketing. Advances in International Marketing, 20, 277-319. 

DOI:10.1108/S1474-7979(2009)0000020014 

 

John, L. K., Kim, T., & Barasz, K. (2017). Targeting Ads Without Creeping Out Your Customers. Harvard 

Business Review. https://hbr.org/2018/01/ads-that-dont-overstep 

 

Jung, Y., & Park, J. (2018). An investigation of relationships among privacy concerns, affective 

responses, and coping behaviors in location-based services. International Journal of 

Information Management, 43, 15–24. DOI:10.1016/j.ijinfomgt.2018.05.007 

 

Kalogeropoulos, A., Suiter, J., Udris, L., & Eisenegger, M. (2019). News media trust and news 

consumption: factors related to trust in news in 35 countries. International Journal of 

Communication, 13, 3672-3693. DOI:10.5167/uzh-175863 

 

Kovačič, A. (2012). How much attention does outdoor advertising attract and who profits. Innovative 

Issues and Approaches in Social Sciences, 5, 134-151. DOI:10.1093/nq/s8-IX.235.514-f 

 

Kim, A. J., & Ko, E. (2012). Do social media marketing activities enhance customer equity? An empirical 

study of luxury fashion brand. Journal of Business Research, 65(10), 1480–1486. 

DOI:10.1016/j.jbusres.2011.10.014 

 

Krafft, M., Arden, C. M., & Verhoef, P. C. (2017). Permission Marketing and Privacy Concerns — Why 

Do Customers (Not) Grant Permissions? Journal of Interactive Marketing, 39, 39-54. 

DOI:10.1016/j.intmar.2017.03.001 

 

Kumar, V., Choi, J. W. B., & Greene, M. (2017). Synergistic effects of social media and traditional 

marketing on brand sales: capturing the time-varying effects. Journal of the Academy of 

Marketing Science, 45(2), 268–288. DOI:10.1007/s11747-016-0484-7 

 

Kumar, V. (2010), “A customer lifetime value-based approach to marketing in the multichannel, 

multimedia retailing environment”, Journal of Interactive Marketing, Vol. 24 No. 2, pp. 71-85. 

 

Kwon, W. S., & Lennon, S. J. (2009). What induces online loyalty? Online versus offline brand 

images. Journal of Business Research, 62(5), 557–564. DOI:10.1016/j.jbusres.2008.06.01 

 



30 
 

Lesscher, L., Lobschat, L., & Verhoef, P. C. (2020). Do Offline and Online Go Hand in Hand? Cross-

Channel and Synergy Effects of Direct Mailing and Display Advertising. International Journal of 

Research in Marketing, 20, 2-51. DOI:10.1016/j.ijresmar.2020.11.003 

 

Lim, J. S., Ri, S. Y., Egan, B. D., & Biocca, F. (2015). The cross-platform synergies of digital video 

advertising: Implications for cross-media campaigns in television, Internet and mobile TV. 

Computers in Human Behavior, 48, 463-472. DOI:10.1016/j.chb.2015.02.001 

 

Liu, Y., Li, H., & Hu, F. (2013). The Website Attributes in Urging Online Impulse Purchase An Empirical 

Investigation on Consumer Perceptions. Journal of Social Sciences, 55, 829-837. 

DOI:10.1016/j.dss.2013.04.001 

 

Moreira, A., Guimarães, T., Duarte, R., Salazar, M. M. & Santos, M. (2022). Interoperability and Security 

Issues on Multichannel Interaction. Procedia Computer Science, 201, 714-719. 

DOI:10.1016/j.procs.2022.03.096 

 

Mort, G. S., & Drennan, J. (2012). Mobile digital technology: an Emerging issue for marketing. The 

Journal of Database Marketing, 10(1), 9-23. DOI:10.1057/palgrave.jdm.3240090 

 

Muk, A. (2007). Cultural influences on adoption of SMS advertising: A study of American and Taiwanese 

consumers. Journal of Targeting, Measurement, and Analysis for Marketing, 16(1), 39-47. 

DOI:10.1057/palgrave.jt.5750062 

 

Naik, P., & Peters, K. (2009). A Hierarchical Marketing Communications Model of Online and Offline 

Media Synergies. Journal of Interactive Marketing, 23(4), 288-299. 

DOI:10.1016/j.intmar.2009.07.005 

 

Nawaz, S., Jiang, Y., Alam, F., & Nawaz, M. Z. (2020). Role of Brand Love and Consumers’ Demographics 

in Building Consumer–Brand Relationship. SAGE Journal, 10(4), 1-19. 

DOI:10.1177/2158244020983005 

 

O’Connor, C. (2019). The Misinformation Age. De Gruyter. Yale University Press, 256. 

DOI:10.12987/9780300241006 

 

Oliveira, T., Alhinho, M., Rita, P., & Dhillon, G. (2017). Modelling and testing consumer trust dimensions 

in e-commerce. Computers in Human Behavior, 71, 153-164. DOI:10.1016/j.chb.2017.01.050 

 

Oliver, G., Kerstin Liehr-gobbers, and Manfred Krafft. 2010. “Handbook of Partial Least Squares.” 

Handbook of Partial Least Squares 691–711. DOI:10.1007/978-3-540-32827-8 

 

Out of home Advertising Association of America. (2016). Out-of-Home Advertising Study. Nielsen. 

https://oaaa.org/Portals/0/pdf/research/Nielsen%20OAAA%20OOH%20Advertising%20Stud

y%202016%20FINAL.pdf 

 



31 
 

Page, B. (2018). Measuring Audience Reach Of Outdoor Advertisements. The Journal of Advertising 

Research, 58(4), 456-463. DOI:10.2501/JAR-2017-057 

 

Pandya, A., & Lodha, P. (2021). Social Connectedness, Excessive Screen Time During COVID-19 and 

Mental Health: A Review of Current Evidence. Frontiers in Human Dynamics, 3, 1-9. 

DOI:10.3389/fhumd.2021.684137 

 

Persaud, A., & Azhar, I. (2012). Innovative mobile marketing via Smartphones. Are consumers ready?. 

Marketing Intelligence and Planning, 30(4), 418-443. DOI:10.1080/0965254X.2018.1466828 

 

Portal, S., Abratt, R., & Bendixen, M. (2019). The role of brand authenticity in developing brand 

trust. Journal of Strategic Marketing, 27(8), 714–729. DOI:10.13140/RG.2.2.11278.69444 

 

Pc, N. (2021). Return on Investment on Various Digital Marketing Strategies: A qualitative assessment 

of Small Medium Enterprises operating across the world. Research Gate. Ecole de 

Management Leonard de Vinci. 

 

Ramos, R. F., Rita, P., & Moro, S. (2019). From institutional websites to social media and mobile 

applications: A usability perspective. European Research on Management and Business 

Economics, 25(3), 138-143. 

 

Reith, R., Buck, C., Dennis, W., & Bettina, L. (2019). How Privacy affects the acceptance of Mobile 

Payment Solutions. 27th European Conference on Information Systems.  

 

Ringle, G. (2021). Trust me, data privacy can make or break your brand’s trust. ITProPortal. 

https://www.itproportal.com/features/trust-me-data-privacy-can-make-or-break-your-

brands-trust/ 

 

Ringle, C. M., Sarstedt, M., & Schlittgen, R. (2014). Genetic algorithm segmentation in partial least 

squares structural equation modeling. OR Spectrum, 36(1), 251-276. DOI:10.1007/s00291-

013-0320-0 

 

Shankar, V., Urban, G. L., & Sultan, F. (2002). Online trust: A stakeholder perspective, concepts, 

implications, and future directions. Journal of Strategic Information Systems, 11(3–4), 325–

344. DOI:10.1016/S0963-8687(02)00022-7 

 

Sharma, S., & Verma, H. V. (2018). Social Media Marketing: Evolution and Change. Social Media 

Marketing, 19-36. DOI:10.1007/978-981-10-5323-8_2 

 

Simões C. P., Rita, P., & F. Ramos, R. (2022). How the response to service incidents change customer–

firm relationships | Emerald Insight. DOI:10.1108/EJMBE-05-2021-0157 

 

Stolyarova, E., & Josep, R. (2014). Synergies Among Advertising Channels: An Efficiency Analysis. 

Journal of Promotion Management, 20(2): 200-218. DOI:10.1080/10496491.2014.885479 

 



32 
 

Taylor, J., Kennedy, R., McDonald, C., Larguinat, L., El Ouarzazi, Y., & Haddad, N. (2013). Is the Multi-

Platform Whole More Powerful Than Its Separate Parts? Journal of Advertising 

Research, 53(2), 200–211. DOI:10.2501/JAR-53-2-200-211 

 

Teo, T. S. H., & Liu, J. (2007). Consumer trust in e-commerce in the United States, Singapore and 

China. Omega, 35(1), 22–38. DOI:10.1016/j.omega.2005.02.001 

 

Tong, S., Luo, X., & Xu, B. (2020). Personalized mobile marketing strategies. Journal of the Academy of 

Marketing Science, 48(1), 64–78. DOI:10.1007/s11747-019-00693-3 

 

Tumer, M., Aghaei, I., & Oney, E. (2019). The impact of traditional and social media marketing on 

customers’ brand trust and purchase intentions in the Turkish airline market. Journal of 

Research in Emerging Markets, 1(4), 55-68. DOI:10.30585/jrems.v1i4.344 

 

Vivek, S. D., Beatty, S. E., & Morgan, R. M. (2012). Customer engagement: Exploring customer 

relationships beyond purchase. The Journal of Marketing Theory and Practice, 20(2), 122-146. 

DOI:10.2753/MTP1069-6679200201 

 

Voorveld, H. A. M., Neijens, P. C., & Smit, E. G. (2011). Opening the black box: Understanding cross-

media effects. Journal of Marketing Communications, 17(2), 69–85. 

DOI:10.1080/13527260903160460 

 

Watson, C., McCarthy, J., & Rawley, J. (2013). Consumers attitude towards mobile marketing in 

Smartphone era. International Journal of Information Management, 2013, 840-849. 

DOI:10.1016/j.ijinfomgt.2013.06.004 

 

WallDecaux, MMA. (2019). Compendium Out of Home & Mobile. JCDecaux. 

https://www.jcdecaux.com/blog/cross-media-campaign-effectiveness-through-mobile-and-

ooh 

 

Wei, Z., Dou, W., Jiang, Q., & Gu, C. (2021). Influence of incentive frames on offline-to-online 

interaction of outdoor advertising. Journal of Retailing and Consumer Services, 58. 

DOI:10.1016/j.jretconser.2020.102282 

 

Wu, K.-W., Huang, S. Y., Yen, D., & Popova, I. (2012). The effect of online privacy policy on consumer 

privacy concern and trust. Computers in Human Behavior, 28(3), 889-897. 

DOI:10.1016/j.chb.2011.12.008 

 

Zhang, J., Farris, P.W., Irvin, J.W., Kushwaha, T., Steenburgh, T.J. and Weitz, B.A. (2010), “Crafting 

integrated multichannel retailing strategies”. Journal of Interactive Marketing, Vol. 24 No. 2, 

pp. 168-180. 

 

 

 

 



33 
 

APPENDICES 

Appendix 1 

Construct Questions References 

MB 

1. Do you have a mobile device? 
2. Have you been targeted with mobile marketing 
ads in the last month (SMS, in-app, push 
notifications)? 
3. I am targeted with too many mobile ads 
4. I consider relevant the mobile ads I am targeted 
with. 
5. I consider most mobile ads to be annoying 
6. I would tend to delete or ignore most text 
messages from companies 

Basheer and 
Ibrahim (2010) 

Watson et al. (2013) 

OM 

1. I am targeted with too many OOH ads 
2. I consider relevant the OOH ads I am targeted with 
3. I consider most OOH ads to be annoying 
4. I would tend to ignore most out of home 
campaigns 

Basheer and 
Ibrahim (2010) 

MM 

1. I consider annoying being targeted across 

different channels 

2. Viewing different ads of a brand across different 

channels, influences my purchasing decision 

John et al. (2017) 

PC 

1. I am concerned about the privacy of my data in a 
mobile/offline environment 
2. I am sensitive about giving out information 
regarding my preferences 
3. I am concerned about sharing my location 
information 
4. I am concerned about sharing my financial 
information while purchasing via mobile 
5. The information this channel provided is always 
updated 
6. I am concerned about the privacy of my data when 
I scan a QR Code in an OOH advertising campaign 
7. I am concerned about sharing my financial 
information when I encounter an Out of Home 
campaign with link to a mobile purchasing platform 
8. The fact that I am being targeted in these two 
channels make my privacy concerns decrease 

Kim (2016) 

Cheah et al. (2022) 
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BT 

1. Mobile Advertising strategies influence my brand 
trust 
2. The fact that a brand has a mobile online 
presence, influences my trust towards the brand 
3. Out of Home advertising strategies influence my 
brand trust 
4. The fact that a brand has a presence in the offline 
channel, influences my trust towards the brand 
5. Out of Home and mobile advertising strategies 
connected influence my brand trust 
6. The fact that a brand has a presence in the online 
and offline channel, influences my trust towards the 
brand 
7. The trust more in a brand that advertises through 
multiple channels, than a brand that only is present 
in one 
8. If I saw an Out-of-Home add that transferred me 
to the mobile environment, I would trust more the 
information presented.  

Chen (2021) 
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Appendix 2 

SURVEY SCRIPT 

 

Start of Block: Introduction 

This survey is being conducted within the scope of the master's dissertation and aims to analyse the 

impact of offline and online marketing. 

Your participation in this survey is voluntary and does not involve any risk. You are free to withdraw 

at any time, however, your answers are very important for the development of this study, they are 

anonymous and will only be used for academic purposes. 

 

 It takes about 7 min to complete. 

  

 Q1 I declare that I am 18 years of age or older and that I agree to participate in this study. 

o Yes, I agree   

o No, I do not agree   
 

 

Q2 Before proceeding, please respond to the following questions: 

 

Do you have a smartphone device? 

o Yes, I do  (1)  

o No, I do not  (2)  
 

 

Q3 Have you been targeted with mobile marketing ads in the last month (SMS, in-app, push 

notifications)? 

o Yes, I am   

o No, I am not   
 

End of Block: Introduction 
 

Start of Block: Mobile Marketing 
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Q4 Definition of Mobile Marketing:  

 Marketing channels that allows marketers to create and deliver highly personalized mobile targeting 

content via SMS, in-app or even push notifications based on real-time customer context such as 

location, time, and environment, among others. 

  

 Bearing in mind the previous definition, answer the following questions about mobile marketing. 

  

 Do you agree with the following statements? 

 
Strongly 

disagree 
Disagree 

Somewhat 

disagree 

Neither 

agree or 

disagree 

Somewhat 

agree 
Agree  

Strongly 

agree 

I am targeted 

with too many 

mobile ads  o  o  o  o  o  o  o  

I consider 

relevant the 

mobile ads I am 

targeted with. 
o  o  o  o  o  o  o  

I consider most 

mobile ads to be 

annoying  o  o  o  o  o  o  o  

I would tend to 

delete or ignore 

most text 

messages from 

campaigns  

o  o  o  o  o  o  o  
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Q5 Considering privacy concerns in mobile marketing, please answer the following questions. 

 
Strongly 

disagree 
Disagree 

Somewhat 

disagree 

Neither 

agree 

nor 

disagree 

Somewhat 

agree 
Agree 

Strongly 

agree 

I am concerned 

about the privacy 

of my data in a 

mobile 

environment 

o  o  o  o  o  o  o  

I am sensitive 

about giving out 

information 

regarding my 

preferences  

o  o  o  o  o  o  o  

I am concerned 

about sharing my 

location 

information 
o  o  o  o  o  o  o  

I am concerned 

about sharing my 

financial 

information if I 

purchase via 

mobile 

o  o  o  o  o  o  o  
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Q7 Considering brand trust, please answer the following questions. 

 
Strongly 

disagree 
Disagree 

Somewhat 

disagree 

Neither 

agree 

nor 

disagree 

Somewhat 

agree 
Agree  

Strongly 

agree 

Mobile 

Advertising 

strategies 

influence 

my brand 

trust  

o  o  o  o  o  o  o  

The fact 

that a 

brand has 

a mobile 

online 

presence, 

influences 

my trust 

towards 

the brand  

o  o  o  o  o  o  o  

 

End of Block: Mobile Marketing 
 

Start of Block: Out of Home Marketing 
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Q8 Definition of Out of Home Marketing (OOH): 

 OOH marketing refers to all media formats specially created and intended to reach consumer outside 

the home, such as billboards, buildings, transit or furniture advertising and so on.  

  

 Bearing in mind the previous definition, answer the following questions about mobile marketing.   

  

 Do you agree with the following statements? 

 
Strongly 

disagree 
Disagree 

Somewhat 

disagree 

Neither 

agree 

nor 

disagree 

Somewhat 

agree 
Agree 

Strongly 

agree 

I am targeted 

with too many 

OOH ads.  o  o  o  o  o  o  o  

I consider 

relevant the 

OOH ads I am 

targeted with.  
o  o  o  o  o  o  o  

I consider most 

OOH ads to be 

annoying o  o  o  o  o  o  o  

I would tend to 

ignore most 

OOH 

campaigns   
o  o  o  o  o  o  o  
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Q9 Considering privacy concerns in out of home marketing, please answer the following questions. 

 
Strongly 

disagree 
Disagree 

Somewhat 

disagree 

Neither 

agree 

nor 

disagree 

Somewhat 

agree 
Agree  

Strongly 

agree  

I am 

concerned 

about the 

privacy of 

my data in 

an offline 

environment 

o  o  o  o  o  o  o  

 

 

 
Q11 Considering brand trust, please answer the following questions. 

 
Strongly 

disagree 
Disagree 

Somewhat 

disagree 

Neither 

agree 

nor 

disagree  

Somewhat 

agree 
Agree 

Strongly 

agree 

Out of Home 

advertising 

strategies 

influence my 

brand trust  

o  o  o  o  o  o  o  

The fact that a 

brand has a 

presence in the 

offline channel, 

influences my 

trust towards 

the brand  

o  o  o  o  o  o  o  

End of Block: Out of Home Marketing 
 

Start of Block: Multichannel Marketing 
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Q12 Definition of Multichannel Marketing: 

Multichannel Marketing has the objective of getting a user from a point A to a point B by sending a 

common message though different individual (online and offline) channels. 

Bearing in mind the previous definition, answer the following questions about a multichannel 

strategy – out of home and mobile marketing.    

 
Strongly 

disagree 
Disagree 

Somewhat 

disagree 

Neither 

agree 

nor 

disagree  

Somewhat 

agree 
Agree 

Strongly 

agree 

I consider 

annoying being 

targeted across 

different 

channels 

o  o  o  o  o  o  o  

Viewing 

different ads of 

a brand across 

different 

channels, 

influences my 

purchasing 

decision 

o  o  o  o  o  o  o  
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Q13 Regarding Privacy Concerns: 

 
Strongly 

disagree 
Disagree 

Somewhat 

disagree 

Neither 

agree 

nor 

disagree 

Somewhat 

agree 
Agree  

Strongly 

agree 

I am concerned 

about the 

privacy of my 

data when I 

encounter an 

OOH advertising 

campaign and 

then receive e 

push 

notification on 

my phone about 

the same 

product 

o  o  o  o  o  o  o  

I am concerned 

about sharing 

my financial 

information 

when I 

encounter an 

Out of Home 

campaign with 

link to a mobile 

purchasing 

platform 

o  o  o  o  o  o  o  

The fact that I 

am being 

targeted in 

these two 

channels make 

my privacy 

concerns 

increase 

o  o  o  o  o  o  o  

 

End of Block: Multichannel Marketing 
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Q15 Please answer the following questions with the option you consider most appropriate: 

 
Strongly 

disagree 
Disagree 

Somewhat 

disagree 

Neither 

agree 

nor 

disagree  

Somewhat 

agree 
Agree 

Strongly 

agree 

Privacy 

concerns 

negatively 

influence my 

trust towards a 

brand 

o  o  o  o  o  o  o  
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Q16 Considering brand trust, please answer the following questions. 

 
Strongly 

disagree 
Disagree  

Somewhat 

disagree 

Neither 

agree 

nor 

disagree 

Somewhat 

agree 
Agree 

Strongly 

agree 

Out of Home 

and mobile 

advertising 

strategies 

connected 

influence my 

brand trust  

o  o  o  o  o  o  o  

The fact that a 

brand has a 

presence in the 

online and 

offline channel, 

influences my 

trust towards 

the brand 

o  o  o  o  o  o  o  

The trust more 

in a brand that 

advertises 

through 

multiple 

channels, than a 

brand that only 

is present in one  

o  o  o  o  o  o  o  

If I saw an Out-

of-Home add 

that transferred 

me to the 

mobile 

environment, I 

would trust 

more the 

information 

presented. 

o  o  o  o  o  o  o  

 


