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ABSTRACT
Location based Advertising (LBA) has been emerged in
recent years due to the extensive distribution of mobile
phones. Industrial businesses are having high
expectations in this regard with the development of the
new generation of smart phones which has powerful
capabilities. These new mobile phones can easily fix its
location through different positioning methods. It also
has strong capabilities in terms of network connectivity.
However, LBA is still suffering from some technical and
ethical issues such as positioning, reliability and privacy.
In this regard, this paper discusses a study conducted in
Saudi Arabia as an example of the developing world.
The results showed that LBA has great opportunity to
success because people in these countries are ready,
technically and culturally, to enter this new world of
mobile commerce services.
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1 INTRODUCTION
Location Based Advertising (LBA) is a new tool of
marketing communications. The idea behind LBA is
to send commercial messages to the clients when
they enter a specific area [1].
Google’s director of mobile advertising says:
“Location will be one of the cornerstones of mobile
advertising. Merging local businesses with mobile
advertising is very, very important for us [2]”. This
is an indication that the physical user location is
going to be an important factor in the world of
mobile services.
LBA is a form of mobile services which can support
sending marketing messages via mobile devices (see
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Fig. 1). In this way, advertising messages can be
sent to a specific client at any time, based on their
physical location. The content of the message could
be personalized to an individual customer in order
to show a special psychological result such as
advice or opinion [3].
LBA service is facing problems in developing
countries such as privacy, technical and financial
issues. In this paper we focus on studying the user’s
opinions regarding this mobile service. A
questionnaire has been distributed asking both
general and specific questions about LBA. This
questionnaire targeted people in different age ranges
and different occupations.
The study was conducted in the Kingdom of Saudi
Arabia (KSA). It is the largest country in the Middle
East occupying four-fifths of the Arabian area (see
Fig. 1). In south-western Asia, the country is also at
the crossroads of three continents: Europe, Asia and
Africa. Population growth in Saudi Arabia is
recording high rates, grown by an average of 4.3%
per annum over the period from 1977 to 2000, rising
from 8.060 million in 1977 to 21.5 million in 2000.
The factors that contributed to the rise in the
population of Saudi Arabia included a marked
improvement in the standard of living, health and
social conditions. During the last three decades, a
large number of non-Saudi labors who participated
in the implementation of development programs
contributed also to raise these rates [11].
Saudi Arabia and Syria were the slowest states in
the region to allow public access to the Internet. The
number of internet users in 2000 was around
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200,000, while in 2005 it was around 1,500,000
users. The percentage growth between 2000 and
2005 is 650% [12].
The total number of mobile subscriptions grew to
around 54.3 million by the end of the first quarter of
2012, with penetration rate of 188.5%. Prepaid
subscriptions constitute the majority (over 85%) of
all mobile subscriptions. Despite the high growth
rates achieved by the mobile sector in recent years,
the growth is expected to continue albeit at a slower
growth rate [13].
In order to realise the aim of this study, this paper is
structured as follows: Section 2 illustrates the
Research background of Location Based Services.
Section 3 provides brief background about Location
Based Advertisement. Section 4 discusses the Data
Collection and Discussion. Finally, section 5
concludes and summarizes the aim, objectives and
results of the whole study.

- Mobile Devices: This is the tool by which the user
requests and receives the needed information in a
form of text, pictures, maps, or short videos. Some
examples of mobile devices are: laptops, Personal
Digital Assistant (PDA), and mobile telephones.
New mobile devices come with a built-in Global
Positioning System (GPS) receiver which is used
for navigation purposes, as well as other LBS
applications [8].
- Wireless Network: This component is responsible
for transmitting information and services from the
LBS server to the user, and vice-versa. Mobile
networks are developing rapidly and the new
technologies provide high bit rates.
- Location Sensing: This part of LBS system is
responsible for determining the position of the user.
The system cannot work properly unless this piece
of information is received by the LBS server. The
position of a user could be determined by many
positioning techniques, such as mobile networks
cell triangulation and satellite positioning [9].
- LBS Server. The server is one of the main
components of the LBS system as it is the place
where all data is stored.
3 LOCATION BASED ADVERTISEMENT
(LBA)
In-Stat [10] estimates that shipments of GPS phones
from USA to China reached 800,000 by the end of
2007. They forecast that by end of 2012 this figure
will reach 18 million. Even if those numbers are just
50 percent accurate, it’s clear that location-based
advertising is becoming quite real because it
depends mainly on GPS.

Fig. 1. Mobile Advertisement is one of mobile services

2 LOCATION BASED SERVICES (LBS)
Ratti and Frenchman [5] defined LBS as ‘a set of
applications that exploit the knowledge of the
geographical position of a mobile device in order to
provide services based on that information.’ Hence,
LBA is an application classified under the umbrella
of LBS.
Different infrastructure elements are available for
LBS systems. Below is a list of the basic
components of a general purpose LBS system (see
Fig. 2):
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Fig. 2.The basic components of LBS [4]
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Imagine yourself walking in a shopping centre or
street, then once you get close to a specific shop you
receive a marketing message via your smartphone
as illustrated in Fig. 3. Therefore, LBA is a
marketing application that could utilise the
components of LBS [7].
Registered customers are targeted through the
location-tracking technology used in mobile
networks or via GPS. Then this info is submitted to
the server via Internet which sends back the
commercial message.
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Fig. 4. Age groups of the questionnaire Participants

4 DATA COLLECTION AND DISCUSSION
In order to measure the importance of LBA in
developing countries and the people expectations
about it, a group of 160 participants have been
randomly selected and asked to fill a questionnaire.
At the beginning of this questionnaire, a brief
description about this service was introduced. Then
a group of general questions about the participant
has been provided. Then more specific questions
regarding LBA have been asked.
As can be seen in Fig. 4, most of the participants are
between 25 to 40 years old. People of this range
usually are the most frequent users of such new
services.
From another question, the researcher found that
128 of them have a smart phone connected to the
Internet. This figure is important because it shows
that the selected sample of people is significant and
able to answer the next group of questions.

The next question of the questionnaire was if the
participant has received recently short messages
containing commercial advertisements or not. The
answer which can be seen in Fig. 5, shows that 87%
of the participants agreed with that. This large
figure means that the mobile service operators send
commercial messages to the customers in daily
basis.
Before asking the participants questions about LBA
service, the researcher asked them whether they
usually spend long time in shopping or not. Fig. 6
shows that 49% of them answered with “Yes” and
44% answered with “No”. This question is
important because it gives an indication that people
may prefer to go straight to the shops which
provides special offers only rather than spending
long time searching and shopping.
Yes

9%
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Don’t know

4%

87%

Fig. 3. Location based Advertisement
Fig. 5. Participants who received commercial
messages via their mobile phones
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Fig. 6. People spend long time shopping

The next question of the survey is also general. It
asks: To what extend do you agree or disagree with
enhancing the quality of life using technology? As
can be seen in Fig. 7, Most of the participants agree
and strongly agree with that. This answer shows that
the people of developing countries are ready to use
the new expansions of technology such as LBA.
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Fig. 7. Participants agree to enhance life quality
using Technology

After that, the responders answered another
question which is a comparison between the regular
commercial messages and the LBA. Most of them
agreed strongly that LBA is better than regular
messages (see Fig. 8). This answer encourages
service providers to start looking seriously for new
markets in the developing world.
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Fig. 8. People Agree Strongly that LBA is better than
Regular Commercial Messages.

Privacy is an important issue in LBA because some
people refuse to reveal their physical location [6]. In
this case, the service would not be provided
properly unless the user allows the system to reveal
his geographical location. In this study, the
participants were asked whether they agree or not to
reveal their location. The answers which are shown
in Fig. 9, shows that the number of people who
agreed with this was 73 and the number of people
who strongly agreed was 21 whereas 38 were
neutral. This promising answer illustrates that most
of the people of developing countries have no
problem with revealing their location which means
that LBA will succeed in these countries.
80
70
60
50
40
30
20
10
0
Strongly Disagree Neutral
Disagree

Agree

Strongly
Agree

Fig. 9. People agree to reveal their physical location

After explaining LBA to the responders in more
details, another group of questions were asked such
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as: Is it useful? Is it a good idea? Do you think it
would succeed? Is it smart? Does it care about
customers?
As can be seen in Table 1, people in developing
world strongly agree that LBA is a good idea and
could be succeed. They also strongly agree that this
service cares about clients and is very useful.

The third question of this closing group was: Do
you think that LBA service should be launched
now?
70% of the responders agreed with that, whereas
17% said “No” and the rest were neutral (See Fig.
12).
80

Table 1. Responder’s answered questions regarding LBA
Question
Is LBA
Useful?
Is it a Good
Idea?
Could be
Successful?
Is it Smart?
Care about
clients?

Strongly
Disagree

Disagree

Neutral

4

4

2

70

Agree

Strongly
Agree

60
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64
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4

28

48

78

30
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16

46

90

2

2

14

50
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Then the responders were asked a closing group of
questions to conclude their final opinions. They
firstly were asked whether they would like to try
this service when it becomes available. Most of
them strongly agreed with that (see Fig.10).
Secondly, they were asked whether they are keen to
tell their friends about this service. The answers
were promising; most of them again agree to do so
(See Fig. 11).
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Fig. 11. People are Keen to Tell Their Friends
about LBA
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Fig. 12. Most of the responders agreed to Launch
LBA soon
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Fig. 10. People Strongly Agree to Try LBA

ISBN: 978-0-9853483-3-5 ©2013 SDIWC

As it can be noticed from the above answers, the
people of the developing world are ready to enter
this new world of mobile advertising. They
answered most of the questions with “Agree” and
“Strongly Agree” which means clearly that this
service will succeed in these growing societies.
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5 CONCLUSION
The results of this survey showed that people of
Saudi Arabia are keen to use the LBA service and
they see that it is much better than the current
regular commercial messages which they receive
almost every day. They think that it will be
successful and care about customers.
These results are very important especially for big
European telecom companies to establish more
investments in the developing countries because the
total number of mobile subscriptions in KSA, for
instance, grew to around 54.3 million by the end of
the first quarter of 2012, with penetration rate of
188.5%. Despite the high growth rates achieved by
the mobile sector in recent years, the growth is
expected to continue albeit at a slower growth rate.
More future research work will continue in the near
future in another one or two developing countries
for more substantive analysis.
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