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Question A; Compare and contrast mobile marketing with online marketing.
Mobile marketing is a type of business that depends on the use of mobile phones on social websites such as Facebook, Twitter, Instagram, YouTube, Google, Snapchat, and many other channels that a consumer uses to market his or her brands, services, or products. However it does not necessarily depend on the internet because other than the internet; it is possible to use text messages to transfer information which is easily delivered at a quick rate (Shankar el. t 2010). This kind of business requires the consumer to keep an update of unique contents or products to meet the interest of his or her followers and find influencers of the industry. This helps to capture the attention of the present online audience on social media platforms. Some consumers have gone miles ahead by installing marketing research apps on their phones. Any time there is new business research, they easily find notifications on their phones and feedback about it. Mobile marketing has been considered a more reliable marketing source because lots of messages are frequently opened and read. Many consumer business marketers depend on the concept of messaging.
On the other hand, online marketing is a marketing channel that depends on websites such as emails where they consume; marketers need to be active to be on the same page with their competitors. Online consumers receive emails via emails on new business alerts where they may give back their responses via a network channel of the browser, or they may decide to attend the business forum. Since it is an online business, it is done online though there are other digital marketing programs such as a promotional business that can be delivered via text messages that do not require one to be online. Online marketing may use other forms of digital marketing, such as social media marketing and content marketing (Varnali and Toker 2010).
Both online and mobile marketing are considered important and accessible because they all transmit information concerning the business, although mobile marketing is mostly used. After all, it is easy to text, and the information is more direct despite that there have been fraud cases reported facing the consumers. Online marketing has given rise to many profitable business campaigns, although other online channels are unreliable, and consumers keep ignoring information that they find to be useless. There are the various difference between online and mobile networks, such as;
According to Chaffey and Smith (2017), Mobile marketing uses both online and offline to reach out to the targeted audiences; thus, it is not limited, whereas online marketing is limited to using the internet to pass information. Because mobile marketing relies on mobile phones, the given information can be read on time if sent as a text message compared to the use of emails by the online consumer marketers because many people take too long to access their mailboxes. Mobile marketing is more reliable by most people because other than using online networks such as Twitter or sending a text message, one can decide to make a phone call using the phone, and it is easier to detect the location from which the consumer is sending the information from compared to the online marketing which only relies on sending mails despite that it is also reliable. The success of online marketing is brought about by the efforts made by the consumer in updating and posting new content and information to reach out to the targeted audience on social media platforms. In contrast, mobile marketing may focus on the use of advertisements made on different digital media such as television or the internet to succeed in promoting the business platforms.
In conclusion, mobile marketing is mostly preferred for the success of marketing products because it can be applied both online and offline. If sent via a text message, then the possibility that the information has reached the specific response is high because many people open up text messages compared to those in the mailboxes.
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Question B; How is social media used to help facilitate the consumer decision process? What are the three most popular social media sites?
Social media has taken a bigger role in passing information across the world to connect people. The most used social media platforms to share ideas and information are Twitter, Instagram, Facebook, and Snapchat. Social media has opened a forum of openness where people share thoughts on what they might have purchased from a particular consumer on the internet, advice, and tips on using different products. Many people rely on social media, therefore, creating a connection whereby information reaches out to many people, thus making an influence on the consumer and their buying act. According to Goodrich and De Mooij (2014), Social media has been rated as the best trend of marketing a product in which it has the strength to influence and motivate a customer to purchase the marketed product, and this helps to build a better relationship between the consumer and the customer.
Social media has been used to facilitate the consumer decision process by building awareness about a product available in the market. The only way customers get to know about what the consumer is marketing about is from the information updated on social media, and for this reason, it is best for all consumers who need to grow their products and services to make use of social media platforms so as so to attain several followers and make an influence over them. Social media has helped to impact people who may be interested in buying the marketed product. In most cases, people purchase products from trusted persons in which they seek advice from social media influencers and, late on, are convinced to purchase the product. A variety of marketers use influencers for marketing their products which in return creates a huge number of followers who may need to purchase the product after seeing it on one of the popular influencers they know about. The use of influencers works well in convincing the consumers to buy the product.
According to Hajli (2014), Social media has helped create a social proof of the products being marketed to the public to create awareness about the product. Social explanations emerge from a customer praising the purchased products by giving better recommendations after the use or after receiving the product. The seller makes it more open by posting the buyers' reviews to show proof that the particular products being marketed are of good quality and are best from the recommendations shared. Getting good suggestions from a buyer sin what all sellers aspire to gain in their marketing business, thus building trust by sharing pictures, comments, and videos of a happy client after buying the product. For a marketer to increase the ability to gain customers, they should precisely provide proofs of clients who already bought their brands and got satisfied with them.
Social media has helped to pass information about the available discounts and promotional deals available in the marketing platforms, which involves a cut-off of the original expense of the available products. Discounts and promotions influence customers at a higher rate, and for this reason, the marketer needs to make an effort; this information reaches out to all the targeted internet users so that they may be able to sell the brands without struggling. Many online users have subscribed to various online marketing pages where they can view the products being marketed and purchase what they are interested in (Killian and McManus 2015).
Instagram is the most used social media, the best home for small business owners, bloggers, and influencers. Most of the youth spent most of their time—using Instagram as a marketing site to influence lots of people, thus promoting the marketer. Another popular site is YouTube and Facebook, which various people regularly visit. It is easy to control them by posting the brand and providing happy clients' proof to motivate many people to purchase the product.
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