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Abstract : Mobile phone applications (“apps”) have generated substantial interest among marketers and researchers because
of the developments in the smartphone technology and the availability of affordable phones to a large number of consumers.
Apps are enabling brands to engage with consumers at  any time and any place.  This study utilizes a pre-test/post-test
experimental design to determine if apps can have a persuasive impact on the consumer attitude towards the brand and her
purchase intention. The study also tests the impact of informational vs. interactive style of apps on categories with high and
low level of involvement. The results show that for high involvement brands, consumers have a predetermined brand image and
apps that satisfy consumer needs through an interactive interface can increase purchase intention. For low involvement
brands, while informational apps do not create substantial engagement, interactive apps can increase consumer focus on the
brand and establish personal connect with the consumers. This has a positive impact in the attitude towards the brand. These
results suggest that understanding how to maximize the consumer interaction with mobile phone apps will be a key topic of
future research. This research indicates that managers need to evaluate the how apps can solve consumer needs before
investing resources towards digital marketing campaign for their brands, following the global trend to capitalize on the digital
platforms.
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