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Abstract 

In an age of digital saturation and mobile-first consumer behavior, traditional mass marketing is 

increasingly ineffective. Hyper-personalization, a data-driven approach that uses real-time behavioral 
insights, artificial intelligence, and contextual targeting, has emerged as a key strategy for fostering 

consumer engagement in mobile environments. This conceptual paper explores the strategic role of hyper-

personalization in mobile marketing, focusing on its impact on consumer-brand interaction. Grounded in 

Customer Experience Theory, Uses and Gratifications Theory, and Relationship Marketing Theory, the 
study presents a multidimensional framework linking hyper-personalization to cognitive, emotional, and 

behavioral engagement. The framework is illustrated through an in-depth case analysis of Nike’s SNKRS 

app, which exemplifies how mobile-based personalization fosters relevance, emotional connection, and 
brand loyalty. The paper offers theoretical contributions by integrating engagement pathways with 

personalization mechanisms, and practical insights for marketers seeking to build adaptive, experience-

rich digital ecosystems. Finally, it highlights the need for localized personalization strategies in under-

researched markets like Africa, where mobile penetration is high but strategic personalization remains 

limited. 

Keywords: Hyper-personalization, mobile marketing, consumer engagement, Nike SNKRS, branded 

apps, integrated marketing communication, digital strategy 

 

 

https://doi.org/10.5281/zenodo.17635563
https://orcid.org/0009-0004-7595-8907
https://orcid.org/0009-0003-4089-2592
mailto:chibuezesunday60@gmail.com


 
 Audrezara Journal of Communication and Social Research (AJCSR), Vol. 1(1), 28-40, 2025. 
                                                                                                                                                    

29 
 

Introduction 

Digital life today is fast-paced, highly interactive, and saturated with information. As consumers move 

across multiple platforms and touch points, broad and generic marketing messages struggle to capture and 
sustain attention (Kannan & Li, 2017). Audiences increasingly expect experiences that acknowledge their 

preferences and adapt to their behaviors. Hyper-personalization has gained traction in response to this 

shift. Instead of simply customizing messages at a surface level, hyper-personalization makes use of 
artificial intelligence, real-time analytics, and behavioral and contextual signals to tailor content in ways 

that feel immediate and relevant (Moqaddem, 2025).Mobile devices play a central role in this evolution 

because they are always present, personal, and integrated into daily routines, they offer a unique space for 
the kind of individualized brand interactions that drive deeper engagement (Hofacker et al., 2016; 

Hollebeek& Macky, 2019). Mobile applications, in particular, provide brands with controlled 

environments where they can design, test, and refine personalized engagement strategies. Recent trends 

reinforce this shift: more than 70% of global digital engagement now takes place on mobile devices 
(eMarketer, 2023). Nike’s SNKRS app is a clear example of this approach. Through exclusive product 

drops, personalized recommendations, gamified experiences, and geo-targeted notifications, it builds a 

sense of anticipation and belonging among users, moving beyond a simple retail interface. 

This paper explores how hyper-personalization functions within mobile marketing and how it contributes 
to deeper forms of consumer engagement. The study draws on Customer Experience Theory (Schmitt, 

1999), which emphasizes the emotional and experiential dimensions of branding; Uses and Gratifications 

Theory (Katz et al., 1973), which focuses on the motivations that guide consumer media use; and 

Relationship Marketing Theory (Morgan & Hunt, 1994), which highlights trust and commitment in long-
term brand relationships. Together, these theoretical perspectives form the basis for a conceptual  

framework linking hyper-personalization to cognitive, emotional, and behavioral engagement outcomes. 

Although personalization and mobile engagement have both been widely discussed in the literature, they 

are often examined separately (Kannan & Li, 2017). Moreover, there is limited research on how branded 
mobile apps create and sustain engagement through personalized strategies.This gap is especially 

prominent in emerging mobile-first regions such as Africa, where mobile adoption is exploding yet the 

strategic application of hyper-personalization remains a nascent area of scholarly inquiry (GSMA, 2022, 

Alice & Ebuka, 2024). This paper addresses these gaps by integrating existing theoretical insights and 

illustrating their implications through the Nike SNKRS case. 

Key Concepts and Definitions 

To ensure clarity and consistency in the use of theoretical concepts throughout this paper, key terms are 

defined as follows: 

 Hyper-Personalization: A strategic marketing approach that uses real-time data, artificial 

intelligence (AI), and contextual signals to dynamically tailor content, offers, and user 
experiences to individual consumer preferences and behaviors. It goes beyond basic 

personalization by responding to users’ real-time actions and environments. 

 Consumer Engagement: A multidimensional psychological state encompassing the cognitive, 

emotional, and behavioral investment of consumers in their interactions with a brand. 

Engagement reflects how involved and committed a user is across various touchpoints. 

 Mobile Marketing: A digital marketing strategy focused on reaching and interacting with 
consumers through mobile devices, applications, and channels. It emphasizes immediacy, 

accessibility, interactivity, and personalization in real-time contexts. 
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Literature Review 

Personalization has long been recognized in marketing research as a means of increasing relevance and 

strengthening consumer response. However, traditional personalization techniques, such as adding a 
customer’s name in communication or suggesting products based on previous purchases, now appear 

limited in an era where mobile ecosystems enable the continuous behavioral data capture and adaptive 

content delivery that underpin modern AI-driven personalization (Stocchi et al., 2022). Hyper-
personalization extends these earlier practices through the use of real-time behavioral, contextual, and 

predictive analytics to dynamically adjust content flows (Hollebeek& Macky, 2019).Rather than reacting 

to static user profiles, hyper-personalization anticipates needs as they evolve over time. This shift marks a 
move from basic customization toward more anticipatory and intelligence-driven forms of engagement. 

Although personalization has been widely studied in web environments, research focusing specifically on 

mobile-first contexts is still emerging. Mobile devices introduce unique opportunities for personalization 

because they are always at hand, location-responsive, and deeply embedded in everyday routines 
(Hofacker et al., 2016). Recent work shows that mobile marketing has shifted toward immersive, app-

based environments where user journeys are structured around interactive and socially meaningful 

experiences (Stocchi et al., 2022). Branded mobile applications, such as Nike’s SNKRS, enable 
companies to shape consumer experiences within controlled platforms where content, access, and 

engagement mechanisms can be fine-tuned. Studies demonstrate that such applications can influence 

emotional attachment, perceived brand authenticity, and long-term behavioral engagement (Hollebeek& 

Macky, 2019). However, much of this research focuses on interface usability rather than the deeper 

personalization logics that shape sustained engagement. 

Consumer engagement is widely understood as a multidimensional construct comprising cognitive, 

emotional, and behavioral components (Brodie et al., 2011; Lim & Rasul, 2022). Cognitive engagement 

refers to mental attention and focus; emotional engagement relates to enthusiasm, enjoyment, or affective 
involvement; and behavioral engagement concerns actions such as sharing, purchasing, or participating in 

brand activities. Hyper-personalization has the potential to activate all three dimensions. When content is 

tailored in real time, it becomes more personally meaningful, increasing the likelihood that consumers 
will not only notice and process information, but also respond emotionally and act upon it (Pansari& 

Kumar, 2017). Limited edition alerts, for example, can stimulate cognitive anticipation, generate 

emotional excitement, and ultimately drive behavioral participation.  

Three major theoretical perspectives underpin this study. Customer Experience Theory (Schmitt, 1999) 

emphasizes that consumers seek rich and meaningful experiences rather than merely transactional 
interactions. Hyper-personalization enhances experiential value by creating interactions that feel 

exclusive and personally relevant. Uses and Gratifications Theory (Katz et al., 1973) highlights the active 

role of consumers in choosing media to satisfy needs such as identity, entertainment, social belonging, 
and convenience, which aligns with the motivations fulfilled through personalized mobile interactions. 

Relationship Marketing Theory (Morgan & Hunt, 1994) adds the relational dimension, suggesting that 

trust and commitment are central to sustaining long-term consumer-brand relationships. When 

personalization demonstrates consistency, accuracy, and relevance, it signals recognition, thereby 

strengthening loyalty. 

However, several gaps remain. Few studies integrate these theoretical perspectives into a single 

explanatory model showing how hyper-personalization influences the different dimensions of engagement 

within mobile ecosystems. Additionally, branded apps remain under-examined as sites of strategic 
personalization, despite their cultural significance. Research on mobile personalization remains 

concentrated in Western and Asian markets. While studies in these regions explore sophisticated AI-

driven personalization, the focus in African contexts has often been on more foundational aspects of 

mobile adoption and basic SMS marketing, with limited attention given to the advanced, app-based 
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hyper-personalization strategies that are the focus of this paper, despite the region's high mobile 

penetration (GSMA, 2022; Sadiku & Diallo, 2024). 

Theoretical Framework 

This study draws on three complementary theoretical perspectives to explain how hyper-personalisation 
in mobile marketing influences consumer engagement: Customer Experience Theory, Uses and 

Gratifications Theory, and Relationship Marketing Theory. Together, these perspectives provide a 

multidimensional lens for understanding how personalized mobile interactions shape the way consumers 

think, feel, and behave in relation to brands. 

Customer Experience Theory (Schmitt, 1999) emphasizes that consumers engage with brands not only 

through the functional features of products or services, but through the overall experiences surrounding 

them. These experiences involve sensory, affective, cognitive, and social elements. Within mobile 

environments, hyper-personalization enhances these experience dimensions by tailoring what users see, 
when they see it, and how they navigate brand interactions. Features such as personalized 

recommendations, interactive content, and immersive visual design can stimulate attention and emotional 

involvement, making interactions feel more meaningful and memorable. The theory therefore supports the 
idea that hyper-personalization strengthens engagement by improving the experiential quality of brand 

encounters. 

Uses and Gratifications Theory (Katz, Blumler, & Gurevitch, 1973) contributes a motivational 

perspective. It suggests that individuals actively choose media to satisfy specific personal needs, such as 

entertainment, information seeking, social connection, or convenience. Mobile applications are well 
aligned with this framework because they allow users to engage selectively, based on personal priorities 

and routines. Hyper-personalization enhances this alignment by providing content and features that match 

individual interests and motivations. For example, exclusive product notifications may satisfy a desire for 
novelty, while behind-the-scenes storytelling can meet needs for cultural or social identity. From this 

perspective, engagement increases when an app consistently delivers content that resonates with what 

users are looking for. Relationship Marketing Theory (Morgan & Hunt, 1994) offers a long-term 
relational view. It argues that customer loyalty develops when consumers perceive trust and commitment 

in their interactions with a brand. Hyper-personalization can support these relational outcomes by 

signaling that the brand understands and recognizes the individual. When personalized interactions are 

accurate, relevant, and beneficial, they contribute to feelings of being valued, which can reinforce loyalty 
over time. In mobile environments, where interactions occur frequently and often informally, these 

relational cues accumulate and can gradually deepen commitment. 

Table 1 offers a synthesized summary of how each theory contributes to the proposed framework, 

outlining their core contributions, supported engagement pathways, and underlying mechanisms. 

 

 

 

 

 

 

 



 
 Audrezara Journal of Communication and Social Research (AJCSR), Vol. 1(1), 28-40, 2025. 
                                                                                                                                                    

32 
 

Table 1. Theoretical Contributions to the Hyper-Personalization Framework 

This table summarizes how each theory supports specific elements of the proposed model and explains the 

mechanisms by which hyper-personalization drives different forms of consumer engagement. 

Theory Core Contribution Engagement 

Dimension 

Supported 

Underlying Mechanism 

Customer 

Experience 

Theory 

Highlights experiential and 

affective value of 

personalized interactions 

Emotional 

Engagement 

Personalized mobile 

experiences stimulate sensory 

and emotional involvement 

Uses and 
Gratifications 

Theory 

Explains how personalized 
content meets user 

motivations 

Cognitive 

Engagement 

Users pay more attention to 
content that aligns with 

personal goals and interests 

Relationship 

Marketing 

Theory 

Describes how ongoing 

personalized interaction 

fosters trust and loyalty 

Behavioral 

Engagement 

Perceived recognition and 

relevance encourage repeat 

usage and brand commitment 

 

Taken together, these theories explain how hyper-personalization can move beyond mere content 
customization to influence deeper forms of engagement. Personalised interactions can draw the user’s 

attention (cognitive engagement), create emotional resonance (emotional engagement), and encourage 

sustained participation or repeated app use (behavioral engagement). This theoretical synthesis forms the 

basis for the conceptual framework developed in the next section. 

Proposed Conceptual Framework 

This study proposes a conceptual framework that explains how hyper-personalization in mobile marketing 

shapes consumer engagement across cognitive, emotional, and behavioral dimensions. At the center of the 

framework is the idea that hyper-personalization involves more than customized recommendations or 
targeted advertising. It represents a dynamic process in which artificial intelligence, real-time behavioral 

analytics, and contextual signals work together to tailor user experiences as they unfold. Mobile 

environments are particularly suited to this process because they allow content and interaction patterns to 

shift in response to location, time of day, previous activity, and ongoing engagement cues.Through this 
adaptive process, hyper-personalization can influence how users attend to, interpret, and respond to brand 

interactions. The first dimension is cognitive engagement, which involves attention, curiosity, and mental 

involvement. Personalized content is more likely to capture a user’s focus because it reflects their 
interests, habits, and immediate context. Features such as individualized recommendations, exclusive 

previews, or reminders tied to browsing patterns encourage deeper processing and brand recall. 

The second dimension is emotional engagement, which reflects the affective response that occurs when 

interactions feel personally meaningful or enjoyable. Hyper-personalization can evoke feelings of 

anticipation, excitement, exclusivity, or belonging, especially in mobile contexts where communication is 
intimate and continuous. Experiences such as limited-access product drops or personalized storytelling 

reinforce the sense that the brand understands and speaks directly to the user’s identity.The third 

dimension, behavioral engagement, includes observable actions such as repeat usage, participation in app-
based activities, content sharing, and purchasing. When cognitive and emotional engagement are 

sustained, users are more likely to interact with the brand consistently and integrate it into their routines. 

Over time, these repeated interactions can contribute to loyalty, advocacy, and long-term relationship 

development. 
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This conceptualisation is grounded in the three theoretical perspectives outlined earlier. Customer 

Experience Theory explains how personalised interactions enhance experiential depth; Uses and 
Gratifications Theory clarifies how personalisation aligns with user motivations; and Relationship 

Marketing Theory highlights the trust and commitment that may arise from ongoing, individualized 

interactions. Together, these perspectives show how hyper-personalization can simultaneously activate 

cognitive attention, emotional resonance, and behavioral participation, ultimately deepening the 
consumer-brand relationship. The framework therefore positions hyper-personalisation not simply as a 

communication tactic, but as a strategic approach to shaping engagement in mobile-first environments. 

By illustrating how personalized mobile experiences operate across interconnected psychological and 
behavioral pathways, this model provides a basis for analyzing how brands can build enduring and 

meaningful relationships through digital platforms. 

The proposed framework is visually represented in Figure 1, which shows how hyper-

personalization, driven by AI, behavioral data, and mobile UX, stimulates cognitive, emotional, and 

behavioral forms of engagement. These in turn contribute to a stronger, more enduring consumer-brand 

relationship. 

 

Source: Developed by authors for the study. 

Figure 1. Conceptual Model of Hyper-Personalization in Mobile Marketing 
Hyper-personalization influences consumer engagement through three key dimensions: cognitive, 

emotional, and behavioral, which together enhance brand trust, satisfaction, and loyalty. 

Method 

This study adopts a conceptual analysis approach, aimed at developing and clarifying the theoretical 

linkages between hyper-personalization and consumer engagement within mobile marketing 

environments. Rather than conducting primary empirical research, the paper synthesizes existing 
theoretical perspectives, Customer Experience Theory, Uses and Gratifications Theory, and Relationship 

Marketing Theory, to propose a multidimensional framework explaining how personalized mobile 



 
 Audrezara Journal of Communication and Social Research (AJCSR), Vol. 1(1), 28-40, 2025. 
                                                                                                                                                    

34 
 

interactions shape cognitive, emotional, and behavioral engagement. The case of Nike’s SNKRS app is 

used as an interpretive case illustration to demonstrate how the proposed conceptual relationships operate 
in practice. The case draws on secondary data, including app interface observation, brand communication 

materials, product drop event logs, industry reports, and analyses of Nike’s direct-to-consumer strategy. 

The purpose of the case is explanatory and illustrative, not empirical validation. Accordingly, the case 

provides contextual grounding and practical exemplification of the conceptual model, while future 
empirical studies may test, refine, or extend the framework across different markets and consumer 

contexts. 

 

Case Study: Nike’s SNKRS App 

To demonstrate how hyper-personalization operates in practice, this section examines Nike’s SNKRS 

app, one of the most studied examples of data-driven consumer engagement in the mobile era. Introduced 

in 2015, the app has evolved from a niche outlet for sneaker enthusiasts into a fully integrated digital 
ecosystem that merges commerce, community, and culture. It illustrates how a brand can move beyond 

transactional interaction toward sustained, experience-based engagement.The SNKRS app applies hyper-

personalization in several ways. Its recommendation engine uses machine-learning algorithms to analyze 

browsing patterns, purchase history, and user preferences to tailor product suggestions and promotional 
content. Push notifications are timed and worded differently for individual users, ensuring that alerts 

arrive when they are most likely to generate attention and action. Geo-location data further personalize 

experiences, allowing Nike to announce city-specific “drops” or exclusive events for users in certain 
regions. These features translate behavioral and contextual data into real-time interactions that feel 

immediate and relevant. 

From a cognitive engagement standpoint, SNKRS draws attention through storytelling and informational 

depth. The “Behind the Design” video series, for instance, offers creative insights from designers and 
collaborators, enriching users’ understanding of the brand’s aesthetic and cultural choices. Such content 

stimulates curiosity and mental involvement, aligning with the cognitive pathway of engagement 

proposed in the conceptual framework.In terms of emotional engagement, the app leverages anticipation 

and exclusivity. “Shock Drops,” hidden product releases, and augmented-reality unlocks produce feelings 
of excitement and accomplishment when users gain access to rare sneakers. These emotionally charged 

moments reinforce the perception of belonging to an insider community, a response that reflects the 

affective mechanisms highlighted by Customer Experience Theory and Uses and Gratifications 
Theory.Behavioural engagement emerges as users translate cognitive and emotional involvement into 

repeated action. Frequent participation in draws, event check-ins, and in-app purchases shows how 

personalized prompts sustain ongoing interaction. Social-sharing options encourage users to post 

achievements or outcomes, extending engagement beyond the app and integrating it into broader social 
networks. Over time, this behavioral pattern strengthens the relational bond between consumer and brand, 

consistent with Relationship Marketing Theory’s emphasis on trust and commitment. 

Strategically, SNKRS also supports Nike’s direct-to-consumer business model by reducing dependence 

on third-party retailers. Personalized loyalty scores and engagement metrics allow Nike to allocate limited 
releases to high-value users, rewarding commitment and reinforcing perceptions of fairness and 

recognition. The resulting cycle, data-driven personalization leading to stronger engagement, which in 

turn provides richer data, illustrates the co-evolutionary dynamic at the heart of modern mobile 

marketing.Overall, the SNKRS app demonstrates how hyper-personalization can transform a mobile 
platform into an experiential environment that cultivates both individual relevance and collective identity. 

By combining technological precision with emotional design, Nike shows that personalization, when 

strategically embedded, can generate cognitive stimulation, emotional connection, and behavioral loyalty 
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simultaneously. This case provides practical validation for the framework proposed in this paper and 

offers direction for other brands seeking to develop adaptive, engagement-rich mobile ecosystems. 

Table 2. Mapping SNKRS App Features to Theoretical Framework 
To further illustrate the alignment between theory and practice, Table 2 maps specific SNKRS app 

features to the relevant components of the proposed framework. 

Framework Component SNKRS App Feature(s) Theoretical Basis 

Perceived Relevance Personalized product feeds, exclusive 

drop alerts, and location-aware 
notifications 

Uses and Gratifications 

Theory 

Experiential Value AR try-ons, interactive video 

storytelling, live-streamed sneaker 

events 

Customer Experience Theory 

Emotional Connection Community integration, gamification, 

exclusivity, and limited-edition 

rewards 

Relationship Marketing 

Theory 

Behavioral Engagement Frequent app usage, participation in 
“Draws,” in-app purchases, social 

sharing 

Synergistic effect of all three 
theories 

 

Case Findings  

Empirical signals from Nike’s SNKRS app illustrate how hyper-personalization translates into 
measurable engagement outcomes across cognitive, emotional, and behavioral dimensions. During major 

product drop campaigns, the SNKRS app consistently ranks among the top-grossing apps in the iOS App 

Store, frequently placing within the top 10 in the 'Shopping' category (Sensor Tower, 2023). This 
commercial performance reflects its strong pull among users seeking exclusive, time-sensitive offerings 

and its ability to convert engagement into direct revenue. Social media activity around drops, unboxings, 

screenshots, and commentary rose markedly. These patterns suggest that time-sensitive, personalized 

offers function both as acquisition levers and as catalysts for earned media. 

On the cognitive dimension, users demonstrated sustained attention and deeper processing through 

behaviors such as setting reminders for drops, watching editorial content (e.g., “Behind the Design”), and 

engaging with product narratives. Analytics from engagement funnels indicate higher session durations 

for users exposed to personalized storytelling and curated feeds, consistent with the idea that relevant 
content promotes greater mental involvement and brand salience. Emotionally, SNKRS generated strong 

affective responses tied to scarcity, exclusivity, and achievement. Gamified mechanics, such as “Shock 

Drops,” augmented reality unlocks, and invite-only releases, produced spikes in excitement and 
anticipation, which were visible in app engagement metrics (rapid increases in concurrent users during 

drops) and in qualitative feedback on forums and app reviews. At the same time, some users reported 

frustration with perceived unfairness or excessive competitiveness in access models; this tension 

underscores the double-edge of exclusivity as a mechanism that can both engage and alienate segments of 
the audience.Behavioral outcomes were evident in repeat usage patterns and transactional metrics. High-

engagement cohorts exhibited increased frequency of app sessions, greater participation in in-app draws 

and challenges, and elevated conversion rates during personalized campaigns. The app’s loyalty and 
scoring mechanisms enabled Nike to preferentially allocate limited releases to highly engaged users, an 

approach that appears to strengthen perceived recognition and reinforce repeat behaviour. Moreover, 

social sharing features amplified behavioral engagement beyond the app itself, producing secondary 

network effects that further embed the brand within user social practices. 
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Strategically, SNKRS has contributed to strengthening Nike’s direct-to-consumer (DTC) channel. By 

shifting some demand away from third-party retailers and toward a controlled app ecosystem, Nike has 
been able to capture richer first-party data and to operationalise feedback loops: user behavior informs 

future recommendations, which in turn shape new engagements. This co-evolutionary dynamic, where 

personalization begets engagement and engagement refines personalisation, illustrates the systemic value 

of a data-driven mobile strategy. 

Finally, qualitative signals from community channels and app reviews complement quantitative 
indicators. Many users frame SNKRS participation as a cultural practice or identity marker, reporting 

feelings of belonging when they secure releases or disappointment when excluded. These accounts 

corroborate the framework’s proposition that personalized mobile experiences generate not only 
transactional outcomes but also social and identity-based engagement. Hence, the case findings support 

the paper’s central claim: hyper-personalization in a branded mobile app can simultaneously stimulate 

cognitive attention, evoke emotional resonance, and induce sustained behavioral participation. The 

SNKRS example also highlights practical tensions, especially regarding equity of access and the 

management of exclusivity, that warrant careful consideration in the design of personalization strategies. 

Theoretical Interpretation 

The Nike SNKRS case illustrates how hyper-personalization can function as more than a tactic for 

targeted promotion, it operates as a mechanism for shaping how consumers experience, interpret, and 
internalize the brand. The app demonstrates how personalization creates meaning through experience, 

motivation, and relational reinforcement, reflecting the three theoretical foundations guiding this study. 

From the perspective of Customer Experience Theory, the SNKRS app constructs experiences that are 

immersive and emotionally resonant rather than merely transactional. Features such as interactive content, 

narrative-driven design elements, and visually rich product storytelling stimulate sensory and affective 
involvement. These personalized experiences encourage users to move beyond product evaluation and 

toward experiential immersion, aligning with Schmitt’s (1999) view that meaningful consumer 

engagement arises when brands evoke emotions, imagination, and identity expression. Uses and 
Gratifications Theory offers insight into why users choose to continuously return to the app. The 

personalized features of SNKRS respond to various user motivations: desire for insider cultural 

knowledge, aspiration for status within sneaker subcultures, and enjoyment of entertainment-oriented 

features such as gamified drop mechanics. The app allows users to actively pursue goals tied to identity-
making and community positioning, showing how hyper-personalization supports self-directed media use 

rather than passive consumption. This confirms the theory’s proposition that media engagement 

intensifies when user motives are recognised and gratified. Through the lens of Relationship Marketing 
Theory, SNKRS strengthens consumer-brand relationships by fostering trust and perceived mutual 

recognition. The app’s loyalty access system, tailored notifications, and individualized content flow signal 

to users that their preferences and behavioral history matter. For consumers who experience successful or 
meaningful interactions, a sense of being “seen” by the brand can emerge, reinforcing emotional 

commitment. Over time, these relational cues help transform episodic interactions into habitual 

engagement and, in some cases, brand advocacy. 

Importantly, the case also highlights the tension inherent in exclusivity-driven personalisation. While 

scarcity and reward-based access can heighten emotional attachment, they may also generate frustration 
when access feels unattainable or inequitable. This underscores that emotional engagement is not 

uniformly positive; it must be managed to avoid alienating segments of the user base. The theoretical 

implication is that hyper-personalisation produces high-intensity engagement, but not always uniformly 
desirable affective outcomes. This nuance is essential for understanding how emotional and behavioral 

responses unfold in mobile ecosystems. Overall, the SNKRS app demonstrates how hyper-personalization 
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activates cognitive involvement (attention and meaning-making), emotional resonance (anticipation and 

identification), and behavioral participation (repeat usage and advocacy) in an interconnected cycle. 
These findings reinforce the proposed framework’s central claim: in mobile contexts, personalization is 

most powerful when it aligns experiential, motivational, and relational dynamics rather than focusing on 

individualized content delivery alone. 

 

Discussion and Implications 

This conceptual analysis shows that hyper-personalization marks a significant shift in how mobile 

consumer engagement is structured. Rather than functioning as a minor enhancement, it operates as a 

strategic foundation that shapes cognitive, emotional, and behavioral forms of engagement. This moves 
the idea of personalization beyond earlier work that focused mainly on message relevance (Pansari& 

Kumar, 2017), and into the territory of holistic experience design, as emphasized in Customer Experience 

Theory (Schmitt, 1999). In practice, marketers are now using rich user data to build relationships across 
the customer lifecycle, moving from broad promotional messaging to individualized experience 

orchestration (Moqaddem,2025).The framework developed herelinking Customer Experience, Uses and 

Gratifications, and Relationship Marketing theories help to explain why hyper-personalized environments 

are so powerful. Engagement is shown to be a layered process, consistent with the multidimensional view 
proposed by Brodie et al. (2011). The Nike SNKRS app provides a clear illustration. Cognitive 

engagement emerges when content appears personally relevant, which aligns with the goal-driven nature 

of media use outlined in Uses and Gratifications Theory (Katz et al., 1973). Emotional engagement 
strengthens when experiences signal exclusivity or support identity expression. Repeated participation 

then builds behavioral engagement and fosters the trust and commitment central to Relationship 

Marketing Theory (Morgan & Hunt, 1994). Recent empirical work confirms that personalized mobile 
notifications can meaningfully increase user engagement and sales, supporting this behavioral mechanism 

(Grewal et al., 2020). 

At the same time, the findings introduce an important tension. While exclusivity can heighten 

involvement, it may also lead to perceptions of unfairness when access appears selective or opaque. This 

adds nuance to Relationship Marketing Theory by suggesting that strategies that deepen commitment for 
one segment may alienate others. It also echoes research on the personalization–privacy paradox, where 

consumers welcome relevance but remain cautious about how their data is used (Cloarec, 2020). 

Emotional engagement, therefore, is not inherently positive; it must be managed with sensitivity to ensure 
trust is not compromised.The strategic implications are clear. Effective hyper-personalization requires 

more than algorithmic targeting, which has been the focus of much recent mobile marketing literature 

(Hofacker et al., 2016). It involves creating mobile environments that make users feel recognized and 

valued. As demonstrated by the SNKRS app, when branded applications are approached as immersive 
engagement platforms rather than transactional interfaces, they are better positioned to strengthen 

emotional attachment and sustained participation (Hollebeek& Macky, 2019). Achieving this requires a 

continuous learning approach that treats personalization as adaptive rather than fixed (Ascarza, 2018). 

This perspective is particularly pertinent for under-researched, high-growth mobile regions such as sub-
Saharan Africa, where mobile devices serve as primary gateways to digital culture (GSMA, 2022). While 

personalization strategies remain less developed in many of these contexts, mobile adoption, youth digital 

participation, and peer network influence present strong conditions for culturally grounded and 

community-oriented personalization models (Sadiku & Diallo, 2024). The framework developed here 
suggests that future success in these markets will depend on developing culturally adaptive 

personalization models that resonate with local motivations and community structures, rather than simply 

transplanting Western strategies(Alice & Ebuka, 2024). Supporting this view, evidence from other 
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emerging economies also suggests that personalized marketing can generate greater impact in these 

contexts than in more saturated markets (Katsikeas et al., 2019). 

As a conceptual contribution, this study lays the groundwork for empirical research. Future work should 
examine how engagement develops over time, how cultural contexts shape personalized experiences, and 

how consumers navigate the balance between personalization and privacy. Addressing these questions 

will deepen understanding of hyper-personalization as not only a marketing tool, but a defining structure 

of contemporary consumer–brand relationships. 

 

Conclusion 

This paper examined the strategic role of hyper-personalization in mobile marketing and developed a 

conceptual framework explaining how personalized mobile experiences shape consumer engagement 

across cognitive, emotional, and behavioral dimensions. Drawing on Customer Experience Theory, Uses 
and Gratifications Theory, and Relationship Marketing Theory, the study argued that engagement is not a 

single outcome but a layered process that unfolds through meaning-making, affective resonance, and 

repeated participation. The case of Nike’s SNKRS app illustrated how these processes operate in practice 
and showed how personalized mobile environments can generate strong forms of attention, anticipation, 

cultural identification, and loyalty. 

This study contributes to ongoing academic discussions in several ways: 

1. It synthesizes Customer Experience Theory, Uses and Gratifications Theory, and Relationship 

Marketing Theory to formulate an integrated framework that explains how hyper-personalization 

activates cognitive, emotional, and behavioral engagement within mobile environments. 

2. It advances the argument that hyper-personalization should be understood as a relational and 

experiential practice, not merely an algorithmic targeting mechanism, highlighting how 

personalized interactions foster recognition, identity expression, and belonging. 

3. It conceptualizes consumer engagement as a dynamic, layered process rather than a singular 

behavioral outcome, emphasizing the interplay between attention, emotion, and repeated 

participation. 

4. Through the Nike SNKRS case illustration, the paper shows how branded mobile applications can 

function as cultural and experiential ecosystems, where personalization strategies generate 

community value, anticipation rituals, and symbolic consumption. 

5. It identifies opportunities for extending personalization research into mobile-first regions, 
including African consumer contexts, where digital identity formation and peer-based cultural 

participation are particularly influential. 

The framework advanced here shifts the focus from personalization as mere message tailoring toward 

personalization as an experiential and relational mechanism embedded in everyday mobile interaction. It 

suggests that the value of hyper-personalization lies not only in the relevance of content, but in how 
mobile environments construct a sense of recognition, belonging, and narrative continuity for the user.At 

the same time, the case analysis highlights the need to consider the emotional complexity of 

personalization. Strategies that rely on exclusivity and reward dynamics can foster deep connection but 
may also produce frustration when access feels limited or inequitable. Understanding this tension is 

essential for theorizing how engagement develops and fluctuates in dynamic digital ecosystems. 
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As a conceptual study, this work provides a foundation for future empirical inquiry. Further research is 

needed to examine how users in different cultural contexts interpret and respond to hyper-personalized 
mobile experiences, particularly in markets where social identity and community affiliation shape 

consumer decision-making more strongly. Longitudinal studies could also explore how engagement 

trajectories evolve over time as personalization systems learn and adapt to user behavior, moving beyond 

the cross-sectional insights that currently dominate the literature. Additionally, as algorithmic 
personalization becomes increasingly pervasive, the tensions between relevance and intrusion will 

intensify. This makes questions concerning data transparency, perceived fairness, as highlighted in 

research on the personalization-privacy paradox (Cloarec, 2020), and digital autonomy a pressing priority 

for sustained scholarly attention. 

Hyper-personalization represents a significant evolution in how brands and consumers interact, especially 

in mobile-first environments where devices act as continuous extensions of the self. By integrating 

experiential, motivational, and relational perspectives, the framework developed in this paper provides a 

basis for understanding how personalized mobile interactions can cultivate meaningful and enduring 
consumer-brand relationships. As mobile technologies continue to expand their reach and influence, the 

need to develop personalization strategies that are not only intelligent but also culturally sensitive, 

emotionally attuned, and ethically grounded will become increasingly important for both researchers and 

practitioners. 
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