
 

 

 

Abstract—The new Media: Portability, perhaps for the first time 

in history, human beings are able to Communicate with one another 

without the restrictions imposed by fixed devices. Mobile 

communication Make us available across boundaries of space and 

time. Mobile phone shows its astonishing transformation from, an 

emergency service tool to a business. Mobile phone refers to on 

demand across to business advertising content anytime, anywhere, on 

any digital device. In modern world the media has very strong effect 

to entire society not only just human activities but human thoughts 

are working as an in visible control factor in new media. Also the 

economy is become the base of the society. Data from the cultural 

bank of Sri Lanka (CBSL) and Tele communication regulatory 

commission showed the mobile sector increased fast. Mobile phone 

has become the most demotic telecommunication device among in 

the society. 

 

Keywords— Advertising, Marketing, Mobile Phone, New Media.  

I. INTRODUCTION 

OBILE phone were introduced in the Sri Lanka as early 

as 0.71 million of them, according to a market review by 

cyber media research. Mobile phone in the Sri Lanka had 

become remarkably popular by around 2006.there are over 

21% mobile phone user in a population of about 20.3 million. 

The vast majority user buy pre- paid phone cards.That makes 

wireless communication more accessible and affordable than 

regular telephone or computers. 

Mobile phones , then were not only invested with the power to 

overcome the crowded conditions and congested surroundings 

brought about by the state’s inability to order everyday life, 

they were seen to bring about a new kind of crowed that was 

thoroughly conscious of itself as a movement headed towards a 

common goal.  

Frist began as an advertising gimmick among mobile phone 

providers in order to attract young users to their products. In a 

sense businessesaffairs is a conversation with consumes about 

a product.it gets attention, provides information and tries to 

create some kind of response, such as a sale. This process is 

referred to as the SMRC model of communication. This is a 
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model of how a conversation works. It suggests that if 

advertiser wants to be effective and successful, they need to 

learn to listen to message from, as well as send massage to 

customers. That is an interactive form of business 

communication such as personal selling, telemarketing and 

online advertising. 

Mobile phone technologies that have changed the way 

people live work and communicate. The number of people 

using social media in 2010 is staggering in comparison to user 

of other communication media. Some people 7.09% use 

Facebook use 24.88% Mobile phone. 

    Mobile phones were more opportunities to send the right 

messages to the right person at the right time. Mobile phones 

soon spread across the population they can full fill their 

business intervention through the mobile device in a digital 

age. Identified mobile phone and Business affair activities fall 

in to the as follows, Networking ,Information, Sharing Viral 

Communication , commenting and Reporting, Polling and 

Surveying Rating and reviewing , Gathering, Checking in, 

mobilizing, crowd- sourcing, Group deals and Entertaining. 

Mobile phone provided many more Functions for enraging 

prospect and customers than to modern and traditional media. 

To understand the significance of the impact of mobile 

marketing and selling of products today, a business marketer 

needs an understanding consumer desire andbehavior, 

traditional selling process is going to (B2B) business to 

business selling, but in time involving more people and various 

products to the market. 

Moreover it is important that readers will understand how 

they become victim in business advertisement without their 

knowledge. This study based on how this device can be used 

as a tool for the marketing In Sri Lanka. Can be identified 

saturation leave is and mobile usage in Sri Lanka among the 

business. This in turn is attributed to the various uses of the 

mobile phone for business as well as for personal-social 

purpose. Mobile phone can rebuild economics in Sri Lanka, 

Mobile phone dominant as a tool of socio cultural business. It 

is democratization of political mediation through dominance of 

consumer culture. 
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II. METHODOLOGY 

Ethnographic action research approach was used for the 

study. It is not one specific method but specially followed five 

steps as the research methodology. Those five steps 

werereviewing literature, media online observation, audience 

research and in depth interview. Audience research and online 

questionnaire helped to obtain a quantity analysis of data. 

There were several methods to research the audience. That was 

observation, informaldiscussions and online questionnaire. In 

depth interviews with Intellectuals, Media experts and pioneer 

adverting company owners and leading companyowners about 

the economic and social aspects of Sri Lankan business affairs 

culture in their point of view. 

III. FINDINGS 

Business affairs in Sri Lanka can be divided in to three 

categories. Small, large and self scale businesses. Moreover 

mobile advertising can be broadly categorized under their 

headings. Those that relationship building, those that cost 

saving and tractable results. After the content analysis, we 

could find all the themes can be categorized under above three 

categories. 

Sri Lankan technology literacy is more than heights rate in 

other Asian country but small scale business no more engage 

Mobile to promote their business. Large and self scalebusiness 

used mobile phone as a marketing tool. Our technical literacy 

is goes tohigher rates but businessman felt a lack of knowledge 

about new technology. 

IV. CONCLUSION 

In this research the subject was limited to socio-economic 

and mobile phone usage of Sri Lanka. This is not a total and 

complete research and a complete analyze of Sri Lankan 

mobile phone usage for business affairs. Because of that 

emergence of an information society. 

The mobile phone has the potential to offer a new 

generation of tools for small scale business development. 

However the majority of in developing countries are kept away 

from the modern in marketing technology due to thedigital 

divide lack of motivation towards the use of mobile phone as a 

marketing tool and the English language barriers. 

This paper suggested that those failures are connected to 

mobile and business strategies and policy frameworks needed 

for the use of the Mobile phone for small scale business 

development in Sri Lanka. Many companies gain measurable 

benefits from the use of mobileadvertising marketing budgets 

are changing to allocate more money to new media devices. 
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