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Introduction

In conjunction with research house Opinion Matters, Monotype Imaging
conducted a quantitative research study commencing 19.08.09 until 02.09.09 of
2,117 UK consumers to discover how important effective typography is in relation
to consumer trust in products and brands presented on the mobile phone.

Key research findings

The following pages display the results to the questions asked in the survey
and include a brief overview of what the results show.




Apart from making calls and text messaging, which of the following do you use

your mobile phone for?
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Half of consumers use the mobile phone for activity
aside from just making calls and text messaging. It
has become the key proponent for surfing the web,
whether that be checking online banking accounts,
booking a table at a restaurant or checking train times.
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There is also a clear distinction by age since younger
users tend to use their phones for more functions
than older users but there is little difference in the
functions the sample uses by gender.



(0. Have you ever considered the role a font plays in a company’s brand?
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A higher proportion of younger users are more 1
aware of the role fonts play ina company’s brand than
older users but there is little difference by gender.

(0.2 Ifyouwere sent details from a source that you often use (your bank,for example)
but it appeared in a different font, would you trust that it’s from a reliable source?
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An overwhelming majority (86%) would not trust
that a communication from a source they often use
(a bank, for example) was from a reliable source
if the details were sent in a different font.

With the recent spate of data breaches, spam has
come to the forefront of the nation’s attention —
this is reflected in this question.
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(.4 Would you give your details to a site that had all the regular text in place, but had
a logo which contained a different font to the one you are used to?
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This very specific question underlines just how much
faith consumers do actually place in typography. Even
if everything else seemed normal, just the fontin alogo
would be enough to dissuade a potential customer
from surrendering their personal information.

This truly highlights that, although the majority
of consumers claim not to consider the role of
typography, it is an essential part of the mobile
marketing mix.

This more specific question, which focuses on the
presentation of the logo, reveals that senior users
are more sensitive to this.



(.5 If presented with these images on your mobile phone, which would you trust?
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When faced with two images — one using a
company’s correct font and the other using a
standard mobile font — today’s spam conscious
consumer would immediately recognise Barclays’
proper corporate display and would be very
hesitant to hand over details to a less “impressive”
looking version.
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Conclusions

* There is an inherent, sub-conscious trust in typography

* Despite most consumers claiming they do not consciously consider fonts,
there are cases where they would not trust a promotion and certainly not
give up their personal details if the content was not presented correctly
with the right fonts.

* To capitalise on mobile marketing and maximise response brands need
to take their identity components, including their fonts, out to mobile
authentically.
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