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INTRODUCTION

In the five years since the guide debuted, the world of mobile 
advertising has changed from one of discussions about simple 
tile banners to now also encompass rich media executions, bar 
codes, linked SMS messages, MMS videos, page takeovers, video 
ads, augmented reality, sophisticated local paid search, geotar-
geting and fencing, social media and analytics to make sense of 
this pastiche.

That’s where this guide steps in. The world of mobile has be-
come infinitely more complex. Advertisers’ expectations are way 
up because of the whiz-bang smartphones and tablets debuting 
with regular frequency. The presence of mobile-friendly content 
and commerce too has changed the perception of the medium. 
Indeed, marketers have no option but to take mobile seriously. 
Their customers are.

Click truths
Marketers will increasingly have to shift ad budgets to mobile 
for branding, lead-generation and customer acquisition and re-
tention purposes. Publishers will have to figure out how to make 
money from mobile ads. Retailers will have to deploy mobile ads 
that link directly to mobile commerce destinations for transac-
tions. Agencies, for their part, can no longer pretend that mobile 
advertising does not exist. 

Where there is an identifiable audience, there is an identifiable 
advertising and marketing opportunity to inform and educate 
them. This is the promise of mobile advertising done smartly.

While numbers are hard to verify in mobile for the lack of a 
clearing house, eMarketer has gone on a limb to extrapolate 
from available public research that mobile advertising in 2013 

will reach $7.19 billion, up 77 percent from $4.06 billion in 
2012. The projection for 2014 is $11.14 billion, a 55 percent 
anticipated increase from the previous year. 

On message
The campaigns and programs covered in Mobile Marketer are 
proof of advertiser interest in marketing to consumers where 
they are – on mobile sites and apps, searching for local needs, 
scanning for more information and clicking on opted-in SMS 
messages with marketers with whom they have a relationship. 

As the 20 articles in this guide show, the mobile advertising 
landscape is evolving rapidly to the point where marketing is a 
constant learning process. Industry experts have taken the time 
to spell out the issues and opportunities in this book. Thank you 
to them for their time and insight. Feel free to tap their expertise 
on page or even reach out to them.

A big thank-you to Mobile Marketer associate editor Rimma 
Kats for assembling these submissions and for laying out the 
Classic Guide. Many thanks to team members Chantal Tode and 
Lauren Johnson for their reporting and to Jodie Solomon and 
Kristina Mayne for sales and events support. 

Please read this guide cover to cover. Reach out to the experts. 
Better still, apply the tips to the next mobile advertising cam-
paign planned or already in place. Now is the time to be where 
the consumer is: on mobile.

Budgets go up and up for mobile advertising

W elcome to the fifth edition of Mobile Marketer’s Classic 
Guide to Mobile Advertising.
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Mobile marketing: Not just a brand’s game
By Carine Zeier

Mobile marketing has evolved. It has been the 
domain of big brands, larger budgets and 
broadly targeted campaigns. Now, things have 

The mobile consumer is far ahead of most brands, as 
percentage spent from the marketing budget on mo-
bile does not match time spent on mobile by consumers. 

Why are SME brands lagging behind?

evolved significantly, letting a broader range of compa-
nies - including small to mid-sized enterprises - to drive  
targeted campaigns.

• Agency rejection. SMEs 
usually spend less across the 
board than big brands and 
their business is regarded a 
hassle with little earning po-
tential amongst some agencies 
- creative, media buying and  
ad networks. 

Therefore, SMEs get reject-
ed  as agencies do not want  
their business. 

There are enough bigger clients that agencies rather 
would like to focus on.

• Uncertainty on where to begin. Mobile marketing is 
comparatively new and most marketers are unsure how 
to approach it. 

With agency rejection, SME brands are left on their own 
or in the hands of aggressive cowboys looking for a quick 
win in a new and booming industry.

SMEs who face this situation need not despair. 

Here are five concrete ideas on how to get started:

1. What do you want to go mobile with? Design your 
business case and ask yourself what you think mobile 
can help you with achieving. 

Many marketers would like a mobile-optimized Web site 
that represents their company so customers can find 
them more easily. 

Others launch a new brand or product and would like to 
include mobile in the mix. 

It is important that marketers fully optimize the mobile 
experience. 

There is nothing more frustrating than taking consum-
ers to a non-optimized landing page where they have to 

Carine Zeier
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pinch-and-zoom. 

While that may have been the norm a while ago, that is 
no longer the case. 

2. Look at it from the consumer’s point-of-view. Start 
with the lowest-hanging fruit. 

Where does mobile first help your target market? You do 
not have to do it all from the start. 

Think how you can integrate mobile with your other 
marketing efforts. 

Adding a QR code to print ads, in-store or on outdoor 
billboard is one way to easily ensure value-added inter-

action with your brand.  

3. Segment, segment, segment. Mobile is the most 
personal marketing channel there is – so should your  
messages be. 

Leverage tools and services that easily let you 
tweak messages and pinpoint the distribution to fit  
different segments. 

Use location-based ad networks or direct relations with 
publishers rather than blind networks.

4. Use DIY tools to save cost and increase agility. DIY 
tools have matured, and offer agency-free solutions re-
quiring zero coding knowledge. 

If you can build your own Facebook page and work with 
digital images on your camera, you can also leverage DIY 
marketing tools. They should be just as easy to operate.

5. Build your own customer loyalty club. Nurture your 
customer data as your most treasured asset.

It is important to capture your customer’s data through 
marketing activities and in every transaction. 

A local watch store quickly added 4,000 mobile phone 
numbers to its customer database by asking in-store 
customers if they wanted to receive special deals  
and offers. 

Via SMS with a URL that linked to a mobile-opti-
mized landing page, their latest SMS campaign re-
sulted in a click-through rate of 11.7 percent and 11  
watches sold. 

The conversion rate was 2.5 percent, and proves that 
SMS marketing is still a good route to go.

The barriers between smaller businesses and the enor-
mous potential of mobile on marketing’s fastest-growing 
frontier do not seem so large after all. 

Carine Zeier is global head of strategy at Boost 
Communications, Oslo, Norway. Reach her at  
carine@boostcom.com.

mailto:carine%40boostcom.com?subject=
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Apps vs. mobile Web: A marketer’s how-to
By Marci Weisler

We live in an application economy, but that does 
not mean that apps and the mobile Web are 
mutually exclusive. 

Studies have shown consum-
ers prefer mobile browsers for 
searching, quick bits of infor-
mation and news.  

However, they choose applica-
tions for better navigation, deep 
immersion and offline usage.

According to Nielsen Smart-
phone Analytics, four out 
of five users will choose the 
app over mobile Web, but the  

mobile Web can be browsed anytime, with the caveat  
of connectivity.  

At the end of the day, there are important uses for both 
apps and the mobile Web, which will co-exist for the 
foreseeable future.  

Immersion versus quick hits: Apps do a much better job 
of engagement, whereas the mobile Web is more about 
quick hits.   

The immersion in apps has been shown to be greater 
than both mobile and desktop Web combined, and the 
engagement is much higher.   

Speed: Apps are typically faster than the mobile Web. 

They have more functionality on the device it-
self and the processing and local access can mean a  
super-fast experience.  

Content in either case is often dependent on the network 
and coverage.   

Native device functionality: Apps do the best job of 
tapping into device functionality and creating a more 
seamless experience for users.  

Push notifications can drive app usage.   

Apps can integrate cameras and photo rolls. 

Local content access is also critical for many who spend 
time in transit without coverage and want preloaded ac-
cess to information, as well as gaming capabilities. 

As time goes on, some of these functions will be opened 
for browsing users as well, but it is currently a much bet-
ter option on the app side.  

Marci Weisler
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Reach: Mobile Web definitely wins the reach battle. It 
enables you to reach users not only on iPhone or An-
droid, but also those using platforms such as BlackBerry 
and Windows. 

It also means capturing those searching for subjects  
or products.   

Discovery: How will users find you? For brands, publish-
ers and marketers driven by social media, links should 
easily connect into the mobile Web. 

The mobile Web can then be used to drive into a deeper 

experience via apps or can push the site. App stores are 
fragmented and many lack good search capabilities.

However, if marketers have their own channels to use 
to promote theirs apps, then they can potentially drive 
strong downloads.

Monetization: Both apps and the mobile Web can 
be monetized via advertising, but apps offer addi-
tional opportunities through paid downloads and in- 
app purchase.   

Decisions on this front need to be based on your 
own goals and whether or not this is a driver for you. 

Note, however, that apps require approval, at least 
on Apple’s end, plus a revenue split, so there are  
multiple considerations.  

Budget: Typically, developing for the mobile Web is 
less expensive than creating apps, since they con-
tain much more customization in terms of features  
and functionality.   

Remember, though, sometimes if something seems to be 
too good to be true, it may be just that, and investing in 
a more immersive experience within an app may enable 
you to better reach your goals.  

At the end of the day, there is no one size fits all.   

You need to decide which formats match your audience, 
your budgets and enable you to deliver ROI.   

Additionally, multiple implementations may be com-
plementary and enable you to capture your us-
ers via whichever means they choose to interact with  
your brand.   

Keep in mind that no matter which direction you go, or 
if you choose to go broad and do both apps and mobile 
Web, you need to create quality experiences that truly 
capture users and usage in order to deliver on the prom-
ise of your brand.   

Marci Weisler is chief operating officer of EachScape, 
New York. Reach her at marci.weisler@eachscape.com.

mailto:marci.weisler%40eachscape.com?subject=
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Mobile marketing in the participation age
By Daina Middleton

Amobile device is the ultimate tool for partici-
pants. It is a simple technology vehicle that pro-
vides competence and autonomy in the palm 

A majority of mobile phone users report that they con-
sider the device to be so personal that they do not allow 
it to stray more than a foot away from their person 24 

hours a day, seven days a week. 
A mobile device is more than 
just a communication tool.  

It provides instant access to 
friends and family, informa-
tion, brands, celebrities, news, 
entertainment and an endless 
supply of content. More than 
in any other environment, par-
ticipants expect to engage in 
two-way conversations with 
brands and each other. 

of one’s hand. The speed at which the mobile device 
has proliferated globally demonstrates its ability to  
activate participation.

In this new age of participation, mobile devices are 
a primary enabler to increased connectivity and  
improved relationships. In fact, 60 percent of active social 
network users have a smartphone and expectations for 
amped-up performance and unique brand experiences. 

Consider this: according to the 2012 Life on Demand 
study conducted by Performics and ROI Research, 
people expect to be able to do the following from a  
mobile device:

• 71 percent - banking
• 64 percent - order food
• 55 percent – make a restaurant reservations
• 51 percent – check public transportation schedules 
• 51 percent – book travel/check-in for travel
• 50 percent – make a doctor’s appointment

Channels such as search and social mobility ultimately 
fuel the participation revolution, one that requires mar-
keters to adopt a new philosophy. 

So, how can brand marketers engage in the age of par-
ticipation, turning the handheld device into television, 
computer, book, instruction manual, sales associate, 
map and more? Here are six considerations for effective  
mobile marketing.

Embrace social and mobile participation. Social net-
working and mobile use, in concert, are integral parts 

Daina Middleton
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of the participant shopping experience pre-, during and 
post-purchase. IDC predicts mobile users to outnumber 
PC users by 2015 and, according to Performics and ROI:

• 60 percent of participants search how to use a product 
post-purchase
• 56 percent share a photo post-purchase
• 44 percent comment about a purchase on a social net-
work after buying

Strategically manage mobile paid search. Marketers 
should embrace an agile and adaptive marketing cul-
ture that promotes participation while balances it with  
performance goals.

• Desktop and mobile paid search programs managed 
independently deliver cost savings and performance  
improvements
• Mobile campaigns can produce twice the click-
through-rates as desktop-based paid search programs 
and diminish costs by as much as 60 percent 
• Mirror desktop keyword, copy, bid and landing page 
best practice as a basis for optimizing mobile campaigns

Customize for mobile, think local. As its name sug-
gests, the mobile phone is designed for on-the-go use 
and one in three mobile searchers uses a location in their 
search query. Given the local dynamic, marketers should:

• Test location-specific keywords
•  Consider hours of the day that drive significantly high-
er mobile traffic

Encourage and enable participant action. Click-to-
call and click-to-download mobile search ads effectively 
help users find what they need while providing market-
ers customizable means to suit their goals. For example, 
during a ten-month period after launching a mobile 
click-to-call campaign, a Performics client saw mobile:

• Sales increase by 54 percent
• ROI improve by 52 percent

Dedicate budgets to mobile. In August 2012, Performics 
aggregate client group dedicated more than one quarter 
of total paid search spend to mobile, a new record best-

ing even the height of the 2011 holiday shopping season. 

Increased spend led to increased impressions and clicks 
and in August:

• Mobile impressions were 29.2 percent of all impres-
sions
• Mobile impression volume is now up 300-plus percent 
year-over-year 

Create seamless experiences across channels and  
devices. Participants want – and expect – a remark-
able experience with your brand, whether on a desk-
top, mobile device or in-store. While brands may 
think in silos, participants do not, so create a seam-
less experience for increased customer satisfaction  
and conversion.

The age of participation is upon us and, ready or not, 
there has never been a more optimal time for marketers 
to understand and harness the power of the people to 
deliver optimal performance.

Daina Middleton is CEO of Performics, Chicago. Reach her 
at daina.middleton@performics.com.

mailto:daina.middleton%40performics.com?subject=
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Making mobile ads engaging
By Doug Stovall

A recent study published by Forrester Research’s 
Julie Ask titled, “The State of Mobile Technology 
Adoption,” found that the majority of organiza-

This spend includes mobile sites, applications and other 
mobile-specific activities. 

A separate survey from the Mobile Marketing Associa-
tion recently found that companies are currently spend-
ing just 1 percent of their total marketing budgets on 

tions surveyed have less than $500,000 annually to de-
vote to developing mobile services. 

mobile, but the association 
recommends increasing this to 
7 percent to take full advan-
tage of the medium. 

These reports paint a pretty 
clear picture of the mobile 
marketing and advertising 
landscape, one in which orga-
nizations have small budgets 
and must learn to optimize 
results from mobile programs. 

The novelty of running the first set mobile ads has passed, 
and brands and agencies must now shift their focus on 
how to create engagement and encourage sales. 

The old theory of spray-and-pray is not only outdated, 
but completely at odds with mobile’s greatest strength 
as an advertising medium, which is personalization.

German mobile app maker Trademob recently claimed 
that 40 percent of mobile ad clicks are either accidental 
or fraudulent. 

Should this deter marketers from embarking on mobile 
initiatives? Absolutely not, and here is why. 

Mobile ads are good, but mobile ads plus engagement 
are better. 

We, as advertisers, must promote the right kinds of clicks, 
and be able to prove it. 

Mobile ads rely on impressions to reach a broad audience 
across a number of platforms, devices, operating systems 
and screens. 

Proper rendering is essential to delivering a positive 
branding experience and encouraging the all-powerful 
click. 

However, it does not end there. After the click is the 
make-or-break moment for a mobile ad. 

Doug Stovall



Apps are vulnerable to a similar fate – many brands brag 
about how many times their app has been downloaded, 
but what does it mean if it is never opened again? 

A survey from Localytics found that 26 percent of apps 
are opened only once. Does that really help branding?

The problem with many mobile programs is that the story 
ends here – with a click or a download. However, it does 
not have to be that way. 

Clicks and downloads should no longer be primary key 
performance indicators. 

Here is an example of how brands can take their mobile 
ad programs a step further. 

A national fast food chain recently ran a mobile ban-
ner ad across a variety of mobile content target-
ing its key consumer demographics, advertising a new  
combo meal. 

When clicked, the ad offered multiple means of engage-
ment including social integration via Facebook and Twit-
ter, a restaurant location finder, a link to nutritional in-
formation, an offer to join the restaurant’s loyalty club 
and a coupon. 

This was a smart approach because the restaurant was 
employing a number of strategies to engage the customer 
post-click and encourage ongoing engagement and sales. 

The ad was an overwhelming success, generating 29 mil-
lion impressions in just 30 days, a 0.97 percent click-
through rate, a $4.99 cost-per-action and an outstand-
ing 18 percent opt-in rate for the company’s mobile 
loyalty club. 

This post-activity action is about re-engagement 
through permission-based marketing and represents real 
opportunities to develop long-lasting relationships with 
customers. By keeping these interactions contextual and 
relevant, they will be appealing to consumers and profit-
able for brands. 

As our fast food chain examples proves, there are many 

ways to continue the conversation with consumers  
post-click. 

Try offering a coupon, a deal or promotion, an opportu-
nity to sign up for your newsletter or loyalty program. 
Incent them to sign up for continued interactions. 

When integrated with traditional CRM systems, this opt-
in data is invaluable and a big missed opportunity for 
brands that focus solely on that initial click or impression. 

Make everything after the click or install count, so con-
sumers actually enjoy the process of being marketed to 
— so they are looking forward to hearing from you on 
their mobile device. 

Doug Stovall is executive vice president of sales and 
services at Hipcricket, Kirkland, WA. Reach him at  
dstovall@hipcricket.com. 
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Serving targeted ads: The needle in a mobile haystack
By Anthony Iacovone

As mobile marketers, we are now in the second 
generation of advertising to mobile consumers, 
and we are shedding older methodologies that 

The notion of  user experience, once an arcane concept 
only relevant to technology and design industry workers, 
is now in the common parlance, thanks in no small part 
to the Apple versus Samsung patent battle. 

It also matters to every consumer with a smartphone, as 
the conversation around how to advertise to consumers 

begins and ends with the en-
tire user experience.

In the first generation of mo-
bile ad networks, the goal was 
to adopt the standard digital 
advertising model and graft it 
onto the mobile ad space. 

This makes sense, until one re-
alizes that ads designed for the 

were more appropriate to the PC industry. 

PC do not easily conform to a 
mobile device. 

By tweaking ads to fit smaller screens and combining 
mobile ad inventory to make it available to advertisers, 
the idea was to have a ready-made audience. 

And for this reason, first-generation ad networks have 
worked well enough - $1.2 billion in sales this year 
would attest to this. And, yet, a growing backlash 
against mobile advertising has ensued, with companies 
complaining about the questionable return on mobile  
advertising investment. 

For us to make progress in this second genera-
tion of mobile advertising, we need to look at the 
reasons for why mobile ads have not worked in  
previous generations:

Ad creative and formats: The immediacy of mobile, 
and the smaller real estate involved in smartphone 
screens, requires creative to leverage the experience in  
efficient ways. 

Mobile search and geo-location services enhance a user’s 
access to commercial services, and ads should comple-
ment, not distract from, this reality. 

Tracking, or lack thereof: While tracking, targeting, 
and retargeting is the secret sauce and true potential of 
digital advertising, this digital advertising ecosystem has 
been built atop the lowly cookie file, a system that does 
not work on mobile devices. 

Anthony Iacovone
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Fifteen years of ad technology has been seriously ham-
pered by the mobile platform. 

Many companies are working on new post-click tracking 
systems for mobile devices. 

However, those mobile tracking systems are still in their 
relative infancy.

Given the problems of first-generation mobile ad 
networks that we just outlined, what does second-
generation mobile advertising offer for the future of  
mobile advertising? 

Mobile advertising is in the midst of great innovations 

and constant changes, but there are several second-gen-
eration mobile advertising trends that we see.

CPMs are not the way to go. The merits of CPM digital 
ad buys can be argued. 

However, for the future of mobile advertising, the CPM 
just does not work. 

For mobile ads to truly be effective, targeted and rel-
evant, they need to be bought on the individual  
impression level.  

Big Data. Big Data is critical for second-generation  
mobile advertising. 

If advertisers are going to purchase targeted ads on 
an individual impression level, the mobile ad net-
works will be crunching massive amounts of data –  
location, demographic or behavioral – and will be able 
to react to changes within that data through real-time 
machine learning. 

Post-click conversion tracking. Advertisers and pub-
lishers need metrics to determine the ROI of mobile ad-
vertising. We think focusing on the click is short-sighted. 

What will truly move the needle for mobile advertising is 
to have strong post-click conversation tracking. 

If the person clicked, did she ultimately convert or do the 
action that the advertiser wanted – purchase, register an 
email or download an app? 

Offering a better user experience through real-time 
learning is the proverbial needle in the haystack of Big 
Data, but this is where the mobile customer requires the 
industry to move. 

As marketers and brands increase their mobile ad spend, 
targeting these precious intelligent impressions is how 
we will better serve ourselves in this evolving second- 
generation scenario.

Anthony Iacovone is cofounder and CEO of AdTheorent,  
New York. Reach him at anthony@adtheorent.com. 

mailto:anthony%40adtheorent.com?subject=
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The success of commerce-enabled mobile ads
By Kathleen Goodwin

Mobile devices, specifically tablets, offer the 
unique ability to deliver rich digital content 
without sacrificing portability or convenience. 

As such, publishers and advertisers have turned their at-
tention to mobile and are taking full advantage of these 
devices by delivering relevant ads to an audience that is 
already immersed in a related mobile experience such as 
online shopping, reading a digital magazine or perusing 
a digital catalog. 

Reaching this qualified audience provides a distinct ad-
vantage to the mobile marketer and those that enable 
commerce through these mobile ads will be the real win-
ners when it comes to inspiring transactions.  

Why it works
The success of commerce-enabled mobile advertisements 

stems from the interactive and 
convenient experience that 
mobile provides. 

These capabilities exceed 
those of other mediums. 

For example, an advertise-
ment in a print magazine 
may ask the reader to make a 
call or send an email to make  
a purchase. 

Because the reader has to complete the task through an-
other venue, chances are, she will not follow through. 

With mobile, however, the user can click straight through 
to the advertiser’s homepage or ecommerce site. 

Kathleen Goodwin



Users can then easily get detailed product information 
through detailed descriptions, photos and peer reviews 
before opting to pay for anything. 

In addition, mobile allows users to create digital profiles 
that allow for personalized communication and targeted 
experiences where print media can not. 

Comparatively, print advertisements are based on a 
blended audience demographic rather than individual 
demographics and purchasing behavior.

Recently, Harper’s Bazaar partnered with American Ex-
press to launch ShopBazaar, an iPad store enabling read-
ers to move from the inspiration of seeing desirable items 
in the magazine’s pages to acquiring them in a fully inte-
grated experience, directed in its entirety by its editors. 

Through the digital catalog, The Bazaar Book, shoppers 
are able to browse as they would a regular magazine, but 
have the ability to purchase items advertised by various 
retailers and brands straight from the catalog. 

As showcased below, shoppers can shop the various 
styles without ever leaving the Bazaar Book experience.
 
Another example of successful mobile advertisements is 
the use of native advertising. Also known as extreme ads, 
these are custom-made to the app or page that the con-

sumer is viewing instead of 
a standard banner ad. 

In the example below, Black-
Berry sponsored the bot-
tom of the comments page 
with an ad targeted to us-
ers who have already shown 
interest in mobile tech-
nologies through their past  
search histories. 

Facebook users are easily 
able to skip over the ad as 
it is integrated into the right 
side of the page inline with 
the comments. 

This causes less adversity and increases the chances for 
interested consumers to click on the link. 

Takeaways to implement  
Today’s connected consumer is bombarded with adver-
tisements wherever they go. 

Therefore, mobile ads that are not contextually rel-
evant or tailored to the consumer’s interests are  
easily dismissed. 

To be successful, marketers need to exceed these expec-
tations by delivering ads with the right message, in the 
right place and at the right time. 

As the examples above demonstrate, this can be achieved 
through mobile advertising. 

If you reach your audience with the right ad at the right 
time but fail to commerce-enable these ads, your efforts 
could be totally wasted. 

Commerce-enabled mobile advertisements present an 
invaluable opportunity to increase ROI by enabling pur-
chase decisions, and missing this opportunity would be a 
major loss for any marketer. 

Kathleen Goodwin is director of marketing at Zmags, Bos-
ton. Reach her at kgo@zmags.com.
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Building a digital presence that attracts mobile customers
By Anthony Bratti

By 2015, 50 percent of Web sales will be gener-
ated from social and mobile applications, accord-
ing to research firm Gartner. It is no longer enough 

Develop a mobile site 
that is simple and easy  
to navigate. 
The latest data from SMB 
DigitalScape indicates 98  
percent of SMB Web sites are 
not mobile-optimized — that is 
practically all SMB Web sites. 

Relying on a standard Web 
site that has been designed for 
viewing on a desktop or laptop 
computer is not a good strat-

merely to have a digital presence. Small and mid-sized 
businesses need to optimize their digital assets to reach 
mobile customers. 

SMBs should consider taking a few basic steps to ensure 
a positive mobile consumer experience before they begin 
marketing to mobile customers.

egy for building relationships with mobile consumers. 
Information renders differently on mobile sites. 

Also, today’s savvy mobile consumers have high expecta-
tions for mobile sites. 

Consumers want a fast, simple site that pro-
vides them with the information they need and a  
rewarding experience. 

Offering mobile users a poor experience will not only 
drive them away from your site, it will also drive them to 
your competition. 

According to Google, 61 percent of mobile customers 
turned to a competitor’s site after a bad mobile Web ex-
perience and 57 percent would not recommend a busi-
ness with a bad mobile site.

Allow customers to get in touch with your business. 
SMBs should have a mobile presence to better engage 
with current and potential customers. 

But being mobile is not enough. 

Among the essential elements of an effective mobile 
presence is providing mobile customers with the oppor-
tunity to get in touch with your business. 

A business phone number, email address, links to your 
social media channels and a simple way to request more 

Anthony Bratti
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information should be easy for mobile customers to find 
and use. 

Confirm mobile customers can find your location.
SMBs want their customers to find them easily and in 
the right location. 

Location-aware devices and apps make it easier than 
ever for mobile customers to find your exact loca-
tion — as long as your business is listed correctly in 
the wide range of online directories and databases  

available today. 

Marketers should make it a priority to monitor how their 
business is listed in online directories. From there, they 
should make corrections when needed. 

This can be a challenging task for busy SMBs. 

The good news is there are lots of online services avail-
able to do this — often available through trusted mar-
keting partners, such as local media companies where  
you advertise.  

Tap into trusted resources and partners to  
become mobile. 
Most media companies that provide local advertising for 
small businesses such as Yellow Pages publishers, local 
TV and radio stations and local newspapers also provide 
a range of online and mobile marketing tools and ser-
vices, such as cost-effective mobile apps. 

Mobile apps allow SMBs to engage directly with cus-
tomers through email and social links, conduct mobile 
transactions and schedule appointments. 

If SMBs select a media partner they already do busi-
ness with to help them become mobile-optimized, 
it can streamline the process and remove some of 
the trepidation that comes with adopting a new  
marketing technology. 

SMBs should ask their marketing representative how he 
or she could help their business get mobile.  

By 2014, 580 million consumers will be purchasing goods 
via mobile devices, an increase of 50 percent over this 
year, according to Juniper Research. 

Therefore, SMBs should feel the urgency to be-
come mobile-optimized and engage with local cus-
tomers if they want to get their share of mobile  
commerce dollars. 

Anthony Bratti is senior vice president of  
vSplash, Lyndhurst, NJ. Reach him at  
anthony@vsplash.com. 
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Home cooking starts with mobile shopping
By Alicia Cervini

Our mission at Allrecipes is to help home cooks 
around the world succeed with their everyday 
cooking goals, no matter the size or scope. 

While these final triumphs take place in the kitchen, 
more of the planning and preparation occurs when they 
are on the go and in stores. 

Due to this need for convenience and connectivity, con-
sumers in record numbers are relying on their smart-
phones as a trusted grocery-shopping companion. 

The move to mobile
Allrecipes.com traffic trends illustrate this new reality. A 
little more than two years ago, less than one percent of 
Allrecipes.com traffic came from mobile devices. 

Now, as smartphone penetration in the United States has 
crested the 50 percent mark, more than 40 percent of all 
allrecipes.com visits are coming from a mobile device.

Our community’s adoption of mobile is outpacing indus-
try averages, and we project our mobile visits will reach 
nearly one in two of total visits by early 2013.  

As a result of this very clear shift in the needs of our 
community, we now think of ourselves as a mobile-first 
company, providing cooks with resources and inspiration 
at all points of need.

The mobile resources we offer to our community include:

• Newly optimized mobile sites for all 18 countries we 
serve. 
• A suite of top-rate mobile apps across all the major 
platforms, including Allrecipes Dinner Spinner with UPC 
grocery scanner, Allrecipes Your Kitchen Inspiration tab-
let app, and the revolutionary Allrecipes Video Cookbook.

We enable home cooks to move effortlessly from de-
vice to device, enjoying seamless access to our collec-
tion of recipes, reviews, videos and photos, as well as 
their personal recipe box and shopping list. Meanwhile, 
we have been paying close attention to when and how 

our community is tapping  
into mobile. 

It is clear that our community 
uses different devices at dif-
ferent times throughout their 
path-to-purchase. 

Understanding these patterns 
ensures Allrecipes continues 
to provide relevant and useful 
resources to our community, in 
addition to engaging and ef-
fective advertising solutions for brands.

Last-mile marketing
Mobile is the fastest-growing technology used for meal 
planning and grocery shopping. 

In a recent study, 70 percent of the Allrecipes community 
who own smartphones shared that they are using their 
devices while grocery shopping to search for recipes - 50 
percent - or access a digital shopping lists - 42 percent.

According to the Point of Purchase Advertising Interna-
tional’s 2012 Shopper Engagement study, 76 percent of 
shoppers make their final purchase decision while in-
store, offering an unprecedented opportunity for mobile 
advertisers to reach consumers and influence purchasing 
decisions at the exact point of need.  

Allrecipes’ mobile solutions therefore offer brands the 
opportunity to engage with consumers on each step of 
the path to purchase. 

As media consumption habits shift, advertisers are un-
sure how to accelerate brand advocacy, brand sentiment 
and utility. 

To make it easy for brands to adapt to evolving industry 
trends, and reach consumers on the last mile of the path 
to purchase, we prioritized the implementation of stan-
dard mobile ad products, IAB Mobile Rising Stars and 
customized HTML5 solutions. 

Alicia Cervini
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Allrecipes also provides brands the option to incorporate 
our Add to Recipe Box and/or Add to Shopping List func-
tionality directly into a mobile banner. 

As a result, Allrecipes provides a seamless multiscreen 
experience that connects our community to our content, 
and enables advertisers to make their content immedi-
ately useful to the consumer. 

Additionally, content becomes contextually-relevant 
through channel targeting solutions on our mobile sites 
that mimic our core sites. For example, Acme Chicken Co. 
elects to run its ad on the m.allrecipes.com site targeted 
to the chicken channel. 

This means the Acme Chicken Co. placement will only 
run on recipes containing chicken, and become an im-
mediately relevant and useful piece of content for home 
cooks as they build their meal plans and make their pur-
chase decisions. Each of these elements serve to lower 

the barriers to advertiser participation, and reduce the 
friction between advertiser and consumer, making the ad 
a welcome and memorable part of a consumer’s planning 
and shopping experience. 

The mobile ads have built-in relevance and utility for the 
consumer at the exact moment they are trying to answer 
the age-old question, “What’s for dinner?” 

Mobile offers exciting new ways to serve consumers and 
advertisers alike, and the potential continues to grow 
as the platform blossoms into a more powerful adver-
tising medium. As the technology evolves, Allrecipes is 
uniquely positioned to place increasingly relevant and 
useful messages in the hands of engaged consumers at 
all points of need – from planning to preparation and 
ultimately purchase.

Alicia Cervini is director of mobile monetization at All-
recipes, Seattle. Reach her at aliciac@allrecipes.com.
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The mobile consumer: Remapping the pathway to purchase
By John Lim

T he mobile device has created a new breed of con-
sumer: the mobile consumer. We have not seen 
this type of change in human behavior since the 

As a society, we are more aggressive and less vocal. 
We do not hesitate when pulling out our phones dur-
ing meetings and dinners. We are starting to change our 
forms of communication. Mobile-originated emails and 
SMS messages often replace phone calls. 

This new mobile consumer is also affected by the  

real-world conditions sur-
rounding them, especially 
the weather and, for the first 
time, has the ability to be in 
both the physical and digital  
world simultaneously.
 
So, how do we effectively 
handle this new consumer? 
The one who will wait in line 
to get into a store, but refuses 

advent of the automobile. While the Web changed con-
sumer behavior, it did not change human behavior the 
way mobile has. 

to wait in line after getting in-
side? The one who has instant 
access to almost any information needed in the palm of 
her hands? 

The key is to understand that these new consumers re-
quire more intelligent, highly relevant communication 
and stronger engagement opportunities. 

Mobile touchpoints, such as QR codes, SMS, NFC 
and photo recognition allow us to instantly connect 
the consumer in the physical world to content in the  
digital world. 

These touchpoints help turn otherwise static items such 
as mailers and product packaging into interactive expe-
riences, extending the life of the items and delivering a 
more enhanced experience to the consumer. 

Allowing these touchpoints to drive consumers to a tai-
lored experience in real-time is one of the most powerful 
ways to successfully monetize the mobile medium.

Knowing this, there is a basic set of guidelines when us-
ing mobile touchpoints. 

The first is the actual mobilization of all your traditional 
means of marketing. Billboards, packaging, print materi-
als, email links: all of these should be mobilized. 

Using this underutilized real estate is the easiest way 
to effectively integrate mobile into your marketing mix, 
with the opportunity for a high return on investment. 

John Lim
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Not only that, but with mobile touchpoints, you can now 
track all of these traditional touchpoints in one place. 

Every single touchpoint accessed by a consumer is an 
interaction that would have previously been missed and, 
therefore, is a win. 

After the consumer interaction, make sure you pro-
vide a positive mobile experience by covering all of  
your assets. 

This is often forgotten, but is crucial. 

Consumers are using mobile to interact with your brand 
through email, social, Web and more. 

In fact, many of these touchpoints, including email and 
Facebook are accessed more frequently from a mobile 
device than online. 

Therefore, you need to ensure all these work correctly 
when accessed via mobile. 

If they are not mobilized, the user is like-
ly to have a bad experience and because of that, 
might not interact with your company again in  

the future.

In the end, it is about the en-
tire mobile consumer expe-
rience, both traditional and 
digital. To ensure success, we 
must be more intelligent with  
our message. 

It is important to take into ac-
count what is affecting the con-
sumer when your message is 
delivered, including real-world 
conditions surrounding them, 
such as the time of day, the 
weather and their location, as 
well as their past interactions 
are important factors in deliv-
ering the right experience to  
drive monetization. 

Using this information, you can guide consumers to a re-
tail or online store based on what is most profitable and 
likely to result in a sale. In order to successfully monetize 
your mobile efforts, you must engage this new mobile 
consumer, and tailoring the consumer journey is the key 
to doing that.

John Lim is CEO of Life in Mobile, New York. Reach him at 
john@lifeinmobile.com.
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Understanding mobile intent, usage key to mobile monetization
By Bill Dinan

Marketers are missing out on key mobile mon-
etization opportunities because they have not 
yet put the right strategies in place to track and 

While mobile provides advertisers and publishers a 
tremendous opportunity, marketers should beware of 
treating mobile advertising like other ad channels. To 
effectively reach and monetize the mobile audience, 
marketers must understand mobile searchers’ purchase- 
timing needs, what factors impact their ad viewing and 
their typical resulting actions. 

Location matters
Among the key differences 
in how consumers inter-
act with mobile versus other 
digital channels, consumers 
are more ready to make pur-
chases with as many as 90 
percent of all smartphone-
based local searches, de-
pending on the category, 
leading to consumer action 
within the day, according to  
xAd-Telmetrics.

value the calls and leads that are resulting from mobile 
ad programs. 

Demonstrating the importance of location, up to 84 per-
cent of mobile consumers look up a business location, 
maps or driving directions and up to 73 percent look for 
or use phone numbers to contact businesses. 

Location also factors in mobile consumers’ openness to 
ad content. 

The top reasons that mobile consumers engage with mo-
bile ads are local relevancy and local offers, such as cou-
pons and promotions.  

To monetize mobile ad campaigns, marketers must in-
clude location information upfront to drive these high 
quality, ready-to-buy consumers toward a final purchase 
and use location-based performance metrics – phone 
calls, reservations, map and directions views – to help 
measure success and ROI. 

Mobile search behavior differs 
Understanding mobile consumer motivations and cate-
gory-specific intent is also important when deciding how 
and where to best engage with mobile searchers. 

In the Mobile Path to Purchase Study, we examined mo-
bile consumer behavior within three of the top mobile 
search categories: travel, restaurants and auto. 

While all three categories demonstrate strong mobile 
purchase intent, with an average conversion rate of 60-

Bill Dinan



plus percent, the timing varied by vertical. 

Mobile travel searchers focused heavily on price com-
parison research and took longer to make a purchase, 
whereas mobile restaurant searchers were looking to 
make an immediate local purchase decision with 87 per-
cent visiting the restaurant the same day. 

Interestingly, mobile auto searchers demonstrated an 
even mix of both quick conversions and research.

The key takeaway is that mobile ad strategies must con-
sider these category-specific behavior and motivation 
differences to reach the right types of buyers with the 
right ad messages during the purchase cycle.

Device nuances
Smartphone and tablet search activities vary. 

It is also important to consider how mobile consum-
ers are using smartphones versus tablets when making  
buying decisions. 

The Mobile Path to Purchase study revealed that smart-
phones are generally used more to find and contact busi-
nesses, whereas tablets are used more for researching, 
price comparisons and reviews. 

The findings also showed that 68 percent of smart-
phone users mostly use their device when on the go, 
while 72 percent of tablet users mostly use their device  
at home. 

However, these overall findings can vary by type of 
business, so marketers should consider the nuances 
of category-specific device usage patterns when de-
veloping distribution channel strategies, promotions  
and content.

Another interesting finding is that search methods dif-
fered based on devices used. 

Local directory apps were most popular with restaurant 
and auto smartphone searchers, whereas travel smart-
phone searchers prefer brand Web sites. 

Furthermore, tablet users showed a greater preference 
for accessing brand Web sites across all three verticals. 

There are many things that marketers must do to maxi-
mize mobile ad program results, such as understand-
ing mobile consumers as a distinct media segment and 
tailoring their campaigns based on mobile users’ pur-
chase-focused behaviors, strong need for local informa-
tion and distinct actions based on vertical category and  
device used. 

With these elements in mind, marketers have an im-
mense opportunity to generate tangible mobile ad re-
sponse data – both online and offline – and optimize 
their overall mobile ad programs for more targeted, 
high-quality leads.

Bill Dinan is president of Telmetrics, Toronto, Canada. 
Reach him at bill.dinan@telmetrics.com.
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How brands can find the right talent to revolutionize their mobile presence

By Corey O’Brien

As most brands and consumers know, mobile de-
vices and mobile content have changed the way 
we live. Whether it is business or personal, the 

With more than 50 percent of 
United States adults owning 
a smartphone or tablet and 
the skyrocketing focus on all 
things mobile, many brands are 
turning to mobile advertising 
as a means to reach consumers 
that tap devices every day. 

However, with a whopping 79 
percent of large online adver-
tising brands lacking mobile-
optimized Web sites, many are 

insatiable demand to email, play games, work, shop, 
bank, or connect with friends and coworkers, wher-
ever and whenever, continues to drive businesses  
and relationships. 

throwing their money away and focusing on the wrong 
priority. 

Before deploying a mobile advertising campaign, brands 
need a fully-functional mobile Web site or application to 
drive click-through and brand awareness, ensuring cam-
paign success and positive consumer engagement.

Unfortunately, when it comes to developing mobile-
optimized sites and apps, many brands face a resource 
challenge with their current pool of talent – marketers, 
Webmasters, advertising departments and other cre-
atives – who are tasked with completing a multitude of 
other business-critical projects. 

Brands need a creative and technically savvy developer 
that can spend the time to guide the brand through the 
options available for mobile Web sites and apps, and cre-
ate the technology from soup to nuts.

Where do brands look to find the right candidate?
Given mobile’s infancy, all skilled and qualified tal-
ent might not have full mobile experience, but that  

is OK. 

Hiring managers should instead focus on the applicable 
skills and experience candidates have, rather than only 
wading through the small talent pool of mobile experts.

To get started, brands should consider the top 
three types of mobile projects that will increase 
consumer engagement and that might work for  
their business. 

Then, hiring managers can evaluate the top 
skills that talent must have in order to deliver a  
successful project.

Mobile Web sites
These cost-effective mobile sites or m.sites help brands 
control the way content is viewed on each mobile plat-
form and allows brands to tailor the content that users 
can view. 

Mobile Web sites are easier, faster and less expensive  
to implement. 

Over time these Web sites may require additional main-
tenance costs in response to the need for developers to 
create the same site for multiple platforms. 

These rich sites have a tendency to run slightly slower 
than a native application or mobile Web app. However, 
they are an excellent alternative for brands looking to 
engage with customers through mobile. 

Hiring managers for these positions should look for expe-
rienced front-end developers with knowledge in HTML5, 
CSS3 and JavaScript.

Native apps 
Native apps help users interact with a brand quickly and 
easily on their mobile device. 

These apps have the ability to use the mobile device’s 
core functionality such as GPS, accelerometer or camera 
to provide an optimal experience for the user. 

Corey O’Brien
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Native apps provide a rich user interface, quicker down-
load speeds than mobile Web sites and mobile Web apps, 
and do not require users to have Internet access to use 
the app. 

These apps are downloaded from an App Store and re-
quire engineers to create multiple versions to engage 
with users on different mobile platforms, including An-
droid, iOS and Windows. 

Based on the need for multiple app versions, these proj-
ects can become costly.

Hiring managers should look for talent with a strong en-
gineering background and understanding of various cod-
ing languages including Objective C, Xcode Java, Coco, 
SDK and Eclipse. 

Mobile Web apps 
Cross-platform mobile Web apps can be built by a 
single front-end Web development team and can 
prove cost-effective by reducing development and  
testing expenses. 

While slower than native app, mobile Web applications 
can be easily created and bookmarked on devices for  
repeated use. 

These apps lack the advanced capabilities and cannot 
access the device’s core functions such as GPS, camera 
and accelerometer.

Hiring managers should look for talent with experi-
ence in HTML, CSS, JavaScript, PHP and ASP.net to fill  
open positions.

Full picture
Mobile is here to stay and will continue to be a focus for 
brands as consumers continue to devour digital content 
on mobile devices. 

According to eMarketer, time spent using mobile devices 
for activities such as Internet and app use, gaming, music 
and others has more than doubled in the past two years.

This proves that brands cannot afford to miss this  
medium to engage with consumers.

Finding the right talent to create mobile Web sites and 
apps is the first step in building a mobile advertising 
campaign focused on ROI. 

Brands should invest the time and resources to deter-
mine their mobile needs and match a qualified candidate 
that help them join the mobile revolution.

Corey O’Brien is managing director of electronics 
and energy at Aquent, San Francisco. Reach him at  
cobrien@aquent.com. 
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SMBs and mobile: An opportunity for agencies, publishers
By Anthony Bratti

Most small business Web sites fail to reach mo-
bile customers. In fact, the latest data from SMB 
DigitalScape shows 98 percent of SMB Web 

The SMB DigitalScape data 
indicates that if SMBs 
are to improve their mo-
bile reach, they must make  
drastic changes. 

Currently, three-quarters of 
SMB Web sites do not have a 
privacy policy, putting them 
at risk of not being indexed by 
search engines for missing this 
best practice element. 

sites are not mobile-optimized and will not render suc-
cessfully on mobile devices and smartphones, resulting 
in lost opportunities to connect with mobile customers. 

Anthony Bratti

And nearly half of SMB homepages do not have a 
phone number, making it difficult for customers to  
contact them. 

These findings confirm that SMBs are not equipped 
to capitalize on the growing mobile commerce op-
portunity being driven by consumer mobile usage and  
smartphone proliferation.

For a Web presence to be successful, it must extend be-
yond the desktop to mobile. 

According to Gartner, mobile phones will overtake PCs 
as the most common Web access device worldwide  
by 2013. 

For SMBs, having a mobile-optimized site strengthens 
the impact and availability of their digital presence and 
provides a foundation for progressive mobile consumer 
communications and engagement. 

With SMBs being ill prepared to reach mobile customers, 
there comes a tremendous opportunity for digital media 
and marketing companies to help small businesses with 

mobile strategy and execution. 

Providing SMBs with a mobile commerce solution gives 
local media companies, Web hosting providers, digital 
advertising agencies and Web and application develop-
ers an additional product and service offering for build-
ing higher customer retention rates. 

Mobile-optimized site development can be a compelling 
add-on to a publisher’s or agency’s sales portfolio, as 
virtually all small businesses have come to understand 
first-hand the vital role that mobile plays in local mer-
chant research and purchasing decisions.

For SMBs, reaching the local, mobile customer is impera-
tive, as 61 percent of mobile users use their mobile device 
to conduct local searches and 66 percent of consumers 
use their smartphone to make purchasing decisions, ac-
cording to Pew Internet American Life Project. 

With 98 percent of SMB Web sites not mobile-optimized, 
clearly SMBs need help bringing their online presence up 
to mobile commerce standards. 

For media and marketing companies that provide digital 
solutions to SMBs — do the math — solving this one as-
pect of digital presence for SMB customers represents a 
significant revenue opportunity. 

Anthony Bratti is senior vice president of vSplash, Lynd-
hurst, NJ. Reach him at anthony@vsplash.com. 
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From rags to riches: The future of mobile advertising
By Ales Gabrovec

Mobile advertising has always strived to create 
a meaningful connection between brands and 
consumers, but has struggled along the way as it 

Rich media mobile ads, on the other hand, have time and 
again proven significantly greater value for advertisers.

Rich media works
Recent research analyzing 60 mobile campaigns across 
different formats and devices, hones in on several key 
metrics that prove effectiveness of rich media mobile ads 
across various industry verticals.

Highlights:
• Engagement rates for mobile rich media ads average in 
the double-digits (12.8 percent), with video and gaming 
experiences being the most engaging.

• Gaming experiences are highly effective for enter-
tainment, with (16.6 percent) of users responding to a  
gaming element. 

• Users are engaging with social media through mobile 
ads, sharing branded content on Facebook (8.7 percent) 
and Twitter (12.6 percent).

• Direct response features are present in most ads. 

A click to an external service, such as app store or Web-
site is almost always included in an ad.

Designing effective ads
While rich media ads are proven to be effective, there 

initially had little to offer through click-to-site banners 
that are, in many aspects, not very mobile. 

are several best practices that 
will ensure your next rich me-
dia mobile campaign is a suc-
cess and even goes beyond this 
baseline of ad performance.

Using rich media mobile 
platforms
The mobile rich media ecosys-
tem can be daunting with dif-
ferent operating systems, de-
vices screens, mobile Web and 
in-app publishers, presenting a 
whole set of challenges that can affect performance. 

There is no better way to build effective ads than to 
use a rich media mobile platform, which can be in-
dispensable in providing excellent creation tools, 
guarantee ad reliability, provide reach and offer  
extensive analytics.

Know your goals and pick appropriate vertical  
features. Having clearly defined goals will help you pin-
point the features your ad requires. 

Picking ad features that drive high engagement in a spe-
cific industry vertical will boost the quality and perfor-
mance of your ads.

• Drive purchase intent through engagement. Gaming 
works very well in entertainment. 

Engagement rate is nearly 17 percent, with 90 percent of 
users completing the games. 

After playing, users are more than twice as likely to click-
through to a site. In retail, product showcases are a must. 
You can expect engagement rates of more than 25 percent. 

Showcases keep the audience engaged for longer and 
get consumers closer to making a purchase.

• Leverage the user’s location to direct her to the  
nearest store. 

Ales Gabrovec



A store locator is a simple, yet effective way to get users 
into stores as more than 10 percent of users will search 
for the local store within the ad. 

In entertainment, location awareness can be even more 
effective as up to 15 percent of users will look for tickets 
for their local theater, music show, or sports event. 

• Use social media ad features to fuel engagement and 
extend your reach. 

If packaged correctly, users like to share branded content 
from ads. 

Do not forget to include Facebook page or Twitter  
profile buttons. 

It is an easy and effective first step toward bringing so-
cial media into your ads - typically 3-10 percent of users 
will tap them. 

Do not stop once your ad goes live. Measure, gain in-
sight then optimize your media buy and creative when-
ever possible. 

Optimize placements and targeting, but also the creative. 

Even simple call-to-action tweaks can result in big  
performance boosts. 

For example, in expandable ad formats, having tap-
to-expand can raise your expansion rates by up to  
50 percent.

Ales Gabrovec is vice president of products at Celtra, 
Cambridge, MA. Reach him at ales@celtra.com.  
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Mobile retargeting: Four things you need to know
By Heather Sears

While the promise of mobile advertising has yet 
to be realized by many brands, the failure has 
been mostly in the approach, not the medium. 

Mobile retargeting identifies users and connects them 
with personalized ads based on recent activity. 

This provides brands with the ability to, for example, 
identify shoppers who have been to their store and retar-
get these shoppers with timely and relevant mobile ads. 

Retargeting also lets brands continuously target pros-
pects who are frequently near their store and meet their 
unique behavioral targeting priorities, helping retailers 
attract and convert new customers. 

The most innovative marketers are also using social and 
location data to uncover user intent, which can be de-
rived from what people tweet on their phones and add to 
their Facebook posts. 

Instead of firing ads to mobile users walking down the 
street, brands needs to consider a more strategic ap-
proach, such as mobile retargeting. 

Marketers are also 
starting to use location 
data to identify regular 
shopping patterns and 
as an indicator that a 
consumer is in the mar-
ket for a product. 

Brands are looking to 
retargeting to uncover 
intent and take advan-
tage of the low-cost 
mobile medium to drive 
loyalty and sales. 

Let us examine how 
marketers are retarget-
ing consumers, what 
is possible and what  
is not. 

In-app retargeting: According 
to Google data, the average 
American has 28 applications 
on their smartphone. 

Within apps, marketers can 
identify current customers as 
well as new app visitors and 
deliver retargeted ads. 

Due to the presence of unique 
IDs within apps, and across 
apps within mobile ad net-
works, this approach is ideal for increasing conversion 
through multiple touches. 

However, retargeting across mobile apps and the mobile 
Internet is nascent due to the lack of consistent IDs. 

Location retargeting: Using location retargeting, brands 
can identify shoppers who frequent a store and connect 
them to increase loyalty. It is also an ideal way to find 
high-value prospects who are frequently near a store 
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and offer a trial for a product or service.  

Results show that retailers who engage customers im-
mediately after shopping at their location – such as 
within the next 24 hours – and reach shoppers in ad-
vance of their next purchase, will receive higher click-
through-rates. 

While some retailers and marketers have relied on a ring- 
fencing approach, which involves targeting consumers 
once they are at the store, retailers that retarget shop-
pers when the shopper is thinking, “Where should I go for 
a new pair of shoes?” and then act on the mobile shoe 
deal they were offered yesterday, will ultimately win. 

Social retargeting: Leveraging social data is ideal for 
understanding a consumer and inferring intent. For ex-
ample, the difference between someone searching for 

“Vegas deals” and posting a Twitter update, “I’m going 
to Vegas,” is vast. 

With online search, a consumer could be daydreaming 
about a trip to Vegas, with no real intention to hit up 
sin city. Information posted via social media can provide 
valuable, timely insights into a consumer’s behavior and 
uncover marketing opportunities when consumers are 
taking serious action. 

Cross-channel retargeting: Ideally marketers would 
know what a consumer was searching for on their desk-
top and cross-reference that information with their  
mobile data. 

However, challenges still exist in cross-channel targeting 
across mobile and desktop use. 

No persistent cookie or tracking device has been devel-
oped, but companies are working on advancing technol-
ogy, while still keeping privacy in mind.  

While all of these approaches will advance the goals of 
retailers and brands, consumer privacy practices need 
to be continually put into place as retargeting becomes 
more sophisticated.

Heather Sears is vice president of market-
ing at Sense Networks, Boston. Reach her at  
heather@sensenetworks.com. 
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Social is mobile and vice versa
By Marko Muellner

Nearly 50 percent of users access social media via 
their mobile phones, which means that social au-
diences are becoming increasingly synonymous 

In fact, with more than 400 million Facebook users ac-
cessing the site monthly on their mobile device, it is little 
wonder that social network use has eclipsed games as 
the number one mobile phone activity and the trend of 
social on mobile continues to grow. 

Gartner research finds that there will be 1 billion people 
accessing social networks via mobile by 2014.

While it is clear that the social-mobile customer will 
soon be one and the same, knowing how to reach, en-
gage and convert them remains far from clear. 

However, in an effort to streamline the discussion, let 
us focus on a single, yet important challenge within this 
dynamic marketplace - moving social-mobile customers 
from product discovery to exploration and conversion.

Most digital marketers think of social as a place for brand 
building, content and conversation and for increasing 
loyalty. 

It is all of these things, but with the launch of Facebook 
Timeline, all sorts of new rich post types, and the ex-
plosion of Pinterest and Instagram, social streams have 
quickly become fantastic places to promote products  
as well. 

Lesson 1: Product lens
When marketers start looking at social mobile marketing 
through a product lens they quickly realize that things 
look differently. 

Customer behavior and expectations are different. The 
path to purchase is different and the way we measure 
success is different. A product-centric approach requires 
a different set of strategies, expertise and tools.  

A product lens benefits marketers and consumers because 

with mobile audiences. 

it allows social mobile custom-
ers to explore and engage with 
products without leaving their 
platform of choice, all while 
offering a deep, engaging ex-
perience that naturally helps 
move customers toward a  
purchase decision. 

Lesson 2: Common features
Let us step away from the 
idea that social is Facebook or 
Twitter and begin to consider 
how these platforms connect us to our friends, influenc-
ers and favorite brands in common ways. 

When we do this we start to see behavior that makes up 
a set of social features. The common social features are:

• Following/friending
• Browsing streams
• Commenting, liking and sharing
• Posting updates of copy, links, photos and videos

These features should be integrated into every social-
mobile experience. 

Have you ever been in the car and heard a song or a story 
on the radio and wanted to share but could not? Been 
listening to a podcast and wanted to follow the guest 
and leave a comment but could not?

Customers get frustrated when they do not have instant 
access to their social features.

As customers spend more time on their mobile de-
vices, integration of social features into the mo-
bile experiences and tools you create becomes  
more important.

Lesson 3: Customer journey
The path to purchase for social mobile custom-
ers is a bit different than offline or even traditional  
ecommerce paths.

Marko Muellner



The key phases look like this:

• Awareness and discovery
• Exploration and amplification
• Consideration and conversion

Often, the path is not linear and customers do all of 
these things across the Web, in social networks, and on 
mobile devices. 

Because of these complexities, it is essential that social-
mobile marketers make sure that their efforts work well 
across these phases and, ideally, are optimized for Web, 
social and mobile.

Much of the time, adhering to responsive design princi-

ples and styles will enable Web-based experiences to re-
spond to smaller and smaller screens without degrading. 

Additionally, many social features are already built-in to 
mobile operating systems, making sharing from mobile 
product experiences much easier. 

Yet, the further you go down the path towards conver-
sion, the more important it is to remember that tradi-
tional ecommerce checkout, for example, just is not a 
reasonable expectation on a smartphone in most cases. 

When developing strategies and experiences that enable 
social-mobile customers to explore and purchase prod-
ucts on mobile devices, it is important to consider alter-
native conversions such as:
 
• Add to wish list 
• Checkout later
• 1-click checkout 
• Mobile coupons and incentives that drive to retail

We have passed the tipping point and there is no turn-
ing back. Brands focused on driving discovery and sales 
direct to customers, especially 18-35-year-olds, under-
stand social-mobile customer behavior and expectations 
and the ecosystems is now essential to survival.

Marko Z. Muellner is senior director of market-
ing at ShopIgniter, Portland, OR. Reach him at  
marko@shopigniter.com.
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Integrating SoLoMo marketing into mobile efforts
By Timo Platt

The basics include mobile di-
rectory and map listings, and 
optimizing your Web site  
for mobile. 

The next level includes mo-
bile email and text messag-
ing campaigns, QR codes 
and strategizing for mobile  
search rankings. 

These first two levels are good 
for display ads and couponing, 

Mobile marketing changes everything, again. 
However, as with every new big thing, mobile 
offers lots of promise, but is burdened by noise, 

hype, complexity and uncertainty.  

but suffer from ineffective conversion rates and eroding 
profit margins.  

Furthermore, marketing that deploys email and text mes-
saging is limited to existing contacts in your database or 
rented lists.

Once you have these mobile ad channels covered, brands, 
retailers and marketers can move on to the hard stuff – 
mobile apps and social, local and mobile engagement.   

While these are the most challenging, they are also 
the most lucrative, because they offer the most  
potential ROI.

Mobile challenges
Mobile apps present three challenges. 

To be useful, a brand’s mobile app must be different from 
its Web site and sufficiently entertaining and engaging 
to be sticky so that your customers will keep the app 
open and in the foreground.  

Mobile apps are expensive and time-consum-
ing because they must be developed for numer-
ous platforms such as Apple, Windows 8, Android  

Timo Platt

and BlackBerry.  

Finally, because many mobile users have app fatigue, it 
will be difficult and slow to develop a growing and loyal 
user base. 

So it is not surprising that many marketers 
want to capitalize on the intersection of social,  
location and mobile services, which has taken on the  
moniker, SoLoMo.  

SoLoMo offers a lot of promise, with benefits such as 
end-to-end personalization, the ability to deliver cus-
tomized marketing to targeted audiences, engaging user 
with content contextually relevant to their immediate 



activity, finding out what they want to buy, guiding them 
through the purchase decision and providing superior 
customer service.  

Some of these SoLoMo services are available today from 
global names such as Google, Facebook and Twitter.  

More complete services have recently come on the mar-
ket from nimbler startups, such as PoKos, foursquare and 
Pinterest.

Before selecting a SoLoMo strategy and vendor, market-
ers and their clients must balance many factors. These 
factors include mobile user expectations and business 
measurement metrics.

Marketers must look at how SoLoMo complements or in-
tegrates with the other elements of the brand’s market-
ing campaign and mobile strategy.

Always mobile
It is critical to remember the three A’s mobile devices 
are: always on, always near and always dear.  

The corollary is that users have an intimate and deep re-
lationship with their mobile device and they do not want 
marketers to disrupt that relationship.  

SoLoMo rule No. 1 is to respect user privacy.  

Rule No. 2 is acknowledging that the user is in charge 
of when to engage with your brand. So, in evaluating  
vendors, ask yourself these four questions:

• Is the user’s phone number or email address used for 
communications?
• Is the user’s personal data shared with third parties?
• Are the user’s preferences, purchasers or habits used 
by the vendor or made available to the merchant or  
third party?
• Can the user elect to block communications based on 
time, place or identity?

The original mobile offerings suffered from the same 
problem as early Internet advertising – eyeballs and even 

clicks did not grow sales or profits.  

Brands should also look for SoLoMo tools that can track 
and deliver legitimate business metrics, including num-
ber of new customers created, incremental revenues, 
profitable sales and customer satisfaction.  

It is also important that SoLoMo,  as a new mobile chan-
nel, complement the other elements of the brand’s over-
all marketing campaign.  

Therefore, marketers should press their internal and ex-
ternal social, digital and ad teams first to review how 
their SoLoMo choices will coordinate with plans for ad-
vertising and engagement via social networks and other 
digital media.
 
Finally, SoLoMo’s promise has an attendant cost. End-
to-end customer engagement carries with it implicit  
labor costs.  

Some of these may be shifted from current departments, 
such as in-store and online sales, customer support, 
product specialists and social media staffers.  

Other costs may be incremental, such as additional FTEs.  

SoLoMo itself is not driving these new incremental costs, 
nor is it causing shifts in workplace skills and responsi-
bilities. In the big picture, these changes are necessary 
for a brand to reap the benefits of mobile commerce. 

SoLoMo is simply the channel through which brands can 
capitalize on these benefits. 

So a brand is well-advised to develop financial models to 
identify, track and allocate these costs across its existing 
business. 

Yet, at the same time, it is both fair and imperative for 
your brand to require your SoLoMo vendors to identify 
and deliver on their mobile metrics.

Timo Platt is founder/CEO of PoKos Communications, 
Boston. Reach him at timo@pokos.biz. 
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The Goldilocks analytics strategy: Surviving and mastering big data
By Victor Milligan

Worlds are colliding. OK, maybe not worlds, but 
certainly two massive and highly touted trends 
are colliding, producing the requisite excite-

The first megatrend is big data, 
and it is all the rage. It is the 
opportunity to find the needle 
in the haystack. It is the meth-
od to identify the patterns that 
signal the best path forward.

The second megatrend is the 
hyper-growth of mobile ad-
vertising, fueled by the mas-
sive consumer shift to all  
things mobile. 

Mobile advertising is now 

ment, hype, overwrought predictions, fear and loathing. 

living in big data and is the likely beneficiary of big  
data capabilities.

So let us cut through the hype and get to the practi-
cal realities and possibilities of harnessing big data in  
mobile advertising.  

The first part of the story is a cautionary tale. 

In nearly all big data industries such as finance and tele-
communications, the first effect of big data is to over-
whelm systems, people and decision-making.  

It has altered the optimistic strategy of exploiting data 
to a moderated view of:

1. Do not drown in data, such that the recourse is to 
fund infrastructure to store and manage data, but real 
analytic or business gains are limited or deferred.

2. Do not surf the data, such that choosing samples that 
are too small means that your samples distort results or 
minimize analytic impact, or that you can rely on ag-
gregate data only, missing the extraordinary value of 
atomic-level data.

Before we talk about the role that analytics has in har-
nessing and exploiting the value of big data, it is worth 
making a simple, but important observation: analytics is 
one of those capabilities that has its own language. With 
that said, let us talk about how mobile advertising can 
exploit analytics to create value.

Goldilocks analytics strategy
In any industry, the goal of analytics is to lever-
age big data to guide decisions that accelerate or  
improve business. 

In our example of running a mobile advertising exchange, 
big data analytics means being able to discover and ana-
lyze rapidly scaling impression volumes and more than 
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500 million auctions per day.  

With our just right logic, we developed a combined data 
and analytics strategy to exploit our own big data. 

This enables us to work at the bid or auction level, 
uncover patterns that would otherwise be hidden to 
us, and model different scenarios to use data to make  
better decisions. 

All of this is done with the expressed goal of driving ma-
terial and persistent business improvements for our cus-
tomers and ourselves.  

The resultant analytic model may appear to be a paradox 
- the ability to discover, analyze and model hundreds of 
millions of auctions per day and the ability to drill down 
to a single bid at the individual auction level. 

The paradox is resolved by several key techniques and 
assets, including:  

1. A metadata management structure that enables us to 
manage big data volumes, while understanding the at-
tributes and dimensions of atomic-level data.

2. An adaptive cube environment that allows us to 
correlate, slice and dice and find patterns across  
any data.  

3. Leverageable analytic nodes, essentially common 
analytic functionality such as predictive models, that 
we are able to reuse across our efforts to drive rigor  
and efficiency.

4. A two-pronged visualization capability that allows our 
expert analysts and business users to see, understand, 
and take action on analytic outputs.   

The analytic porridge 
The big idea is that mobile advertising, and all market 
participants, significantly benefit from greater visibility, 
understanding and control of this market. 

With that in mind, we organized our analytics to explore:

1. Composition: What are the trends and dynamics of 

the different ways we can slice and dice mobile advertis-
ing - OS, geography, ad unit type or targeting data at-
tribute? What does that tell us?

2. Liquidity: What is the level of liquidity in  
mobile advertising? 

This could include measures such as the num-
ber of bidders, the level of competition per auc-
tion, and the correlation of specific types of supply  
with demand.

3. Valuation: What are the trends as to how buyers val-
ue different types of supply? How does that valuation 
change due to the scarcity or excess and composition of 
different inventory?

4. Comparative benchmarks: How do we analyze a 
set of comparative cohorts and associated benchmarks 
to understand relative performance and performance  
over time? 

Animating Goldilocks
We, as an industry, have much to gain by greatly increas-
ing the level of visibility, understanding, operational con-
trols and confidence in the mobile advertising market. 

Too many business leaders with real intent and need 
to capitalize on mobile see the industry as complex  
and opaque.  

And big data can be a double-edged sword. One can 
capitalize on data to really understand how the market 
works, cause and effect and patterns that convert to sus-
tainable business gains.  

One can also drown in data or surf the data without 
gaining any real insight and value.

Our Goldilocks plan and just-right logic uses rigor-
ous and adaptive analytics to harness big data and 
get to the specific insights and patterns that empow-
er our customers to achieve more and enable high- 
value liquidity.   

Victor Milligan is chief marketing officer of Nexage,  
Boston. Reach him at victor.milligan@nexage.com. 
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What can mobile marketers learn from digital advertising’s failures?
By Jeff Arbour

If you are a marketer looking at mobile, social and digi-
tal as three separate silos, it is time to change your 
point-of-view. 

Today’s consumers are a walking digital portal but that 
does not mean they completely care or understand the 
differences between mobile or Web-based products. 

If the experience is poor, they may go elsewhere, or 
worst-case scenario, leave for good. 

That said, if we do our jobs well, taking care to ensure 
that their social and mobile experiences are holistic but 
different enough to maximize the value of the medium, 
there is a huge opportunity. 

But where there is opportunity, there are also huge chal-
lenges ahead and it should be noted here that there is 
far less room for error in mobile and social than in other 
digital media.

Take, for example, the fact that there are 1 billion people 
on Facebook, three times the reach of Super Bowl every 
day, but the 30-second spots during the Super Bowl still 
sell out every year for $3.8 million dollars each.

Mobile is encountering a lot 
of the similar issues. The audi-
ence is there, but the ad dol-
lars are not.  According to tech 
queen Mary Meeker, mobile 
holds 10 percent of a consum-
ers’ time but only 1 percent of  
the spend.  

Similar to Facebook, there is 
a huge built-in audience, but 
brands are still trying to find a 
way to maximize the effective-
ness of their ad and marketing campaigns across social 
and mobile.  

Teachable past
We have already experienced the first wave of $100 
million-plus mobile ad company exits with Third Screen 
Media, Enpocket, AdMob and Quattro all being acquired 
by Web giants that are still trying to see the return on  
their investments.  

This is shocking to some, considering that social and 
mobile both now offer scaling and targeting capabilities 
better than any other medium and consumers are indi-
cating their willingness to interact with brands.  

Look at the astonishing 87 percent of Facebook users 
who have “Liked” a brand. 

So what seems to be the problem? 

If you look at the first wave and early days of the 
Web, you will see a lot of similarities to what we are  
facing now. 

How do we properly measure brand awareness and how 
do we define success? 

Furthermore, will the lessons learned from Web banner 
advertising help us build smarter and more effective me-
dia targeting campaigns? And, perhaps most important, 
how do we engage consumers after they click the ad? 

Jeff Arbour
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From my experience, being able to track clicks is the best 
and worst thing to ever happen to digital. 

We now have a metric to define effectiveness 
based on consumer reaction not available in any  
traditional medium. 

However, studies actually show that most people that 
click on ads do so accidentally. So given this, how 
can we increase the spend-to-time ratio if we cannot  
define success?  

One of the greatest aspects of digital is how one can 
seamlessly follow a user from impression to acquisition. 
This works well enough for ecommerce companies, but 

less so for brands or clients that do not sell products.  

While most brands understand that they need to track 
click-through rates, time-on-site and pages-per-vis-
it, they should also be treating all digital properties 
as separate products and looking at user engagement, 
churn and virality – all the same metrics used in the  
startup ecosystem.

Once we have the measurement and KPIs defined, let us 
look at how we are going to get branded messages in 
front of the right audience. The next wave of mobile ad 
companies are leveraging the unique characteristics of 
devices and the digital zeitgeist to create a unique solu-
tion for a new medium. 



Two companies that I am looking at carefully are Local-
Response and Kiip and how they have created ad serv-
ing solutions unique to mobile technology and consumer  
usage habits.  

Both companies focus on moments and I love how they 
use technology to identify emotional opportunities 
and then serve appropriate messages - a very human  
approach to solving a technical problem.    

Connecting consumers and ads based on interests and 
engaging those users on behavior is the next step in me-
dia, but prompting consumer engagement is a different 
battle altogether. 

In 2006, when mobile was young, we would re-
ward users for their interaction with ringtones and 
wallpapers and see dramatic increases on engage-
ment. Rewarding users for their time has been a part 
of advertising since the dawn of advertising itself.  

In the early days, consumers were rewarded with written, 
verbal and, later, video content in exchange for brand-
sponsored messaging.  

The evolution of rewarding users for taking digital ac-
tions is now being extended into the mobile medium.

Each of these companies are devoting time to exploring 
how loyalty programs and CRM can be extended beyond 
the cash register.  

The opportunity is great, but the inevitable success will 
depend on the execution, ability to remain sticky and  
a concentration on being value-focused for all  
parties involved. 

Nobody wants another Scamville on their hands, so au-
thenticity and transparency will be key in winning back 
consumer trust. 

Jeff Arbour is cofounder/chief marketing officer of Plyfe, 
New York. Reach him at jeff@plyfe.me. 

Mobile Marketer   CLASSIC GUIDE TO MOBILE ADVERTISING                                                                                  PAGE 39

mailto:jeff%40plyfe.me?subject=


Mobile Marketer   CLASSIC GUIDE TO MOBILE ADVERTISING                                                                            PAGE 40

Mobile phones are the ultimate direct marketing device
By Michael Levinsohn

At 6 billion and climbing, more people use mobile 
phones today than own a television, have a credit 
card, connect to the Internet, or use a tooth-

Given the sheer numbers, mobile phones should be the 
perfect channel through which multinational brands can 
direct billions of advertising dollars. 

However, there is a huge disconnect in the market. 

According to eMarketer, mobile consumers in the U.S., 
spend 11.7 percent of their time on their phones, but ad-
vertisers are only spending 1.6 percent of their budgets 
on mobile advertising.

Also, according to eMarketer, the U.S. market for mobile 
advertising will be worth $2.61 billion in 2012 and total 
media spend will be about $116 billion. 

Simply put, mobile is being shortchanged by around 
$16.8 billion. Why the big disconnect?

Firstly let us look at where the bulk of that spend is go-
ing. According the IAB, 34.1 percent of mobile advertis-
ing spend in North America is being spent on display ads, 
48.3 percent on search and 17.6 percent on messaging. 

Nearly half of the spend is going towards delivering in-
app advertisements. The problem is that small ads on 
small screens do not offer a compelling user experience, 
especially when you did not ask for them. Average mo-
bile eCPMs are around 75 cents and on desktop comput-
ers, $3.50. Click-through-rates on mobile phone adverts 
are  less than 1 percent. 

The facts appear to speak for themselves. If mobile ad-
verts were performing better, then the eCPMs would be 
far higher.

Apple’s iOS offers around 700,000 apps and the Google 
Play Store around 600,000. Dig deeper and you will see 
that games represent 70 percent of the top 200 highest- 

grossing apps on the iOS plat-
form. In the Google Play store, 
this figure is 75 percent. Apple 
and Google understand their 
business model well and they 
are doing a great job of creating 
a market and channel for the 
burgeoning apps market. But 
how is that going to help retail-
ers who want to drive user en-
gagement and traffic through  
their stores?

brush. There are officially, now more mobile phones in 
the United States than there are people.

Mobile phones are best used as direct marketing devices, 
not advertising platforms. 

The sooner brand owners realize that the key to success 
lies in following the tried and tested tools developed by 
direct marketers, the sooner they will see that mobile 
phones are the most effective, personal marketing device 
ever developed.

Here are the fundamental steps to follow, if you want to 
succeed in mobile marketing.

1. Build a database of opted-in mobile subscribers and 
integrate that database with your company’s CRM plat-
form, so that you gain meaningful insights into your cus-
tomer’s wants, needs and expectations.

2. Create marketing messages for your customers that 
are designed to work on mobile devices. Do not take 
television content or online campaigns and try to  
mobilize them.

3. Personalize your mobile marketing campaigns. Using 
readily available technology, you can send a MMS video 
to a million customers, with their name in the message. 

The power of the mobile phone lies in reaching individual 
customers, not in mass marketing.

4. Test your ideas first. Producing and airing televi-
sion commercials is very expensive, and requires a  
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large audience. 

Mobile offers the opposite. 

Create different campaigns and test them on small audi-
ences. Then, when you know what works, invest more 
budget in expanding your audience.

5. Use mobile as a push marketing channel, not a pull 
marketing medium. Use outbound marketing to commu-
nicate the value proposition and then direct the custom-
er to the best environment for them to access the offer.

6. Choose the most appropriate format for the market-
ing campaign that you want to run. The options include 
SMS, MMS and push notifications. 

Creating an app and then hop-
ing that customers will find it 
amongst the 1.2 billion apps 
that are available does not 
make sense. 

7. Half of mobile subscribers in 
the U.S. have smartphones. Do 
not ignore the other half who 
still rely on feature phones.

8. Mobile marketing is com-
plex. There are thousands of 
different handset makes and 
models, and there are five ma-
jor operating systems. 

Work with specialists who 
understand these com-
plexities and can guide you  
through them.

9. Mobile offers measurabil-
ity. Make sure that all mobile 
campaigns are tracked and 
measured, then use that data 
to plan and execute the next 
mobile campaign.

Mobile phones enable advertisers to send personalized 
messages to a defined audience, measure the response 
and hold the agency of record accountable for the per-
formance of the entire process. 

Mobile marketing is also well-regulated, with campaigns 
requiring upfront certification and approval. This should 
keep our mobile inboxes from filling up as fast as our 
email inboxes with unwanted spam. No device has made 
more difference to the ways in which we communicate 
with one another than the mobile phone, and we are 
only just getting started.

Michael Levinsohn is executive chairman of Archer 
Mobile, Seattle. Reach him at michael.levinsohn@ 
helloarcher.com.
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Do not hang up on technology, focus on experience
By Jeff Gunderman

Media convergence is happening, and agencies, 
clients and media companies are scrambling for 
the mobile solutions to enable the extension of 

Clients that had been happy in 
the past with an out-of-home 
campaign that was based on 
shopper traffic, airline passen-
gers or cars that drove by the 
billboard are now looking for 
better measurement of success 
and more dynamic ways to en-
gage the consumer.  

Mobile offers both with real-
time analytics and sight, sound 
and motion.  

their out-of-home campaigns onto mobile devices.  

Mobile is the great enabler of media convergence be-
cause the mobile device is a portal into the digital world.  
It enables the creation of dynamic digital content to 
extend the experience with static ads by using sight, 
sound and motion. It enables a greater user engage-
ment, sharing through social media and even redemption  
at retail.  

Technology is too new and is changing too quickly to get 
hung up on one method of delivery versus another.  

The fact is, there is no standard and without a standard, 
the technologies both old and new need to co-exist. 

In the out-of-home environment you have the ability to 
deliver content many ways.  

Content deliery channels include SMS, QR, NFC, Blue-
tooth, Wi-Fi and the new StarStar number. 

You also have the ability to enrich the experience through 
augmented reality and the mobile Web. 

All of these options have sparked many debates on which 
one is best.  

With the lack of one clear winner, brands would be best 
served by embracing as many as possible in most cases. 

Instead of focusing on which technology is best, I rec-
ommend you focus on how to use as many as possible 
to reach your target audience and understand what the 
real opportunity is. Let us take a look at key technology 
options to extending your out-of-home campaign onto 
mobile devices and enabling integration with both the 
Web and social media.

Jeff Gunderman

This chart above attempts to show you how many con-
sumers can engage with each technology based on their 
phones and industry stats on usage. 

• There are more than 311 million people in the United 
States and 237 million are 18 years of age or older, ac-
cording to the US Census Bureau.
 
• There are more than 327 million mobile devices in the 
United States, per CTIA: Wireless Association.

• Eighty-eight percent of adults own a mobile device 
and 53 percent of those own a smartphone as of Feb-
ruary 2012, according to Pew Internet and American  
Life Project.
 
• Seventeen percent of all U.S. mobile phone users now 
mostly use their devices to go online as opposed to desk-
tops, laptops or tablets, per Pew Internet and American 
Life Project.
 
• Eighty-six percent of U.S.-owned smartphones are 
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iPhones or Androids, according to Nielsen.
 
• Twenty-five percent of American adults own a tablet 
computer, per Pew Internet and American Life Project.

• Fifty-five percent of adult mobile phone owners go on-
line using their phones, according to Pew Internet and 
American Life Project.  

An overview of the technologies commonly used with 
out-of-home advertising and some of the value versus 
challenges with each: 

Bluetooth enables you to pro-actively deliver content 
with an opt-in message directly to phones that have 
Bluetooth set to discoverable.  

When in an area outfitted with a Bluetooth (proxim-
ity marketing) transmitter, compatible phones will sim-
ply vibrate or ring and show a prompt on the screen  
to opt-in.  

It works with most feature phones and with most smart-
phones - except iPhones - making it a valuable tech-
nology to target the 50 percent of the population with 
older style devices -non-smartphones - and more than 
50 percent of smartphone users. 

Wi-Fi: Wi-Fi is typically part of a proximity marketing 
network and from a marketing standpoint, it is often ei-
ther a closed site enabling access to only content for 
the marketing campaign or it is used by offering free 
Wi-Fi access and serving ads during your login and  
usage experience.   

The biggest challenge is that it requires hardware  
installs, so is only available in environments that are 
outfitted with transmitters. 

With the high number of Wi-Fi sites available in many 
public places such as shopping malls and airports, the 
actual usage to access marketing delivery is more lim-
ited than with Bluetooth when part of a proximity  
marketing network.

However, it is advantageous because it does not require 
Bluetooth and is compatible with more phones. Therefore,  
combined with Bluetooth as part of a proximity network 
makes complete sense and will help guarantee more  
consumer engagement.  

 
SMS: SMS enables you to create campaigns and have 
consumers text to a short code to trigger a return mes-
sage that can be a promotion, offer code or URL link to a 
mobile-enabled Web site. 

It works with all phones, but the end user experience is 
limited if not a smartphone.  

One common use is to sign-up for informational mes-
sages such as sports scores and weather.  

In this case banner advertising is often served with the 
informational message.  

QR codes: QR codes once scanned direct you to digital 
content on the Web. 

QR codes had a rough start with many versions requiring 
different applications to read them.  
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The QR environment is getting more unified with most 
QR readers able to read most mobile bar codes. 

Even with the technology challenges mostly solved, the 
momentum and growth is not being seen. 

QR codes can be used effectively to bridge the static ad 
environment with the dynamic mobile Web.  

NFC: The backbone of many of the mobile  
wallet platforms. 

It is native on many newer smartphones, the most no-
table being the new Samsung Galaxy SIII, and allows  
consumers to simply place their phone in close proximity 
to an NFC tag and trigger an action. 

It could be a payment or coupon redemption and, in 
the case of advertising, could be a redirect to a mobile 
Web experience or even delivery of content directly to  
the phone.  

StarStar Number: The newest technology to hit  
the market. 

Similar to SMS but no texting costs associated with  

either the send or receive. 

Still too new to really understand what to expect but it is 
promoted as a good way to deliver coupons, apps, video 
and voting based on the Web site at www.starstar.co. 

It is enabled on all U.S. carriers so a market of 250  
million consumers is available. 

It is also promoted as working on both smartphones 
and feature phones, making it compatible with most  
consumer phones.  

Augmented reality: The technology is used, but it 
is less about delivery and more about extending the  
consumer experience. 

There is also geo-targeting, which can be implemented 
in the proximity of an OOH campaign.

However, there are many barriers to integration.  

There are many options to engage consumers in an 
out-of-home environment and extend campaigns onto  
mobile devices.  

The value is there and technology options are making it 
more engaging than ever. 

DO NOT let technology confuse you. 

It is important that marketers embrace the technol-
ogy and until such a time when there is a clear stan-
dard, they will need to embrace multiple platforms 
to truly create a user experience that is dynamic  
and far-reaching.  

Jeff Gunderman is senior vice president and general 
manager at Eye Corp Media, New York. Reach him at  
jeffgunderman@eyecorpmedia.com. 
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The rise of intelligent mobile messaging
By Brendan O’Kane

Signal to noise ratio. That is the scientific term for 
the relative amount of power or volume of a sig-
nal to the amount of disturbance, such as noise, 

As a marketer, think of signal to noise ratio as differenti-
ating valuable and worthless information. 

For mobile marketers, reaching consumers via push no-
tifications, SMS, or mobile email messages, the same in-
formation balancing act must be carefully managed as 
here too, signal and noise play very important roles. 

As consumers rush to adopt smartphones and tablets at 
record speeds, brands and marketers are likewise rush-
ing to develop mobile campaigns meant to reach these 
consumers – to drive engagement, loyalty and revenues 
through their ever-present mobile devices. 

But in that rush to engage, there is an inherent risk that 
quantity will trump quality and the noise of mobile mes-
saging – in all its formats – will overshadow the quality 
of what the message actually says. 

Doing so risks consumer backlash, such as a frustrated 
radio listener who tunes out the noise. In fact, recent 
data bears this out. 

Earlier this year, a company called MediaBrix found that 
63 percent of Facebook users do not like pre-roll ads – 
advertisements that begin playing on embedded videos 
before you have a chance to avoid them. 

Smartphone users report similar frustration: 62 percent 
would at least prefer when and where to watch the ad - 
and that is assuming they could not shut if off outright. 

Meanwhile, Molly Wood, an executive editor at CNET 

articulates her frustration suc-
cinctly: “The 30-second pre-
roll ad must die,” reads one of 
her recent headlines. 

Likewise, push notifications 
garner similar angst amongst 
consumers as marketers pre-
pare for the battle of engage-
ment instead of downloads. 

With smartphones being the 
ideal place where consumers 
are engaged and taking action, it is up to marketers, once 
again, to strike an information balancing act and avoid 
notification overload – which can be all too tempting. In 
this age of push, more is not necessarily better. 

And it is certainly not better when the level of measure-
ment and testing is not there to optimize and support 
the messages being sent. 

Managing the marketing noise 
Even with the above serving as caution, the potential for 
increased marketing noise is growing. 

Strategy Analytics, a data and analysis customer research 
firm, projects that global spending on mobile marketing 
will have risen 85 percent to $11.6 billion by the end of 
2012, with U.S. mobile ad spend jumping 128 percent. 

And while brands are expending much money and effort 
to serve billions of messages through vertical, blind and 
targeted ad networks, little has been spent punching up 
messaging’s signal to noise ratio. 

Mobile messaging with little or no analysis is a sure-
fire way to lose coveted mobile consumers’ mind and 
wallet-share, adding to a chorus of “Molly Wood- 
like” cries.

A mobile ad network can help display messages, but it 
can not give brands the kind of data they need to know 
if their mobile ads are effective. 

Brendan O’Kane

mixed in with it. Think of it in terms of radio broadcast-
ing. When you are close to a transmitter the quality of 
the broadcast is strong and clear, hence a high signal to 
noise ratio. Move further from the antenna tower and 
the amount of static and channel interference grows. In 
this second scenario, the signal to noise ratio is low as 
static builds. 



Marketers need to ensure that consumers are responding 
to their messages – whether delivered via push notifica-
tion, SMS or mobile email – positively through conver-
sions, redemptions and sign-ups. 

They also need to be able to retarget to consumers if the 
messages are not working. 

How can marketers accomplish this? 

Through real-time mobile messaging measure-
ment and analytical software tools, which market-
ers retarget based on messages unopened versus 
those opened, but not acted upon, split message test-
ing to determine effectiveness of messages delivered, 
and tracking real-time data such as messages sent, 
organic versus message-prompted open rates and  
session times. 

If you are in the business of sending messages in the 
form of push notifications, SMS or mobile email, ask 
yourself if you are doing any of the above. 

If not, it is quite likely you will to get an “F” for fail from 
consumers.

Time to give an A+ to analytics
It is clear there is a lot of noise, and that the noise to 
signal ratio risks further message hijacking. 

However, there is growing evidence that effective mobile 
messaging, particularly as it relates to pushes, can be a 
vital marketing tool. 

Urban Airship, a mobile messaging company, re-
ports  that during the first month an app is on a de-
vice, 67 percent of interactions are driven by push 
notification, growing to over 81 percent at three  
months time. 

In other words, effective mobile messaging does exist 
and it can be an essential component to a marketer’s 
overall message.

Going forward the solution is twofold. 

On one hand marketers must analyze the quality and 
usefulness of the messages being sent, through the mea-
surement metrics stated above, tracking user likes, dis-
likes and overall engagement. 

But they also must be mindful of not abusing mobile 
messaging to begin with, whether it is email, SMS  
or push. 

Think of it as a front end and back end approach. Dan 
Gesser, writing for Mobile Commerce Daily highlights 
several points to consider:

• Content is king – meaningful messaging is a must in 
order to avoid audience “tune out.” 

• Calls to action combined with cross-channel  
interaction – motivate users to not only read 
a mobile message. Howevver, also do some-
thing with it, preferably within the social  
media space

• Respect user privacy – Ensure that all messaging in all 
its formats is in an opt-in environment

• Do not over message – Even with proper back end 
analytics focusing the quality and intent of your ad-
vertising campaign and the ability to retarget, mes-
sage bombardment can still be a problem so just do not  
do it. 

Dialing down the noise to signal ratio is  
already beginning. 

But as mobile messaging continues its unbridled growth, 
it critical that marketers adopt these good citizen behav-
iors now before a consumer-driven marketing backlash 
becomes a full on revolt. 

The technology and wisdom exist in abundance to 
avoid this outcome – and that is the strongest signal  
of all.

Brendan O’Kane is CEO of OtherLevels, San Francisco. 
Reach him at brendan.okane@otherlevels.com.
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