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Introduction to Social, Mobile, and 
Local Marketing

ÂNew marketing concepts
×Conversations with fans and friends

×Engagement with the business through 
conversations

ÂImpact of smartphones and tablets

ÂSocial-mobile-local nexus
×Strong ties between consumer use of social 

networks, mobile devices, and local shopping
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Online Marketing Platforms
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Figure 7.2, Page 416 SOURCE: Based on data from eMarketer, Inc., 2013a.
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Social Marketing

ÂTraditional online marketing goals
×Deliver business message to the most 

consumers

ÂSocial marketing goals
×Encourage consumers to become fans and 

engage and enter conversations

×Strengthen brand by increasing share of online 
conversation
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Social Marketing Players

ÂThe most popular sites account for 90% 
of all social network visits
×Facebook, LinkedIn, Twitter, Pinterest, Tumblr, 

Google+, MySpace, Instagram

ÂUnique visitors vs. engagement
×Engagement measures the amount and 

intensity of user involvement

×Facebook dominates in both measures
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Social Network Unique Visitors
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Figure 7.3, Page 417 SOURCE: Based on data from comScore, 2013b.
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Engagement at Top Social Sites
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Figure 7.4, Page 418 SOURCE: Based on data from eMarketer, Inc., 2013x.
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The Social Marketing Process

ÂFive steps in social marketing, also 
applicable to local and mobile 
marketing
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Figure 7.5, Page 419

Slide 7 -9



The Social Marketing Process
ÂFan acquisition attracting people to the marketing 

message

ÂEngagement getting people to interact with the 
content and brand

ÂAmplification sharing their likes and comments 
about the brand

ÂCommunity is a stable group of fans communicating 
over a long period of time about the brand

ÂBrand strength is measured by sales
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The Downside of Social Marketing

ÂLoss of control over
×Where ads appear in terms of other content

×What people say

ÂPosts

ÂComments

ÂInaccurate or embarrassing material

ÂIn contrast, TV ads maintain near 
complete control
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Mobile Marketing

ÂMore than 246 million Americans use mobile 
devices
×140 million use smartphones

×Devices used multiple times per day

ÂMobile marketing formats
×Banner ads, rich media ads, and video ads

×Games

×E-mail and text messaging

× In-store messaging
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Mobile Marketing
×Quick Response (QR) codes consist of black modules 

(square dots) arranged in a square grid on a white 
background, which can be read by an imaging device 
(such as a camera)

×Couponing
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The Growth of Mobile Commerce
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Figure 7.6, Page 446 SOURCE: Based on data from eMarketer, Inc., 2013e.
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How People Use Mobile Devices

ÂLargest use: entertainment

ÂIncreasing use of search
×Restaurants and deals

×People, places, things

×25% of Google search is from mobile devices

Â7% of mobile users shop

ÂTablets are fastest growing source of 
mobile revenues
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How People Use Their Mobile Devices
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Figure 7.8, Page 448 SOURCE: Based on data from AOL/BBDO, 2012.
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In-App Experiences  and Ads

ÂMobile users spend 80% of time on

×apps

ÂGame and entertainmentɂ42%

ÂSocial sitesɂ31%

ÂDiscovery and searchɂ25%

×Browsersɂ20%

ÂIf users are using apps instead of the web, 
then marketers need to place ads in apps and 
in the most popular ones  
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The Multi-Screen Environment

ÂConsumers becoming multi-platform
×90% of multi-device users use multiple devices 

to complete action

ÂView ad on TV, search on smartphone, purchase on 
tablet

ÂMarketing implications
×Consistent branding across platforms

×Cross-platform design or 

Â2ÅÓÐÏÎÓÉÖÅ ÄÅÓÉÇÎ ÍÅÁÎÓ ÔÈÁÔ ÏÎÅ ÓÉÚÅ ÁÄÓ ÄÏÎȭÔ ÆÉÔ 
all so they will need to be adjusted across devices
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Mobile Marketing Features

Â20% of all online marketing 

ÂDominant players are Google, Facebook

ÂMobile device features
× Personal communicator and organizer are telephone plus 
ÃÁÌÅÎÄÁÒÓ ÁÎÄ ÃÌÏÃËÓ ÔÏ ÃÏÏÒÄÉÎÁÔÅ ÏÎÅÓȭ ÐÅÒÓÏÎÁÌ ÌÉÆÅ 

× Screen size and resolution is high enough for vibrant 
graphics and video display

× GPS location capability 

×Web browser enabled and capable

× Apps extend the capability of mobile devices

× Ultraportable and personal

×Multimedia capable
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The Top Mobile Marketing Firms by Revenue
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Figure 7.11, Page 452 SOURCE: Based on data from eMarketer, Inc., 2013j.
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Mobile Marketing Tools: Ad Formats

ÂMobile marketing formats
×Search engine ads

×Display ads

×Video ads

×Messaging: SMS text messaging with coupons or 
flash marketing messages

×Others: e-mail and sponsorships
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Mobile Ad Spending by Format
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Figure 7.12, Page 454 SOURCE: Based on data from eMarketer, Inc., 2013k.
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Insight on Business: Class Discussion

Mobile Marketing: Land Rover Seeks 
Engagement on the Small Screen

ÂWhy do mobile devices represent such a 
promising opportunity for marketers? 

ÂHave you ever responded to mobile marketing 
messages?

ÂWhat are some of the new types of marketing 
that mobile devices have spawned?
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Mobile Marketing Campaigns

ÂDevelop Mobile Web site

ÂDevelop Facebook and Twitter brand pages

ÂDevelop mobile versions of display 
advertising campaigns

ÂConsider using an Ad network to track your 
ads

ÂDevelop interactive content aimed at mobile 
user

ÂUse measuring Tools to gauge responses
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Measuring the Effectiveness of a Mobile Marketing 
Campaign
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Figure 7.13, Page 459
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