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Introductlon to Somal I\/Ioblle and
Local Marketing

A New marketing concepts
Conversations with fans and friends

Engagement with the business through
conversations

A Impact of smartphones and tablets

A Soclalimobile-local nexus

Strong ties between consumer use of social
networks, mobile devices, and local shopping
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mobile local

$2.3 billion

Figure 7.2, Page 416 SOURCE: Based on data from eMarketer, Inc., 201.
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Social Marketing

A Traditional online marketing goals

Deliver business message to the most
consumers

A Soclal marketing goals

Encourage consumers to become fans and
engage and enter conversations

Strengthen brand by increasing share of online
conversation




A The most popular sites account for 90%
of all social network visits

Facebook, LinkedIn, Twitter, Pinterest, Tumbilr,
Google+, MySpace, Instagram

A Unigue visitors vs. engagement

Engagement measures the amount and
Intensity of user involvement

Facebook dominates in both measures




Social Network Unigue Visitors

LinkedIn
50M
13%

Facebook

148M Twitter

39% 39M
10%
Pinterest
30M
8%
Tumblr
30M
8%
Instagram
29M MySpace Google+
6% 27M 30M
79% 8%
Figure 7.3, Page 417 SOURCE: Based on data from comScore, 201



Engagement at Top Social Sites

Average Minutes per Visitor to Social Media Sites (monthly)

Pmterest
nstagram
MySpace

LinkedIn

Figure 7.4, Page 418 SOURCE: Based on data from eMarketer, Inc., 201
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The Social I\/Iarketlng Process

A Five steps In social marketing, also
applicable to local and mobile
marketing

DD ODe

Fan Acquisition Engagement Amplification Community  Brand Strength (Sales)

Figure 7.5, Page 419




A Fan acquisition attracting people to the marketing
message

A Engagement getting people to interact with the
content and brand

A Amplification sharing their likes and comments

about the brand

A Community Is a stable grou
over a long period of time a

A Brand strength is measurec

0 of fans communicating
pout the brand

by sales
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The Down3|de of SOClal Marketing

A Loss of control over

Where ads appear in terms of other content

What people say
A Posts
A Comments
A Inaccurate or embarrassing material

A In contrast, TV ads maintain near
complete control
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I\/Ioblle I\/Iarketmg

A More than 246 million Americans use mobile
devices

140 million use smartphones
Devices used multiple times per day

A Mobile marketing formats

Banner ads, rich media ads, and video ads
Games

E-malil and text messaging

In-store messaging
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Mobile Marketing
Quick Response (QR) codae®mnsistof black modules
(square dots) arranged in a square grid on a white
background, which can be read by an imaging device
(such as a camerp

Oy

Couponing




The Growth of Mobile Commerce
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Figure 7.6, Page 446 SOURCE: Based on data from eMarketer, Inc., 201.
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How People Use I\/Ioblle Devices

A Largest use: entertainment

A Increasing use of search

Restaurants and deals
People, places, things
25% of Google search is from mobile devices

A 7% of mobile users shop

A Tablets are fastest growing source of
mobile revenues




How People Use Their Mobile Devices

Socializing

e 25%

Entertainment
52%

Shopping
8%

Performing tasks
(finances)
8%

Planning,
schedule, trips

0
News, 4%

Hobbies Information
1% 3%

Figure 7.8, Page 448 SOURCE: Based on data from AOL/BBDO, 20




In App Experlences and Ads

A Moblile users spend 80% of time on
x apps

A Game and entertainmemt 42%
A Social sites 31%

A Discovery and search 25%
Browsers? 20%

A If users are using apps instead of the web,
then marketers need to place ads in apps and
In the most popular ones




The I\/Iultl-Screen Envwonment
A Consumers becoming muiplatform

90% of multi-device users use multiple devices
to complete action

A View ad on TV, search on smartphone, purchase on
tablet

A Marketing implications
Consistent branding across platforms

Crossplatform design or
A2AODPI T OEOA AAOECIT 1 AAT O
all so they will need to be adjusted across devices




Mobile Marketing Features
A 20% of all online marketing

A Dominant players are Google, Facebook
A Mobile device features

Personal communicator and organizer are telephone plus

AAT AT AAOO AT A AITAEO O Al T O.
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




Facebook: $1.1B

Google: $3.9B

Other : $981M

YP - $378M

Pandora; $375M

Twitter: $266M

/\ Apple (iAd): $213M
Millenial: $94M

Figure 7.11, Page 452 SOURCE: Based on data from eMarketer, Inc., 201
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|\/|Ob||e Marketing Tools Ad Formats

A Mobile marketing formats
Search engine ads
Display ads
Video ads

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

Others: email and sponsorships
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Mobile Ad Spending by Format

Disbla Video
$2 868 $51M

SMS
$216M

Others
$100M

Search
$3.95B

Figure 7.12, Page 454 SOURCE: Based on data from eMarketer, Inc., 201.
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Insight on Business: Class Discussion

Mobile Marketing: Land Rover Seeks

Engagement on the Small Screen

A Why do mobile devices represent such a
promising opportunity for marketers?

A Have you ever responded to mobile marketing
messages?

A What are some of the new types of marketing
that mobile devices havaepawned?




I\/Ioblle I\/Iarketlng Campalgns

Deve
A Deve
A Deve

T

O
O
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0 Mobi
0 Face

0 Mobi

e Web site
nook and Twitter brand pages

e versions of display

advertising campaigns
A Consider using an Ad network to track your

ads

A Develop interactive content aimed at mobile

user

A UsemeasuringTools to gauge responses




Measuring the Effectiveness of a Mobile Marketing
Campaign

Figure 7.13, Page 459
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