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Current Perceptions



MOM: This wireless bill is outrageous! Look at all these text messages.
DAD: The kids are awfully quiet...

T-Mobile commercial



DAD: You'd better not be doing what |
think you're doing!!!



DAD: They're TEXTING!
MOM: bloodcurdeling scream



Samantha Rufo
President, nxtConcepts, Ltd.
& the myGuideSites.com

« Small business with a B2C focus

 Traditional marketing foundation with continual
learning of new tools and methods

» Mobile Marketing campaigns for three years



1. What is Mobile marketing?
-Make 1t Personal

2. Who's Doing 1t?

3. Case Studies

4. Impact on Business
-Pros
-Cons

5. Getting Started

6. Putting It all Together



Can | get copies of this presentation?

Yes! Within 24 hours at
http://www.myMarketingGuide.com

Should my phone be on or off?

On vibrate of course.

Keep it on for an upcoming poll
Question!
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Do you do
text?

-No: raise your hand
-Yes: text GUIDE
to 95495



What Is Mobile
Marketing?



Mobile Data/Content-Based Activities of UK Mobile
Phone Users, Q3 2006 (% of respondents)
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“Mobile marketing has the same potential to change the advertising and
marketing space in the same way that the emergence of the Internet did
a decade ago.” ABI Research



Make It Personal



Traditional New Interactive

Marketing Channels Channels
“Print Advertising “Websites
TV Advertising “Email
< Radio Advertising “Viral
2 Billboards/Outdoor “*SEM (Search Engine Marketing)
e i

“*Social Networking



















US Mobile Phone Users Who Use Text Messaging to
Communicate with Their Date or Significant Other,
2005-2007 (% of respondents)

24%

2T
2007 3%

Sgurce: International Communications Research for ATRT Wireless
fformerty Crngu.'ar,l, Febrany 2007
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Who's Doing It
& Why



Select Content Features on Mobile Phones of US

Adult Mobile Phone Users, by Age, July 2007 (% of
respondents in each group)
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Teen and Young Adult Consumers Could Not Live, [a-adi
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Reasons that US Marketers Use Online/Mobile
Marketing Campaigns, February-March 2007 (% of
respondents)

Build brand 58.9%
Generate sales 55.1%

£
*

Drive consumers to a Web site

Build loyalty

}

Build opt-in e-mail list

Generate leads 41.1%

Offer incemtives 36.5%

Gain additional leads 30.8%

Collect personal data 27.0%
Award instant prizes 17.1%

Prompt a cross-sell or an upsell  146.3%

B other 3.0%
Iro answer  1.1%

Online/Mobile Marketing Tactics Used by US
Marketers, February-March 2007 (% of respondents)

E-Mail marketing

E-Mail newsletters
I <o
Banner ads

I, 5%

Online promotions

- pwm

Elogs

Promotions on social networking Web sites

I 7 5

Viral campaigns
15.6%

SEQ

.

Text messaging via moblle phone
13.3%

Promotions on shared-video Web sites
I 12 5+

Podcasts

11.0%

Video content via mobile phone
1.4%

I o

Saurce! Penton Media Custom Rasearch, "2007 intetactive Matketar Trands
Studly” commissioned by PROMO Magazing, May 2, 2007




Case
Studies



“Get a Deal/Powder Alerts”
(Dec 8, 2006-March 8, 2007)

Users could sign up to
receive real time alerts of
new fresh powder or last
minute deals. Users would
text the keyword ‘DEALS’ to
the short code of 95495 to
sign-on to the list.

36% Redemption rate



“Score a2 for 1Ticket”
(Nov 14, 2008-Dec 24, 2008)

Users could sign up to receive a
discounted early season lift
ticket. Users would text the
keyword ‘SKIWA'’ to the short
code of 95495 to immediately
get the redemption offer on their
phone.

35% Redemption rate



“House of Blues Concert Series”
(Summer 2005)

* 50 million Big Mac boxes
* 40% texted in

* 3% increase in Big Mac Sales



“MoBull Messenger”
(On-going)

9,000 students actively use the
system

» Get campus updates
*Class schedules
*Closings
*Alerts
*Event updates

*Discounts from local retailers,
restaurants, night clubs, sporting
events, etc

*10% response (costs about
.10 per message & 1/10
students become customers!



60 Second Text Promotion



Getting Started



Pros
Fast & easy

Get’s thru clutter

“Green” coupons,
Incentives, contests

Measurable

Flexible & responsive

Turn-key solutions

cons

Still in infancy

Privacy concerns

Creating business model

Quickly evolving industry

Hard to budget

“Text” challenged




1. Apply and get a short code.
Short codes are available at www.usshortcodes.com.
They range from $500 - $1,000 a month.

2. Set up the mobile servers & marketing platform.
You need special servers to be able to handle the mobile
platform. Then, contact every cell phone provider to
activate your code & make sure you have configured it to
their specifications (3-12 months). Servers can range from
$1000 to $5000 depending on the volume.

3. Compliance to rules and regs.
You also need to make sure you have completely followed
the Mobile Marketing Association rules and regulations or
you run the chance of being added to a “spam” list.
http://www.mmaglobal.com/



Taken Care of:

» Getting the short code

« Sending platform

* Built-in regulations & reporting

« Database/list management

« Campaign ideas & suggestions

» Approval from cell providers

* Regular maintenance

» Spam free service

* One monthly fee that starts
around $89



Putting It
All Together



> KISS

» Ask for permission

» Create a compelling offer

» Every phone is different

» Make it viral

» Piggy back on traditional marketing
» Track results

» Allocate enough set-up time

» Set aside enough budget

» Perfect your pitch



=
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Short Codes www.usshortcodes.com.

Mobile Marketing Association www.mmaglobal.com/

nxtConcepts Mobile Service www.myMobileGuides.com or
www.myMobileGuides.mobi
from your cell phone

Mobile Web Best Practices www.w3.0rg/TR/2006/CR-mobile-bp-20060627/

SMS Language Glossary http://en.wikipedia.org/wiki/SMS _language

Mobile Phone Online Emulator http://mtld.mobi/emulator.php




Samantha Rufo
sam@nxtConcepts.com

Download the presentation online
http://www.myMarketingGuide.com

What did you think of the presentation?
Text HEROES to 95495 for a short poll.
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