RBEF Quarterly Webinar. Series -

Mobile Marketing

Maria Knight
Director, Online Strategies

»




WHAT WE WILL REVIEW

® Mobile Marketing defined
- ® 2013 Mobile Landscape
® What it means to be “mobile friendly”
® Mobile Marketing Tactics
® States/DNR Adoption

® Getting Started

® Key Takeaways



WHAT IS MOBILE MARKETING?

Mobile marketing enables you to communicate
with your customer on the devices they use
the most — their mobile phones and tablets—
for the purpose of marketing your business

and/or products

® It is a simple, yet effective medium
® Allows you to reach everyone, everywhere
® It is a personal form of communication

® Enables you to deliver relevant content



4.85 people now own mobile
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Only 4.2B own a toothbrush!
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The averg person checks their
smartphone 5 times a day!
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The average consumer spends

17/ minutes in mobile
applications a day!
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MOBILE USAGE

Living Room 67%

Bedroom 65%

At Home

Kitchen 53%

Home Office 31%

In Stores 75%

74%

Outdoors

Restaurant 65%

Friend's House

Out of Home

Work
School

Library

Car | 7%
Traveling |1 es

Public Transport

On the Move

Kimberly Reynolds, socialnotz.com



MOBILE SEARCH DRIVES VALUABLE
OUTCOMES FOR BUSINESSES

73% 2) (BN ¥

UF M n H I |_E SEA REH ES Continued Research ViSitch\ifgbRS(i-:;t:iler'S Shared Information
TRIGGER ADDITIONAL

ACTION & CONVERSIONS N N N
i | 2 B’

28% of mobile searches : 17% 17% 7%
result in conversions :
(store visit, call, purchase)

Visited a Store Made a Purchase Called a Business

-
LA LR R LR L LR LR E R LR LRl

Source: Google/Nielsen Life360 Mobile Search Mome following did you do on your

smartphone? Q: Which of the following have you d ctop/tal =l {select all that apply)




Smart devices have revolutionized not only how we
communicate, socialize, stay informed and entertain
ourselves, but also how much and how often.

Mobile Marketing Association



MOBILE LANDSCAPE IS
COMPLEX & EVOLVING

Mobile web ads
Carriers
In text In-app

Social machines Couponing
s Barcodes
Wi-Fi

Mobile video
Gestural interfaces Sponsored apps
In-game

Social networks

Digital glass

Wearable technology

QR codes i0S
Augmented reality )
Android
MMS5S
Windows
Push alerts
: Proprietary
Geofencing
Blackberry
SMS
HTMLS web apps
Social/Local

Hosted platforms
Cloud services mobile
Responsive mobile sites  ~pac_qriven
mobile sites Mobile Marketing Association

m-Commerce
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THINK MOBILE FIRST

.~

,, ® The key to success lies in
I understanding your customers
and how they use mobile
across every phase of the
~ customer journey.

“What happens if our customers experience
our digital properties from their phone?
What does that look like?”



BEING MOBILE-FRIENDLY

-‘/Use visuals over text, larger fonts
_‘/Ensure pages / online content load quickly
‘/Encourage Immediate action

‘/Ensure continuity In the mobile experience
‘/Use “thumb-friendly” designs

‘/Use simple forms & leverage native features
of the device



Google reports that 40% of mobile
consumers turned to a competitor’s
site after a bad mobile Web
experience. M,




Mobile-friendly — Sets tone
early for entire experience




Mobile Mobile
Website A
Mobile PpS [ QR ]

Dlsplay Ads
I |

Mobile Mobile
Search Email
Location-
baSEd Mktg \ 1 | 0 [ Mobile ]

Payments

[SMS [ MMS

Offers M @) b | I e . Social ]

Networks

Marketing




RESPONSIVE VS. MOBILE

® Responsive is a single website that automatically re-
arranges images and text based on a user’s screen size
and orientation.

® Mobile websites are separate from your main website,
dedicated and optimized specifically for mobile devices.
Usually a simpler, smaller version of your website,
without complicated functionality and layout.

Responsive Mobile




SOME BASIC PRINCIPLES
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Accessed alter bebng installed

@ Interaclive user inter face

Accessad through browsing e

Static, navigational user interfate @

Faquires conmection @

Lomewhat imited features g

Avallable olfline

Can make use of phone features ke
loCation services, camera, elc,

=
T cc—— APP STORE

i
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None Bitit e APPROVAL PROCESS

2! Available |
x4 Sometimes Mandator

InLight.com.au




] Vobile Website vobile App

Audience Reach

Task Specificity

Device Integration

Development Resources

Development Costs

Ease & Speed of Implementation

Distribution/Installation

Updates & Maintenance

Search Optimization (SEO)

Data Connectivity

Viewable by anyone with a mobile browser

Well suited for general information — e.g.
broad company and product info.

Limited. Device geo-location can be
utilized.

Developed with standard Web
development tools & technologies.

Typically, but not always, less expensive
than app development.

Publish as a website. Immediate
availability.

Viewable with an mobile browser. No
distribution or installation required.

Easily updated and changes are immediate
with a browser refresh.

Can be found through standard search.
Primary website can be redirected to
mobile version when mobile device is
detected.

Required.

Viewable by individuals with the appropriate
device

Works well for very specific or repetitive
tasks/utility — e.g. weather, GPS/locator,
news.

Unlimited access. Camera, phone, GPS, etc.

Built for individual devices and operating
systems. May require multiple developers
with different proficiencies.

Typically, but not always, more expensive,
especially when multiple devices or
operating systems are targeted.

Requires a submission process.

Download and installation required.

iTunes requires a resubmission process.
May require multiple development resources
if updates are required for multiple devices
and operating systems.

Typically found through an app store search
or linked to from a website.

Can be used offline.



of users check
429% 1 email on their
mobile device

Silverpop, 2013



6% ......

have made a
purchase as a
result of an emall
from a brand

Exact Target, 2012
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Capitalize Labor Day
August 19, 2013, 10:18 AM

View this email online

% West Marine’ (&3 FREE SHIPPING

For your life on the water" = 2 Easy Ways! cickor senais

@ Shop Online: @ Call 1-800- e Find a Store Near
Visit BOATING You:

westmarine.com [1-800-262-8464] Visit Qur Store
Locator

Lq twitter ﬂ facebook You Tllhe youtube ﬁ product reviews

My Account | Change Email Address | Privacy Policy | Customer Service

Stay connected with us—add customerservice@e.westmarine.com to your address
book!

You are subscribed as: mjrl281@gmail.com.
To unsubscribe, click here or reply to this email with "remove" in the subject line.
Click here to change your email address or subscription profile.

All prices in U.S. Dollars. Limited to stock on hand. Selection may vary by store. Some
items may not be available in all our Canadian Stores.

West Marine

500 Westridge Dr.
Watsonville, CA 95076 USA

©2013 West Marine Products, Inc. All rights reserved.




~ MOBILE SEARCH ENGINE
MARKETING (SEM)

Once you've

A

=== made your
= <. UNDERSTANDING presence on

Stors Locator - Wy

{ | ™ MOBILE SEARCH

mobile, you need
to get found.

RadioShack



MOBILE SEARCH 15 ALWAYS ON,
WHETHER ON THE GO OR AT HOME AND WORK

7o

OF MOBILE SEARCHES ARE IN A
LOCATION (WORK OR HOME) LIKELY
TO HAVEA PC AVAILABLE TO THEM




MOBILE LEADS TO ACTION

Mobile searches drive valuable
outcomes for businesses

3 of 4 mobile searches
trigger follow-up actions
A ti t db bil h
(D e o Q =\
0/ of conversions (store visit, oo e
phone call or purchase) - W
0 happening within an hour
Shared Information \ﬂs.lted:mre

LocalVox.com



57% of U.S. smartphonelusers
seejatileast-|-mobilerad a day
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While mobile advertising plays many roles, it
functions most effectively for getting
customers to know your brand.

e Mobile display, rich media
and video: for
- and

Mobile Marketing Association



OTHER TACTICS

® Landing
pages

. QR Codes

® Mobile
Coupons

® Mobile
Payments




'STATE/DNR
ADOPTION!




MOBILE WEBSITES

Check here to go to our Mobile Site

2073-14 Kentucky Hunting and pat st
Trapping Ouide Fucebool

STREAM TEAM

gy

Cwo Mall yall

m Contact Hunting Fishing

Click HERE to jeen|

P | | http://fw.ky.gov/mob
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Customer Service

The Customer Service

Center offers DNR

licenses, permits and

maps. The center is at
402 West Washington Street, Room W160A in
Indianapolis and is open 8:30 a.m. - 4 p.m. Monday
through Friday. Phone: (317) 232-4200 or (877) 463-
6367.

= Answers to common questions can be read on the
Customer Service FAQ page.

= View a list [£] of customer center services and
prices.

= Licenses can also be purchased online &3.

Online Services
Stay Connected
Top FAQs

| Want To...

http://www.in.gov/dnr
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Site Navigation

Buy your license online

Rules & Regulations
Fishing

Boating

© 0 0 0|0

Hunting

ra]]

http://m.myfwc.com
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Florida Fish and Wildlife Conservation Commission ND
3 & B Espafiol Helpful Information

Recreational Licenses Online Cr &"(p
g 2
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Customer Lockup. Locate an Agent Permit Availability Retum to FIVG & m
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Locate or Create a Customer Account = For the purposes of hunting or ke -
&
fishing in Florida, a Resident is : l"“?rrm cO"'r

Step 1 - Enter Date of Birth:

1. A member of the United States

Diale of Bith [ ] i Armed Forces who is stationed in the
Step 2 - Enter ONE of the Following state and his or her family members
Identifiers: residing with such member; or

™~

Social Securty Number  EE . Any person who has declared Florida
: o Not A US Citizen
LoR. as his or her only state of residence u es
FWVC Customer ID —_— ) . ~ ~
as evidenced by a valid Florida driver

Wihare Gan | Find This?

.‘;";,',::’.:;:";;".,z”;:zm. j—— license or identification card with R I ™
both a Florida address and a Florida e u at I o n S
{“Toninoe | residency verified by the Department g
of Highway Safety and Moter
Wehicles, or, in the absence thereef,

ane of the following: Find Rules and Regulations

= A current Florida voter information
Online

= A sworn statement manifesting and
evidencing domicile in Florida in
accordance with s. 222.17

- L]
Proof of a current Florida homestead B tl n R I tl n
2 =

exemption; or

For a child younger than 18 years of
age, a student identification card O O
from a Florida school or, when H!!ntln!l Rg! I!!Iatl! !ns
accompanied by his or her parent at — ~—7

the time of purchase, the parent's

proof of residency.

Eichinn . Erachwatar

| \ s 3 M (e ' a =~ M 3]
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| Text Find an Agency Find a Person Account Center Online Services FAQs Live Chat Help A AA+ GOVERNOR ) -
l Mike PENCE I I Q,gOV Search
ABOUT INDIANA

AGRICULTURE & ENVIRONMENT

BUSINESS & EMPLOYMENT
EDUCATION & TRAINING

State of Indiana

IN.E

Education &
Training

m

A State that Works
g FAMILY & HEALTH
ABOUT THIS PHOTO LAW & JUSTICE
(A TurkeyRun PUBLIC SAFETY
State Park
More Info s TAXES & FINANCE

Advanced Search
TOURISM & TRANSPORTATION

Public
Safety

Business &
Employment

Agriculture &
Environment

Law &
Justice

Family &
Health

Tourism &
Transportation

Taxes &
Finance

) Online Services
| ® 70

Get yo-m: fis mg lic

ense now »

ViSltIng Indiana Bureau of Motor Vehicles

Driver's Record, Title & Lien and Registration Search
License / ID VallDate
Parking Ticket / Tollway Vehicle

Visit Indiana

About
Indiana

ay Get your fishing license now >
State Parks and Reservoirs
Bureau of Motor Vehicles

Economic Development Corporation Campsite Reservations

Driver's Record, Title & Lien and
Registration Search

License / ID VallDate
Parking Ticket / Tollway Vehicle
Single Record Purchase

Department of Natural Resources
Purchase a Fishing License
Purchase a Hunting License

fr—-wh_n.\...,.

Site Locator

Professional Licensing Agency
Renew a Professional License

Secretary of State

Form a New Business

More Services > Account Center »

Cavaaadin Dalaalas

Indiana State Park Inns Reservations

Department of Natural Resources
Special Events

View More >

August

| Single Record Purchase

Department of Natural Resources
Purchase a Fishing License

Purchase a Hunting License

Economic Development Corporation
Site Locator

Calendar
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24 Hour Fish

mobileapps.michigan

24 Hour Fish

This application allows you to purchase a 24 Hour
Fishing License from your mobile phone. Your license
will be processed immediately and you will receive a
confirmation number online as a receipt and proof of
your license. First time users should read the system
requirements before they begin.

Are you a returning customer?

Yes

© 2012 State of Michigan

—

d b

- - -_«-—--—- 2 -
http://mobileapps.michigan.gov

_f\ —
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8 Rl.gov: Saltwater Fishing License

www.ri.gov/DEM/salt

Saltwater Fishing License

Welcome

Welcome Information Payment Review
Order  Print License

Purchase a Rhode Island Saltwater
Fishing License

What you'll need:

1. A driver’s license or state ID
2. Date of birth

3. A Primary phone number where
the license holder can be reached

< > = M &

- - -_-—.—-iz -
http:/lwww.ri.gov/DEM/saltwater/



POCKET RANGER

E):’cuﬁun

APPS5 GEOCHALLENGES USERS

3120/ {% The Official Guide for NJ Fishing,
Hunting & Wildlife
Powered 5,: Pocket Ranger®

FREE! Including All Enhanced GPS Features

! e - Website n]flshandwildlife com t‘-’
e Rk i 5 - Y-
FISH’&}WILDLIFE Category: Education, Lifestyle, Navigation, Travel g
= Seller: ParksByNature Network®, LLC

Hunting

http://state.nj.us/dep/fgw



Mobile strategy at a high level

4 )

Audience

* How do your
customers use
mobile?

* How can mobile help
them progress
through each phase
of their journey?

* How can mobile
cement a closer

4 )

Market

\relationship /

\_

What are your
competitors doing?
What tactics are
available to you?
What are the mobile
trends in your
particular vertical?

v

Brand

\mix?

What do you hope to
achieve with mobile?
What types of user
experiences and
content do you need to
create?

How do they integrate
with your overall online
and offline marketing

v

Mobile Marketing Association



USE SIMPLE APPROACH

.1.Set an objective and goals based on data
gathered

'2.Assess available content and offerings

3.Integrate current methods to create your
place in the mobile landscape

® Mobile Website / landing pages
® Mobile-optimized Email

® Mobile Search Engine Marketing (SEM)



KEY TAKEAWAYS

® Mobile is NOW!
® Know your audience and their mobile habits

® Focus on mobile-friendly content and
offerings |

® Remember that continuity is an important
part of the mobile experience

® Get started by utilizing tactics that are
already available to you



RESOURCES

Mobile ﬂl\/larketing Association,
http://www.mmaglobal.com/

eMarketer, http://www.emarketer.com/

Smart Insights,
http://www.smartinsights.com/

Mobile Marketing Watch,
http://www.mobilemarketingwatch.com/

Marketing Land,
http://marketingland.com/



http://www.mmaglobal.com/
http://www.emarketer.com/
http://www.smartinsights.com/
http://www.mobilemarketingwatch.com/
http://marketingland.com/
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