
This is an adapted version of the slides presented at the Yale Club for the Direct 
Marketing Idea Exchange Club IDMIX

How toimplement Location Based Services tools to your Marketing Strategy.

There is no way to include in this notes the excellent questions asked during the 
presentation and the full extent of the information delivered.

Hope this helps you remember some of the topics we discussed.



For Brands and Marketing Executives:
I offer a unique blend of business understanding, technology innovation, 
marketing strategy, and monetization design. As an expert in location-based 
services (LBS) and as a Senior Marketing ExecutiveΣ LΩƭƭ ƘŜƭǇ ȅƻǳ ƛƴŎƻǊǇƻǊŀǘŜ 
location-based tools into your business strategy and multiply your marketing 
plan power.



The question is where are you right now??



Location BasedServices are a set of additional tools in your marketing toolbox. Some 
of them look the same, but they serve a different purpose.

As in any other project, you need to know which tool to use for each task. Most 
important you need to use the tools that serve your plan, and NOT adapt your project 
according to the tools you are offered. The ultimate goal is to enhance and augment 
your marketing strategy.

http://www.flickr.com/photos/tunnelarmr/2435107204/ (CC)BY-NC-SA
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I used to update this presentation every 20 days. The Location Based Services market 
is changing rapidly, many services are introduced every month. Therefore this 
presentation will talk about the principles and basic ideas on how and why use LBS.



If we look at the raw numbers, there are around 1.3 billion phone lines in the world. 
The number of TV sets and personal computers is higher, around 1.5 billion of each. 
hƴ ǘƘŜ ƻǘƘŜǊ ƘŀƴŘΣ ŀŎŎƻǊŘƛƴƎ ǘƻ ά¢ƘŜ ǿƻǊƭŘ ƛƴ CƛƎǳǊŜǎέ ǇǳōƭƛǎƘŜŘ ōȅ ǘƘŜ L¢¦ ŀƴŘ L/¢Σ 
by the end of 2010, there will be an estimated 5.3 billion mobile cellular subscriptions 
worldwide, cellular coverage is reaching about 90% of the world population and 80% 
of the population living in rural areas.

Look around you during the day τon a bus, at a restaurant, walking on the street, or 
sitting in your office τand try to answer the question: If I want to reach that person 
with a marketing message, right now, what media channel should I use? How many of 
those are carrying a yellow pages book? How many have a newspaper? Do you use a 
telemarketer, a TV ad, direct mail, or a notice to her phone? 



Your Target Market is Mobile; a change in Location will change everything (including 
moving from one room to another). You can add mobile to your marketing mix or 
keep aiming at the same place hoping somebody passes through when you shoot. 
¢ƘŀǘΩǎ ǿƘȅ ǿŜ Ŏŀƴ ǎŀȅ ǘƘŀǘ ǘǊŀŘƛǘƛƻƴŀƭ ŀŘǾŜǊǘƛǎƛƴƎ ƛǎ ŀ ǉǳŀǎƛ-disconnected process. 
You can infer what type of demographics will watch a TV show, listen a radio show, or 
read a publication. But you cannot be sure that those specific customers in a 
particular target market will be present when your message is delivered.





Do you need to wait anymore to start talking mobile?



Mobile is not enough. While the messages 1 and 4  may be appropriate accordingto 
user preferences, and the time of the day, the PLACE where the user is at this 
moment makes the messages irrelevant. The messages have NO CONTEXT

Messages 2/3/6 are alternative messages that might be more appropriate: promoting 
brand extension, customer engagement, etc

Camping:http://www.flickr.com/photos/bero_beeman/5144511407/   (CC)BY-NC-SA

NYC: http://www.flickr.com/photos/sandyjmacdonald/5129525405/    (CC)BY-NC-SA
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Location ispresent in many social networks.



How to use location information for business intelligence



Locationƛǎ ǇǊŜǎŜƴǘ ƛƴ ŜǾŜǊȅ ŎǊƛǘƛŎŀƭ ŀǊŜŀ ƻŦ ȅƻǳǊ ōǳǎƛƴŜǎǎΦ aƻǎǘ ŎƻƳǇŀƴƛŜǎ ŘƻƴΩǘ 
exploit this information to perform geo-intelligence
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Imagine a customer representative being able to map where most of the complains
are coming from



Case study onMobile Coupon delivery, according to time of the day, correlated with 
ǊŜŘŜƳǇǘƛƻƴǎ ŀƴŘ ǊŜŀƭ ǘƛƳŜ ƭƻŎŀƭ ǘǿƛǘǎ ŀōƻǳǘ άǇƛȊȊŀέ 
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Extrapolate this to other areas. Imagine the possibilities (mood maps,where to put 
Ƴȅ ƴŜȄǘ ŎƻƴŎŜǊǘΧύ



WHERE is an inherent part of yourmarketing practice
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Using location to create Loyalty programs
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Example: FourSquare

Briefexplanation:

1-/ǳǎǘƻƳŜǊǎ ǾƛǊǘǳŀƭƭȅ άŎƘŜŎƪ ƛƴέ ƛƴǘƻ ŀ ǇƭŀŎŜ ǳǇƻƴ ŀǊǊƛǾŀƭ ό/ƘŜŎƪ ƛƴ Ґ ƴƻǘƛŦȅ ŀ ǎŜǊǾƛŎŜ 
άLΩƳ ŀǘ ǘƘƛǎ ǇƭŀŎŜέύ

2- Frequent customers (most checkins) receive badges (recognition) and may receive 
discounts or other perks at the store

3- This is an incentive to a customer to return to the same place as many times as 
possible 
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The business side:

Can receive important information about the customers, average visits, frequency, 
etc.
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This concept is also used by brands (like Bravo) to expand their relationship with their 
viewers while they are not in front of a TV.



.ǳǘ ȅƻǳ ŘƻƴΩǘ ƴŜŜŘ ǘƻ ǿŀƛǘ ǳƴǘƛƭ ŜǾŜǊȅōƻŘȅ ǳǎŜ smartphones. Today you can buy the 
location of a mobile user, if you receive their permision(opt-in). Then you can deliver 
for example geo-targeted SMS (Text Messages)



This type of application will allow for example, to offer last minute discounted tickets
to your customers; only if they are close enough to get to the event on time. 
Otherwise why bother? 


