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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.
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For Brands and Marketing Executives:
| offer a unique blend of business understanding, technology innovation,
marketing strategy, and monetization design. As an expert in locéiased
services (LBS) and aSenior Marketing Executi¥te L Qf f KSft LJ @ 2dz A\
location-based tools into your business strategy and multiply your marketing
plan power.




The Mobile
revolutionis

The question is where are you right now??




Location Base&ervices 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(CCBY-NGSA




I used to update this presentation every 20 days
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| used to update this presentation eve?{ 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.




Why Mobile?

-

1.268 Billion 1.416 Billion 1.604 Billion
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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.
hy GKS 20KSNJ KFEYyRX FOO2NRAYy3a (G2 G¢KS ¢2N
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 on a bus, at a restaurant, walking on the street, or
sitting in your offica and try to answer the question: If | want to reach that person

with a marketing message, right now, what media channel should | 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?




Moving Targets
require

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.
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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.




Differences — Consider that:

Mass Market (292M/93%) — Diverse — Personal
Always Connected — Mobile lifestyle (immediacy)
Mobile — Place and Time matters

Still low percentage of smart phones
Small monitors — different operating systems and functionality




“..your phone Is your
alter ego, an

extension of
everything we do...”

Gooyle CEO Eric Schmidt

Do you need to wait anymore to start talking mobile?




Gaucho:
Tonight
Free bottle
of wine with
2 entrees

Context

User
preferences

2-El
Gaucho:
| Enjoy the

Did you take
our BBQs...

Place

3-El
Gaucho:
We'll miss
ton8.come
tomorrow

for a free ...

4- Planning » ContEXt

aweekend? P
30% off at
bass pro User

Place
preferences

6- Enjoy
your trip in
NY. Bring a

present
back from

BSP.

Mobile is not enough. While the messadeand4 may be appropriate accordirtg
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

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

Campinghttp://www.flickr.com/photos/bero_beemanb144511407 (CCBY¥-NGSA
NYC: http://www.flickr.com/photos/sandyjmacdonakil 29525405 (CCB¥NGSA




Location Location Location
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Mobile Marketing and Location Intelligence
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Location igpresent in many social networks.




Intelligence

How to use location information for business intelligence
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Location is present in every critical area
of your business.

Market intelligence
Demand analysis
Client segmentation

Trade Marketing & BTL I

Billboards management Marketing <

Direct Marketing .~ = M
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’ \  Phone Calls
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Channels and distribution centers
Zoning
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exploit this information to perform gemtelligence
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Location Location Location

m comcastcares

| will be heading to Nashville in
August! Check out more about the
Big South Social Media Summit

' http://www _bigsouthsocialmediasumm
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Imagine a customer representative being able to map where most of the complains
are coming from
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Imagine the possibilities

Home Profie Find Pecsle Sets

Wame Frank Elsson
Location Prisceichia PA

Ewitter:

2 roee
ﬂ ladygaga
| will be heading to Nashville
8 Fotow

comcastcares

August! Check out more abot
Big South Social Media Sumi “om B SR L D
http://www_bigsouthsocialmet )
Twets m
At the end of the day,when the lights Favortes
are off + no one's looking, its the
power of rehearsal that reminds me
i'm a fighter. 5 days monsters

Actons
block adrgaga

™ BarackObama Fobovon
= -
i ST LAl 9L
i omflortrabibkisaAidoryet SRAED =
- ans
: HE®

gie p
mons!

2

"We don't quit | don't quit. Let's seize R ARTAN™
this momen—to s :r:g»hsri,:‘;amrgn anazng M laughing S0 hard, | thnk just peed a TGy JoEaARa
s reldtl 8

goto all merch purchased funds rebe! in Hatl

RCENT On way to Radio Cty, can wait fo see my il

ALL 1
monsters

Where are the
follower? Where
to push the
campaign?

Where are
my fans?

il a money goes 10 ha
¥1d know  helped hat

gaga mercn. ana

|
M@Mu!me Marketing and Location Intelligence © — Claudio Schapsis — claudio.schapsis@bdnooz.com

Extrapolate this to other areas. Imagine the possibilities (mood melpste to put
Ye ySEG O2y OSNI X0




Real Marketing ROI — Answer the questions

WHERE are your customers, competitors, distributors, sales
WHERE are the marketing efforts

WHERE are the opportunities (Where should | put my next POS?)
Optimize distribution and logistics (Where are my reps?)
WHERE should | place billboards, WHERE send direct mail?
WHERE do your customers live and WHERE do they buy

Are product sold better in some zones? WHERE and why?

Is advertising relevant to the place?

Are customers entering your shop?

Do they respond to the mobile coupons? Where were they?
WHERE are your customer complains coming from?

E®E) Wobile Marketing and Location Intelligence © — Claudio Schapsi

WHERE is an inherent part of yooarketing practice
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Loyalty

Using location to create Loyalty programs




Geo Games — Redefining “to be a regular”

adges

ﬁ Check-in
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ExamplefFourSquare

Briefexplanation:
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2- Frequent customers (moshecking 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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Geo Games — The businesses perspective

Where are you?

Your check-in score:
% Travel bonus: 2 stops! (+2) iy
Total: 2 pts (8 tonight) oK

Starbucks - Lincoln & ﬁ m W H Ranked: #50 amongst friends |
Meridian ° N [ ] #2487 in NYC (this week | _,
avs crecxeo m — AV CrECKNS WheN OuT MECKIS AT NEW PLACES

Where are you?

“eck-in score:

el bonus: 2 stops! (+2)

ked: #63 amongst friends
#606 in NYC (this week)

%-.?‘; i - f Chris O. is the mayor of
E‘ P e RS SRRG, Destination.
& 1]

The business side:

Can receive important information about the customers, average visits, frequency,
etc.
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Geo Games — As branding and promotion tool

Current City: New York

Onecess

# Featured Listin

Le Bilboquet
25 E. 63rd St., New York ©
/ it Side

Upper East

4 o7mi
I Zarin, Real Housewives of NYC

August
359 Bleecker St., New York ©
West Village

Gail Simmons, Top Chef

One If By Land Twc If By.
17 Barrow St., ©
West Village

PatsStanger, The Millonsice Matchmaker 1" - & Al!‘lﬂﬂl
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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.




You GAN LOCATE and
ENGAGE 293Million

Gustomers TODAY
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location of a mobile user, if you receive thparmision(opt-in). Then you can deliver
for example gedargeted 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?




