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Introduction

M arketers are always looking to make their communications more per-
sonal, more targeted, and more relevant. Mobile is arguably the most
personal, targeted, and relevant marketing channel available.

Mobile devices provide individuals with almost instant access to friends and
family, location-based information, productivity tools, entertainment, and all
the benefits of accessing the Internet from almost anywhere. If you're respon-
sible for marketing a business or organization, making sure your marketing
campaigns find their way on to mobile devices is one of the most important
jobs you have.

This book shows you how to create and run engaging mobile marketing cam-
paigns using today’s mobile technology. We explain the opportunities and
strategies you need to reach mobile consumers and get them to engage.

We show you how to deliver mobile messages including SMS, MMS, and
mobile e-mail.

Because your prospects and customers have to opt in for you to deliver
mobile messages to them, this book explains how to build a quality mobile
opt-in list full of subscribers who reward your mobile marketing efforts. We
also show you how to create great mobile Internet sites, mobile applications,
advertising campaigns, and social media interactions.

This book also shows you how to take advantage of voice by creating voice
campaigns and how to enable your customers to make purchases on their
phones through mobile commerce and point-of-sale campaigns.

Mobile marketers are subject to many legal requirements and industry guide-
lines, and many mobile marketing campaigns require carrier approval. This
book shows you how to adhere to professional standards, follow the rules,
and get through the processes involved in setting up your campaigns.

Mobile marketing has the ability to provide you with all kinds of great data on
your customers and prospects, including their location data, so we include
tips and ideas for using mobile tracking reports and analytics to improve
your strategy and increase your sales.
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Mobile technology is emerging and developing all the time, and new ways
of marketing are adapting all the time too. The best time to start marketing
through the mobile channel is today. Get ready, get set, go for it!

About This Book

Mobile Marketing For Dummies is written to answer your questions about
mobile marketing and to give you tips and ideas for executing the various
steps involved in a successful mobile marketing campaign.

This book isn’t written to impress technically savvy pocket-protector types.
It’s for marketers and business owners who have to make the most of every
minute of every day. We include lots of bulleted text with concise descrip-
tions and ideas for implementing each topic immediately.

The content in each chapter stands alone, so you don’t have to read all the
chapters in order. You can use this book like an entire series of books on the
subject of mobile marketing. You can scan through the Table of Contents and
read about a single topic to refresh your memory or to get a few ideas before
beginning a task, or you can read an entire chapter or a series of chapters to
gain understanding and gather ideas for executing one or more parts of an
entire mobile marketing campaign.

Sidebars are included in this book as interesting additional tidbits or to give
anecdotal examples of the tips and ideas in the book. You don’t have to read
them to benefit from this book.

Conventions Used in This Book

To make this book easier to scan and internalize, we use the following
conventions:

v Words in italics are used to point out industry terminology or words that
have special definitions in the book.
» Words in bold represent the keyword or the main idea in bulleted lists.

1+ Web addresses and snippets of programming code appear in a different
font, as in www.MobileMarketingForDummies.com.

v Placeholder text in code is in italic, as in <a href="http://www.
yourwebsite.com/page.html#anchorname>, where yourwebsite
should be replaced with the actual name of your Web site.
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Foolish Assumptions

It’s hard to imagine that anyone has managed to stay completely away from
mobile phones. However, to get the most out of this book, we assume that
you already

v Are familiar with the basic functions of a mobile phone

v Are responsible for (or are soon to be responsible for) marketing in a
business or an organization

+* Know how to use a computer and a mouse
1 Have a Web site or a physical location (or you soon will)

v Have a product or service that people need or have an idea for a prod-
uct or service that people need

How This Book Is Organized

Mobile Marketing For Dummies is divided into five parts according to the dif-
ferent types of mobile marketing campaigns you can create and deploy.

Part I: Getting Up to Speed on
Mobile Marketing

Part I explains where mobile marketing fits into a marketing mix and
describes the benefits and limitations of mobile devices as marketing tools.
We give you insight into the consumer landscape including tips for under-
standing laws and industry regulations as well as advice for developing a
mobile marketing strategy and choosing partners to help you execute on
your plans.

Part 1I: Executing Direct Mobile
Marketing Campaigns

Part Il helps you to build a solid foundation for sending text messages, multi-
media messages, and mobile e-mails. We show you how to obtain a common
short code, gain opt-in subscribers to your messaging campaigns, and pro-
mote your business with messages. We explain how to set up a variety of
campaigns and tips for designing e-mails for mobile screens.
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Part I1I: Mobile Media, Publishing,
and Advertising

Part Il explains how to go about building mobile Internet sites, mobile
applications, and advertising campaigns. Part Ill also shows you the power
of mobile when applied to social media and voice campaigns. We tell you
how to use layout and design elements to make your mobile sites effective
on mobile devices and we show you how to develop and distribute mobile
applications. We explain how to make money through mobile advertising and
the importance of making your social media content accessible on mobile
devices. Part Ill also shows you how to enable marketing campaigns using a
mobile phone’s most used and yet often overlooked feature — voice. After
all, it’s still a phone, no matter how many other bells and whistles it has!

Part IU: Mobile Commerce and Analytics

Part IV is where your mobile marketing strategy finds an enduring future. We
explain how to enable monetary transactions through mobile devices such
as mobile Internet purchases, point-of-sale scanners, and mobile wallets.

We also show you how to use mobile marketing analytics to track your cam-
paigns and determine whether your strategy is working.

Part U: The Part of Tens

In Part V, we include two chapters that list ten important bite-sized sum-
maries of mobile marketing information. The first list contains ten ways to
reach consumers on mobile devices today. The second list covers ten mobile
marketing resources you should become familiar with so your mobile market-
ing can advance and grow, along with new advancements in technology and
industry best practices. In addition, we include a Glossary to collect the defi-
nitions of mobile marketing terms into one convenient resource.

Icons Used in This Book

When you are scanning through the contents of this book looking for tips,
reminders, and ideas, you can look for the following icons in the margin to
help you find important information fast:
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This icon signifies a tip, idea, shortcut, or strategy that can save you time
or trouble.

This icon signifies information that you should remember and file away in
your brain for later reference.

This icon signifies important details that might cause your strategy to stumble
or come to a halt if left unaddressed.

This icon signifies information that is technical in nature. It’s for geeks only,
and you can skip it if you don’t fit that description.

Where to Go from Here

If you aren’t familiar with mobile marketing or if you don’t know a lot about
mobile devices, you might want to start with Part I and read each chapter in
order. If you are an experienced and tech-savvy marketer with a good idea
of which direction you want to take your mobile marketing, you can scan
through each part’s Table of Contents and read the chapters or topics in
any order.

Either way, it’s time to get started with building your business and deepening
your customer interactions with mobile marketing!
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Part|
Getting Up to
Speed on Mobile
Marketing

The 5th Wave By Rich Tennant

“This model comes with a pafttcu]arlg
vsetul function — a simulated static
button for breaking out of long
winded conversations.”



In this part . . .

A Imost everything you can do with traditional market-
ing can be adapted to work on mobile devices.
However, marketing through mobile channels isn’t always
simple. Mobile device standards and best practices are
still emerging and consumer behavior and laws are rap-
idly shifting. Adapting your marketing for mobile is an
ongoing task.

Chapter 1 gives you an overview of mobile marketing so
that you see the big picture and can identify the possibili-
ties of mobile marketing. This chapter also allows you to
easily skip to the other parts of this book that deal with
topics in more detail.

Chapter 2 helps you come up with your mobile marketing
strategy and shows you how to estimate your mobile mar-
keting reach so you can approach mobile marketing with
goal achievement in mind.

Chapter 3 covers the laws, industry regulations, and best
practices you need to know in order to keep your mobile
marketing campaigns compliant and consumer-friendly.




Chapter 1

Unveiling the Possibilities of
Mobile Marketing

In This Chapter

Discovering mobile marketing and its key elements
Exploring the myriad of mobile devices and networks
Finding out about the three forms of mobile marketing

Reviewing the many capabilities of mobile devices

bVe’ve become a mobile society, worldwide. People around the world
are on the go, and nearly everyone has a mobile phone or a mobile

device of some kind to help them connect with people, information, and busi-
nesses from anywhere. Sure, people are still making and receiving phone
calls with their mobile phones, but increasingly, they're also texting, search-
ing the Web, downloading applications, consuming content, responding to
ads, spending money, and generating value for themselves and marketers,
not just with phones but a wide range of devices as explained below.

The mobile device is increasingly becoming a cornerstone of our mobilized
society. In fact, for many people around the globe, a mobile device has
become their primary communication and commerce tool. Whenever our
world changes, so must the practice of marketing. This book is all about
showing you how to embrace this change. We show you how to embrace the
emerging practice of mobile marketing and engage your customers through
and with the mobile devices they use.

In this chapter, we get you started. We provide you with a detailed definition
of mobile marketing and review its key elements. And because the mobile
device is the cornerstone of any mobile marketing practice, we review in
detail the three categories of mobile devices, the networks that enable them,
and the eight mobile media paths that are the backbone of mobile marketing.
When you’re done reading this chapter, you’ll have the foundation you need
to understand everything else you find in this book.



10

Part I: Getting Up to Speed on Mobile Marketing

Marketers are gravitating to mobile

In June 2010, the Mobile Marketing Association
(www .mmaglobal . com), along with Chief
Marketer, Advertising Database Express, and
Kinesis Survey Technologies released a study
titled, “Second Annual View from Madison
Avenue.” According to this study, total U.S.
media in 2010 expenditures (the money that
marketers allocate to engage their customers
through media channels like television, radio,
newspapers, outdoor signage and other media
channels including mobile) will total about $128
billion. The MMA report estimates that mobile
media will account for 1.8%, or $2.3 billion, of

this total spending. By 2011, the MMA report
estimates that total mobile media spending in
the U.S. will grow to $5.5 billion, or 4.0% of the
$135 billion that will be spent on media in the
U.S. This is a 124% increase! Remember, these
are just the U.S. media numbers. Mobile mar-
keting is growing all over the world in every
market sector. Moreover, as you find through
the rest of this book, mobile marketing is not just
about media spending but also about engaging
your audience in all sorts of ways to deliver
value. The impact of mobile marketing is simply
staggering.

Defining Mobile Marketing

Mobile marketing, according to the Mobile Marketing Association (www .
mmaglobal.com), is “a set of practices that enable organizations to commu-
nicate and engage with their audience in an interactive and relevant manner
through any mobile device or network.” That definition contains just 26
words, but it packs in a lot of meaningful terminology.

In the following sections, and through this entire book, we discuss what these

26 words really mean and how they can be used to engage your customer
in a manner that generates meaningful results that are mutually beneficial
for both you, your business, your customers, and potential customers —

essentially, everyone!

Examining the five elements
of mobile marketing

Take a look at that definition again and then check out the following bullet
points, which pull out and refine the five key elements of the definition of

mobile marketing:

v+ Organizations: Organizations are commercial entities — brands, agen-
cies, marketers, non-profits, enterprises (including individuals), and
so on — with products, services, and offerings they wish to deliver to
the market. In other words, organizations are you and your companies.
Mobile marketing works for any type of business.




