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Introduction

I believe that mobile marketing is the marketing of the
future. My name is Cindy Krum, and I am the author of
Mobile Marketing: Finding Your Customers No Matter
Where They Are. This book is intended to be a compre-
hensive guide for marketers and anyone who wants a
clearer understanding of how they can integrate mobile
marketing with their existing on- and offline marketing 
campaigns.

Mobile marketing is a quickly changing industry. My
hope is that this book is as comprehensive, timely, and
accurate as possible. That being said, the mobile industry
is still very inconsistent and, in many instances, opaque,
complicated, and variable. It can be difficult to pin down
different technological capabilities or get a clear under-
standing of how different technologies work together. 
I have done my best to describe the mobile world as I
understand it, but I will be the first to admit that I am no



technology expert. Many people have a deeper under-
standing of specific mobile technologies, but few have the
breadth of understanding for the entire channel or its
potential relationship to other marketing channels. My
strength is in my vision and my ability to help companies
create unified mobile strategies that create long-term
value while still generating an immediate return. 

You will find several themes throughout the book. These
themes are the core reasons that I have become so pas-
sionate about mobile communication and have become
somewhat of an evangelist for mobile technology.

In t roduct ion2

• Empowerment—The adoption of mobile technology has economic and
political ramifications that help people lead better lives and have a voice
in their society. Because mobile phones are cheaper that computers, in
many places, smart phones are simultaneously a person’s first personal
phone and first personal computer. Jeffrey Sachs, from the Columbia
University’s Earth Institute, said that mobile technology has been “the
single most transformative tool for development.” It has already helped
unify communities, stabilize economies, and provide access to informa-
tion in areas where it was previously unavailable. Mobile technology
has been used to monitor and verify election results, coordinate politi-
cal protests, and enable disaster-management teams.

• Ubiquity—We are quickly approaching a time when almost every per-
son in the world has access to a mobile phone. In both developed and
developing countries, people rely on mobile phones to conduct busi-
ness, receive information, and interact socially. Faster mobile network
connections are constantly becoming available around the world, deep-
ening our reliance on mobile data above and beyond our reliance on
simple voice and text messaging. This ubiquity has broad social and
cultural implications that have already had a dramatic impact on many
people’s day-to-day lives.

• Relevance—Mobile marketing messages can be location specific, time
specific, and even person specific, making the message highly relevant
to the person receiving it. Messages can even be tailored to meet the
needs of a person or company at the exact moment that the need



arises—all of which exponentially improves the relevance of the mes-
sage. Mobile technology is also the first communication channel that
creates messages that can be saved and opened later—at the exact
moment when they are relevant—without the risk of the message being
lost or damaged in the process (such as when coupons are clipped or
ads are printed).

These themes have fed my passion for all things mobile. They are fundamental dif-
ferences that make mobile a uniquely powerful marketing technology. People
around the globe have allowed themselves to become deeply dependant on a small
piece of technology called a mobile phone, and that is what makes it so darn
important! 

I deeply hope that you find this book very valuable. I have done everything possible
to present an unbiased synopsis, supplementing my own knowledge and experience
with research and case studies, and calling upon industry experts to review my
work whenever possible. This book has taken the better part of a year to research
and write, and in that time, things have already changed dramatically. The editorial
team and I have done our best to ensure that the chapters are all as current as pos-
sible at the date of launch, but if we have missed something, please forgive us. The
hope is that the book gives you the foundational knowledge you need to make the
right plan, hire the right people, and set the right expectations so that your mobile
marketing initiatives succeed. Thanks for reading it!
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6

Mobile Promotions
and Location-Based
Marketing

One of the best opportunities in mobile marketing is the
capability to build brand awareness and goodwill with
your target market. Mobile promotions help customers feel
appreciated and, thus, feel more loyal to your brand. With
the appropriate customer-tracking systems, loyalty pro-
grams can be layered in to create an even closer connec-
tion between your customers and your brand. This kind of
deep connection can help drive sales, but it will also help
create brand evangelists who will endorse your brand to
all their friends, which is quite powerful. Mobile promo-
tion is also an ingenious way for companies to reach out
to their customers and create a mobile presence without
creating and maintaining a mobile website.



The most common mobile promotions begin with SMS,
MMS, and proximity marketing messages. These can be
followed by coupons, discounts, or promotions that are
sent directly to the customers’ mobile phones. The
coupons or discounts can then be redeemed in a variety
of ways. After customers have opted in to your mobile
communication, loyalty programs can be developed to
optimize your customer interaction at the most granular
and personal level. This chapter focuses on using SMS,
MMS, and location-based marketing to build a list of
potential customers who are interested in receiving mar-
keting messages from you. It then details how to drive
sales with mobile coupons and promotions, and finally,
how to leverage loyalty programs to create a custom com-
munication strategy to reach your most loyal customers. 

Introduction to Mobile Promotions
A 2008 study by Jupiter Research estimated that retailers send out nearly three bil-
lion mobile coupons per year worldwide. Mobile couponing, or mCoupons, have
yet to be widely adopted in the United States, but they have seen much more suc-
cess in Europe and Asia. In the United States, problems with delivery and redemp-
tion are still being worked out. Despite the complications, mobile couponing is a
great way to drive foot traffic to brick-and-mortar stores.

The goal of mCoupons is basically the same as that of traditional coupons: They
should drive revenue by encouraging higher volume and repeat sales. They can also
help increase product awareness and move overstocked inventory to make room for
new, more valuable products. Mobile couponing can be much more tailored to the
needs of the specific consumer and less costly than traditional print coupons. For
the user, they are also nice because mobile coupons don’t have to be clipped and
carried around to be redeemed.

The most important consideration when you are developing mobile couponing
strategy is the ease of use for the consumers. If the process for sign-up, delivery, and
redemption of a coupon is too complicated or time consuming, users will not
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participate. To develop an effective mobile couponing strategy you must understand
the three elements of mobile couponing: coupon messaging, coupon targeting, and
coupon delivery and redemption.

What Products Are Right for Mobile Couponing?
Before you get started with mobile couponing, you must assess your goals and
expectations. Some products and services are more appropriate for mobile promo-
tions than others. Mobile promotions provided by retailers are much more intuitive
than promotions provided by manufacturers. This is because when you are working
with a specific retailer, you can ensure that they will have the necessary equipment
and training to redeem mobile coupons or discounts at their counters. Because
coupons offered by manufacturers can be redeemed at any location that sells the
product (for instance a 50¢ off coupon for Velveeta Cheese), there is no way of
ensuring a problem-free redemption of the coupon.

Some companies have tried to surmount this obstacle, but their efforts have seen
varying success. CellFire, Hothand Wireless, and SingleTouch Interactive have three
different models whereby participants can interact with a database of manufacturer
coupons (online or through a downloadable application), to choose the manufac-
turer coupons that they would like from their mobile phone. After coupons are
selected, the information is sent to their loyalty account, and redemption happens
automatically when the user scans his or her loyalty card at the register.

Mobile coupons from retailers are much simpler. Besides knowing that the retailer
will be able to redeem the coupon, there is a lower likelihood that your customers
will have more than one or two coupons to redeem during any one transaction.
This makes the redemption of the coupon a simpler process and, thus, more
rewarding for the consumer and the retailer.

Mobile Coupon Messaging
The most effective and easily redeemable mobile coupons are sent via SMS or
MMS. Although it is not yet required by law, the Mobile Marketing Association
stringently suggests that users must opt-in to this kind of marketing because their
carrier may charge them for the receipt of your text or picture message. This charge
must be taken into account when you are crafting your messaging, because the offer
must provide enough value to justify the charge to their bill. In the case of text mes-
sages, the charge can be around 10¢–15¢ but for picture or multimedia messages
(MMS), the charge can be as high as 50¢.
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Most mobile coupons are sent via text message, which creates a number of con-
straints for the marketer. You have only 160 characters (or 70 non-Latin characters),
including spaces, to convey your message. Coupons should always provide a clear
offer and expiration date. Simple offers with quick expiration periods will promote
a faster response, but longer expiration periods will provide a better rate of redemp-
tion. Ideally, you should also provide a mechanism for recipients to opt out of
future coupons and messages from your company.

Mobile Coupon Targeting
One of the first challenges with mobile couponing in the United States is that there
is no consensus regarding the best way to encourage potential customers to opt-in
to your marketing messages, thereby ensuring that you are marketing to a targeted
list of recipients. Many of the options are still too complicated or intrusive, but
there is a clear incentive for companies to find the right balance, and that will prob-
ably happen soon. In general, companies can use numerous methods to encourage
potential customers to opt-in to your mobile communications and mobile coupons,
and a combination of all the methods is usually desirable.

• Text message opt-in—The consumer initiates the opt-in process by
texting a keyword to a short code after being presented with the option
through some other form of marketing.

• Invitation opt-in—If you already have a database of customer phone
numbers, it is generally acceptable to send them one message, request-
ing that they opt-in to your mobile couponing program. This message
should include your company name and instructions for responding to
the text message to opt-in. If recipients do not explicitly opt-in they
should not be sent further marketing messages. If they do opt-in, a 
follow-up message should be sent with an initial coupon thanking them
for signing up. You should also be sure to include information about
how they should respond if they want to stop receiving text communi-
cations, as well as a link to view your terms and conditions.

• Online opt-ins—With this method of targeting, people interested in
your product or services simply sign up to receive your mobile market-
ing messages and coupons through your website. They submit their
phone number, and then messages and coupons can be sent to them
directly from your database. This is just like sending coupons by email,
except that the coupons are sent to the user’s phone via SMS or MMS.
The best practice is to send a text message immediately after the online
form has been submitted, thanking users for signing up, verifying that
you have permission to send coupons, and including other marketing
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messages via text messages. If users are signing up for both email and
text messages, you will need to send an email confirmation, to complete
the opt-in for the email program, and a text message confirmation, to
complete the opt-in for the text message program.

• Point of sale opt-in—Billboards and displays in stores can be used to
encourage users to opt-in to a mobile couponing program. These mes-
sages usually have instructions that tell the shopper to text-message
a specific word to a short code that is provided on the signage.
Alternately, retailers can collect mobile phone numbers through a
specialized device at the purchase counter, or a clerk can input them
directly into the company’s system at the register.

• Phone call opt-in—A quick and frequently overlooked method of
building a targeted list of mobile coupon recipients is to integrate the
opt-in process with your phone system. When potential customers call
in and are put on hold, you can include a message that encourages
them to opt-in to your mobile couponing program while they are on
hold, simply by pushing a button on their phone. Although this works
only if the caller is calling from a cellphone, it is quite easy to imple-
ment because the phone system can automatically detect the caller’s
mobile phone number and store it to a database. The hold message
would simply say something like, “Press 1 to get mobile coupons sent
directly to your cellphone.” Again, the first message sent to the phone
number should be a coupon thanking customers for opting in and giv-
ing instructions about how to opt out if they want to stop receiving the
messages.

• Email opt-in—If you are doing email marketing, you should also
include information about your mobile couponing program in each of
the emails that you send, encouraging the recipients either to go to the
website to opt-in (include a link to the opt-in page) or to opt-in via text
message immediately.

• Microblogging opt-in—Microblogging platforms such as Twitter and
Pounce are another way to send mobile coupons and promotions to
your clients with minimal overhead or complications. Brands can sim-
ply create accounts with the microblogging platform of their choice
(Twitter is the most popular in the United States). Users can then opt-in
to messages from your company by “following” your brand on the plat-
form. Short messages are then broadcast via the platform to all your
followers, and they have opted in to your mobile marketing messages
via their default agreement with the microblogging platform.
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Users can opt-in to receiving your messages via the Web or directly to
their mobile phones as text messages. After a brand account has been
set up, you can build your list of followers by searching for people who
are interested in your product or service. When you friend someone on
these networks, many follow you in turn. Automated responses can also
be set up using programs such as Twitter-Hawk, and they can be tied to
the use of specific key phrases or specific actions taken on the platform.
It is advisable to include a personal appeal to your messaging instead of
simply relying on automated responses or only including marketing
messages in your Twitter feed.

Mobile Coupon Delivery
Mobile coupons can be sent using a variety of technologies. The most common
method of mobile coupon delivery is through SMS or MMS based on a list of con-
tracts you already have. Mobile coupons can also be delivered via location-based
technology, described in more detail later in the chapter. Regardless of the method
of delivery, any mobile couponing delivery should be directed through a database
or preference center that identifies potential customers and whether they have
opted in to mobile communication. This is also discussed later in this chapter.

Coupon Delivery via Text Messaging (SMS)

In 1991, a Finish company called Radiolinja (now known as Elisa) offered the first
mobile data service; the first text message was sent in 1993. Text messaging, other-
wise known as Short Message Service (SMS), wasn’t used much for marketing in
North America until after 2000.

SMS messages can be sent from phone to phone or from computer to phone, or
they can be sent from a phone to a “common short code,” usually abbreviated to
simply “short code.” See Figure 6.1 and 6.2. A short code is a five- or six-digit phone
number that can be dialed as a destination for a text message. Text messages are
then sent to a computer communication system instead of a phone. Short codes can
be shared or owned privately by a company.

If a short code is shared, certain keywords are set up to trigger the parsing activity
of the computer system for the short code. The computer communication system
that controls the short code is tasked with sending and parsing all the information
for the short code. Shared short codes are easy and cheap to get, but can be risky or
complicated depending on the types of text responses you expect to get, and how
well the computer system is able to parse them.
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Figure 6.2 Another example of a short code used in advertising.
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Figure 6.1 Short codes, such as the one shown here, are becoming more common in
mobile marketing.



Dedicated short codes are ideal, especially for big bands, because they allow you to
control the branding and capture all the information that is sent to the short code.
The disadvantage is that they can be expensive, and the process to acquire them can
be time consuming and cumbersome. Common short codes are generally registered
or leased, for a period of time, much like a domain name. The body that controls
common short codes in the United States is called the CSC Registry and they have
a website at www.USShortcodes.com. Once a short code is leased, you must send
applications to each of the carriers in the region that your text messaging cam-
paigns targeted, so that your campaign can be reviewed, provisioned and approved
by the carrier. Your application must also pass review from the CTIA Monitoring
Agent, who evaluates the campaigns adherence to the Consumer Best Practices.

Initially, SMS was used as a way for carriers to communicate with their subscribers.
Later, SMS began to take off as a means of person-to-person communication. It
offered a significant cost savings over traditional voice calling and allowed recipi-
ents to view and respond to the text message at their discretion. In North America,
the first cross-carrier SMS marketing campaign was run by Labatt Brewing
Company in 2002. Now, in 2009, it is estimated that more than 74% of mobile sub-
scribers are active users of SMS, and more than 90% of the mobile marketing
revenue comes from SMS messaging.

Coupon Delivery via Picture Messaging (MMS)

The late 1990s also saw the development of picture messaging, otherwise known as
Multimedia Message Service (MMS). MMS is an extension of the SMS messaging
standard but uses the WAP coding language to display multimedia content. Picture
messages are sent in much the same way as text messages, but they can contain
images, timed slideshows, audio, video, and text. The first group to launch an MMS
campaign was a carrier out of Europe called Telenor, in 2002.

Picture message marketing has not been widely adopted in North America, partly
because mobile carriers charge for both sending and receiving picture messages.
The cost is usually 5 to 10 times higher than it would be for a text message, which
creates a substantial disincentive for people to remain opted in to that kind of
messaging.

The lack of mass adoption of this type of marketing could also be because no suffi-
cient platform can efficiently send bulk MMS messages. Complications caused by
discrepancies in the different networks’ MMS messaging standards, and different
phone-rendering capabilities make deploying a successful picture messaging cam-
paign time-consuming and difficult.

As with email, concerns arise about unwanted SMS and MMS marketing, otherwise
known as spam. This is more prolific in countries where carriers are allowed to sell
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the phone numbers of their subscribers to third-party advertisers. Many mobile
carriers in the United States and Europe now police their own networks, to prevent
SMS and MMS SPAM from reaching their subscribers. In December 2005, the
Mobile Marketing Association (MMA) outlined Consumer Best Practices
Guidelines, which included instructions for SMS marketers. This document is
updated twice a year, and is considered the best set of guidelines available in the
United States. Be sure to review these guidelines before launching any SMS or MMS
marketing campaign. You can find the guidelines here: http://mmaglobal.com/
bestpractices.pdf

Mobile spam is covered in more depth in Chapter 13, “Mobile Marketing Privacy,
Spam, and Viruses.”

Location-Based Couponing
Mobile coupons can also be delivered directly to your device when you respond to
a location-based prompt that is part of a Bluetooth or WiFi broadcast, or is embed-
ded in a billboard or display as a QR code or infrared beam. LBS is discussed later
in this chapter.

Mobile Coupon Redemption
Mobile coupon redemption is another aspect of mobile couponing for which there
has yet to be a consensus. The two basic methods of mobile coupon redemption are
through the use of alphanumeric redemption codes and barcode scanners.

• Alphanumeric codes—Redemption codes can be used for both manu-
facturer and retailer coupons. In this scenario, a redemption code is
sent to potential customers via SMS. The message should include infor-
mation about the coupon and when it expires. When the recipient goes
to redeem the coupon, he simply gives the code to the clerk at the regis-
ter. If your company has an online presence, the recipient should also
be able to redeem the coupon when shopping online. The difficulty
with this method of redemption is mostly seen if manufacturers have
not worked directly with their retailers to ensure consumers’ ability to
redeem the coupon at their registers.

• Barcode scanners—In Asia, many retailers are equipped with scanners
that can read barcodes, known as QR codes, directly from a mobile
handset. These are not prevalent in the United States, but that may
change as mobile marketing becomes a more powerful force in the
industry (see Figure 6.3). In this scenario, coupons are sent as a text
message, with a link to the mobile coupon and barcode that can be
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scanned at the register. Alternately, coupons can be sent as an MMS
message that includes the barcode directly in the message.

If you are a retailer and you can ensure that all your retail locations
have the equipment required to scan barcodes off phones, then this can
be a good strategy. However, if you are a manufacturer, ensuring quick
redemption of these coupons becomes more difficult. Mobile marketers
who are launching campaigns in a region where mobile barcode scan-
ners are not ubiquitous should include an alphanumeric code with the
barcode message, to ensure that recipients will be able to redeem the
coupon.
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Figure 6.3 QR codes are more common outside the United States, but that could
change soon. Photos courtesy of Maly LOLek, Darko, Ajenbo and Brdall, via Wikimedia
Creative Commons License 3.0, a freely licensed media repository and Share Alike 2.0,
also a Wikipedia freely licensed media repository.

In either redemption scenario, you can choose to send the same message to every-
one or you can choose to segment your message to learn more about your cus-
tomers. In some cases, you might want to run an A/B test to see what offers



recipients find more compelling. To do that, you write two different promotional
messages that are each linked to different redemption codes. When coupons are
redeemed, you can quickly and easily see which marketing message was more com-
pelling and then use that information to guide future marketing messages.

If you have a loyalty program in place, you can also use information from your loy-
alty program to send the same message to different types of customers. The catch is
that messages sent to different customer types contain different redemption codes.
This allows you to track the individual segment’s response to the same marketing
message. If you segment your customers based on their average annual spending,
gender, or zip code, and give each group a different redemption code, you can learn
which groups are more responsive to your marketing message.

You can also segment messages to determine which method of delivery is most
effective for your customer base by sending one group an alphanumeric promotion
code and the other a link to a mobile Web coupon or a scannable bar code.

Digital Proximity and Location-Based Marketing
Obviously, one of the most valuable aspects of mobile marketing is that the phone
is with its owner all the time. Many brick-and-mortar stores may have had a hard
time using the traditional Internet to drive foot traffic, but location-based market-
ing turns the tables and gives them an incredible opportunity to get people into
stores (evaluated in the industry as cost per pair of feet, or CPPoF). Mobile promo-
tions reach potential customers when they are most likely to make a purchase.
Location-based services (LBS, sometimes also called near LBS, or NLBS) are digital
systems that broadcast digital messages to enabled devices within a specific radius
or proximity. According to Robert McCourtney, from Metamend, the following
advantages can be seen from location and proximity marketing (paraphrased here):

• A captured target—The consumer is already in or near your place of
business. A customer is much more likely to come through your door if
a competitor’s store is a 20-minute drive away but your store happens to
be right around the corner from where they are standing (and you have
what they are looking for).

• Increased impulse buying—Real-time delivery of advertising can
prompt benefits of immediate response—for example, “Come in within
the next 30 minutes and receive 20% off your meal.”

• Development of one-to-one relationship marketing—Consumer pur-
chasing history can be examined, thereby enhancing future marketing
messages.
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• Direct marketing spending effectiveness—True targeting of promo-
tional materials, meaning materials are delivered electronically and on
demand, as required. There’s no hard copy waste or excess printing
inventory.

• Psychological nurturing—The consumer feels like a somebody, build-
ing brand recognition and loyalty.

• Increased return on investment (ROI)—Repeat or additional con-
sumer purchases during a visit. Time-based incentives or promotions
can be sent to increase the total value of the sale.

Proximity and Location-Based Marketing Technology
For retailers, marketers, and independent advertisers, proximity and location-based
marketing efforts generally leverage one of five technologies described in detail in
upcoming sections of this chapter—Bluetooth, WiFi, infrared (IR), near field com-
munication (NFC), and ultra-wide band signals (UWB).

Note
Location-based marketing can also be done in coordination with carriers.
Mobile phone carriers can determine where their subscribers are based on
GPS data from the phone, or based on the triangulation of radio signals
sent to and from the phone. In this model, advertisers work directly with
the carrier to determine what locations they want to target with location-
based messages. The carrier then works with the advertiser to determine
pricing, the duration of the campaign, and what the message will say.
These types of campaigns generally use text or picture messaging, because
the carrier has the ability to send their subscribers text messages, without
the cost of the text message appearing on their subscribers’ bills, which is
very important to the subscribers.

Bluetooth

Bluetooth technology uses radio bands to transmit signals to Bluetooth-enabled
devices, including mobile phones, handheld computers, and laptops. With this tech-
nology, a small server can be placed in any location and set to send out coupons,
barcodes, applications, vCards, vCal, video, MP3, MP4, and text messages (also
known as BlueCasting). It generally works in a circular 100m radius, but like all sig-
nals, it can be hindered by thick concrete walls or other obstacles. Bluetooth mar-
keting is generally used to simultaneously target shoppers in a retail location, as
well as passersby outside the retail location (see Figure 6.4).
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Figure 6.4 Small Bluetooth beacons can be placed just about anywhere—signs,
posters, or kiosks, for example—and can broadcast coupons, barcodes, and more. 

Bluetooth broadcasting systems can also be set up in posters or worn by promoters,
to encourage passersby to enable their Bluetooth devices and download promo-
tional information about a product or event. Some brands are even placing
Bluetooth broadcasting systems in bars and clubs, and even at the beach or at music
festivals to engage the local audience with mobile media and promotions. When the
server is set up, it can be programmed either to broadcast the same message
throughout the day or to broadcast different messages at different times of day.

All Bluetooth devices have specific numbers associated with them that never
change. When a Bluetooth-enabled handset enters the range of the server, the server
captures that number and information about the handset. It then queries a database
to ascertain what, if any, communications have been sent to that device previously.
The server then sends back content that has been optimized for that particular
handset or particular user. Specific protocols and dependencies can be programmed
into the system to determine what communication should be sent, and different
messages can automatically be sent based on those dependencies.

The European chapter of the Mobile Marketing Association (MMA) has set a list of
Bluetooth marketing guidelines for the United States and Europe. These focus
mostly on the opt-in process and how to ensure user privacy. The full set of guide-
lines is available here: http://bloo2.bluetooth-zone.info/files/Proximity-Marketing-
Guidelines-V1.0_082808.pdf.

WiFi

WiFi technology basically broadcasts and receives a short-range radio signal to pro-
vide Internet access for Web-and WiFi-enabled devices. Companies can use WiFi
marketing in a couple different ways to create brand awareness.
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You can broadcast a signal to send a message to potential customers in a particular
radius, as described earlier with Bluetooth marketing. You can also take a more pas-
sive approach and send marketing messages over the WiFi signal while your poten-
tial customers access the Internet on their mobile phones or laptops. The simplest
of these methods involves including marketing messages in the name of your WiFi
network so that when potential customers select your network from the list of
available networks, they see your marketing message. This is especially valuable if
you suspect that customers are coming to your establishment to take advantage of
the WiFi but are not purchasing items or driving any revenue for your company.

CoffeeCompany, a Holland-based chain of coffee shops, used WiFi router
names such as OrderAnotherCoffeeAlready, BuyAnotherCupYouCheapskate,
BuyaLargeLatteGetBrownieForFree, or TodaysSpecialEspresso1.60Euro. Although
they have not yet reported any statistics, they believe that it was a good way to
ensure that patrons understood that the WiFi was really not free, and they were
expected to buy something.

Another way to use WiFi for your marketing efforts is to create a sponsored WiFi
system in which people who login are presented with an advertisement that they
must watch before they are given full access to the Internet. The WiFi network
operator can also set time limits on the use of the WiFi so that people who use the
Internet are prompted to watch another advertisement after they have been online
for a certain amount of time. This type of marketing is commonly used in airports
and business parks, which have a captive audience of people who want to access
the Web.

Radio Frequency Identification (RFID)

RFID technology allows items to be “tagged” to or tracked using radio waves. The
tags are very small and require no batteries, so they are frequently used for product
tracking and asset management. RFID chips can also be used to store and send
information from static displays or posters to phones that are capable of reading an
RFID signal. For marketing purposes, RFID is usually used with devices that send a
radio frequency to the chip, activating it so that it may pass a message, much like in
a Bluetooth transmission. The message can be a URL, phone number, email address
or a promotion code.

Near Field Communication (NFC)

Near field communication relies on high-frequency messages to be sent and
received from two enabled devices, each sending its own signal. Near field–enabled
devices can be used like smart cards that are waved over a reader, but in a market-
ing scenario, the mobile device is waved over a poster or other off-line marketing
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material. This type of smart card technology is already widely used in cards that
allow people to access locked buildings or garages, in many public transportation
systems, and as a form of payment at some stores.

The main way mobile marketers are using this technology is by embedding chips
into billboards and displays (see Figure 6.5). The range of NFC is much shorter
than Bluetooth, reaching only about an inch and a half, so the person receiving the
marketing message must swipe their phone over the sending technology to receive
the message. NFC is already being used widely in Japan, where users can pay for
goods by swiping their phones over a receiver at a register. Many anticipate that this
technology will be widely used for mobile ticketing, mobile payment, personal
identification and even used to turn a mobile phone into a building or garage
access key.
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Figure 6.5 An RFID tag used at Walmart. Image under the terms of the GNU Free
Documentation License, Version 1.2.

Ultra-Wide Band (UWB)

Ultra-wide band communication uses a large portion of the radio spectrum to
transmit broadband communication at a short range, requiring very little radio
energy. Ultra-wide band transmissions can share a variety of different narrow band
radio signals without interfering with those transmissions. Its uses are very similar
to those of Bluetooth technology, but it is less widely adopted.

InfraRed (IR)

Infrared is one of the oldest and most limited forms of broadcasting mobile mes-
sages. It was tested in the early 1990s but has limited range, reaching only about a
foot from the broadcasting beacon. Some laptops and phones are equipped with
infrared technology, but it has not been universally adopted by handset manufac-
turers. These limitations make infrared less desirable than other more universally
accepted technologies available.



Creating Mobile Loyalty Programs
Whenever a potential customer interacts with your company via cellphone, you can
track those interactions. To do a really great job with mobile promotion, it is vital to
create a robust back-end preference center that can be tied to a loyalty program.

Mobile couponing can help you gain a lot of insight about your customers’ prefer-
ences, and those preferences should drive future messaging. You can track which
promotions are most effective at driving purchases from each of your customers,
but you can also track what kind of phone they are using, what method of delivery
they prefer, where they are redeeming the coupons, and how long they waited
before redeeming the coupon.

With a robust preference center and loyalty program, you can ascertain which
coupons drove sales for that customer and which ones did not. Then you can begin
to replace coupons that have never driven sales from that customer with coupons
that he or she has historically redeemed. If a customer always redeems her coupons
at one particular store, you can send her notifications when that store is having a
sale. If she always shops when a particular sale is going on, you can send her
reminders that “the sale is going on now and will end soon,” encouraging her to
make it into the store more quickly.

The information in your preference center should be used to send messages that are
customized to the recipients’ redemption and purchase history. When your mobile
couponing strategy is tied to specific users, the users’ purchase history can be back-
tracked. This kind of personalization will help you really understand your cus-
tomers’ needs and provide a higher level of service, which will improve the lifetime
value of your customer base.

Case Studies
The following six case studies show how major brands have used mobile promotion
and location based marketing to reach their target audience.

PSC “Sí” Political Initiative in Catalan, Spain 
This was an ingenious and simple use of mobile marketing to bolster a political
campaign within a region in Spain. The regional social-democratic party in
Catalan, called the PSC, was forwarding an initiative that would give their govern-
ment more autonomy from Spain. Before the referendum was voted on, the PSC
hosted four political rallies where, among other things, they hosted a Bluetooth
booth where party members could download videos, images, and ringtones to their
mobile phones to help the cause. They could then share these downloads with 
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others, creating a viral effect for the campaign. Whether because of the political
beliefs of the voters or the mobile marketing, the initiative for more autonomy
passed with 73.9% of the votes.

Whistler Ski Resort 
In 2006, Whistler Ski Resort placed Bluetooth- and infrared-enabled posters
throughout the London Tube to encourage London commuters to enter a sweep-
stakes to win a free ski trip to Whistler (see Figure 6.6). The posters did a great job
of explaining how to take advantage of the offer using a Bluetooth- or IR-enabled
mobile phone. After commuters opted in to receive messaging from the poster, they
were sent an animated GIF telling them whether they had won the trip and encour-
aging them to visit the website. Although the program had some usability problems
and probably was an immediate letdown for many participants, Whistler was an
early adopter of location-based mobile marketing and did a good job getting
visitors’ attention and explaining how the technology should be used.
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Figure 6.6 Bluetooth-enabled posters in the London Tube for Whistler Ski Resort in
Canada.

Corona Beer
A company called HyperTag worked with Corona to help adjust the perception of
the brand in Spain, to show that it was still “hip.” Corona deployed a team of pro-
moters to bars and clubs around the country, equipped with wearable Bluetooth
transmitters that could send bar patrons cool, free branded images. They also were
able to send reminders about the 5 p.m. happy hour (“It’s Corona time!”). The effort
helped shift the brand image, and the calendar reminder helped keep the brand
top-of-mind when people were likely to be most receptive to the message.



CNN
In 2007, when CNN wanted to raise awareness for their mobile website, they cre-
ated Bluetooth- and infrared-enabled posters to be distributed throughout the
London City Airport and also the Barcelona 3GSM mobile phone trade fair. When
passersby interacted with the poster, they were sent an SMS message that included a
link to the mobile site. If passersby preferred, they were able to send a text message
to a short code instead of using their Bluetooth technology to get the link sent to
their phone. The effort was considered a success, driving much-needed interna-
tional traffic to the mobile website and positioning CNN as a tech-savvy and mobi-
ley engaged news service. This effort is also a good example of how companies
should leverage multiple technologies and methods of digital communication to
have the most effective reach with their marketing message.

Nike
In 2009, Nike used an MMS 2D bar-coding campaign to drive awareness for their
sponsorship of the “Dew Tour,” whose primary sponsor was the Mountain Dew soft
drink. The target audience was extreme sports enthusiasts between the ages of 13
and 18, and Nike wanted to make attendees feel more connected with the athletes.
To achieve that goal, event attendees were encouraged to take pictures of 2D bar-
codes and send them as an MMS to a short code that would respond by sending
back videos and information about the athlete featured in the billboard or poster
that hosted the 2D code. All the content was automatically optimized for the hand-
set that had sent the MMS, which made it a very good user experience.

This strategy was similar to a QR coding strategy, but QR code readers are not
common features of American mobile phones; instead, they processed the codes
after they were sent in as an MMS. This method prevented attendees from having
to download a QR code reader before interacting with the media. The campaign
was so successful that Nike is looking at integrating similar initiatives into all
aspects of the marketing mix in 2010.

Northwest Airlines
Northwest Airlines is the largest foreign airline in Japan. They wanted to reach out
to their Japanese demographic to show them that they were tech-savvy and under-
stood the Japanese culture, so they created a QR code campaign to collect email
addresses of their passengers. Billboards with QR codes were positioned through-
out urban Tokyo. The campaign did a lot to create the brand association that
Northwest was looking for and also generated a lot of positive PR and buzz about
the campaign. The mobile website visits were 35% above the target for the initiative,
and the campaign was extended as a result.
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making it viral, 143
naming applications, 145
with pay-per-click and dis-

play advertising, 149
pricing, 147
reviews, 144
submitting, 149
on your website, 148
writing descriptions, 146

stores, 152
utility applications, 139

mobile banking, 248-251
SMS banking, 250

mobile browsers, history of, 33-36
mobile carrier report card 

(2009), 95
mobile carriers, 294-295
Mobile Chrome, 36
mobile code, 165-166

AJAX, 168
forms, 168-172
frames, 174
JavaScript, 166-167

mobile commerce. See mobile 
e-commerce

mobile computing, 28
mobile coupon delivery, 110-113
mobile coupon messaging,

107-108
mobile coupon redemption,

113-115
mobile coupon targeting, 108-110
mobile couponing, 106, 120
mobile devices, evolution of, 27-32
mobile directories, 131
mobile directory submissions, 207
mobile display, integrating with

mobile marketing, 227
mobile e-commerce, 237-240, 313

macropayments, 241
brick-and-mortar transac-

tions with proximity-
based mobile payment,
245-248

full web transactions,
243-245

prepayment, 242-243

m-SPAM act of 2009338



prompted mobile 
payment, 243

micropayments, 240
direct to carrier billing, 241
user accounts tied to credit

cards, 241
mobile banking, 248-251
mobile payments, 240
security, 251

hacking risks, 253-254
operator error risks,

252-253
phone theft risks, 251-252

subscriptions, 241
mobile email, integrating with

mobile marketing, 233-235
mobile email tracking, 61-63
Mobile Festival Survival Kit, 17
mobile gaming

India, 286
Japan, 283

Mobile Guitar Hero III, 136
mobile industry news, 314-315
mobile keyword research, 195-201
mobile landing pages,

constructing, 98
mobile loyalty programs, 120
mobile malware, 266-267
mobile marketers, stopping spam,

260-262
mobile marketing, 5-6

actionable form of web mar-
keting, 8-9

Africa, 287
Central America, 287-288
companies it’s not for, 17-18
as direct marketing channels, 9
East Asia, 279-283
Europe, 291-294
immediate form of web mar-

keting, 8
India, 284-286
international. See international

mobile marketing
Middle East, 286
North America, 288-291
personal form of web market-

ing, 6
South America, 287-288
Southeast Asia, 283-284
targeted form of web 

marketing, 7-8
Mobile Marketing Association.

See MMA
mobile marketing legal and 

privacy resources, 274
Mobile Metrix, 61
mobile micro-sites, 124-125

mobile music
China, 282
Europe, 293

mobile network operators,
294-295

mobile network technologies, his-
tory of, 21

1G, 21
2G, 22-23
2.5G, 23-24
3G, 24
4G, 24-25
Bluetooth, 26
FemtoCell, 26
UMA, 27
VoIP, 26
WLAN (wireless local area

network), 26
mobile number portability

(MNP), 283
mobile payments, 240
mobile performance, tracking,

46-47
mobile phone specifications for

custom segmentation, 57
mobile phones

GPS, 300
prepaid, 242
purchases from, 238
searching on, 186

Mobile Phones and Mobile
Games, 152

mobile promotions, 106-107
case studies

CNN, 122
Corona, 121
Nike, 122
Northwest Airlines, 122
PSC (Political Initiative in

Catalan, Spain), 120
Whistler Ski Resort, 121

coupons, 106-107
digital proximity and location-

based marketing, 115-116
Bluetooth, 116-117
IR (InfraRed), 119
NFC (Near Field

Communication),
118-119

RFID (radio frequency
identification), 118

UWB (ultra-wide 
band), 119

WiFi, 117-118
location-based couponing, 113
mobile coupon delivery,

110-113
mobile coupon messaging,

107-108

mobile coupon redemption,
113-115

mobile coupon targeting,
108-110

mobile rankings, on-site SEO, 192
mobile robots.txt, 205-206
Mobile Safari, 36
mobile screen size, adjusting,

178-180
mobile search

evolution of, 299
intelligent results, 301
personal results, 300-301
portable results, 300

future of, 302-303
mobile search applications,

150-151
mobile search engine 

optimization. See mSEO
mobile search engine 

submissions, 207
mobile search engines, 187-188
mobile SEO. See mSEO
mobile service providers, 294-295
mobile site maps, 206-207
mobile sites, 156-157

hybrid pages, 159-160
separate mobile sites, 157
subdomain or subdirectories,

157-159
mobile SMS, 262
mobile social gaming, integrating

with mobile marketing, 232-233
mobile spamming, 257-258

stopping (carriers), 259-260
stopping (mobile marketers),

260-262
mobile strategy consulting, 314
mobile style sheets, 160
mobile sweepstakes and 

contests, 263
mobile testing and tools, 312
mobile ticketing, 313
mobile tracking, 312
mobile video, 313
mobile viewing, adapting fonts,

182-183
mobile virtual network operators

(MVNOs), 7, 295
mobile viruses, 266-267
mobile VoIP and audio, 312
mobile web, WAP and, 154-155
mobile Web portals, 129-131
mobile web tracking, 50-51
mobile-only Web analytics, 51-54
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MobiLens, 61
mobileStorm, 62, 67
Mobilytics, 54-55
Mobot, 223
Mohan, Nisheeth, 93
Money Mobile Networks, 3G, 24
Monopoly, 136
mothers, mobile phones, 39
Motorola DynaTAC, 27
Motricity, 152
Mountain Dew, 122
Mozes, 16
MP3 players, 302
mSEO (mobile search engine opti-

mization), 186
best practices, 188, 204-205

alternative input search,
213-214

application search, 212
image results, 211
leveraging universal and

blended mobile search
results, 207-209

local results and business
listings, 209-210

mobile directory 
submissions, 207

mobile robots.txt, 205-206
mobile search engine sub-

missions, 207
mobile site maps, 206-207
news results, 210-211
off-site SEO factors,

192-193
on-site SEO factors,

189-192
video results, 211-212

determining what searches you
want your site to rank in,
193-194

mobile keyword research,
195-201

targeting long-tail keyword
phrases, 194-195

finding out how you rank on
your top keywords, 201

localization, 202
personalization, 201-202
phone specifications, 201

integrating with mobile mar-
keting, 227

tracking, 202-204
MSN, web portal, 130
multi-SIM use, 283
multimedia messages (MMS),

107, 112
MVNOs (mobile virtual network

operators), 7, 295

N-O-P
Nagele, Phillip, 178
naming mobile applications, 145
NASCAR, 14
National Public Radio (NPR), 222
National Telecommunications

Commission (NTC), 284
Nationwide Accident Toolkit, 83
Nationwide Insurance, iPhone,

82-83
Near Field Communication

(NFC), 118-119, 240, 245
NetFront, 160
NetVibes2Go, 131
networks, mobile advertising, 104
news results, mSEO, 210-211
NFC (Near Field

Communication), 118-119,
240, 245

Nickelodeon, 131
Nielsen Mobile, 71
Nike, mobile promotions, 122
Nokia, candy bar phone, 30
Nokia 9210, 29
Nokia browsers, 35
North America

mobile marketing, 288-291
spam laws, privacy, 268-271

Northwest Airlines, mobile pro-
motions, 122

NPR (National Public Radio), 222
NTC (National

Telecommunications
Commission), 284

off-deck, 155
off-deck web access versus on-

deck, 92-96
combined solutions, 96-97

off-site SEO factors, best practices,
192-193

offline marketing, integrating with
mobile marketing, 217

broadcast media, 220-223
print media, 217-220

offline tracking, 65-66
Omniture, 59-60, 64

SiteCatalysts, 59
on-deck web access versus off-

deck web access, 92-96
combined solutions, 96-97

on-site privacy, cookies and,
265-266

on-site SEO factors, best practices,
189-192

online marketing, integrating with
mobile marketing, 225-226

branded profiles on mobile
social sites, 232

images, 228-229
micro-sites, 226
mobile applications, 228
mobile display, 227
mobile email, 233-235
mobile SEO, 227
mobile social gaming, 232-233
pay-per-click, 227
podcasts, 228-229
social CPM marketing, 231
social networking, 229

U.S. versus international
230-231

videos, 228-229
web directories, 226
websites, 226

online opt-ins, 108
OpenWave, 34
Opera Mini, 35
Opera Mobile, 35
operator error risks, mobile 

e-commerce, 252-253
Optimum Online, 131

page file size, 180-181
Palm Pilots, 29
Palm Pre, 33
Palm Software Store, 152
PAN (personal area network), 26
parking, mobile payments, 248
pay-per-click (PPC), 88

integrating with mobile mar-
keting 227

PDAs, 29
PECR (Privacy and Electronic

Communications Regula-tion),
272

performance, mobile 
performance, 46-47

persistent, direct marketing, 11-12
personal area network (PAN), 26
personal direct marketing, 10-11
personalization, keyword rank-

ings, 201-202
phishing, 258
phone call opt-in, mobile 

coupons, 109
phone call tracking, 65-66
phone specifications, keyword

rankings, 201
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phone theft, mobile e-commerce,
251-252

Pick ‘n Pay Argus Cycle Tour, 16
picture messages

coupons, 112
tracking, 47-50

PINs, 252
Pivotal Veracity, 62-63
Plan Metrix Mobile, 61
Plazmic Inc., 151
Pocket PC, 131
PocketGear, 152
podcasts, integrating with mobile

marketing, 228-229
point of sale opt-in, mobile

coupons, 109
portability, direct marketing, 11
Powerade, 16
PPC (pay-per-click), 88

mobile advertising, 90
promoting mobile applica-

tions, 149
prepaid mobile phones, 242
prepaid mobile service, China, 280
prepayment, 242-243
pricing mobile applications, 147
print media, integrating with

mobile marketing, 217-220
privacy, 257, 260

children and teen mobile
users, 264-265

location-based marketing,
263-264

MMA code of conduct, 275
on-site privacy and cookies,

265-266
spam laws, 268

United Kingdom, 271-272
United States and North

America, 268-271
Privacy and Electronic

Communications Regulation
(PECR), 272-274

privacy resources, 274
product placement, games,

137-138
products

mobile ad design, 313
mobile eCommerce, 313
mobile industry news, 314-315
mobile strategy consulting, 314
mobile testing and tools, 312
mobile ticketing, RFID, and

NFC, 313
mobile tracking, 312
mobile video, 313

mobile VoIP and audio, 312
promoters, mobile payment,

246-247
promoting mobile 

applications, 143-144
with bloggers, 148-149
logos, 145
via mailing lists and 

Twitter, 149
making it viral, 143
naming applications, 145
with pay-per-click and 

display advertising, 149
pricing, 147
reviews, 144
submitting, 149
on your website, 148
writing descriptions, 146

prompted mobile payment, 243
PSC (Political Intiative in

Catalan), 120
psychographic mobile 

targeting, 42-43
psychographics, iPhone, 72

first wave of adoption, 72-73
second wave of adoption,

73-74
third wave of adoption, 74

purchases from mobile 
phones, 238

Q-R-S
QR code companies, 236
QR codes, 113-114, 281

iPhone, 79
McDonald’s Happy Meals, 218
Northwest Airlines, 122

Radio Frequency Identification
(RFID), 118, 240, 245

Radiolinja (Elisa), 110
radios

integrating with mobile mar-
keting, 222

two-way, 27
Razr, 31
ReachMD, 85
reality mining, 50
Reardon, Marguerite, 92
redeeming mobile coupons,

113-115
RedLazer, 213
Reebok, iPhone, 83-84
Reis, Terence, 288
relevance, 2

Research In Motion (RIM),
BlackBerry, 30

Responsys, 67
restaurants

choosing mobile 
marketing, 14-15

prepaid accounts, 242
retail locations, mobile pay-

ments, 245
return on investment (ROI), 89
reviews, mobile applications, 144
ReviewStream, 152
RFID (Radio Frequency

Identification), 118, 240, 245, 253
RIM (Researchers in Motion),

Application Center, 142
ringtones, iPhone, 82
robots.txt, 205-206
ROI (return on investment), 89
RSS, mobile websites, 178

Safe Mobile Use for Younger
Teenagers & Children,
Implementation Report, 274

Scanbuy, 236
screen size, adjusting, 178-180
SD (Secure Digital) cards, 253
search engines, 187. See also

mobile search engines
link, 193

searches. See also mobile search
location-based search, 300
long-tail keyword phrases, tar-

geting, 194-195
searching on mobile phones, 186
Secure Digital (SD) cards, 253
security, mobile e-commerce, 251

hacking risks, 253-254
operator error risks, 252-253
phone theft risks, 251-252

Semacode, 236
separate mobile sites, 157
services

mobile ad design, 313
mobile eCommerce, 313
mobile industry news, 314-315
mobile strategy consulting, 314
mobile testing and tools, 312
mobile ticketing, RFID, and

NFC, 313
mobile tracking, 312
mobile video, 313
mobile VoIP and audio, 312

sex, marketing, 291
Shazam, 213
short code, 110
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Short Message Service (SMS), 110
ShortCode, 236
SideKick, 7, 31
Silverlight, 173, 228
Simon Personal Communicator, 29
SingleTouch Interactive, 107
site maps, 206-207
SiteCatalysts (Omniture), 59
SkyFire, 36
Skype, 26
smart phones, 29

users by generation, 38
SmartPhone, 131
SMS, 112, 262

coupons, 110
SMS (Short Message Service), 110
SMS banking, 250
SMS marketing, 262
SMS messaging, iPhones, 76
SMS platforms, 47-49
SnapTell, 214
social and curious users, 43
social CPM marketing, integrating

with mobile marketing, 231
social interaction, 298
social networking, 229

integrating with mobile mar-
keting, 229

U.S. versus international,
230-231

South America, mobile marketing,
287-288

Southeast Asia
3G networks, 284
mobile marketing, 283-284

Spain, 3G networks, 292
spam, 257
spam laws, privacy, 268

United Kingdom, 271-272
United States and North

America, 268-271
spamming, mobile. See mobile

spamming
spending, worldwide mobile

advertising, 278
Spin the Coke, 136
sponsorships, games, 138
sporting events, choosing mobile

marketing, 16
SpotLight, 152
spyware, 267
Starbucks, 13, 188
stopping spam

carriers, 259-260
mobile marketers, 260-262

stores
choosing mobile 

marketing, 14-15
mobile applications, 152

street vendors, mobile payments,
246-247

subdirectories, mobile sites,
157-159

subdomains, mobile sites, 157-159
submitting mobile 

applications, 149
subscriptions, 241
sweepstakes, 263
Symbian, 30

T
T-Mobile, 15

stopping spam, 260
TagIt, 236
Tahato, 236
targeting

long-tail keyword phrases,
194-195

mobile advertising 
campaigns, 99-100

mobile coupons, 108, 110
targeting mobile customers, 38

age and gender, 39-41
devices and carriers, 44-45
geographic, 44
income, 41-42
psychographic, 42-43

Taylor, Carol, 43
TCPA (Telephone Consumer

Protection Act), 269
TDMA (time division 

multiplex access), 22-23
teens, privacy, 264-265
telecom, changing face of, 20-21
Telecom Regulatory Authority of

India (TRAI), 285
Telemarketing Sales Rule 

(TSR), 269
Telenor, 112
Telephone Consumer Protection

Act (TCPA), 269
text links, on-site SEO, 191
text message opt-in, 108
text messages, tracking, 47-50,

65-66
text speak, definitions, 305-310

themed campaigns, 217
ThirdScreen Media, 97
time division multiplex access

(TDMA), 22-23
time segmentation, mobile adver-

tising campaigns, 99
title tags, on-site SEO, 189
TiVo, 302
topping-up, 242
touchscreens, iPhones, 77
tracking

applications, 63
Flurry, 63
Google Analytics, 64
Omniture, 64
WebTrends, 64

GPS, 49-50
loyalty, 66

mobileStorm, 67
Responsys, 67
Unica, 66

mobile email, 61-63
mobile performance, 46-47
mobile web, 50-51
mSEO and keyword 

rankings, 202-204
offline, 65-66
phone calls, 65-66
picture messages, 47-50
text messages, 47-50, 65-66

TrackPhone, 242
traditional hybrid pages, mobile

sites, 159-160
traffic, directing with user agent

detection, 177-178
TRAI (Telecom Regulatory

Authority of India), 285
transcoding, 175-176
travel and entertainment ticketing,

mobile payments, 247-248
traveling merchants, mobile pay-

ments, 246-247
Treos, 7
trojans, 267
TSR (Telemarketing Sales 

Rule), 269
TV, 302

integrating with mobile mar-
keting, 221

Twitter
promoting mobile 

applications, 149
TV, 221

two-way radios, 27

Short Message Service (SMS)342



U-V
Ubiquity, 2
UICC (Universal Integrated

Circuit Card), 253
ULRs, length, 266
ultra-wide band (UWB), 119
UMA, 27
Unica, 48, 66
unified messaging, 216-217
United Kingdom

3G networks, 292
spam laws, privacy, 271-272

United States, 289
versus international mobile

social networking, 230-231
spam laws, privacy, 268-271

Universal Integrated Circuit Card
(UICC), 253

up-to-date users, 43
UrbanSpoon, 73, 78
user accounts, credit cards, 241
user agent detection, directing

traffic, 177-178
user demographics, iPhone, 71-72
user psychographics, iPhone, 72

first wave of adoption, 72-73
second wave of adoption,

73-74
third wave of adoption, 74

User-Agent headers, 161
utility applications, 139
UWB (ultra-wide band), 119

V Festival, 17
ValueLabs, 151
vending machines, mobile pay-

ments, 246
vendors

mobile ad design, 313
mobile eCommerce, 313
mobile industry news, 314-315
mobile strategy 

consulting, 314
mobile testing and tools, 312
mobile ticketing, RFID, and

NFC, 313
mobile tracking, 312
mobile video, 313
mobile VoIP and audio, 312

The Venue, 15
Verizon

3G, 24
stopping spam, 260

video, 172-173

integrating with mobile mar-
keting, 228-229

Silverlight, 173
YouTube, 173

video results, mSEO, 211-212
Vietnam, mobile marketing, 284
Vietnam Computer Emergency

Response Team (VNCERT), 284
ViewPoints, 152
viruses, 266-267
Visa, mobile advertising, 103
vishing, 258
VNCERT (Vietnam Computer

Emergency Response Team), 284
voice recognition, iPhone, 78
VoIP (voice over Internet

Protocol), 26
Vonage, 26

W-X-Y-Z
W3C (World Wide Web

Consortium), 274
walled garden WAP decks, 97
WAP (Wireless Action Proto-

col), 155
East Asia, 279

WAP decks, 92, 155
WAP Input Format, 170
WAP2.0, 155
Web analytics, 55

comScore, 61
Google Analytics, 55-58
Omniture, 59-60
WebTrends, 60

web directories, integrating with
mobile marketing, 226

Web portals, 129-131
Webkit, 154
WebMD, iPhone, 85-86
websites

integrating with mobile mar-
keting, 226

promoting mobile 
applications, 148

WebTrends, 60, 64
WhatsOniPhone, 151
Whistler Ski Resort, mobile pro-

motions, 121
WiFi, 26, 117-118

iPhones, 78
WiMax, 25
Windows Mobile, 140

Windows Mobile Catalog,
141, 152

Windows Mobile operating sys-
tem, 30

Wireless Action Protocol. See WAP
Wireless Mark-Up Language

(WML), 155
WLAN (wireless local area net-

work) 26
WML (Wireless Mark-Up), 155
women, mobile phones, 39
World Wide Web Consortium

(W3C), 274
worms, 267
writing descriptions for mobile

applications, 146

XHTML, 165
XML mobile websites, 178

Yahoo! Go Mobile 
Multi-Application, 152

Yahoo! Mobile, 97
AirAsia, 102

YouTube, 173
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