Mobile marketing

orepares for it off

Mobile marketing in Ireland has finally come of age and smart brands are now
using it as an essential part of their marketing mix. John McGee looks at what'’s

being tipped as marketing's next great white hope.

t all the marketing opportunities thal
have been thrown up by the rapidly
changing world of so-called new media,
thie maobile platform arguably holds the most
potential. Five or st years ago, the now ublgquitous
mobtle phone may not have been an obwvious
choice for marketers looking to engage with ther
customers. While some of the more enlightened
companies began 10 dip their toes in what was
predaminantly a Sk5-drven marketplace, 1%
probably fair to say that mast of than wesa
still tryerg 1o get thesr heads around the idea of
onlne marketing via the internet while grapplhng
with alien concepts like CPMS, pop-unders, and
superstistualy
Gren that global mobide phone penetration
now heading rapidly towards the 4 hillion mark
and the overall global mobile phone marketing
business is currently estimated to be worth arownd
€20 billion a year and rising all the time, the
enarmous potentlal this opens up 1o marketers
5 mind bogaling. Apart from allowing marketers
to engage directly with consumers through a
wide range of clever applications, the growth of
the so-called mobale internet together with the
arrival of mobile TV has opened up a slew. of other
ppportunities for brands, publishers and digital
AGENICHES
indeed the sgnificance of these numbers has
nigl been kost on many global companies within
the wider media and communications industnes
Global giants like Google, Yahoo!, Sony, Samsunag,
Apple, Nokia, Microsoft, Intel, Vodatone and G2,
{o name but a few, have all been busily developing
products, serveces and strategies that will ger
them mto the hands, hearts and minds of the
increasingly sophisticated mobile consumer
With some 4m people in ireland owning a mobile
phone of some descnghion, we ang, a5 a Raton,
pne of the highest users of mobile phone seraces
in Europe. Putting it another way, there are now
mone gperational mobile phones in reland than
thene are TWs and radios, And whats more, the
wast majority of them are in the hands of relatively
tech-savwy and sophisticated customers who ane
ursing thetr mobide to email and ineract with
friends and family, download digital content and
surf the mobike internet
A number of factors have comdpined to make
mmobale marketing, in all its forms, an attractive
proposition for brands looking to connect and

imteract with consumers. The roll out of newer
and faster technologies like 3G has meant faster
connecton speeds that allow instant access 1o email
and the internét. Probably the most significant
development, however, 15 the roll-out of a wide
range of media-rich and highly functional moble
handsets that allow people 10 do things thal was
once the preserve of the desktop PC. This blurring
of thie lines between the PC and the mobile hanaset
looks set to continue as manufacturess ramp up their
RE&D in attemipt to make the once humble mobile
phone an integral part of our daily lnes

Its probably fair 1o say that the game changed

[orever when Apple launched its ground-breakin
louch-screen iPhone 10 universal applause inmd
2007 . Having sobd 22m iPhones around the
world since they were launched, Apple has
defiantly thrown down the gauntlel 1o mal
rranufacturers whio have since been falling over
themselves 1o launch steeker and sexier iIFhome-
killers. From a position of zevo in 2007, Apple
now has a 14% share of the global market for
smartphones according 1o the internatonal
research firm Gartner. The same research firm
pstimates that these smartphones will probably
account for around BO% of all motule phone
sabes by 2011

While these infernational trends are being
replicated in Ireland, it would be wrong 1o sugge
that the Insh mobile mareeting landscape has
developed with the same gusio 45 i & in othi
markets like the USA, Japan and even the LK. 115
not; but there rich pickings to be had for bath
agencies and brands il the current trends are
anything 1o go by,

There are, of course, a Tew minor hurdlss 10
overcome. Depending on who you talk to in the
industry, the Irish mobile marketing industry s
worlh anything between €7m - €10m a yaar
While the market has been growing &t around
20% per annum over the pasi fienr years, the fac
rermaans that its snoll small and relatively undes
developed. But not for long

Getting marketing directors and advertising
agencies 1o buy into mobile marketing has
always been a it of a struggle. While therne ane
enhghtenad marketing and brand managers oot
there in corporgte eland who understand ano
use mobilke marketing as an mpoitant part of
their overall campagns, a kot of education and
persuasion & still requined

Brands that have embraced maobile in leeland
in recent years include Guinness, Hetneken,
Carkberg, Coke, Cadblrys, the [RFLU, Xiraisior
Woodies DIY, Peter Mark, RTE, MyHome. e,
lameson, Mars, Dublin Bus, the HSE, MeDonakd
to name but a tew, And of course all the ma
motvle phone companies have, Tor obwiows
reasons, been busily ramping up their maobile
afferings.

*A lot of the tactical mobile stuff is being
dmven by belowe-the-line agencies as opposed |
the marketing directors, ® says Donald Dougle:
managing director ol the Dublin-based mobile




stuff, the pull needs to come directly from
marketing directors. | don't think advertising
agencies would say that they are the besi people
1o talk about mobile. Chents generally get the

best results when they bring us 1o the table or
wien they introduce us to their media and creative
Jpencies.”

Return2Sendess, which was set up in 2000, is one
of the pioneers of the mobile marketing secior in
Ireland and has worked with a wide range of Insh
and nternational brands m helping them get hesr
TS aape Bl r04s 10 Insh fmdtde consumaers, Imgh
ChiEn s nat nave worked with the company inciude
Carlsberg, Snickers, Budweiser, Cadbury’s, Coke
and Peter Mark

aecorsing 1o Douglas, theme are a number of key
trends drving the growth in the mobile marketing
sector i Ineland. “1I'd say the key trends that ane
ameng mobdle at the moment are the ubeguity of
rich media handsets coupled vwath the number of
mobile apphications that are oul there that enable
brands to bulkd emobonal expenences with mobide
consumers. The advertisers and marketers that
are experenced in mobile are seeing that therne
it 4 genune appetite for mobde stutt from their
consumers and they are now thinking a lol mone
strategically about mobile,

"Brands that have nover dane mobile before
shoull defmitely consider it and there is plenty of
eyidenceE o suggest that if does work and works
effectively. They shauld very simply assign a robs to
mobile erther Tof customer acquisilon, retention o
brand affinily and differentiaton because mobibe i
very good at this,”™ he says

Accondng to Malcolm Fogarty, head of
marketing for Puca Technolbgies, another mobile
speCiaist agency, mobile marksting needs 1o be
wewed strategically by brands. "It needs 1o be
viewed sirategpcally rather than tactically or at
very least acknowdedned as another key channe|
i the media and marcetng pianmng. Marketing
directors need o understand how mobile can be
busness cribical and agencies need to incorporale
mobie into thewr creatrve thinking, media planning
and measurnemsent

*The magonty of my hime is spent educating and
nspinng brands and agencies on the smiple 1o
sophisticaled opporiunites for miegrating molknke
irto thetr business, marketing and communications
channets. IU's encouraging that brands and
SENCIEs afe now proactvely approaching us 10
strategically advise them on best practice and
inmavation, Building a fTuture-proof strateqy is
iy manifa and encouragingly there ane mare
and mone chents with long term wiskon and
the radmap required 10 realise opporiunites
for mobibe market, mobdle senaces and mobile
COMmimarce ™

Like Rturn Sender, Paca has been to the fore in
the ol oul of mobile sofutions for a3 wide range
of brands in recent years including Heineken,
Bacardi, Mafs and mobie phone operator 3. It has
also developed a range of mobile enterprise and
payment soluteans tor companies in reland, the LK
and China

HOr companes that have not delved inlo mobls
yet, Donald [:'fhlf_'llc'l'i 53y% that Thiere are a numiper
al mpodiant consderations o take mito accouni
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*| think the first thing to acknowledge before
getting creative with mobile is 1o embrace the fact
that nearly everyone has a mobile phone and i you
don't have a mobile glemnent {0 your campaign,
Yo e ruling oul four mullion mobie consumears
secondly you need to develop a usability checkhst
1o adapd your content for all the different devices
and channets. For examipee you can have an SM5
element, 3 WAP version, a mobile application

and or an iPhone version. Generally it's a case of
undarstanding the unique and personal relatonship
that consumers have with their mobdes and how
they actually use them, That's where the real poinis
can be sconed,”

The arrival of the iPhone an the markst was,
according 1o Douglas, one of the delining moments
of motule marketing's relatively short history. Mow
the hnes between the tradilional PC ane becoming
increasngly blurred *The real impact of the iPhone
t5 that it has proved everything is going mobile
It's a bnlliant esample of & near perfect mobile
ecg-system, | heard Omar Hamoud, the founder of
Adhioh in the USA, describing the iPhone as the

lesus Phone ™ because it made Madison Avene
ol up and re-evaluate mobale, I'd say that every
marketing direcior @ the land would ke an iPhona
viersion of their website. Its all happened so fast
and | veorylel imaging thal marketers who haven'|
even gol their online story on track are probably
leoking on with bewidlderment at developments like
augmented reality enabled iPhone apps”.

Hawing & ool and tancy branded iPhane or
Blackberry application, however, is all very well but

it must form part of a wader and well thought out
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These days, it's
becoming harder
and harder to
get noticed.

Maobile cuts through the
clutter because it's new,
exciting, and more personal
than any other medium.

Mobile advertising delivers
bigger audiences, higher
click through rates and
lower acquisition costs.

New platforms create
exciting new conversations.

So, talk to RETURN2SENDER,
Ireland’s mobile advertising
agency about placing your
brand in the hands of

Ireland’s 4 million mobile
Consumers.

Freetext "CASESTUDIES to
50422, call 353 1 6790640,
or, visit RETURN2ZSENDER.je.
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