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Mobile Web!  
 

 

 

 

 

 

 

 
 

  

 

 

 

 

» Welcome to the year AFTER the year of Mobile 

» THIS IS the YEAR of Mobile Marketing! 
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Seminar Objectives – come away with 

knowledge and tools to market your 

business! 

» Mobile Website 

–7 things you need to know to design a good mobile website. 

» Mobile Apps 

–Why you should or should NOT have an App 

» Mobile Advertising 

–Why you should be targeting users of mobile devices 
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Online Advertising Market 
More time spent online than TV*:  43% of Internet Users 

spending 4 or more hours.  Only 32% of TV Viewers. 

 

 

 

 

 

 

 
 

  

 

 

 

 

*Source: marketingcharts.com 
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MOBILE ï Why is it Important? 
 

By 2013, more consumers will access the web from 

mobile devices than desktop or laptop computers. 

 
Source:  Morgan Stanley 
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3 months ending Dec. 2010 3 months ending March 2011

72.5 Million Owners and Growing  

U.S. Smartphone Market, by Platform  
Dec. 2010 - March 2011, 3 - month average share  
Source: comScore 
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Ranked 4th: Making Phone Calls  

Top 10 Essential Smartphone Functions  
May 2011, % of respondents  
Source: Prosper Mobile Insights 
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Smartphones: 68% of Impressions  

Connected Device, Category Mix  
April 2011, % share  
Source: Millennial Media 

 

68%  16%  

16%  

Smartphones Feature Phones Connected Devices
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Nielsen data shows that Android has taken the lead on Apple iOS as 

the most desired OS for consumers planning on getting a new 

smartphone in the next year. 31% of consumers desire the Android 

OS, narrowly beating the 30% who want iOS. About one-fifth remain 

unsure. 

Next Smartphone, Android or iOS?  
Desired OS of Next Smartphone  
2010 v. 2011, % of consumers who plan to  
purchase new smartphone  
Source: The Nielsen Company 

 

26% 

33% 

12% 

7% 

2% 

18% 

31% 
30% 

11% 

6% 

1% 

20% 

Android iOS RIM BlackBerry Microsoft Windows
Mobile

Palm/WebOS Not sure

July-Sept. 2010 Jan.-Mar 2011

http://www.marketingcharts.com/direct/android-takes-lead-as-desired-smartphone-os-17322/
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Despite the Android lead in smartphone market 

share, when examining the total reach of the Apple 

iOS platform, which resides on iPhones, iPads and 

iPod Touches, the combined platform reach of 37.9 

million among all US mobile phones, tablets and 

other such connected media devices, outreaching 

the Android platform by 59%. 

 

Android platform has almost 23.8 million users 

across all devices. In addition, 14.2% of iPad users 

had Android phones. 

 

This report from comScore released in April 

measured the two platforms across three months. 

Apple iOS Has More Share of All Devices  

Apple iOS  v. Android OS across All Mobile Devices  
December -February 2011, Total base (000) / % of subscribers  
Source: comScore 

 

 234,000  

 37,868  

 23,763  

Total subscribers Apple iOS Android OS

16.2%  

10.2%  

http://www.marketingcharts.com/direct/ios-platform-outreaches-android-across-mobile-devices-17126/
http://www.marketingcharts.com/direct/ios-platform-outreaches-android-across-mobile-devices-17126/


Copyright: The Spokes Agency 2011 11 Copyright: The Spokes Agency 2011 

123% Growth in Mobile Purchasing  

Consumer Trend in Mobile Purchases  
2009 -2010, % of consumers making 1 or more m -purchase  
Source: Oracle / ATG 

 

Oracle and ATG research finds that three in 

10 (29%) US consumers have made at 

least one purchase via mobile device --

123% more than the 13% of consumers in 

November 2009. 

 

40% of consumers age 18-34 had made a 

mobile purchase as of December 2010, up 

74% from 2009. 27% of 34-54-year-old 

consumers had made a mobile purchase 

as of December 2010, an increase of 145% 

from 11% 13 months earlier.  

 

While only 17% of consumers 55 and older 

had made a mobile purchase in 2010, it‘s 

up 142% from 7% recorded in 2009. 

23% 

41% 
40% 

11% 

23% 

27% 

7% 
9% 

17% 

13% 

23% 

29% 

November 2009 July 2010 December 2010
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http://www.marketingcharts.com/
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Mobile social networking, along with 

banking and navigation, are poised 

for strong year-over-year global 

growth in 2011, according to a white 

paper from TNS Mobile Life. from 

―The Holistic Portfolio‖ indicates the 

percentage of global mobile 

subscribers performing social 

networking should rise about 58% 

this year, from 12% to 19%. 

Mobile Banking, Navigation to Grow  

Consumer Mobile Platform Activities  
2010 v. 2011, % of respondents  
Source: TNS Mobile Life 
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http://www.marketingcharts.com/
http://discovermobilelife.com/files/The Holistic Portfolio - Decision Making in the Mobile Ecosystem.pdf
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A study from the etailing group and Coffee Table, ―The ‗Shopping Mindset‘ of the 

Mobile Consumer,‖ indicates that tablet users are more likely than smartphone 

users to engage in online buying and/or browsing on a daily, weekly, several 

times per month, and monthly basis than smartphone users.  

Tablets Users are Online Shoppers  

Online Shopping via Mobile Device  
May 2011, % of respondents  
Source: etailing/Coffee Table 
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http://www.marketingcharts.com/
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81% of smartphone users have used their 

smartphone to browse or look for products 

or services and 50% have made a 

purchase with their smartphone, according 

to research from Prosper Mobile Insights. 

Additional marketing-based activities are 

even more popular, including receiving 

special offers by text message (54%) or 

scanning a QR code, about 58%. 

Half Make Purchases with a Smartphone  

Consumer Smartphone Usage  
May 2011, % of respondents  
Source: Prosper Mobile Insights 
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find.get.keepSM 

Getting Customers ï Mobile Web 
User Experience: Converting Visitors to Customers 
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What is an Effective Site? 
 

An effective site is one that presents a 

positive, professional image, is useful 

and informative, and allows the user to  

interact, transact, and provides a 

reason for users to return. 
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What are the Ingredients for an 

Effective Site? 
 

» Focus 

» Purpose 

» Design 

» Copy 

» Coding 

» Mobile-Specific 
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Focus 
 

You are not your target audience. 

Identify who your target audience is before  

deciding what your site should accomplish. 
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Purpose 
 

Design and build from the outside in. 

Identify how your site can solve your target  

audience‘s needs.  
» Make it faster to get to specific areas 

» Make it easy for them to interact  
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Purpose 



Copyright: The Spokes Agency 2011 Copyright: The Spokes Agency 2011 

Design 
 

Use design and layout to transform your site into a  

powerful customer experience.  

» Extend and strengthen your brand 

» Evoke trust and emotion  

» Encourage interaction  
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Copy 

 

Content is critical to communicating your 

message and improving your search positioning. 

» Romance the reader with a powerful message  

» Connect emotionally and rationally 

» Compel visitors to take action 

» Include the most relevant page specific search phrases 
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Coding  
 

 

Correct coding ensures that your site: 

» Displays properly on all modern browsers 

» Loads quickly 

» Is search engine friendly 
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Mobile-Specific 
 

» Ensure your text displays at a legible size 

» Keep the copywriting short and sweet 

» Use enticing images and/or graphics 

» Show a prominent call to action 

» Use popular mobile advertising calls to 

action 
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Examples - BAD 

Too much zooming and panning. 
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Examples - Mediocre 

Pop-up confusing. 

Data somewhat focused 
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Examples - Good 

Strong Images, One Featured Area, Quick Data Entry 
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MOBILE ï Whatôs Important? 
 

7 Tips to make your website work in Mobile: 

1. Style for Mobile ï Remember, different size screens 

display differently.  Use PROPORTIONAL units 

rather than ABSOLUTE units.  Retain visual 

consistency with desktop site.  Minimize scrolling. 

2. Re-size images so big images are not pushed to 

small screens.  Link to the big image if they want it. 

3. Automatically detect mobile devices and serve the 

mobile version of the site. 

4. Re-Prioritize Navigation.  Whatôs important in mobile 

might be very different from the desktop.  Tel # and 

address maybe at top instead of at bottom. 
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MOBILE ï Whatôs Important? 
 

7 Tips to make your website work in Mobile: 

5. Allow a mobile viewer a link to the FULL SITE.  They 

may not be able to find what they are looking for on the 

mobile site.  If they have an iPad, they may want to see 

the full site. 

6. Donôt Break Links.  Show the EXACT content that a 

search engine had sent a viewer too or else you may 

create frustration. 

7. Measure the Audience.  Find out what devices your 

visitors are using and optimize for those devices.  Find 

out what content they are viewing and raise that 

content. 
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MOBILE ï Whatôs your website look 

like right now? 
 

http://mtld.mobi/emulator.php 

 

Download Emulator: 

http://mobiforge.com/emulators/page/mobile-emulators 

 

 

http://mtld.mobi/emulator.php
http://mobiforge.com/emulators/page/mobile-emulators
http://mobiforge.com/emulators/page/mobile-emulators
http://mobiforge.com/emulators/page/mobile-emulators


Copyright: The Spokes Agency 2011 Copyright: The Spokes Agency 2011 

MOBILE ï HOW? 
 

Mobify.me ï move content from a current site to a web-

enabled site. 

 

From scratch:  mobisitegalore.com  

 

Work with a developer like The Spokes Agency to 

create your Mobile Website. 
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MOBILE App 
 

What is an ñAppò?   

 

An App is an Application, meaning Software Program, 

that you download from a provider and use on your 

mobile device. 

Apps are available for iPhone, iPad, Blackberry and 

Android. 

Apps are single purpose programs that allow your user 

to do whatever you pre-determine they can do. 
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MOBILE App 
 

Web apps or online apps can be a faster, cheaper, more 

efficient way of deploying software in your 

business.  Rather than buying a software license, having 

to install it on your servers or local computers, keeping 

up with updates — all of which can be expensive and 

take time — you can simply go online and sign up for an 

account.  In a few minutes you are using the 

software.  And typically you pay a monthly fee, meaning 

that you don‘t have to pay license fee up front. 
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Why build an app? +400% increase 

in mobile revenue each month ï 

Hilton 

 
• 57% of travelers want to check in 

• 56% want to check out and  

• over 50% want to change or cancel reservations on their 

handheld  

 

In recent months an exponential increase in mobile revenue helped 

spur Hilton‘s adventure into the iTunes store. Hilton Hotels have 

seen more than 400% month to month increase in mobile 

revenue since May, 2009 on their industry leading mobile 

Website. Revenue has been $44 for every dollar spent on mobile. 

Source:  TourismKeys.ca 
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Basics of What to put in an APP: 

 
• Simple, straightforward ï one main function (or two or three 

like Hilton 

• Easy to Use 

• Something that is buried in your website or something you 

want to make easier. 

• Something you want to charge for. 

• To be ñvisibleò in the iPhone or Android store! 

 

Source:  TourismKeys.ca 
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MOBILE App v. MOBILE Web 
 

Cons? 

COST.  $5K to $10k for one version of an App.  $500 for 

a ñMobileò Website. 

 

Developer.  You need to hire a developer.  You likely 

cannot build and put up an App. 
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MOBILE App next Steps 
 

Ready to Go?  Give us a call and weôll provide our App 

Proposal asap! 
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Mobile Advertising:  Search And Banner Ads 
 

Search: People are LOOKING for your product/service 
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Both Genders Clicking More Ads  

Mobile Ad CTR, by Gender, Income  
April -May 2011, % of total users  
Source: Jumptap 

 

0.47% 

0.29% 

0.37% 

0.83% 

0.50% 

0.31% 0.32% 

1.01% 

Male Female Under $50K Over $50K

CTR April data CTR May data

Data from Jumptap‘s STAT report suggests that while its network reaches an even 

split of men and women, men are more likely to click on ads. Click-through for both 

genders increased by about 5% since last month. Not surprisingly, household 

income has the most impact on mobile ad click-through rates. 

 

 

http://www.marketingcharts.com/
http://www.jumptap.com/press-release/2011/1/90
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Mobile advertising is increasingly 

finding its way into mobile apps, and 

currently teenagers are much more 

receptive than their elders.58% of 

teens say they ―always‖ or 

sometimes‖ look at mobile ads, 

according to Nielsen‘s "State of the 

Media: Trends in Advertising Spend 

and Effectiveness, Q1 2011." 

Young React More Frequently to Ads  

Reaction to Mobile Advertising, by Age  
Q1 2011, % of audience  
Source: The Nielsen Company 
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http://www.marketingcharts.com/
http://www.mediabuyerplanner.com/entry/109176/chart-reaction-to-mobile-advertising-by-age/
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Mobile Advertising:  Search Ads 
 

How to get started: 

1) Use Google AND Bing.  Bing is delivering search results on 

VERIZON phones. 

2) Set up an AdWords campaign on Google and an AdCenter 

campaign on BING. 

3) Target MOBILE devices and send results to your mobile site. 
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Mobile Advertising:  Search Ads 
 

How to get started: 

1) Keywords: Think about what your customers may be doing 

when they start searching.  Are they bored in a line (let me take 

care of a chore like call my insurance company) or are they 

LOOKING for your service (hungry - pizza restaurant). 

2) Generally shorter tail ï fewer keywords will be typed for the 

search 

3) Click to call should be enabled so they can skip the click and 

call you directly. 
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Overview ï Why Banner Ads? 
I don‘t want my business to be associated with dancing mortgage sellers! 
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Overview ï Why Banner Ads? 
Because large national retailers AND now local companies have learned 

that ads on interesting, highly visited sites work well for Branding and 

Direct Response! 
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Marketing Spend to Reach $56.5 Billion  

U.S. Mobile Marketing Spend  
2010 v. 2015, US$ millions  
Source: Mobitrove 

 

$6,272  

$40,731  

$3,002  

$15,795  

2010 2015Advertising Promotions
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Local Mobile Ads: 51% Share by 2015  

Local vs. National Ad Spend in Mobile  
2010 -2015, US$ billions  
Source: BIA/Kelsey 

 

$0.39  $0.49  $0.61  $0.73  
$0.92  

$1.22  $0.40  

$0.89  

$0.99  

$1.40  

$2.03  

$2.84  

2010 2011 2012 2013 2014 2015

National Local
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1,342% Growth in Retail, Restaurants  

Verticals Growth in Mobile Campaigns  
Q1 2010 v. Q1 2011, % growth  
Source: Millennial Media 

 

1342%  

723%  

379%  

242%  
183%  

130%  

Retail &

Restaurants

Automotive Finance Telecomm Health: Fitness

 & Wellness

Education

Six verticals experienced triple-digit growth – or greater – year-

over-year according to Millennial Media's Q1 2011 report 

released in June.  

 

Health: Fitness & Wellness is a newcomer on a ranking of top 

advertising verticals. This is an indication that advertisers in 

new verticals are starting to take a keen interest and to heavily 

invest in creating a mobile presence. 

http://www.millennialmedia.com/wp-content/images/SMART/MillennialMedia-SMART-Q1-2011.pdf
http://www.millennialmedia.com/wp-content/images/SMART/MillennialMedia-SMART-Q1-2011.pdf
http://www.millennialmedia.com/wp-content/images/SMART/MillennialMedia-SMART-Q1-2011.pdf
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43% of marketers currently use mobile technology, 

according to a study from Unica, ―The State of 

Marketing 2011.‖ Another 25% plan to do so within the 

next 12 months, and 16% plan to do so in more than 

12 months. Only 15% of marketers have no plans to 

use mobile technology.  

 

 

 

 

43% of Marketers Using Mobile Channel  

Mobile Marketing Adoption  
May 2011, % of respondents  
Source: Unica 

 

43%  

25%  

16%  15%  

Current activity Planned activity
(next 12 months)

Planned activity
(>12 months)

No plans

http://www.theinteractivemarketingjourney.com/unicaimrc/media/DocumentDownloads/US/Unica-s-Annual-Survey-of-Marketers-2011_v22.pdf?ext=.pdf
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Smartphone Owners See 5x More Ads  

Smartphone, Feature Phone Service Penetration  
3-month average share ending March 2011, US mobile 
subscribers  
Source: comScore 

 

19.1%  
15.9%  

5.0%  
3.5%  

82.3%  
85.0%  

27.5%  

7.7%  

Used Browser Used App Saw ad on web
or within App

Responded to SMS ad

Feature phone Smartphone
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0.41% 

0.72% 

0.32% 

0.41% 

0.67% 

0.41% 

Android iOS Blackberry Symbian webOS Other

Apple‘s iOS sees the highest 

click-through-rate with the 

ads run on iOS devices have 

almost double the CTR 

(.72%) of those on Android 

devices (.41%), according to 

the Jumptap STAT. This is 

despite the fact that Android 

is leading in overall market 

share. 

Apple iOS Has Double CTR of Android  

Click - Through Rates by Mobile OS  
May 2011, % of users  
Source: Jumptap 

 

http://www.jumptap.com/dynamicContent/images/photo/MobileSTAT_june_2011.pdf
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What Do I Do to reach my local 

audience in a ñmassò way? 

Television Radio 

Newspaper 

Internet 

Millions of Page Views 

 ï just in Baltimore! 
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What Do I Do to reach my local 

audience in a ñmassò way? 
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Goals for Online Advertising: 

1) Branding – Bing, Local Auto Dealers 

2) Direct Response – Progressive Insurance, Local Restaurants 

3) Both of the above – Netflix, Local Retailers 
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Reach: Ad networks maintain the industry‘s largest reach, providing                        

 mass exposure across leading websites. 

Total Internet Reach 

Property % Reach Mthly UVs 

Ad.com 90.2% 133 million 

Yahoo! 71.9% 120 million 

AOL 66.1% 110 million 

Source: comScore Media Metrix, February 2006; Advertising.com, August 2009 

Ad Network Features 
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Sample Site List ï Advertising.com 

ABCNews.com  Career Builder  EW.com  Netscape  

AmericanGreetings  Clear Channel  Fortune.com  People.com  

Anywho  CNN.com  InStyle.com  Sony  

AOL  CNNMoney  Lets Sing It  Space.com  

AT&T Worldnet  CompuServe  Mapquest  The WB.com  

Autotrader  Dictionary.com Moviefone  Time.com  

Bartleby  Dine Site  MySpace  Weatherbug  

BellSouth  Earthlink   NeoPets  Whitepages  

Reach: With the largest reach and impression volume, networks are able to             

 secure premium inventory across quality content sites at lower costs. 

Ad Network Features 
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Targeting technologies enable marketers to segment the                          

network based on a variety of factors. 

Behavior 

Advertiser‘s site, 

publisher sites, 

creative and 

search listing 

Demographic 

Gender, age, 

HHI, education, 

lifestyle profiles 

and more 

Content 

Keyword content 

descriptors 

reveal sites  

and pages  

Channel 

One of seven 

existing  

content  

channels 
 

Geography 

Country, city, 

state, ZIP code, 

area code  

and DMA  

SIC Code 

Standard 

Industrial 

Classification  

(industry code)  

Daypart 

Time of  

day,  

day of  

week 

Technology 

Browser, domain,  

language, 

connection  

speed, etc. 

Technology 
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Leadback 

Site Visitor 

Visitor views site 

then leaves 

Leadback Ad 

Ad delivered to 

prior visitor 

generates 

interest 

AD Shown 

Leads to visit 

Leadback Ad 

Site Visit #2 

Leads to another 

visit and 

purchase! 
 

Technology 
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Mobile Display! 
 

 

 

 

 

 

 

 
 

  

 

 

 

 

» Display Advertising: 

» Mobile Display Advertising – Growing by 33% 

between 2010 and 2013. 

» Almost 2 billion ads delivered to smartphones 

» Over $400 million spent in 2009  
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Mobile Marketing! 
 

 

 

 

 
 

  

 

 

 

 

» Display Advertising: 

» Delivered via network – Yahoo!, AOL, Google, etc.. 

» TruePresence Baltimore relationship with these 

vendors can help you succeed. 

» Recommended Advertisers: 

» Those who can take advantage of a full metro area 

» Spending $5k to $10k/month minimum 

» Mass appeal/reach 
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Mobile Marketing! 
 

 

 

 

 
 

  

 

 

 

 

60 
60 

Frontpage Sports Movies News 

Mail Messenger 
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Maximizing A Media Buying Campaign 

» Online Media  

» Understanding target audience  

» Research and negotiate with relevant websites and advertising networks 

 

» Effective Creative 

» Strong offer  

» Clear call-to-action 

» Design consistent with brand 

 

» Landing Page  

» Relevant to web advertising 

» Desired action is prominently displayed 

» Minimize # of clicks to conversion 
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Targeting Capabilities 
» Demographic  

» Age 

» Gender 

» Ethnicity (not available on all networks) 

» Household Income  

 

» Behavioral 

» Allows targeting of people who have historically used channels or visited 
sites devoted to various content (health, games, personals, etc.). 

» Pros: Perfect way to target niche audience 

» Cons: Higher premiums on a CPM/CPC level may occur 

 

» Leadback  

» Serves ads to people who have already visited the advertiser‘s website 

» Pros: Most cost-effective form of banner advertising available  

» Cons: Dependent on level of traffic already directed to site 
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Geo-Targeting 

» Ad networks can use the following geo-targeting: 

•Regional (by DMA) 

•National 

•International 

•No customized targeting by radius (or cities) is supported 
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Creative 
 

» Display advertising features web banners that consist of static or animated 
images, as well as interactive media that may include audio and video 
elements (rich media).  

 

» Adobe Flash or .gif (static and animated) are the preferred presentation 
formats for such interactive advertisements.  

 

» The Interactive Advertising Bureau, an industry trade group, sets the  

standards for online display advertisement sizes and shapes.  
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Creative Examples 
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Landing Page Example: 

Simple, Uncluttered – tell you what they want you to do – Find a Center! 
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Identify Your Business Objectives 

» Do you want to generate: 

–Traffic  

–Leads 

–Customers 

 

» What are your ultimate business goals? 

–Cost Per Thousand Impressions - CPM 

–Cost Per Click - CPC 

–Cost Per Acquisition - CPA 

 

Developing Your Campaign and Creative: 
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Important Metrics 

» What has worked for you in the past (if they tried before)? 

» What is your offline and online conversion rate? 

» What is your average sale amount? 

» How many purchases does a customer make per year? 

» What is your profit margin? 

» What % of profit are you willing to invest to acquire a customer? 

 

 

Understanding Business Objectives 
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Budget Recommendations 

» Ad Networks used to have $25,000 monthly minimums 

» Now $10,000 tests over 3 months are possible with smaller 

networks and sometimes the bigger networks. 

» Current level of brand awareness – National/Regional 

 

Factors Involved in Determining Budget: 
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Important Metrics 
 

Active Account Management 

» Analyze performance by: 
–Creative 

–Placement 

–Conversion 

 

» Provide monthly activity reports: 
– Impressions 

– Clicks (and CPC) 

– Conversions (and CPA) 

– Revenue generated 

– Average Sale 

– Return on investment 
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TEXT MESSAGE Marketing and QR 

Codes for Job Search. 
» http://abcnews.go.com/Business/JobClub/

high-tech-job-search-virtual-interviewing-

video-resumes/story?id=12745264 

 

http://abcnews.go.com/Business/JobClub/high-tech-job-search-virtual-interviewing-video-resumes/story?id=12745264
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http://abcnews.go.com/Business/JobClub/high-tech-job-search-virtual-interviewing-video-resumes/story?id=12745264
http://abcnews.go.com/Business/JobClub/high-tech-job-search-virtual-interviewing-video-resumes/story?id=12745264
http://abcnews.go.com/Business/JobClub/high-tech-job-search-virtual-interviewing-video-resumes/story?id=12745264
http://abcnews.go.com/Business/JobClub/high-tech-job-search-virtual-interviewing-video-resumes/story?id=12745264
http://abcnews.go.com/Business/JobClub/high-tech-job-search-virtual-interviewing-video-resumes/story?id=12745264
http://abcnews.go.com/Business/JobClub/high-tech-job-search-virtual-interviewing-video-resumes/story?id=12745264
http://abcnews.go.com/Business/JobClub/high-tech-job-search-virtual-interviewing-video-resumes/story?id=12745264
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Copyright: The Spokes Agency 2011 Copyright: The Spokes Agency 2011 

QR Code Advertising Example 
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QR Codes can be used for: 

 

*  Extending Reach from your existing media – 

Print, TV 

*  Location-Based information (store shelves to 

replace sales people) 

*  Straight to a video/demo/special offer 

*  Grow customer Database – pre-order items 

*  Rain-check coupons 
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Thank you for your timeé. 

Lynn Straus and Jeff Spokes 

TruePresence 

410-517-2745 or 410-878-2596 

lstraus@truepresence.com 

jspokes@truepresence.com 

 

mailto:lstraus@truepresence.com
mailto:jspokes@truepresence.com
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Mobile Website Consultation 

Is your website doing what you want? 

 

Discuss new site, advertising, etc. 

 

No Charge 


