
Presented by: 
 

Noah Elkin 
 

Principal Analyst 

 

#eMwebinar 
 

@noahelkin 

J U N E   0 8,   2 0 1 1 

Mobile, Social and 

Geolocation—Key 

Trends for Marketers 

Sponsored by: 



Agenda  

Mobile and social network usage: Converging 

Mobile communication: Evolving 

 Location: Moving from check-in to checkout 

Privacy concerns: The dark side of location 

Q & A  



Context: Mobile and 

Social Converge 



Smartphone 

usage 

remains the 

growth 

engine of the 

US mobile 

market 

Twitter: #eMwebinar @noahelkin 



The US is 

driving the 

majority of 

near-term 

tablet 

demand 



Social 

networking 

now reaches 

nearly half of 

the entire US 

population 
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Much of this activity is concentrated in a 

single network: Facebook 



Mobile Communication 

Evolves 



“My sense is that mobile devices 

are inherently social….” 

 

—Bret Taylor, CTO, Facebook, speaking at the Inside Social Apps 

conference, Jan 25, 2011 



Communication has likewise evolved 



Forget about post-PC. Welcome to the 

post-phone era 

Activities 

• SMS 

• Instant messaging 

• (Video) calling 

• Social networking 

Platforms 

 
 

Devices 



Mobile and web are becoming 

synonymous… 
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…as internet access from mobile devices 

expands 



Mobile 

social 

network 

usage will 

more than 

double 

between 

2010 and 

2015 

 



Social 

networking 

is a core 

mobile 

activity 



Growth in 

mobile social 

networking 

activity is 

similarly 

concentrated 



Smartphone 

users 

gravitate to 

social sites 



Social 

networking 

is also a key 

part of the 

larger media 

ecosystem 

smartphone 

buyers deem 

essential 



Tablets have 

quickly 

become daily 

fixtures for 

many 

activities 



Larger screens mean more satisfied users 

Image courtesy of The New Yorker 
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Location Is More 

Than Just a Check-In 



Location-

based 

services 

have 

surged, but 

have yet to 

break 

through to 

the 

mainstream 
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Many marketers also remain on the 

sidelines 



Interest in 

location-

specific 

services 

beyond the 

check-in is 

growing 



Usage is 

most 

developed 

in the US… 



…and users 

tend to be 

in the 

vanguard 
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Geolocation apps serve several key 

niches 

Gaming Deals 

Communication & 

Community 



Use case: USA Networks checks in with 

‘Psych’ fans on GetGlue 



Checking in 

is motivated 

by the 

prospect of 

value 

exchange: 

obtaining 

useful 

information 

and finding 

deals 



Use case: 

JetBlue 

goes places 

with 

Facebook 



Focus is shifting from the check-in… 



…to the checkout 



 Lots of attention on time-sensitive deals. But an 

open question remains: Are daily deals good deals for merchants? Or 
are they giving away the store? 

 

 Growing emphasis on generating loyalty. Local 

merchants and national brands alike recognize that customer 
acquisition needs to be balanced with customer loyalty. 

 

 Ad dollars will follow shoppers. The combination of 

location, mobile, social and commerce will form a potent force in the 
advertising market. 

The next wave in location revolves 

around enabling commerce 

Twitter: #eMwebinar @noahelkin 



 Don’t rush in without a roadmap. 

 Consider whether location is right for your brand. 

 Choose the right partners. 

 Look before and after the check-in. 

 Encourage competition, but tie virtual rewards to the real 

world. 

 Incorporate nonmonetary rewards. 

 Measure the value that location provides the brand. 

Best practices: Location-based marketing 



Privacy Concerns   

Re-emerge 



Big Brother is tracking you 



Half of social network users express 

privacy concerns 

Source: Marist Institute, July 2010 



Similar 

issues 

persist 

among 

geolocation 

users… 



…but results 

vary by 

demographic 



 Consumers’ mobile and social networking behaviors are 

merging. Brands need to align their mobile and social media marketing in 

response. 

 Activities and platforms take precedence in the post-

phone era. Communication is increasingly about the exchange of data 

across platforms. That said, focusing on the distinctions between device form 

factors will lead to payoffs in user experience. 

 A comprehensive strategy around location is a must for 

generating long-term value. A good campaign can bring positive 

attention and drive ROI, but success comes from understanding where 
location fits with a brand’s many touchpoints, from check-in to checkout. 

 The battle for digital supremacy comes down to 

personalized data. Location is a key piece. The company with the 

richest social graph and the most extensive geolocation data can offer better 
value to advertisers and consumers alike. 

Key takeaways 
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introducing 

ShopAlerts™ by AT&T 
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ShopAlerts is an opt-in, location-based mobile marketing solution that delivers 
highly relevant SMS messages customized for each user based on location, 
time, user preferences, and CRM data. It’s the next generation of mobile 
marketing.  

Introducing ShopAlerts™ by AT&T 

• Extend marketing programs to customers while 

they are shopping 

• Use carrier grade technology to connect with 

opted-in consumers, actively seeking offers and 

rewards from their favorite brands 

• Tailored mobile messages to consumers based on 

location, time of day, and interests 

• Own an event: Brands can sponsor leading 

national or local events through the year  
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1 

Consumer opts-in to the 

ShopAlerts program via 

AT&T subscriber SMS and 

email invitations, AT&T 

display properties, or the 

AT&T Facebook page 

2 

Consumer enters the 

designated geo-fence 

area, pre-set by the brand 

3 

Consumer receives an SMS 

alert on mobile phone 

presenting a personalized 

offer, promotion, 

sponsorship, reminder, etc… 

  

 

 

 

 

SALE TODAY… 

 

YOU’RE INVITED… 

 

DID YOU KNOW… 

ShopAlerts™ by AT&T User Experience 



©2011 AT&T Intellectual Property. All rights reserved. Proprietary Information of AT&T  

 

A geo-fence is a dynamically generated virtual perimeter for a real-world 
geographic area – for example, around a store, event, or point location. 

 

geo-fencing 

Geo-fence surrounding Garden State Plaza Mall 

 1 Garden State Plaza, Paramus, NJ 

Geo-fence surrounding Cowboys Stadium 

 925 North Collins Street, Arlington, TX 

With ShopAlerts, you can create a geo-fence 
anywhere, anytime. 
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Audience Reach:  

Use AT&T’s database to reach audience in relevant contexts and locations 

 

Simplicity:  
Messages delivered via SMS - no applications to download or activate to participate 

 

Customization:  
Virtual geo-fences can be created for ANY geographical or physical location  

 

Device Independence:  
Works on any AT&T mobile handset 

 

Effectiveness:  
Redemption rates from 24% - 65%

* 

*Placecast 2010. Data based on historical campaign performance. Performance is not guaranteed. 

ShopAlerts™ Key Benefits 



 
 

Mobile, Social and Geolocation—Key 

Trends for Marketers 

 

Questions & Answers 
 
 

Registrants will receive an email tomorrow that includes a link to view 

the deck and webinar recording.  
 

For more discussion, please join us after the webinar on LinkedIn. Search for the eMarketer 

Group and click on Discussions.  

 
To learn about eMarketer Total Access please visit www.emarketer.com/products 

or contact us: (800) 405-0844 or ben@emarketer.com  
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eMarketer Mobile Insights 

Learn more about mobile marketing with eMarketer Total Access. 

Recent Reports: 

 Mobile Barcodes: Trends and Best Practices for Marketers 

 Western Europe Mobile: Trends, Case Studies and Best Practices 

 Mobile Travel Takes Off: Emerging Trends and Best Practices for 

Marketers 

 Smart and Getting Smarter: Key Mobile Device Trends for 

Marketers 

 Beyond the Check-In: Best Practices for Location-Based 

Marketing 

 Tablets: New Screens for Marketers 

 Mobile Advertising and Marketing: Past the Tipping Point 

All reports are available to Total Access clients. 

To learn more, visit: www.emarketer.com/products 

Call: 800-405-0844  Email: sales@emarketer.com 


