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Where’s mobile marketing
headed in 2009, especially in
an economic downturn that

has affected spending at all levels? 

In this Q & A with Mobile Marketer’s
Mickey Alam Khan, former Mobile
Marketing association president Laura
Marriott and her successor, Mike Wehrs,
weigh in on the issues and opportunities
ahead. Both agree on one point: that
mobile marketing has nowhere to go but
grow. Read on.

What’s 2009 going to turn out like for
mobile marketing?

Laura Marriott: As MMA Global and
European Chairman Russell Buckley [vice
president of global alliances at AdMob]

states, “2009 promises to be another big winner for mobile as more and
more marketers discover how our industry delivers value in these
demanding economic times. For companies looking to achieve concrete
objectives in 2009, incorporating mobile into the marketing mix is
going to be essential.” And I cannot agree more. Despite the economic
downturn, we can expect continued global investment in mobile
marketing across all mobile media types.

Mike Wehrs: Regardless of the economy, we will see a growing
sophistication in the use of mobile marketing as more companies and
marketing firms work in increasingly creative ways with the medium
within the context of larger integrated marketing campaigns.  

Lessons learned abroad will be applied in the U.S.  Lessons learned at
home will be applied, too.  

As an industry, we are in a maturation cycle, learning from each other
about what works well and what does not.  The MMA is leading the
way with best-practice approaches to the medium.

Did 2008 live up to its expectations in terms of mobile marketing
growth and adoption?

Ms. Marriott: Yes. 2008 laid a foundation for consumer engagement
and interactivity more so than we have ever seen before. Devices like
the iPhone, with its ease of use, created new opportunities where
consumers could access mobile services much more easily, resulting
in unprecedented increases in mobile Web utilization. 

Existing strong segments for mobile marketing including text alerts,
participation TV and downloads remained strong. However, we saw
increased enthusiasm around mobile advertising, location services,
mobile banking, couponing and mobile charitable fundraising. 

We are truly seeing a broader diversification of the types of mobile
services that marketers are deploying and a greater focus on quality of
the interaction with the consumer. Excitement around mobile
advertising and new devices created the industry stir in 2008.

Overall, it is great to see the industry’s commitment to establishing
guidelines and best practices. The MMA issued its first edition of the
Global Mobile Advertising Guidelines in April 2008, as well as the
Global Code of Conduct. These are important steps to enabling
multinational campaigns for the marketers and, again, simplifying their
market entry.

GGlloobbaall iinnvveessttmmeenntt iinn mmoobbiillee mmaarrkkeettiinngg wwiillll ccoonnttiinnuuee
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I think what we saw in 2008 were two excellent examples of mobile
marketing breaking out to the mainstream public in ways that should be
highly encouraging to mobile marketers everywhere.

Mr. Wehrs: First, we had our first presidential campaign leverage
mobile platforms to communicate key messages, generate support and
drive voting decisions.

President Obama’s use of mobile was nothing short of groundbreaking
for our industry. He created an ObamaMobile site with a mobileWAP
page and an official downloadable iPhone app. He created BarackTV
with tremendous amounts of video content.

All partisan politics aside, one could make an argument that mobile
and social media have now become a critical element of the campaign
process and doing it well clearly makes a difference in who wins
an election.

Second, the same sort of groundbreaking campaign occurred in the
entertainment industry with the mobile marketing campaign for the
movie “The Dark Knight,” the latest Batman film.

While there was obviously a great deal of viral marketing for the movie
besides mobile, one example of the film’s mobile campaign was that
you could literally vote for Harvey Dent, one of the movie’s characters.

After submitting your mobile phone number, you got a phone call from
Dent himself proclaiming that “we can take back Gotham.” There were
also text sweepstakes and numerous mobile applications for accessing
video content for the film.

Point being, in 2008 there were tangible, mainstream examples of the
power of mobile marketing.

What case do you make formobile in an economic downturn when
budgets are being slashed left, right and center?

Ms. Marriott: There is a lot of speculation around how the economic
downturn will impact the mobile industry and although many of us
would love to say that there will be no impact, that is not the reality.

We have all already seen our sponsorship and advertising dollars
impacted and expect that discretionary spending will continue to be
cut back.

I am confident in saying that those brands who have spent on mobile
will continue to spend there. But those new to the industry may hold
back in the short term.

MMA membership has continued to increase, which is a strong
indicator of the health of mobile marketing providers whom
we represent.

Mr. Wehrs: When a content owner or brand owner considers
advertising, they are most interested in reinforcing brand, creating
awareness or driving someone to buy a good or service.

The channels available to an advertiser range from print to broadcast to
online to mobile. The mobile channel represents a very targeted channel
to a very personal device that an individual carries with
them everywhere.

The pure benefits of mobile (e.g., location, information) combined with
the personal and highly targeted nature of the mobile device make it
very attractive to advertisers and marketers.

These characteristics and attractive factors do not go away in a troubled
economy. In fact, advertisers will become more critical when they
decide which channel gives them the best return and mobile indeed
represents a very high conversion rate potential.

Downsized budgets notwithstanding, the challenge is not making a case
for mobile, but rather finding the most optimum way to leverage it for
maximum return on investment.

Which areas of mobile marketing need attention in 2009?

Ms. Marriott:My top three areas of focus are more mobile knowledge
experts, greater case study sharing and creation of guidelines around
mobile measurement.

Mobile knowledge experts! There is a huge need in the industry to pass
our collective mobile expertise off to new entrants to expand the
knowledge base of those able to evangelize.

More case study sharing! Already a strong proponent of information
sharing, the MMA encourages all marketers to continue to share their
successes and failures regardless of size of campaign, target
demographic or results. Remember, the rising industry tide will sail
all ships.

Measurement. Yes, mobile has been challenged with creating consistent
metrics and reporting in order to drive greater spend in the mobile
channel – like all media in its early days. The MMA has launched its
Measurement Committee and hopes to release its guidelines for Mobile
Web Measurement early in the third quarter of 2009.

I would also encourage the mobile industry to continue to ‘Keep It
Simple’ and cut out the jargon and the technology in the preliminary
discussions with those considering mobile. Leveraging the tools
provided by the MMA can help.

Mr.Wehrs:As with any emerging market, the MMAneeds to help its
members validate the efficacy of the medium to companies and
marketing firms that are or should be participating in mobile marketing.

In other words, we need to build and present a compelling business
case to adopt mobile marketing as part of an integrated marketing
campaign. This case must provide demonstrable return on investment.

We need proven industry veterans to share their war stories through
case studies, then demonstrate return on investment through effective
measurement.


