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The mobile phone is a new and unique medium. In addition to the far smaller screen size and processing power than a personal computer or television, mobile phones occupy a distinctly different place in consumers’ lives. One anthropologist describes the essential features of mobile phones as "personal, portable and everyday" (Ito 2005). Unlike other media or computers, the mobile phone is within reach for a large portion of every day, regardless of time or place.

Given this unique nature, when it comes to consumer experience design for the mobile channel, the following are some customer experience heuristics that apply to mobile marketing:

1.   The customer is in control. Since all activity is voluntary, customer’s objectives, goals and emotions must be taken into account from the call to action, to the interaction on the handset and the results of user action.

2.   Keep it simple. The interaction must be straight-forward and simple; for instance IDC notes that users only have an 8 to 10 second attention span with some mobile initiatives (IDC 2007). Moreover, a number of opt-in methods have been developed to streamline the interaction with mobile marketing initiatives. Multiple steps only increase drop-off rates.

3.   Have clear use cases and user flows developed. It is critical to consider all the use cases, i.e. methods how and reasons why people will want to use your service. You must consider if the program is premium rate or standard rate (i.e. will the subscriber be charged for participation), which opt-in methods will be supported, is double opt-in required, how help requests and privacy inquires will be handled, in addition to the standard flow of your service, like a poll or vote.

4.   Make it persuasive. Since all activity is voluntary, make sure that the offer contains real value for the customer.

5.   Integrate into the users’ environment. It is not impossible to teach users about new interactions, but it is far easier to leverage existing practices and mental models. So stick with conventions and standards when possible.  


6.   Continually iterate the user experience. Use qualitative research and quantitative metrics to constantly improve interactions and results. Traffic, drop-off, and conversion rates can be monitored to see how small changes have large impacts.  Many mobile marketing technologies are well suited to help with meeting this goal, since they can be used to adjust mobile marketing initiative interaction sequences in real-time. 

SMS Integration Case Studies
Client: Boarders

Campaign: Boarders Offers

Mobile Marketing Magazine

Books and music retailer Borders has announced encouraging results from its first mobile marketing campaign. Borders distribute a monthly newsletter with exclusive offers to its database of 480,000 customers across the UK. In order to redeem these offers, consumers previously had to print the vouchers off and take them in store. This month, for the first time, consumers were able to have the offers sent to their mobile phones. 69% of respondents said yes to mobile vouchers. In addition, 50% of these customers also opted-in to receive future offers from Borders Mobile.


Scott Seaborn, Head of Technology at Magnet Harlequin, says mobile marketing is changing the promotional landscape and challenging perceptions of how to engage with consumers: “We know that mobile technology has so much to offer promotional marketing” says Seaborn. “One of our key tenets for retail and mobile is to drive footfall, and we knew that a high profile, innovative retailer like Borders would be able to make the most of mobile marketing as a way of bringing consumers in store.”


Laura Stafford, CRM and Online Manager at Borders adds: “We are delighted with the redemption figures. They have far exceeded our expectations. One offer in particular achieved a 19% redemption; double that of the printed voucher alternative. To achieve 15% of net sales through Borders Mobile in just one campaign means that we are really connecting with our consumers.”

Client: Bravissimo

Brand: Lingerie for women - catalogue orders

Mobile Marketing Magazine

Promoting its spring and summer mail order catalogues, the press, TV, radio and direct mail campaign carries a txt call to action. Consumers are encouraged to request a brochure by simply txting the specified keyword e.g. ‘Curvy’ to 64118. The TV ad featured phone and website calls to action, as well as the text shortcode, but txt proved to be the most popular communication channel for consumers, with txt requests accounting for 45% of total responses. 

Using txt has also provided Bravissimo with an accurate tool for helping measure the return on its marketing investment. “Assigning a unique keyword to each advertising placement across all media channels enables us to see exactly where leads come from to help determine how successful each has been in generating response” says Bravissimo Marketing Director, Jo Lee. “In addition, profiling respondents gives valuable insights into the types of consumers we’re successfully attracting and also allows us to better analyse the impact of individual TV and radio spot times. This is valuable information when planning future campaigns. ” 

TXT4 CEO Tim Carrigan says use of txt for this type of activity is growing among its client base, “Companies see a dramatic uplift in response as a result of providing consumers with a quick and easy way of responding from anywhere, at any time. Not only does this capture consumer interest at the very point they see the advertising, but automating the process provides high quality data capture, while significantly reducing handling costs.”
Client: Peugeot

Brand: Test driving the new 207

Mobile Marketing Magazine

When Peugeot launched the 207 in the summer of 2006, it was the company’s biggest launch in 10 years, so the pressure was on to get it right. The company had used mobile for the first time for the launch of the 1007 and the 107 in 2005, and subsequently for the launch of the 407, the 407 Coupe and the 307. But for the 207 launch, it decided to take things further.


The company was looking for close engagement with the consumer, and deep integration with other channels. In order to encourage consumers to interact with the brand, Peugeot launched a TV, print, outdoor and online ad campaign encouraging readers to text ‘24’ to 60222 in order to get a 24-hour test drive. 


Peugeot’s created a 207 WAP site that was designed to deliver on the creative expectations of the above-the-line and outdoor advertising. There were two versions of the sites, one graphics-heavy, and the other graphics-light for users wanting a faster experience. And while the TV campaign was designed to sell the style of the 207, the WAP site was charged with the substance. Finance options demonstrated exactly how much the monthly payments would come to, and a car configurator, similar to those found on Internet sites, enabled consumers to configure the engine, interior and exterior colour of their car and download their design to share with friends and family. “It can take three months from a consumer seeing a TV ad to deciding what car they want to buy” says Peugeot Marketing Manager, Kristian Cholmondeley. “With mobile, you can do it in 20 minutes. It’s a fantastic opportunity to catch consumers while they are caught up in the emotion of the TV ad.”


The campaign generated a considerable amount of data, including hard data on the number of visitors interactions with the campaign (visit to the WAP site, time spent, pages viewed); a soft poll on 50 of the visitors to the site to ask what they thought of it; sales data, providing a link with other marketing channels to compare where the people who bought a 207 came into the customer journey; and brand data, which enabled Peugeot to understand how mobile compares to other channels. 


The results of the campaign were impressive. One in two people who interacted with the campaign ordered a test drive. One in five visited the WAP site, and one in eight ordered a brochure. The average dwell time on the WAP site was 20 pages. Not surprisingly, Peugeot plans to use mobile as a key element in future launches.

Client: Dunkin Donuts

Campaign: Increasing Sales

Plusone

A two month mobile interactive ad campaign in Italy has resulted in a 9% increase in sales for Dunkin Donuts, according to the two companies that created it. As a result of a txt-based marketing campaign, customers were able to get coupons for Dunkin Donuts goods by using their mobile handsets to respond to advertisements displayed on store notice boards, billboards and on the radio.


By sending a keyword, users receive an immediate reply featuring a free gift coupon or special offer exchangeable at local outlets. Sales were reportedly up 9% within the first three weeks of the campaign. 

By enticing consumers to request special offers, Dunkin Donuts ensures that they achieve a great consumer push without running the risk of breaking down the client relationship by contributing to the wealth of 'spam'. SMS is the perfect way to tap into a vast market of mobile phone users in an environment plagued by a lack of standardization and interconnections.


By ensuring that the power of the txt medium is put to good use in an ethical way and one which doesn't encroach upon users' privacy is something which was key to the success of campaigns such as this one with Dunkin Donuts.


And Dunkin Donuts' Italian franchisee GianLuigi Contin says that the SMS marketing solution has been a positive brand-building experience: "We are directly reaching our targets with a message they can understand. Cellular coupons are not cute promotions, rather they are serious marketing tools that not only extend the brand but are also directed towards the people we want to reach."

Client: McDonalds

Campaign: TxT Vouchers

Plusone

When McDonald’s Australia ran its first txt voucher campaign in Bundaberg, Queensland, in September, it saw very healthy txt voucher redemption rates. This redemption rate was aided by the design of the voucher campaign, which was integrated with a competition run through a local radio station.

Listeners entered the radio competition by txting in their name. In reply, they received a confirmation of their entry with a txt voucher attached. They could take this voucher to either of the two Bundaberg McDonald’s restaurants and receive one of three offers. Additionally, the customer was asked to reply to the txt voucher with a “Y” to receive more McDonald’s offers, which most recipients did. McDonald’s was able to send out further vouchers just before lunch time.


Because every phone number is unique, McDonald’s collected names in their campaign, next time they may choose to ask for age, allowing better targeting and response rates.
Because of the infiltration of mobile phones in society, it is a perfect promotional entry tool and voucher/coupon delivery and redemption mechanism.

