


8 WAYS TO SELL EVEN MORE STUFF
MOBILE IN THE MIX
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Agenda

• Overview to mobile

– Trends, pace, business models, commerce

• Mobile Commerce

• Live demos

• Future developments

• Summary
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Setting the scene - PC focused to date….

We spent over 100 million euros 
promoting our businesses on the 
web. 

We did so for a version of the web 
that was almost 100% PC based. 

2009…..
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We are connecting in new ways…..

Casual 
Browsing

2010……

On the move

“Within 2 years 60% of digital advertising worldwide will be directed to 
mobile platforms – compared to 2% today” IDC July 2010

New Publishing formats New Advertising platforms

New Marketing challenges



Analogy to PC
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Setting the scene

• How do we make money on the Internet?

– Connectivity

– Advertising

– Commerce

• Mobile extends the Internet in new ways
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Lets re-define mobile for a minute....
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Analogy to PC – Shorter Timeframe
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Apple & Google driving growth….



Pace – it’s a much shorter timeframe
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What we do on our PC is transferring to our phone…

By 2013 64% of all global internet traffic will be mobile
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Its not just social networking….



ITS CHANGING FAST SO WHERE ARE WE 
AT NOW?

Phasing
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Mobile is evolving….
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Phase 1 -
Connectivity

• Barriers are down

• Smartphones
evolve

• Data packages 
emerge

• Speeds increase

• Customers get it

Phase 2 – Content & 
Services

• Webservices and 
content are 
mobilised

• The app store 
evolve

• The phone 
becomes part of 
our media 
consumption

• Ad funded

Phase 3 (a)

Commerce begins

Major online 
brands extend to 
mobile (ebay, 
amazon, 
government, 
banks, Gap, Ralph 
Lauren

Phase 3 (b) 2011

• Many companies 
extending web 
sales to mobile

• Integrating mobile 
to drive calls to call 
centres 

• Extending mobile 
into cross media 
messaging



Emergence of Commerce
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Mobile customers are generating revenue now…



And its growing incredibly fast.....
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Ebay sell 1 item every 2 seconds on mobile 
and 1 Ferrari a month

Total sales value of $2bn in 2010 – expect it to 
be $4bn in 2011 (John Donahue)

10% of all of PaddyPower’s sales come from 
mobile

11.5% of all UK shoppers use their mobiles to 
research before they shop0 (ITPro.co.uk)

In 2010 m-commerce accounted for £127m 
worth of goods in UK and its predicted to 
doubled to £275m by 2012 (eBay & MMA)

http://www.mobilemarketingmagazine.com/


Not creating something new  – extending existing 
services 
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Not creating something new  – extending existing 
services 
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Not just big brands…..
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Different devices are more likely to purchase…

23Survey of 32 online retailers in UK



Two thirds of online shoppers use or will use mobile
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Research, purchase and compare.....
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In-store purchasing behaviour
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Mobile is good for online and for brand too...
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What does this mean for you? 

Key Considerations

• What are your objectives?

• Who is your target audience – what kind of devices 
are they likely to use?

• m-commerce is not e-commerce

– Always on, always with us, unique features

– Personal, screen size

– Redemption mechanics

– Location based – 50% of mobile activity starts with search

• Best practice 
28



Its not just apps

In 2011 there will be three dominant formats

• A mobile Internet site working across all phones old and new 

• Mobile apps optimised for key devices eg. iPhone, Android and 
Blackberry …app store

• Browser based apps – designed for the browsers on latest 
smartphones …HTML5…design once for many phones. Benefits of app 
but delivered in the browser.



• Clarity of message and easy 
navigation are important on mobile 
devices, the user has limited time 
and limited screen real estate

• Flash elements of your website will 
not render on most mobile devices, 
notably the iPhone

• Make use of the unique possibilities 
on mobile: touch screens, voice and 
location capabilities, click to call

• Focus on the key messages and 
elements

• Auto-detect and re-direct from your 
website

• Promote through offline channels

Creating a mobile sales channel



Vs.

Website viewed on mobile Mobile optimised website

Optimisation is key....



Considerations in build....

Structure:

Less casual browsing, more of a specific task oriented therefore minimise the  
number of pages and maximise flow of information

Content:

Volume of content should be tailored and specific – key messages

- minimal number of clicks to the most relevant information

- images and video are highly engaging and can influence purchasing 
decisions (Wi-fi) Rhythm NewMedia

Language:

Byte size chunks require simple language, mobile is not for prose 



Some good examples
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DRIVING TRAFFIC AND DOWNLOADS

Mobile Advertising and Marketing
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Audi A7



Mobile Advertising is highly effective
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New ad formats – Video, Calendars



New formats – iPhone Social Media



New formats – Rich Media 



Using mobile to drive traffic in-store....
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Mobile Marketing
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Marketing tools available:

QR codes

Small interactive 
icons which are 
read by a phone 
and take the user 
to a mobile 
destination.

Text Messaging

All handsets have 
SMS capabilities 

Send your customer 
a message that is 
personal, immediate 
and relevant.

Mobile Coupons

Use mobile 
coupons to 
increase sales and 
drive store traffic!

Mobile Microsites

Campaign microsites 
and ad banners built 
specifically for mobile 
& tablet devices.



DRG Marketing works with clients to design and develop a fully integrated, multi media 
campaign tailored to meet marketing objectives

SMS

In Store 
Flyers
Posters

Mobile Web 
& Apps

Print

Outdoor
Online

Tablet PCs

YOUR 
BRAND

Integrate mobile across your marketing channels



Build a Database

What
Code Name

Code Placement

Who
User ID
Age
Gender
Income
Handset type

When

Where
LBS

44

Database

QR Code

SMS Shortcode



QR Codes
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QR Codes

QR Codes

Quick Response (QR) codes are small 
interactive icons which when read by a mobile 
phone send the user directly to a mobile 
destination where they can:

• access special offers 

• shop online

• enter a competition

• play videos and games

• download contact information

• and much much more...



Example Campaign – 3 mobile outdoor

URL: 
http://m.three.ie/campaigns/2010
/10/iphone/qr



Systems Management and Reporting

Create TrackManage



SMS

4



All handsets have SMS capabilities

Use in conjunction with marketing on other 
platforms & media 

Send your customer a message that is 
personal, immediate and relevant

Drive traffic to your mobile sites and offers

Build your database

SMS Marketing



Mobile Coupons
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Mobile Coupons
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‘The Counter’ Mobile Coupons



Mobile Coupons - POS Redemption Options

Start Simple Gain More Control: Unique 
Codes

Streamlined Solution:
Send Barcodes

Scan Code at POSStaff enter code into 
database

Check 
scans/SMS/stock for 
redemption



Mobile Coupon Case Study – 7Eleven Norway



What’s hot for 2011 in Ireland….

Smartphone

Tablet

Think beyond iPhone



Top Tips

• Do Something!   ASOS mobile revenues topped £1m in 
December 2010 twice expectations

• Don’t obsess over apps... 

• Keep pages and call to actions clear and simple.... Less is 
more

• Use specials and promotions

• Make use of customer loyalty and utilise a multichannel 
mobile approach

• Build a permission-based mobile database



Summary
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Some interesting videos
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Appendix



© 2010 Digital Reach Group Limited. All rights reserved

Emma Flanagan
emma@digitalreach.ie
Tel: +353 1 485 2011
Mob: +353 85 738 5752

Scan this code to save my 
contact details directly to your 
phone:

Digital Reach Group
23-25 Grantham Street

Dublin 8
www.DRG.ie
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New behaviour patterns
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There is a new mobile generation driving the pace….
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Mobile is at the heart of their lives….
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Their phone is their PC….


