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Point-of-View

Focus: Local Mobile Motion
by Brian Wool, Friday, May 1, 2009, 10:39 AM

Everybody's doing a brand new dance now

As we speak, there are millions of mobile subscribers potentially
looking for local businesses on smartphones with uniquely
formatted search applications. These users primarily will be driven
to the organic listings that most local businesses are unsure or
unaware of how to control.

Many marketers have no strategic plans for the space, and few
understand the importance of managing online local business-
listings content for mobile. Knowing how to get online content
extensively distributed across the exponentially growing number of
mobile local-search applications can make a big difference in the
future of local businesses from all industries in this stressed
economic environment.

For consumers, there are two primary factors driving adoption in
the smartphone and PDA market: handset cost and data-plan cost.
A bleak economic outlook has given way to price-slashing measures
across most industries, including mobile - a benefit to those who
have a few bucks in their pockets to spend.

With recession-conscious cell phone carriers like Boost Mobile
offering unlimited plans with all-inclusive data packages for as
little as $50, and the iPhone now available for as low as $199, over
half of all mobile users say that they plan to buy a smartphone
within the next two years. This means that soon up to 191 million
on-the-go U.S. consumers could be searching for local products
and services through an Internet-ready mobile device. These
statistics will make mobile the primary driver of revenue growth in
the local search space for 2009, and the market's most rapidly
burgeoning advertising medium.

This means that everyone - from software developers at major
corporations to the recently laid-off programmer who is now
tinkering in his garage down the street - will be motivated to
introduce mobile applications with local-search functionalities to
the market. Analysts predict that the mobile device will become
the primary connection tool used to access the Internet in just
over 10 years.

Local search engine diversification by industry vertical is as
prevalent in the mobile space as it is via the traditional Internet;
in fact, more so as mobile search is inherently local. And while the local diner or Dunkin' Donuts
franchise in Peoria may have submitted their businesses' listing content to Google, MSN and Yahoo
(and therefore their mobile applications), both local businesses and national brand managers may
not be aware of niche sites like Where Do Kids Eat Free for Apple's iPhone.

There are thousands of mobile applications - the majority of which do not have your business
listings - and while some do, much of that content is outdated or inaccurate. Currently less than
10 percent of small- to medium-sized businesses get mobile distribution by being included in local
listings via search engines or yellow pages sites; those who want to compete in the burgeoning
mobile local search space must market with an aim to increase that statistic.

Whether in an effort to face the recession proactively by inexpensively generating business from

BRIAN WOOL

With nearly 20 years of experience in

database markets, Wool oversees all

aspects of Localeze’s sales, business

development and client services

efforts for local search engines,

internet yellow pages and mobile and

social local search. Prior to joining

Localeze, Wool held sales and

marketing positions at comScore

Networks, Claritas and Equifax-

National Decision Systems.

ARCHIVES

» August 2009

» July 2009

» June 2009

» May 2009

» April 2009

» March 2009

» All Archives

MediaPost Publications Focus: Local Mobile Motion 05/11/2009 http://www.mediapost.com/publications/index.cfm?fa=Articles.sho...

1 of 3 8/3/09 12:48 PM



Recent Online Media Daily Articles

Interest vs. Intent and Landing Pages   Aug 3, 7:15 AM

What are your intentions? Wait, wait. Let me guess. You're with an advertising agency, and you're...

Pre-Roll Rocks   Aug 3, 7:15 AM

At the June OMMA video conference, I was shocked to hear esteemed panelists say "Pre-Roll sucks."...

Don't Blame You, Don't Blame Me, Blame That Fellow Behind the Tree   Jul 31, 7:00 AM

"Advertising is the makeup on the public face of capitalism," said the eminently quotable Randall Rothenberg,...

How Social Media Advertising Could Not Suck   Jul 30, 7:03 AM

Data is only as good as what you do with it. Here's the thing: I look...

'Connect' to Customers Through Facebook    Jul 28, 7:02 AM

Not many companies have figured out how to make money from Facebook. Yes, there are the...

High-Profile Publishers Call For The Demise Of Ad Networks At The Industry's (And Their Own) Peril    Jul 28, 7:02 AM

Premium online publishers are spreading a gospel throughout the online advertising space that is both misguided...

If You Can't Beat 'Em, Scare 'Em   Jul 24, 10:31 AM

In a blog on Jack Myers' Media Village Web site, Jaffer Ali, CEO of Vidsense...

The Future Of Mobile Is ... SMS?   Jul 23, 10:50 AM

Don't forget about lowly SMS. It's old and a little creaky, but as we like to...

consumers who are ready-to-buy, or to prepare for the impact of unfolding trends, making use of
online business content and learning how to manage it and where to send it, are key strategies.
These simple steps will result in foot traffic and new business for brick-and-mortar storefronts,
directly attributable to mobile local search.

 This commentary is insightful. I recommend it to others.
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Jim Dugan from PipPops LLC

commented on: May 11, 2009 at 9:12 AM

As we say with our new www.GripO!s.mobi mobile e-coupon site, do you want to search on google just to find out

where a certain place is or or would you prefer, in addition, to find out who has the best deals in the area?

If a business has control of not only providing their information for a search, but also controlling that information

and o!ering an incentive and, then, monitoring the real-time results, they will be ahead of the game.

With 70% of searches being for retail, we feel that not only will the mobile search function be needed as perfectly

described in the article, but the consensus is that in addition to just "searching" for a description or location, those

of us on-the-go searchers appreciate the ability to not only find the place, but have the instant e-coupon available

for instant on the spot savings.

We know that businesses who proactively conduct even ine!ective mobile programs have seen significant increases

in their businesses.

Providing mobile search with an incentive such as an interactive e-coupon for instant savings at  the point of

purchase is here, here to stay, and preferred over just a mobile search function!

Eric Fredine from Predictabuy

commented on: May 03, 2009 at 5:58 PM

Right on. The size of the mobile audience is exploding. But as you say it is also highly fractured. At the same time,

there is a shortage of advertisers who can really benefit from this audience - because the advertisers who would

realize the greatest benefit are local ones. It's a buyers market for local advertisers who take the time.
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Clarifying Some Basics About Online Video Advertising   Jul 22, 7:33 AM

Online video is of huge interest to digital marketers right now, and barely a week goes...

Bad Vibes Gathering   Jul 22, 7:33 AM

Normally, we don't like sharing personal anecdotes to make a business point, but here's one we...
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