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Kickstart Your 
Mobile Marketing 
Is your site ready for shoppers using mobile devices? 
By Marsha l l Marcovitz 

obile marke t ing is on ly go ing to 

g row i n its impor tance to retailers. 

The comb ina t i on o f smart phones, 

tablets and watches is d r i v i n g sales. 

H o w do you inspire yourse l f to meet 

the business challenges that this 

technology creates? 

Some notable mobile market ing trends emerged 

dur ing the 2014 holiday shopping season that impact how 

business is being done. Here are a few o f the numbers: 

• Smartphone usage wo r l dw ide grew 25 percent. 

• The n u m b e r o f people w h o o w n and use 

smartphones h i t 1.76 b i l l i on . 

• Mob i l e sales accounted for 22 percent o f on l ine 

sales (on Cyber Monday ) , an increase o f more 

than 27 percent compared to 2013. 

A mob i l e f r i end ly website is impor tan t . Google is 

s tar t ing to give search engine preference to f i rms that 

have i t ; i f y o u want to get to the top o f the i r search 

engine, y o u need a mob i l e marke t ing presence. 

Is y our site mob i l e fr iendly? I f not , are you 

cons ider ing m a k i n g i t so? The numbers are 

star ing y o u i n the face. I n 2014, 145.9 m i l l i o n 

mob i l e users shopped, browsed or researched 

products v ia the i r mob i l e device. 

L o o k closely at y our web logs (wh i ch l ike ly 

have web traf f ic b roken out separately by device 

type) . Th is is the way retailers can ident i fy where 

the ir sales are c o m i n g f r o m and they can allocate 

the i r marke t ing budgets accordingly. 

H o w do you make your mob i l e site sta-nd out? 

Ask yourse l f these questions: Is your home page 

fresh and appealing? Does i t need a facelift? 

Does your site l oad qu i ck l y and is i t easy to 

navigate? Is i t text heavy or spiced up w i t h 

v ideo and photography? 

Is your site content presented i n a text 

f r i end ly typeface? I f y o u have a lot o f wh i te 

type o n a black background, j u n k i t . It's too 

d i f f i cu l t to read. Generally, a wh i te background 

w i t h black type is the cleanest. Leave color for y our 

photography and video. 

The shift to mobile intensifies. 
Facebook is n o w so tho rough l y a mob i l e service that 

its o r i g ina l website may soon become a footnote i n 

the company's financial statement. I n A p r i l the world's 

largest social n e t w o r k reported that most o f its 1.44 

b i l l i o n users i n Q l came f r o m cellphones and other 

mob i l e devices. Facebook is beg inn ing to t rans i t i on 

f r o m text to video; its users already watch 4 b i l l i o n 

videos a day. Facebook r i gh t n o w is the single biggest 

benef ic iary o f the shift to v ideo and mobi le . 

Mob i l e technology was also the key to the recent 

Ver i zon/AOL merger. W h y d i d Ver i zon want a 

company that has been called an Internet dinosaur? 

Because they wanted to acquire AOL's power fu l but 

l i t t l e - k n o w n mobi le v ideo and advert is ing technology, 

w h i c h cou ld make Verizon's o w n phone and Internet 

offerings more appeal ing to 

consumers and advertisers. We're 

l i v i n g i n a w o r l d i n w h i c h we al l 

carry smartphones and can get 

accurate i n f o r m a t i o n at any 

t ime . Consumers have more 

leeway to shop at any 

t ime , at any place as 

long as they have the i r 

t rus t y smartphone, 

tablet or watch 

available. 
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Shop by text. 
I recently read about a 

new service being tested 

by No rds t r om that lets 

customers shop by text 

message. I ts called TextStyle. 

The news story stated, 

"TextStyle is a seamless, 

secure way for customers to 

make curated purchases f r om 

their salesperson or personal 

stylist using text messaging." 

H o w does the customer 

benefit? They can v iew and 

:e o f a text message, wherever 

Convenience! 

Something very interesting is happening. 
I believe we're at the start o f a major shift regarding 

the impac t o f technology o n our lives. H o w m a n y o f 

y ou n o w use Uber when y o u need a taxi? H o w many 

o f y ou are on Facebook and use i t regularly? H o w 

m a n y o f y o u have logged o n to the A l ibaba retai l site 

to do some shopping? H o w many o f y ou have rented 

a r o o m t h r o u g h A i r b n b w h e n y o u went o n vacation? 

Someth ing very interest ing is happening : Uber owns 

no vehicles. Facebook creates no content. A l ibaba has 

no inventory. A i r b n b owns n o real estate. 

What is your relationship 
with your customers? 
The race is on to be the consumers' gateway to the 

digital wor ld . It's not only about page views, advertising 

revenue or the number o f seconds it takes to load your 

site's content. The goal is to become the only place your 

customers need to go to get what they want. Check out 

the Google site. W h y d id a search engine start a social 

network? Check out the Facebook site. W h y d id a social 

network start a search engine? Check out the Amazon 

site. W h y d id a shopping site make a phone? Check out 

the Apple site. W h y d i d a phone maker get into shopping? 

Here are m y tips for redesigning your mob i l e sites 

(or developing one) and'websites. 

1. Carefully think about your current 
relationship with your customers. 
What aspects o f mobile marketing have you tried? 

How much effort have you put into becoming your 

customers' gateway to the digital world? 

2. Determine what a good mobile site is. 
Af ter y ou l o ok at Facebook, Apple and Amazon , 

l ook at some o f your compet i tors ' mob i l e sites. 

Then ask a round . W h o d i d they use to b u i l d 

the i r mob i l e p lat form? W h a t was the i r budget 

(and w h o can you t a lk to about this issue)? 

Break out the costs for text, photography and 

video. Google "mob i l e marke t ing consultants." 

3. Create your own mobile site. The big growth 

i n consumer traffic is going to robust mobi le sites. 

I f I had a dollar to spend, I'd spend it on developing 

and testing a mobile plat form. I wou ld not deplete 

m y technology budget by redesigning m y current 

website. The move to mobile w i l l signal to your 

customers that you are interested i n mak ing 

shopping more convenient for them. This shift i n 

the relationship between you and your customers 

could and should increase your bo t t om line. 

That being said, start small; change always raises 

some questions. H o w much merchandise do you 

show in the early stages of a mobile site test? What's 

the correct m i x o f text, photographs and video for 

a mobile site test? The trend is to more video. H o w 

long should the video be? H o w many videos? I n 

the past most Internet traffic came f r om search 

engines; now social media is outpacing search 

engines. Wha t w i l l generate traffic on mobi le sites? 

More selection? More off-price specials? More new 

item introductions? Test, test, test! Go slowly. 

4. Maintain diligent security precautions. 
For 2015 and beyond, retailers o f all sizes need 

to keep an eye on mobi le security. Hackers are 

roaming cyberspace, l ook ing for their next target. 

Is your mobi le site secure, stable and useful? 

Your re lat ionship w i t h your customers is your mos t 

impo r t an t asset. You need to integrate your customer 

re lat ionship i n your shopp ing venues: b r i ck -and -

mortar , website and n o w mobi le . As the move to 

mob i l e intensifies, y o u r o r i g ina l website may become 

a dinosaur. Where does text messaging f i t in to the 

sales picture? Change always raises more questions 

than answers. The b o t t o m l ine is who/what controls 

the retailer's re lat ionship w i t h consumers. TG» 
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