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YOUR CUSTOMERS ARE ON MOBILE-
WHERE ARE YOU?

By Anders Rosenquist - Ph.D.

BY ALL MEASURES, MOBILE HAS SEEN EXPLOSIVE CONSUMER
GROWTH over the past few years, and will continue to grow
in the foreseeable future. Since the introduction of the iPhone
in 2007, sales of smartphones have climbed exponentially.
Recent numbers show iOS and Android-based devices are
topping 750,000 new activations daily.!
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Consumers are also using an increasing amount of data,
making the smartphone less of a “phone” and more of a key
connection to the internet. More than ever, consumers are
using search and local to connect with brands. Not only are
they looking for immediate connection through mobile tools
like mayps, store locators, and check-in services, they're also
spending their idle time—the few minutes standing in line for
cotffee or waiting to pick up the kids—on their mobile device.

The prevalence of smartphones has elevated consumers'
expectations of how they connect to brands. Smartphones
have raised the bar for small-screen user experience, enabling
users to do more and more on their devices. Gone are the days
when users relied solely on using their computer or navigating
a retail outlet to do their research and make purchases.

For example, mobile apps like the iTunes Store and mobile
sites like Amazon.com allow users to quickly find options, read
product information, and make purchases without ever
touching their PC.
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At ZAAZ, we've seen a substantial increase in the percentage
of mobile web traffic coming to our clients’ sites over the past
year, approcaching 8% to 10% for many clients. This underscores
the importance of providing a good mobile experience for users,
and reflects a general trend in the industry.

In @3 2011, more than 10% of web traffic occurred on mobile
devices, up from just 4% in third-quarter 2010.°
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Brands are showing incredsed interest in mobile marketing
spend. In a 2011 Econsultancy study, 62% of participant planned
to increase their mobile budgets in 2011.3 Additionally, mobile
search is a growth area, with the proportion of companies using
mobile search as part of their marketing strategy doubling from
8% in 2010 to 16% in 2011.4 And Google recently announced that
7% of their overall annualized revenue will come from mobile
search advertising in the next year.® But budgets are still small,
offering plenty of room for growth. Only 2% of client-side paid-
search budget is spent on mobile search, while supply-side
respondents say the average for their clients is 5%.°

Just because brands are increasing mobile marketing and
search spend doesn't mean their mobile destinations always
do justice to their investments. Consumers are often led to poor
mobile site experiences that detract from the brand. At IAB
Mobile Engage 2011, Ion Carrington, Google’s head of mobile,
noted that nearly 80% of brands that work with Google are not
optimized for mobile interaction. Consumers are becoming less
and less tolerant of a poor showing on mobile. They expect to
be able to find the products and information they desire from
their handheld devices. "In fact, users are less likely to buy from
the same company via other channels if they experience a
problem conducting a transaction on mobile.”’?
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Brands that are not building optimal mobile experiences aren't
just leaving money on the table. TheyTe also hurting their
image. This isn't just a tactical issue; it often stems from a
dearth of strategic direction. Marketers often lack an overall
digital strategy that includes mobile and they don't feel they
can get their heads around ROI. 63% of marketers admit that
they haven't measured ROI for mobile or don’t know how to.8

As with any digital effort, data is key to showing ROI. With a
mobile site or app, appropricte tagging and data collection
using tools such as Webtrends, Omniture, and Google Analyt-
ics can allow you to understand user behavior. And usability
testing can provide insights into how you con continually
improve the overall experience for your customers. Without
the data you are not redlizing the impact—positive or
negative—of your efforts on your customers and your brand.

As you establish and refine your mobile presence, consider

the following:

- ensure your mobile efforts align with your overall digital
strategy - an app by itself is not a strateqgy.

- understand your business goals - how can mobile support
these?

- understand your users - what do they need and expect
from your brand in a mobile context?

- measure and optimize - establish KPI's and improve your
efforts based on data, both behavioral (analytics) and
attitudinal (user feedback and testing.)

It is important to note that providing a good mobile experience
doesn't need to be a major undertaking. But it does require
dedicated effort. Determining the key information and func
-tionality that your customers require on mobile and providing
these in a simple and efficient way that works across smairt
phone and tablet devices, will provide a key marketing chan-
nel with important ROI implications.

If you don't have a mobile presence, start now. If you already
have a mobile presence, optimize. It often takes three to six
months for a mobile initictive to be completed, and waiting
will only afford missed opportunities.

The opportunity is clear. It’s time for brands to properly
appropriate efforts across channels by increasing mobile
budget and/or reallocating digital marketing spend. Only

then can they take steps to ensure that their customers can find
them on mobile, and are left with a positive brand impression.
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