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TxT Integration

Guide for Mobile Marketing

Academic Review: Customer Experience and Mobile Marketing  

Jared Braiterman and Michael Becker


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. 
TxT 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 distributes 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 anytime. 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'. TxT 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.
Online Games
Marketer & Agency Guide to Online Game Advertising
Interactive Advertising Bureau

At least once a week 89% of Americans watch primetime TV, 4% of Americans watch a movie in a theatre and 58% of Americans play some kind of computer/video game. Gaming has a mainstream audience because although 90% of Teens play games, they are outnumbered by adults by more than 6 to 1.

In The Gamer Universe there are 4 distinct platforms, different platforms and genres appeal to different audiences:

Console Gamer (connected/unconnected): Gender - 68% Male 32% Female, Median age 26, 38% of most frequent console gamers are under age 18

CD-ROM Gamer: Gender - 66% Male 34% Female, Median age 32, 96% of PC-based video game buyers are age 18 or older and 55% are female

Online Gamer: Gender - 50% Male 50% Female, Median Age 36, 44% of casual gamers download games from game orientated websites

Mobile Gamer: Gender - 36% Male 64% Female, Median Age 27, 17% of mobile phone gamers have downloaded additional games

Gamers are likely to Cross Platforms, some of the most common combinations include: PC Gamers who also play on consoles or Online Games, Online Gamers who also play PC (CD/DVD) games. All gamers are equally likely to also play on mobile devices.

The connected universe - there are currently over 83 million gamers online and the popularity of connected gaming is growing with games topping the number of monthly minutes users spend by category:
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Active Gamers spend on average 11 hours per week playing online. Active Gamer males spend 12 hours per week playing online. Not surprisingly teens are tied for the most time spent playing online per week (13 hours). Active Gamers 45+ match teens with their time spent playing online per week (13 hours).

“Pervasive product integration in games can be highly effective leading gamers to not only recall featured brands but also recommend them to friends or rate them highly” Nielson Interactive Entertainment
Online Games is poised for significant growth as an advertising medium, the introduction of dynamic ad placement and reporting capabilities online are helping brands connect with diverse audience in the in-game space.

Engagement is driving a new advertising model:
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Connected Game Advertising comes in a variety of forms:

Advergame: Custom-made games specifically designed around a product or service

Dynamic in-game advertising: Changeable advertising within networked games

Inter-level advertising: Video or rich media advertising that is presented in a natural break in game play, typically between levels

Plot Integration: A product plays an active role in the game, the player experiences the product features and benefits in context with the game play situation

Pre-roll: Video or rich media advertising that is presented as the game loads

Product Placement: Integration brand messaging, sponsorship and/or products into the game

Sponsorships: Website, Leader boards, Tournaments, Sweepstakes, Retail promotions around the game

Online Games Case Studies
Client: Freeserve, Agency.com 

Campaign: Virally distributed game featuring cross-brand involvement 
BNET
Goals
The main objectives of the 'Freeserve Christmas Shopping Game' were to increase awareness and depth of the product range on the portal, and communicate the convenience of online shopping. It was hoped that a fun light hearted game that made fun of the stresses of Christmas shopping would encourage visitors to shop online at the portal. 

Solution
The first version of the game launched for Christmas 2002 was successfully distributed through its 'send to a friend' function and encouraged competition amongst users through its high score table. The game was developed further for Christmas 2003 through the addition of new graphic elements and the refreshing of animation complexity. Game play was also enhanced significantly to make the game more difficult and challenging. 

Results
The viral campaign was the most successful Freeserve had run to date, encouraging 9,000 unique registering visitors, 12,000 referrals and 56,000 play sessions during the 3 week long 2002 campaign. Of the partners featured in the campaign, Amazon reported click-throughs went up by %35 as a result, whilst Boots Wellbeing claimed a staggering increase of 125%

Client: McDonalds
Campaign: New product launch
McDonalds NZ chose and online game to generate interest in their new product they were launching over the December/January period.
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The chose a simple game that would be easy for people to play but would generate interest in the burger, this online game was accompanied by a month long media schedule online, with the banners clicking straight through to the online game.

The top twenty scorers of each day for four weeks gained a voucher for one free unit of the new product - with the winners being notified by email and the vouchers being sent out to the address provided from the data collected in the high score database. Winners often sent back emails thanking the company, saying how great it was that they finally won something and how addictive the game was to play.

The game had a reach of over 13,000 players with over 550 vouchers being sent out. Players came back daily to better their scores and try to gain vouchers. The click rate on the banner advertising was almost four times higher than the industry average.

The agency representing McDonalds considered the ‘advergame’ a successful component of their over all launch campaign and would be happy to repeat it.

Client: Johnsons
Campaign: J&J Buddies Scrubbies - Make a Splash

Fuel Industries
Goals
Johnson & Johnson was launching a new product line called Johnson’s Buddies – hygienic products for toddlers – made with Johnson & Johnson’s No More Tears formula that parents have grown to trust. J&J challenged Fuel Industries to create an online experience to provide a little entertainment and pull on the emotional strings of mothers, showing that J&J understands what goes on during children’s bath time. 

Strategy 

Mothers were the key target. Introducing the product successfully involved educating mothers about its existence in a unique and memorable way. Since women in the target age demographic are also the sweet spot for the casual games audience, presenting the brand in a classic timed strategy casual game format similar to Diner Dash would meet the objectives. In the game, users help an onscreen character perform a variety of tasks, getting faster and more involved with each level of difficulty. 

Creative and Execution

Players are challenged to pick up roaming toddlers, put them into an empty tub, and wash as many of them as possible before time runs out. Mothers interact with the entire product line in the context of bathing toddlers – who laugh with glee when enjoying the fun of bath time, creating a level of emotional engagement in game play. 
The style of animation hails back to the feature length classics – doe-eyed children splash and giggle to the beat of a bouncy bass jazz line. Each of the toddlers has their own unique personality – and are multiracial, reflecting the diversity of the Canadian audience targeted by the game. 
While the game is geared towards mothers themselves, there is also a slower mode playable with the toddler so the game can be enjoyed together. When the game is over, players can download a coupon off the site, which acts as both a call-to-action and campaign tracking tool. 

Results
Although specific results are confidential, the game surpassed year-end traffic targets in a little over six weeks. As the only consumer-centered promotion for the product line, Johnson's Buddies maintained awareness and market share while the competition poured millions into traditional advertising.

Client: General Electric

Campaign: Atmosphere BBDO

Fuel Industries

Goals

Atmosphere BBDO challenged Fuel Industries to build an online forum to immerse consumers in General Electric's revamped clean and green philosophy. An integral component of the campaign would be an application that allowed for consumer-generated content in order to initiate dialog between GE and its consumers.

Strategy 

Our strategy was to allow people to interact in a GE-branded environmentally-friendly community where participants could generate their own unique plant. Tactically, the desire to share their creations with others was key to the project’s viral nature. For it to really take off, we needed to make an unlimited number of individual creations possible.

Creative and Execution

With the tagline “One little seed. So much potential”, the game is called Seeds of Imagination. Users connect with nature by creating their own ‘living’ piece of artwork and share it with other participants. Starting with a virtual seed, participants type a thought or idea into a dialog box, which is then ‘absorbed’ by the plant to bring it to life and make it grow. Type in rain, sun, and flower and watch it thrive; words like smog pollute, and wilt will make it wither. Because every individual will type in different commands in different sequences, each output is an entirely unique creation. Send your work to friend, or cut a branch from a flower you like, and the new plant will share the originals’ DNA but develop a personality of its own. When users are satisfied with their creation, they can post it to a gallery to be viewed and rated by their peers. The most popular creations are to be used in later print campaigns.

Results

To date, more than 84,000 flowers have been posted to be rated.
Client: Jim Beam

Campaign: Driving Double Duty

Fuel Industries

Goals

Jim Beam, a long-time sponsor of NASCAR and the Indy circuit, wanted to showcase their support of professional racing in more than just their standard print campaigns. Along with their agency, Energy BBDO, they challenged Fuel to create an interactive game that would promote the Jim Beam 1100 a day in which a Jim Beam-sponsored driver completes both the Indy 500 and the Coca Cola 600. 

Strategy 

Since Jim Beams sponsorship crossed over to both the Indy circuit and NASCAR, the game could not be married to a specific style. Rather than develop a traditional racing game, we decided to let the players’ race from one track to the other from Indianapolis to Concord, North Carolina, with a quick stop at the Jim Beam distillery on the way. 

The actual trip is usually made by helicopter, but the race in the game takes play on back country roads. Players would be able to enter a draw to attend both races.

Creative and Execution

The Jim Beam 1100 was designed around a third person isometric view. Naturally, each car is equipped with a weapon to throw off other drivers. This is not a race designed around realism, it's designed around fun.

To give the game a more inclusive feel, three characters were created for the race; Shawn the everyman; Brad the rich kid; and Cougar, a lady of experience - on and off the track. Each character was personalized by a variety of catchphrases heard throughout the game, recorded and directed by Fuel Sounds. Professional drivers Michael Andretti and Robby Gordon also lent their voice to the game, offering users race tips along the way.

Results

The game was a success, receiving close to half a million visits at over 5 minutes of average game play, with a high percentage of return visits to the site leading up to the day of the event.

Client: Mazda

Campaign: Campus Joyride

Fuel Industries

Goals

Mazda's Grad Program has been an important part of their relationship with the young adult market. Challenged to capture the attention of the increasingly hard-to-reach university student, Doner Canada partnered with Fuel Industries to develop an online experience to increase awareness of the program a and position the car brand at the top of mind among university students early in the development of their brand preferences. 

Strategy 

The online user experience would have to speak to the brand's performance, foster product recognition, and connect with students on their level by becoming an active participant in their community. To meet these objectives, we built an interactive driving game contest pitting universities against one another for bragging rights to encourage viral sharing of the game through social networks.

Creative and Execution

Mazda's Campus Joyride contest microsite gives the college and university crowd the chance to win a new car by taking a virtual test drive around university campuses in a Mazda 3. With the help of Karbon Arc, Fuel's video-production arm, the game was created from live video of Canadian University campuses, ensuring that students and alumni who play the game will recognize their alma mater course instantly. Players earn contest ballots searching for parked Mazdas, reinforcing product recognition on the road.

To bring pre-campaign buzz and soften the ground for media relations efforts, Fuel developed a pre-game contest called the Mazda ‘Rockin’ Roll Call’, an online battle of the bands that allowed university and college bands to submit their original tracks and get fans to vote for them. The top five vote-getters won spots on the Campus Joyride soundtrack and the number one band took home a $2000 recording package, giving the experience a more collegiate feel and bringing the community into the game.

The online campaign was supported by interactive video kiosks at educational facilities, print buys in campus newspapers to fan the flames of interschool competition, and a blog relations effort to push the campaign's viral element.

Results

The Mazda Rockin’ Roll Call drew 55 tracks from bands and approximately 24,000 eligible votes in just over one month. Pass-around of the contest was high, owing to the self-promotion and friend promotion aspects of the contest.

NetWorks Details

NetWorks represents 14 media sites in New Zealand all heavily promoted within the MediaWorks NZ LTD channels. 
Our sites are:

· theedge.co.nz

· tv3.co.nz

· therock.net.nz

· c4tv.co.nz

· radiolive.co.nz

· solidgoldfm.co.nz

· radiopacific.co.nz

· morefm.co.nz

· thebreeze.co.nz

· kiwifm.co.nz

· mymobizone.com

· cancel.co.nz

· vouchermate.co.nz 

· adsearch.co.nz
The NetWorks new media Ratecard offers a broad range of opportunities that delivers reach, allowing you to target niche demographics and/or a generic audience by purchasing the Networks All Site buy.
NetWorks offers integrated multi-media campaigns that include txt, video on demand, audio on demand, online games and database eletters.

To contact us about an opportunities call us:

Caroline Northey

Coordinator - New Media Development

+64 9 366 5977

+64 27 2300 702

cnorthey@mediaworks.co.nz
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