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Tech adoption has skyrocketed

A



Social Technographics show that participation is

growing rapidly...

2007 2010 2011
18% 23% 24%
N/A 31% 36%
25% 33% 36%
12% 19% 23%
25% 59% 68%
48% 68% 73%
44% 19% 14%

Groups include people participati

)

Creators

Cornversationalists

Critics

Collectors

(:-“_

« Publish a blog
« Publish your own Web pages
» Upload video you created
+ Upload audio/music you created
S Write articles or stories and post them

+ Update status on a social networking site®
« Post updates on Twitter®

-~ .
« Post ratings/reviews of products or services

- Comment on someone else’s blog
« Contribute to online forums
S Contribute to/edit articles in a wiki

N

. Use RSS feeds
«Wote for Web sites online

Joiners

Spectators

I:-‘.

Inactives

o S

S

« Mainitain profile on a social networking site
L « Visit social networking sites

@—Eﬂune of the above

& Add “tags” to Web pages or photos

-~

- Read blogs

« Listen to podcasis

« Watch video from other users

- Read online forums

« Read customer ratings/reviews
|+ Read tweets

LS AN AN

in at least one of the indicated activities at least monthly,

*Conversationalists participate in at [east one of the indicated activities at least weekly.



...And mobile behaviors are trending similarly

2010 2011
21% 33%
17% 25%
9% 9%
23% 20% Communicators
36% 30%
12% 11%

Access mobile Internet at least weekly or do
@ multiple advanced activities monthly or more

often.* These are the most sophisticated users of
_mobile phones.

-
Listen to music, watch video, or play games at
least weekly.

" Use of mobile phone for work is at least 25% of
@) usage. Also use advanced services at least
kmnﬂ‘lhr.* They are productivity-oriented.

~

Iy

@ MMS, IM, or personal email at least monthly. Use
at least two of these communication services
At least monthly.

’Communicate at least weekly using SM5. May use |

Use mobile phones primarily to talk. May be very
occasional — less than monthly — users of SMS.
May do one-off activities such as vote via SM5.

)
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And these behaviors are merging




Enter SoLoMo! But is it the answer?




Geosocial apps trump big nets’ location
features

Content interaction revolves around location. Location is not incorporated as
an afterthought.

Controlled access to who can see where the user is. Privacy is key.

But despite these promising features, few
people are actually using these apps today.



Awareness has increased, but participation
has not

“To what extent are you familiar with geolocation applications like foursquare and Gowalla
that you can access on a mobile phone?”

| use these applications at least once —

a month, but less than weekly In 2010, 84% of US online
h 1%|_ ] b | USI?-' thf_-se adults were not familiar
| use these applications, but applications with such applications.
less than once a month once a week

204 or more often Today awareness has

| am familiar with these applications 2% increased — but the
and have seen them used, but percentage of users and the
| have not used them myself frequency of use has
10% remained the same.

| am familiar with these applications
but have never seen them used
or used them myself
14%

| am not familiar with
these applications
70%

Base: US online adults with mobile phones
(percentages may not total 100 because of rounding)

Source: North American Technographics® Online Benchmark Recontact Survey, Q3 2011 (US, Canada)
61072 Source: Forrester Research, Inc.



But those who do use them are influential,
connected, and young

Likely to share opinions and brand deals with others. They are twice as
likely as the average US online adult to share information about products they are
considering purchasing or have purchased, or a product review, and are
significantly more likely to share a promotional coupon or discount code.

Very active on their mobile devices and online. Ninety percent are mobile
SuperConnecteds and 76% are Entertainers. Ninety-one percent are Joiners, and
they are almost twice as likely to be Conversationalists and Critics.

Skew younger. Three-fourths of geolocation app users range from the ages of 23 to
45. Specifically, 43% are Gen Y, and Gen Xers account for 32%.

Are primarily males, but female participation is increasing. Female
geolocation app users grew from 22% last year to 37% in 2011.



Target these users by...

CLAIMING A COMPANY PRESENCE

Claiming a company presence is an easy way to let users connect with the brand
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The Wall Street Journal has created a brand page
with more than 136,000 followers on foursquare.
And Sony has created a Tintin brand page on
Gowalla that users can follow and interact with in
lieu of a location.

Source: foursquare website, Gowalla website, Gowalla iPhone app
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lists highlights

About Tintin
Official Gowalla Fassport for The Adventures of
Tintin The Secret of the Unicorn Movie. In theater. ..

Stories

& am
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Target these users by...

OFFERING CHECK-IN BASED REWARDS

1 Offering check-in-based rewards can motivate users to interact with the brand

Explare

2mi EXPLORING: SPECIALS

Erand Contact Lenses Users
$130.90 for a One-Year eupply of
AGUVUE® ADYANCE & Plus Brand
2 Waek Conract | enses! | imitad
time offer, wnle supplias last.

Redbrick Pizza
200 Seuth B Straat (2nd Ava)
1.1 mi o

G Newhie Special
5et a FREE Small Gelsto on your
first check in!

a Mayor Special

Current Mayor gets 20% ofl their
entire hill, and first time Mayors get
a FRE= Small Pizzal

B o

Welcome to Redbrick Pizza
200 South B Street

Get a FREE Small Gelato on
your first check in!

You'll unlock this special on your 18t
ehack-in.

n YOU HAVE MOT UNLOCKED THis SPECIAL

O

O

()

Mayor Special

Source: foursquare iPhone app

Marketers can set rewards
according to the types of
interaction they want with
users. For example, a Newbie
Special on foursquare can
drive new foot traffic, and a
Mayor Special can encourage
customer loyalty.

Refresh

Welcome to Redbrick Pizza
200 South B Sireet

Current Maycr gets 20% off
their entire bill, and first time

Mayors get a FREE Small
Pizzal

You'll unlock the special when you're the
mayor. Keep chacking in!
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Target these users by...

PARTICIPATE IN THE CONVERSATION

“5:fl Marketers can connect with users beyond their specificlocation by contributing content

aill Verizon 3G 8:13 PM

Tips left here (51)

SF: Be sure to grab a free apple

% and free concert poster at SF's
maost historic (and hospitable) live
music venue. -IFC Staff

@ D T e o SR O [ e 16 menths ago by IFC {Independent Film

in San Francisco — a concert venue Visit the Poster Room upstairs for
— as brand-relevant leave tips for a visual history lesson of artists
their followers and their target who have played The Fillmore. -
audience of concert attendees L UIE Rl

15 months ago by VH1 « 134
to see.

Make sure to grab a free apple as
you enter The Fillmore! - Team

Live Nation

16 months ago by VH1 « 85

Make sure to grab a free apple as
you enter The Fillmore!
.

19 months ago by Live Nation « 34

Visit the Poster Roomn upstairs for

Source: foursquare iPhone app
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Target these users by...

CRAFT LOCATION-BASED EXPERIENCES

Kmart
e Reward
Henderson, KY 4242¢ H‘:.' 9 17
@Kmart f 2 g, _ __-"\ ! & 1“"«.;_1";_,.5 R
P =i e /NS
S 1g 3‘% f; 3 : oo 4 >
b 2 =8
3 ;
3 ] Mago dhatn 2011 Cupgie-rms o1
Rewards
e 15% Off Home Purchase 3
~
e 25% Off Kmart Home ltem 1 0
Ld
* Free Joe Boxer Pillow _12
L~d

“The Scvngr game presents a
huge opportunity for us to
drive customers to specific
areas of our store, getting
them interacting with the
products and rewarding them
for having a good time.”

---Imran Jooma, president of
ecommerce at Sears Holdings
(In an interview with Mobile
Marketer)
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Think outside the check-in box




Multiple

Devices
(Own and personally use at
least 3 connected devices.
Frequent
Access

: Go online multiple
Mult] ple timen s day.
Locations
Go online from
multiple physical
locations,
including at least
one "on the go."

The Always Addressable Customer
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Always
Addressable

38%"




Every generation has its Always Addressable
Customers

US online adults _ 38%
Gen z(18-22) [N 60
Gen Y (23-31) [ 60%
Gen X(32-45) [N 4 6%
Younger Boomers (46-55) NG 26%
Older Boomers (56-66) NG 19%

Golden Generation (67+) [ 10%

Base: US online adults

Source: North American Technographics® Online Benchmark Recontact Survey, Q3 2011 (US, Canada)



Your Always Addressable Customer is

. Animportant part of your audience }’ s

60% 40%

Highly Educated High Earning

. Sophisticated mobile users ! Are "Super-Connected"

18%

= - Over-index across all social
. Htrﬂmal“ sm:lﬂlly active C behaviors versus all US online adults

Source: North American Technographics® Online Benchmark Recontact Survey, Q3 2011 (US, Canada)
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NOw you can engage your customers
wherever they are




And you must address your
== customer’s needs first.




The Addressability Framework

Through which
technology can | gE=lelalale)fe]e)Y,
deliver that value?

What is the gap
between the person
and their context,
and how can I fill it?

When, where and
why are they
engaging with me?

Context

Technology

Who am | engaging with and who else are they connected to?



Summary

Engage your Always Addressable Customers now

Check-in programs are great— for very specific objectives engaging very specific
audiences.

Always Addressable Customers are social and mobile— but they’re also the future.

Consider the person you're trying to reach, the context in which they experience a
need that you can fulfill, and find ways to deliver value against that need.



Thank you!

Melissa Parrish
mparrish@forrester.com
@melissarparrish
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