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They said it… 

 

 
“The ‘One Minute Manager’ for mobile marketers.” 

Sean Pashley, CEO at Starfish Mobile 

 

 

"Unprecedented dedication and service 

from a mobile service provider." 

Kobie Koen, CEO at VOMT 

 

 

“Mobile Marketing Winner$ are experts, 

produce great results and offer good value.” 

Jason Frichol, Chief Brand Activist at Fore Good Group (Canderel) 
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"In Africa, the winners will be those companies 

that use mobile to engage the broadest audience, 

for the longest time, in the most mutually beneficial way. 

It’s not rocket science, but it’s not something that can be 

achieved without an understanding of the fundamentals of 

mobile marketing. This book is a great place for marketers to 

start their education." 

Andy Favell, Editor at mobiThinking.com 

 

 

“This book is right on the money, full of practical tips, 

and imparting the important message that mobile is not 

just about a mobile website, but about the integration of 

its marketing strategies that make it a success. This 

message is important to spread around the world to 

convert so many "mobile app happy" folks to 

understand the bigger scope of mobile marketing. 

Thank you for sharing!” 

Andy Uhlig, Director Business Development 

at ITI Marketing Inc. 
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"Best mobile marketing strategy input." 

Emile Wilton, Art Director at Brandkey 

 

 

“Over 53.000 downloads off one song. ‘nuff said.” 

Bevan Moleveld, CEO at Mothermix Records 
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About this Book 

 

 
While there are already over five billion people worldwide who own a 

mobile phone (and counting), the available technologies and mobile 

marketing tools differ from country to country. So do prices. But the 

basics of marketing never change, no matter in which country you 

operate. While we have kept an international perspective, this book 

focuses on the African- and particularly the South African markets. It was 

primarily written for marketers in Africa because the uptake of mobile 

among Africans is huge but at the same time the exploitation of its 

marketing opportunities lags far behind countries such as the USA.  

 

You see, compared to the USA, the UK and Europe, there are very few 

fixed telephone lines in Africa, even fewer computers and almost no 
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Internet connections. On the other hand almost everybody owns a mobile 

phone and the available technology equals, and in some instances even 

surpasses, that on other continents. Africa is therefore a very exciting 

growth market for both mobile marketers to build exciting customer 

relationships as well as for the public to benefit from finally being 

connected to each other and to the world. 

 

Africa is a large continent with many countries and an equally large 

amount of different currencies. But all Africans know and understand the 

US Dollar. You will therefore find that all references to money or costs in 

this book are in US Dollars. We have taken great care to represent all 

local prices in US Dollar, based on the exchange rate between the 

respective local currencies and the US Dollar as it applied for most of 

2009 and 2010. 

 

So this book has been written for marketers. No, actually it has been 

written for everyone and anyone who is somehow connected to a 

marketing function. It is for NGO’s, Parastatals, Business Owners, 

Marketing-, Communications- and PR Professionals, Business Experts 

and -Coaches, Media Buyers as well as for Product-, Brand- and Event 

Managers. It is for all those people who do not really care how a mobile 

marketing tool works technically and are more interested about what it 

can do to enhance their marketing efforts. You will not find any techno 

mumbo jumbo or a lot of technical “developer” terms. This book is 
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written in plain English to address the growing need of marketers to wrap 

their heads around mobile as a marketing tool in their toolbox.  

 

The reason why this book is so valuable to you, the marketer, is really a 

simple calculation: we have been in marketing and communications for a 

combined period of over fifty years. Four years ago we added mobile 

marketing to our portfolio. But what is more, we have actually tried and 

tested the mobile marketing tools that are described in this book 

ourselves, burning our own money. Learning by trial and error over a 

period of four years, and based on an average working week of forty 

hours, adds up to quite an investment. Even if you use a middle-

management employee’s salary, instead of our current consultation fee of 

US$250 per hour, as a basis for your calculation. As a result, you can 

now benefit from what we have invested over the last four years to learn 

what we know about mobile marketing today. This can help you prevent 

making the same mistakes as we did and it will reduce your learning 

cycle to the time it will take you to read this book. You will save a lot of 

time and money in the process and be able to get straight on the road to 

success in mobile marketing.  

 

To achieve this, you obviously have to put into practice what you learn in 

this book. No amount of knowledge is really of any value unless you use 

it practically. And no case study of another company is as valuable to you 

as your own. 
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The book opens with an introduction to give you a feel of mobile 

marketing, our views on the subject and what these views are based on. 

We do not claim that our approach to mobile marketing is the only 

possible one. Indeed you might disagree with it. However, you will also 

have to admit that it is built on common sense and basic marketing 

principles. Mobile marketing is first and foremost about marketing (you 

will read this or a similar statement a lot in this book), and we insist that 

what we teach you is the best way to optimize your mobile marketing 

return on investment (ROI). It might not be the only way, but it is the 

best. 

 

The book is divided into seven parts, moving from a more general 

overview of what mobile marketing is and what it is not in Part I, to how 

you get started, which tools are available to get the most out of your 

campaigns and how to use them in Parts II and III. Part IV reveals how 

you can successfully move from e-commerce to m-commerce and 

actually make money, using the mobile phones of your customers, and 

Part V explores the legal pitfalls that potentially await you. In Part VI we 

discuss how you stay ahead of your competitors and share with you a 

foolproof ten-step approach to mobile marketing bliss. In Part VII you 

find three Bonus Chapters.  

 

We urge you therefore to read this book chapter by chapter, from 

beginning to end. The way in which this book is written is not so much as 

a quick reference guide to have your questions on mobile marketing 
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answered. Rather, it is written as a journey from understanding the basic 

principles of mobile marketing, to understanding its unique selling 

proposition (USP), to understanding how you can best utilize this USP. 

Reading this book chapter by chapter will save you time and money and 

teach you how to design your own, successful mobile marketing 

campaign. Each chapter builds on the previous one and if you, for 

example, jump straight to Part III you will have missed out on vital 

information to comprehend what we are saying.  

 

The four Bonus Chapters in Part VII will help you find the right service 

providers, educate your customers about mobile marketing, tick off your 

own, personal mobile marketing campaign checklist and read up on what 

we, half jokingly, call “Boring Stats on Mobile”. 

 

But that is not all. This book is full of cross-references and links that 

direct you to further mobile marketing resources to help you stay on top 

of the latest industry developments. One of the greatest challenges with a 

new marketing tool such as mobile is that it develops very fast. And we 

mean VERY fast. By the time you read this book there might have been 

additional exciting developments for this tool, which can be invaluable to 

you. So to keep you updated on these developments we invite you to join 

our Mobile Marketing Winner$ group on LinkedIn. You will then 

automatically receive the latest industry news, you can take part in 

discussions on mobile marketing or simply follow them to find our more 

about what other experts think and you will be able to join our free 
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monthly mobile marketing Webinars. Simply click 

http://www.linkedin.com/groupRegistration?gid=1927040 to join. This 

gives you direct access to all of our Mobile Marketing Winner$ 

resources. 

 

Lastly, we have also written this book with a twinkle in our eyes because 

we believe that learning should be fun and, at best, also entertaining. So 

let us dive right in and enjoy the ride! 
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Foreword 

 
 

For a long time now we’ve been hearing that Mobile Marketing is… 

 

“about to take off…” 

“at the tipping point…” 

“coming of age very soon…” 

 

And every year around February, mobile industry experts and other 

visitors to the GSM Mobile World Congress in Barcelona would return 

home to pronounce that “this could well be the year in which Mobile 

Marketing would at last be taken seriously”. 
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Well, fact is that Mobile Marketing has already arrived. We’ve been 

doing it for years. Yes, we’ve been doing it haphazardly and mostly 

unstructured, but all the tools are in place to do it properly and 

effectively. Reading this book, I could not help feeling that there is no 

need to wait for the big wave; it is here and you can be a part of it. 

 

Mobile Marketing can be a somewhat difficult subject to write about, 

given the technological complexities associated with the medium. The 

authors of this book, however, have done justice to the subject matter. 

They manage to demystify a lot of the technical jargon - it is written in an 

“easy-to-read” style. 

 

This book is particularly relevant because it has been written against the 

South African backdrop. It uses local statistics, case studies and 

references.  

 

It’s a compelling read that leaves no barriers to understanding the simple 

truths about the mobile phone, and how it can be utilized to effectively 

get the marketing message across.  

 

Philip van Tonder 

Manager SABC Mobile 
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Introduction 

 

 
Welcome to the world of mobile marketing! “Mobile Marketing” seems 

to be one of the buzzwords of today. Everybody is doing it and 

everybody thinks it is really cool. Or so the general canon goes. Upon 

closer inspection however we notice that there is much confusion and 

misunderstanding about mobile marketing.  

 

For example, running a SMS campaign can be mobile marketing, 

depending on whether you do it right. Otherwise it just becomes spam. 

Also, it is only a tiny fraction of the available mobile marketing tools. A 

mobile website means that you have a mobile presence but it is not yet 

mobile marketing. In our experience even top class marketers are at a loss 
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when they are confronted with mobile marketing. We wondered why this 

is so and we thought about what could be done to help. 

 

Well, firstly, in the minds of many people, mobile marketing seems to 

have some kind of connection to “online marketing”. Just on a smaller 

screen. There is also a pre-occupation with the technical aspects of both 

tools. But think about this: when you plan a print campaign, you don’t go 

to the technician who built and now services the printing press, no matter 

how technically competent he is. You speak with your agency. Or 

imagine you have a toothache. Do you call the manufacturer of the 

dentists’ drill or do you make an appointment with the dentist? Similarly, 

when it comes to mobile marketing, you should not go to the IT guy who 

builds mobile apps, but consult a mobile marketing strategist. 

 

(Quick time out: at this point let us just clarify that we sometimes use the 

term “app”, as in “application”, to describe mobile marketing tools in 

general and not in the context of “smart phone apps” as you would find 

them in iPhone’s App Store.) 

 

Marketers understand television, radio, print and outdoor advertising, 

they know about promotions, competitions etc. In short, they are quite on 

top of above-, below- and through the line communication tools. And 

they NEVER worry about the technical aspects of these tools, as in: “So, 

like, when I want to have an ad on TV, how does the process work from, 

like, when we shoot the ad and then it gets to the TV station and, like, 
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how does it then get into the households of viewers?” Also, they never 

talk to a television technician when they want to design a TV campaign. 

Nor have we ever heard of a television technician selling a TV ad to an 

ad agency, or anybody else for that matter. Have you?  

 

However, when online marketing emerged with the advent of the 

Internet, it was new. In the beginning it was not even yet categorized as 

either above-, below- or through the line. Suddenly, it seems, it was all 

about IT and not about marketing anymore. 

 

Consequently companies opened up IT departments and employed 

“tekkies”. These tech guys looked after in-house IT-requirements, built 

websites and were the number one source for marketers to put together 

online marketing campaigns. The problem of course was and is in both 

online- and mobile marketing that an IT guy knows little, if anything, 

about marketing and so a lot of trial and error campaigns cost companies 

a lot of time and money to learn what works for them in online marketing 

and what does not. 

 

Today there is a fairly good, albeit very basic, understanding among 

marketers when it comes to online marketing. Also, it is now generally 

categorized as above-the-line. Google AdWords obviously helped. In 

addition, there are a number of digital agencies that can help their clients 

put together effective online marketing campaigns. But the pre-

occupation with the technical aspects of this tool remains. 
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And now there is mobile marketing. 

 

 
Population versus Media Consumers overview ca. 2009.  

Source: Nielsen Mobile 

 

Oh my gosh! Another tool that marketers have to understand, learn and 

master. Developers relentlessly push new mobile marketing tools into the 

market. What started with SMS and MMS now includes Bluetooth, the 

mobile web, USSD, audio- and video downloads, iPhone applications 

(apps), mobile vouchers, mobile ticketing, mobile banking, m-commerce, 

location based mobile marketing tools… it is simply overwhelming. And 

once again the tech-guys are dominating.  
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The unsuspecting marketer, be he or she a brand manager, small business 

owner, “gate keeper” in the procurement process of large companies, 

advertising executive or small business owner, is usually introduced to 

mobile “marketing” by a developer who simply wants to push his 

product. These often “sexy” mobile marketing tools are bought without 

prior consideration of a company’s mobile requirements in terms of its 

overall marketing strategy and objectives. However, this investment 

obviously has to make “sense”, so the marketer tries to force-fit a 

campaign around his newly acquired tool to justify some kind of ROI. 

 

In his attempt to achieve this our unsuspecting marketer asks the 

questions he is familiar with: What channels are available? Do you have a 

database? What is the LSM of this group of people? What CPM do you 

charge? Do you have Nielsen figures? Of course NONE of these 

questions are really relevant in mobile marketing. In mobile you have to 

build your own channel and database. Only people who are interested in 

what you have to offer will engage you, no matter which LSM they are 

in. Price is calculated in CPE (Cost Per Engagement) and not CPM (Cost 

Per Thousand). Nielsen’s guesswork approach is outdated because “a 

click is a click” and you can measure that yourself. 

 

Consequently, the results of these “force-fits” are mediocre at best, 

devastating at worst. But the challenge is how to measure “success” of a 

tool that you do not understand and of which you do not know what it can 

achieve for you. The marketing landscape is littered with examples of 
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“successful” mobile “marketing” campaigns, when all they have achieved 

is to create a database of worthless mobile phone numbers because you 

still do not know who your respondents are, where they live, what they 

like or dislike etc. The marketer boasts about the response rate to his 

mobile campaign, but what has actually been achieved? A brand exercise 

at the most. Oh really? We used to achieve that with traditional 

advertising media like television, radio and print. So why include mobile? 

Surely, this new marketing tool must have some unique value over 

traditional marketing tools, what with all the hype surrounding it? But 

what could that unique value be? 

 

Do not despair! Mobile marketing is not really complicated at all when 

you understand its basic principles, its unique selling proposition (USP), 

its strengths and its weaknesses. With Everything you ever wanted to 

know about Mobile Marketing but didn’t know who to ask we de-mystify 

mobile marketing once and for all. You will learn what mobile marketing 

is and what it is not, how to create a mobile campaign that is right for 

you, how to get the highest return on investment (ROI) on mobile and 

how to measure it. We even teach you how your mobile marketing 

campaigns can generate additional income for you. You will also learn 

about the legal pitfalls that await you when you go mobile and how you 

can prevent paying high fines. And you will have a lot of fun reading! 
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Part 1:  

How you can get into  

mobile marketing  

and why you should do it now 
 

“The next big wave in advertising is the mobile internet” 

- Eric Schmidt, CEO Google 
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Chapter 1: 

What is marketing again? 
 

A marketers’ job is… 

 

Whenever we speak to marketers about mobile marketing we get one of 

three responses. Right after the initial blank stare. Some marketers argue 

that they are already “doing mobile” and therefore do not need any 

further services of this kind because they work together with what turns 

out to be a developer. Some marketers are considering mobile but argue 

that they have to complete certain other components of their marketing 

plan first before they can seriously think about including mobile. And 

then of course we get to speak to some marketers who believe that mobile 

is just not for them and never will be. Just the blank stare then… 

 

Here is the problem: if you are in marketing then you cannot put a high 

enough value on mobile marketing. You cannot leave it to developers. 

You cannot leave it till later. You cannot ignore it. In fact, mobile should 

be at the center of all your marketing efforts. In saying this we are asking 

you to take quite a leap of faith, we know, but we do not say that simply 

because we are into mobile marketing. We say it because it just makes 

common sense. Bear with us for a minute and you will understand why. 
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Think about what you are supposed to do as a marketer. Think about 

what marketing actually means. At the heart of everything that has to do 

with marketing is communication. As a marketer you are first and 

foremost a communicator. But there is more. Although there are many 

different definitions of marketing, the better ones focus on customer 

orientation, customer satisfaction and customer needs. This already points 

to a relationship, the relationship between you, the marketer and your 

customer. Good marketing results in an ongoing communication 

relationship between you and your customer. Great marketing, ideally, 

results in that communication relationship being a two way street: your 

customer must be able to respond and inform you. 

 

Definitions of marketing 

 

Let us look at three exemplary definitions of marketing. 

 

US marketing guru Philip Kotler says: “Marketing is the social process 

by which individuals and groups obtain what they need and want through 

creating and exchanging products and value with others.” Hmmm… true, 

but it sounds a bit too intellectual. 

 

The Chartered Institute of Marketing (CIM) calls marketing “… the 

management process that identifies, anticipates and satisfies customer 

requirements profitably.” Not bad either, but no warmth, right? If 

marketing is about a communication relationship between human beings, 
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the marketer and his customer, would it not be nice to have a bit of a 

personal touch? 

 

And lastly, pharmaceutical giant Adcock brings it to the point in a 

Teutonic way when they argue that marketing is simply “The right 

product, in the right place, at the right time, at the right price.” That 

sounds very direct, no fuss, just plainly doing it “right”. 

 

Sadly it is in the “doing it right” part that many marketers fail. If 

marketing is about a communication relationship between the marketer 

and his customer, then it follows that this relationship has firstly to be 

built and secondly it has to be nurtured. If you cannot communicate that 

you have “the right product, in the right place, at the right time, at the 

right price” to anyone then no one can buy it, right? The marketer 

achieves this by using a variety of marketing tools, depending on his 

overall marketing strategy and objectives. These tools can include above-

the-line advertising on television and radio or in print, billboards, online 

campaigns, or below-the-line efforts such as promotions, direct 

marketing, PR… the list goes on.  

 

And now the marketers’ toolbox also includes mobile.  

 

Doing it “right” 

 

But here is the thing: none of these tools work in isolation. They all have 
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their strengths and weaknesses. They must all be used at the right time, at 

the right place and for the right audience to have maximum impact, to 

reach the ultimate objective, that is to result in an ongoing, two-way 

communication relationship with your customer. This is usually called 

the marketing mix. So where does mobile fit in and why do we say that it 

should be at the center of all your marketing planning? 

 

 
Marketing Mix tools driving all leads to Mobile for one-on-one communication 

 

Consider, again, your ultimate goal as a marketer: you want to build and 

nurture a communication relationship with your customer, whereby your 

customer can actually enter into a dialogue with you. Now please, do not 

make the mistake and tell us that your ultimate goal as a marketer is to 

sell your company’s products or services. False! That is “sales”. 
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Here is an analogy: Imagine, if you will, that you are driving around an 

unknown neighborhood, looking for a specific restaurant. There are, say, 

fifty people in the neighborhood who all claim that they have the 

directions to the restaurant you are looking for. Would you rather have all 

fifty of them crowd around your car, knocking at your window and 

screaming at you “I know the directions”, “No, I know”, “No, I am the 

only one that can help you”? Or would you prefer the fifty people to keep 

a respectful distance and leave it up to you to approach the one who 

appears to be most trustworthy to you and ask him for directions?  

 

We thought so! 

 

Well, in our analogy you are your customer and you asking one of the 

fifty people for directions is your customer using his mobile phone to 

initiate a communication relationship with you. So at the end of all your 

marketing efforts, at the pinnacle of what you can achieve as a marketer, 

is your customer taking his own initiative to initiate a communication 

relationship with you. Just as it would be the ultimate goal for each of the 

fifty people in our analogy to have you ask them for directions. 

 

Now let us take the above analogy a step further. Imagine you asked one 

of the fifty people for directions to the restaurant. You were very happy 

with the response that you received. Also, the person added that he can 

provide you with additional information to a number of other locations 

that might be of interest to you. All you would have to do is tell him a bit 



Mobile Marketing Winner$ 

 

  41 

about you and keep the communication relationship going. What are the 

chances that you would accept his offer? One percent? Five percent? 

Fifty percent? Whatever the percentage, this would be the response rate 

that this one person out of the fifty generated by allowing you to initiate 

engaging him in the first place. 

 

Once again, in our analogy the communication tool would be your mobile 

phone. Why? Because it is highly unlikely that you, or any of your fifty 

competitors in our analogy, would be physically present at the time and 

place when your customer requires a specific bit of information. On the 

other hand, chances that your (potential) customer carries his mobile 

phone with him when he requires your specific information is 99.99%. So 

that is where you need to be: on your customers’ mobile phone. Name 

one other tool in your marketing toolbox that can achieve that. 

Television? Radio? Print? Billboards? Promotions? PR? You see our 

point? 

 

Does this make sense? 

 

Let us recap:  

 

1. Your job as a marketer is to build and nurture communication 

relationships with your customers, because that is what 

eventually leads to sales.  

2. Your ultimate goal as a marketer is to have an ongoing, two-way 
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communication relationship with your customer, because that 

allows for the development of a dialogue which helps you to 

understand your customer better and respond to his needs, wants 

and desires. 

3. Your pinnacle achievement as a marketer is for your customer to 

initiate this communication relationship, because that puts you 

above your competition and guarantees your integrity.  

4. Your only available communication tool as a marketer that 

allows your customer to initiate this communication relationship 

at any time and from any place is the mobile phone, because it is 

“always with me, always on and always personal”. 

 

It is therefore common sense that mobile should be at the heart of all your 

marketing efforts. All of your other marketing tools should lead your 

customer to mobile. The primary objective in drawing up your marketing 

plan should be to get your (potential) customers to initiate an ongoing, 

two-way communication relationship with you. Unless you have the 

resources to speak to each and every one of your existing and potential 

customers personally, the only way to achieve this primary objective is 

with mobile marketing. 
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Chapter 2: 

What is mobile marketing anyway? 
 

The BIG question 

 

Okay, now that we got that out of the way the question still remains what 

exactly is mobile marketing? Surely it cannot be to simply have your 

customer ask you some type of question, using his mobile phone? Yes, 

you are right. Mobile marketing is much, much more.  

 

We have spent a considerable amount of time talking about marketing 

because mobile marketing is first and foremost about marketing. If you 

have a mobile presence, for example with a mobisite, you are as far away 

from mobile marketing as the soccer fan is away from being Ronaldo just 

because he is in the football stadium. A mere mobile presence is not 

mobile marketing. So in order to understand mobile marketing it is 

absolutely essential to remind ourselves of what marketing is all about. 

Simply put, mobile is just another marketing tool. But it is a marketing 

tool that has a very unique selling proposition (USP). One can almost 

argue that it has to be so, because why would we otherwise even consider 

adding it to our marketing toolbox? If you already own a number 6 Alan 

Key, why would you need another one, right? However, the fact that 

most marketers, who venture into mobile, do not use the mobile 

marketing USP in their campaigns, is an indication that they do not know 
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or understand this USP. 

 

The Mobile Marketing Association. MMA, (http://mmaglobal.com) 

defines the mobile marketing USP as: 

 

“A set of practices that enable organizations to communicate and engage 

with their audience in an interactive and relevant manner through any 

mobile device or network.” 

 

Mobile marketing expert Kim Dushinski is even more to the point when 

she says that mobile marketing is: 

 

“Businesses communicating with consumers  

on their mobile phones,  

with their explicit permission,  

at the right time, at the right place  

while providing relevant value.” 

 

Here is the thing: in addition to connecting businesses and customers 

with the right message at the right time and at the right place, mobile 

marketing requires the customer’s explicit permission and active 

interaction to do so. Do not fool yourself: anything else is not mobile 

marketing but only advertising or, worse still, simply illegal spam. This 

does not mean of course that companies do not engage in it.  
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Mobile Marketing provides relevant and valuable information at the right time 

and at the right place – and leaves it in the customer’s hands to decide whether to 

accept the information 

 

Think back quickly: how many SMS’s did you receive that begin with 

something like “Dear valued XYZ customer…”, or “Check out our latest 

Johannesburg Meat Market specials now..” when you are neither a 

customer of XYZ, let alone a “valued” one, nor live in Johannesburg? 

You wonder how these marketers got hold of your mobile phone number 

in the first place. You wonder why they sent you this SMS. You get 

annoyed because your privacy has been invaded. And right you are. 

Unsolicited SMS’s are nothing but spam. They are illegal and have led to 

countless lawsuits with considerable fines imposed. We will talk about 

that and other legal pitfalls of mobile in more detail in Part V. 
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Then there are message tags, usually added to “Please Call Me’s”. This 

has, for example, been made very popular in South Africa by Vodacom, 

one of the main mobile networks. They are not spam per se, but they are 

worthless in terms of what mobile marketing can really achieve for you 

and have little to do with mobile marketing.  

 

Your ultimate goal 

 

So mobile marketing is actually the successful implementation of your 

ultimate goal as a marketer: a continuous, two-way communication 

relationship between you and your customer that was initiated by your 

customer and that allows you to present your customer with the right 

message at the right time and at the right place. Remember that 

establishing this relationship is only the first step. As a marketer you 

must activate and nurture this relationship in order to gain the optimum 

benefit.  

 

The payoff is what really makes mobile marketing so special. The 

sharpest tool in the shed, if you will. By engaging in mobile marketing, 

you have the unique opportunity to learn about your customers and to 

personalize your communication. We are not talking generals here, but 

specifics. It is not about “the likes of John” but about “John”, and 

“Thandiswa” and “Peter” and…! You get the idea. The unique selling 

proposition (USP) of mobile is that it lets you segment your target market 

all the way down to individuals, according to their lifestyle profiles. Then 
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it enables you to market to these individuals, one by one, using messages 

that are of real interest to each individual and therefore far more relevant 

and valuable than any advertisement could ever be.  

 

Now you might be concerned about how you can actually communicate 

to millions of individuals? How far down should you segment? How do 

you get lifestyle profiles of your customers? Do you present them with a 

questionnaire? You might think that you neither have the time nor the 

resources to speak to millions of people individually. You might argue 

that a television ad, radio ad, billboard or a print ad reaches millions of 

people all at once. That is true, more so because these tools have proven 

track records. They work. One can’t really argue that point. But you also 

know John Wanamaker’s quote “Half the money I spend on advertising 

is wasted; the trouble is I don't know which half”. With mobile on the 

other hand, there is no wastage. In Mobile Marketing 100% of each 

Dollar that you spend works for you. This is instead of 50% of every 

Dollar that you spend on advertising.  

 

Broadcasting versus Narrowcasting 

 

The difference is not to advertise to millions at the same time versus 

communicating to one individual at a time. The difference is in 

broadcasting versus narrowcasting. Any type of advertising is 

broadcasting, be it on television, radio, print, billboards, you name it. It is 

always you talking at your audience. You kind of stand on a soap-box 
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and shout out your message. You are one and you reach many, but you 

never know who these “many” really are. You don’t know their interests, 

needs, wants or desires. Please also note that none of the many can ever 

really respond to you. So you adopt a hit and miss attitude, as John 

Wanamaker so aptly put it. But at least you know that statistically, there 

is only a 50% chance to miss, right? 

 

Good enough for you? Would you not rather get a 100% plus return on 

your marketing investment (ROI)? Imagine you could half your current 

ad spend and still generate the same turnover, or you could continue your 

current ad spend and double your turnover. 

 

Well, with mobile marketing you can because you are narrowcasting. 

That means that you still communicate to millions of people but, with the 

help of the right mobile marketing strategy and some technology, you can 

narrowcast personalized messages to millions of individuals. We will 

teach you a little later in the book on exactly how you can achieve this. 

We will also teach you how to acquire lifestyle profiles of your customers 

and, no, you will not have them fill out questionnaires. For now, just 

remember that the difference between mobile marketing and all the other 

marketing tools in your toolbox is that, if you use it correctly, your 

mobile marketing communication is always personalized. What’s more, 

on mobile, your communication can carry relevant information that your 

customer is really interested in because he has requested it. That makes it 

immeasurably more valuable.  
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Again you might disagree. You might argue that the communication is, in 

fact, measurable. Glad we are engaging you! Mr. Wanamaker tells us that 

he does not know which 50% of his advertising spend is wasted. If 

mobile marketing really delivers a 100% return on investment (CPE 

versus CPM, remember?), then it must simply be 50% more valuable, 

right? Wrong! What you are missing in this equation is that mobile 

marketing talks to individuals who want to hear what you have to say, 

and whom you address based on what you know about their needs, wants 

and desires – their lifestyle profiles. That is the difference. We are not 

talking about force-feeding your customers. That is what makes mobile 

marketing immeasurably more valuable. That is why you should invest 

your time and money on building Quality Leads™. We will teach you 

exactly how to do that in Part II. 

 

 
Narrowcasting your personalized messages to your database of customers 
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Chapter 3: 

Getting started in Mobile 
 

Stay away from developers 

 

So far we have looked at the meaning of marketing and mobile marketing 

and how the latter differentiates itself from the former. We have, at great 

length, argued how mobile can be so much more powerful than all other 

marketing tools. We have also explained why mobile should be at the 

core of all your marketing efforts, although it is important to remember 

that some or all of your other marketing tools must remain part of your 

marketing mix. So do not yet completely forget about television, radio, 

print etc. Every tool has its place and we will explore later how to put 

together the optimal mix of all your tools. 

 

Let us now be bold and assume that you are ready and hungry for mobile. 

But where to start? How to get into mobile? 

 

First, a word of warning! Do not start by talking to a developer. We 

cannot stress this enough because it is the single biggest mistake 

marketers can make when venturing into mobile. This will waste your 

time and money and it will prevent your mobile campaign from reaching 

its full potential. You will quickly learn by doing just a little bit of 

homework that most mobile “marketers” are actually developers. Google 
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anyone? That is dangerous territory for you, especially if you are a 

mobile novice. It might be sad, but it is true: the leaders in the 

development of mobile applications are developers, not marketers, and 

your challenge is that they often have sexy products, which you may not 

necessarily need. The problem is that your developer may not have a clue 

about your marketing strategy and objectives. 

 

Here is another analogy. Imagine you want to build a house. Who do you 

speak to first? The electrician? The plumber? The bricklayer? The 

architect? Well, you might be forced to speak to your banker first, but 

assuming that your budget is in order, you would probably be well 

advised to first approach an architect. Without a plan the electrician 

would not know where to put the cables and the plumber would not know 

where to put the bath. Come on now, without a plan, even the bricklayer 

would not know what house to build for you. At best you would get a 

house that the bricklayer thinks you might like. At worst you would get a 

house that the bricklayer has already built and wants to sell to you. Either 

way, this wont be your dream home. It will never be the best your money 

can buy. So once you have an idea of what your house should look like, 

you discuss your vision with an architect. Once your architect has 

understood your vision, he sets out to draw up plans and only once 

everything is signed off and ready for construction, would you talk to a 

bricklayer, electrician and plumber who can then build your house 

according to the architects’ instructions. Let us say that again:  
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According to the instructions from the architect! 

 

It is the same with your mobile marketing campaign. The architect is 

your mobile marketing strategist. The bricklayer is your developer. You 

talk to the developer only after you know exactly what your mobile 

marketing campaign will look like, after you have defined its strategy and 

objectives, and after you have signed off on the plan that your mobile 

marketing strategist has drawn up for your campaign.  

 

Mobile as a marketing tool 

 

So back to basics once more: mobile marketing is first and foremost 

about marketing. The “mobile” component is just a tool. The way to get 

started in mobile marketing is therefore to first think about your overall 

marketing strategy and objectives. Do you have one? What does it say? 

What do you want to achieve? 

 

Let us say you are in-charge of marketing at a small retail chain with ten 

stores. You know all your facts and figures of the last quarters and you 

have been charged by your boss to increase profits by 18% in the first 

quarter of the following year. The first part is easy. It is called gathering 

data. In our example you would want to know where you currently stand. 

This is defined by your current figures. Which stores perform well? 

Which stores lag behind? Which products make you the highest profit 

and which stores sell most of them? Are some of your generally 
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underperforming stores actually doing better than your top performers 

with selling those products? That kind of thing. 

 

The result of this gathering of data might be that you find that four out of 

your ten stores are flagship earners and they are all located in the 

northern part of town. You might further find that two particular products 

are doing very well across all ten stores. Based on these findings you 

might decide to focus your marketing efforts on these two products and 

particularly push them in the six stores that are not doing all that well. 

Your next step would be to translate this more generalized information 

into hard facts and figures. Something like: store A needs to make US$ X 

more money to reach your target, and because it sells an average of US$ 

Y per customer, it needs to attract Z additional customers on average per 

day. You know the drill. 

 

Phew! Quite a lot of work, right? And not yet a word, nor syllable about 

mobile. So when do you get started in mobile? Relax. Let us take one 

step at a time. In our example you now have exact figures for what you 

must achieve in your different stores. Together, they add up to your target 

of an 18% profit increase. Now you would look at your existing 

marketing tools. The ones you consistently use and that have worked for 

you in the past. Since our example is a local retail chain you might use 

regional television and print ads as well as four- to eight page “Best Buy” 

inserts in community newspapers. You would think about how to best 

push your flagship product with these tools. 
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Now add mobile! 

 

If you are still unsure about how mobile can help you here (although you 

won’t be unsure anymore after you have completed reading this book), 

then you should now pick up the phone and call us. Or any other top 

mobile marketing strategist. But preferably us.  

 

That’s how it’s done 

 

That is how you get started in mobile marketing. You do everything as 

you would usually do, or should do anyway. When you get to the point of 

defining how to use your existing marketing tools to translate your 

marketing plan into tangible results, you introduce mobile tools. Again, it 

is quite straightforward: you know that 50% of your usual marketing 

budget produces some kind of results. You know that your ultimate goal 

as a marketer is to get your target market to initiate an ongoing, two-way 

communication relationship with you, using their mobile phones. You 

also know that the response rate from these leads is the highest among all 

marketing tools that are available to you, sometimes as much as 300% 

higher.  

 

Okay, maybe you did not know that last part, but it is true nevertheless. 

The only questions that remain is how to use your existing marketing 

tools to drive traffic to you via the mobile phones of your customers, as 
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well as what you will offer them on mobile and how you will offer it to 

them. 

 

To find out, read on… 
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Part II: 

How to create an interactive  

mobile base camp  

and build Quality Leads™ 
 

"The mobile device is bringing about a revolution  

in marketing communications; providing a personal, targeted and 

highly effective way of engaging with the consumer" 

- Mike Wehrs, Former President and CEO Mobile Marketing 

Association (MMA) 
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Chapter 4: 

We know exactly what you want 
 

Strategists versus sales people 

 

Do we really know exactly what you want? No, actually we don’t. Not 

really. This is because we are strategists. You tell us what you want and 

we tell you how to get it. Sales people know what you want. It is exactly 

the product or service that they have to sell. And they will make you 

believe that you have chosen the product or service because you actually 

want or need it. Do you remember the old joke about the car salesman 

who says to his client: “…and you can have it in any color as long as it is 

black”? 

 

There are a lot of developers out there and they all seem to have someone 

in sales who is really, really good. And they sell you what they know you 

want. In other words: the products and services that they have available. 

Do we dislike developers because we keep on battering them? No, not at 

all! Without developers we would not even have a job. It was developers, 

the clever IT guys, who came up with these sexy mobile marketing tools 

in the first place. Where would we be without them? The problem is not 

with developers who develop. The problem is with developers who pose 

as “mobile marketing consultants”, when all they are, is sales people who 

push their own products. 
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Why is this such a problem? Quite simply because these sales people 

poison the industry. They litter the mobile marketing landscape with 

otherwise sexy mobile marketing tools that just do not work for that 

particular client. Or at the very least, that do not perform as well as they 

could.  

 

Why do they do that? Again, quite simply, because they want to make 

money and know how to sniff-out perfect targets. The lazy and/or 

uninformed “marketer” is most often the perfect target. Honestly, we 

can’t single out the developer when the “marketer” is a willing target. 

This is no joke! We know of such developers personally. One business 

owner of a development company, and this shocked us particularly, told 

us verbatim: “I don’t care about the client. I care about closing the deal. I 

know that I’m selling them rubbish, but so what? If they want cake, let 

them eat cake.” 

 

Give us a call and we will give you his number… 

 

Wow! How is that for business ethics in the 21st century? But you know 

what? It works! Why? Because the client, the marketer, often does not 

care either. Imagine the marketer has to start thinking about 

uncomfortable questions like “Do you have a marketing plan?” “What 

does it say?” “What are your objectives?” Please! Instead he will tell you: 

“I have enough work as it is, so do not complicate my life with irrelevant 

questions. What I do works and I am not going to risk my reputation or 
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my job by engaging in experiments. I am happy where I am. I draw a 

good salary and anyway, my company is doing well. In fact we just ran a 

very successful mobile marketing campaign with ABC (a developer). 

They were so knowledgeable and helpful. We had a great response rate in 

just four weeks. So what do you want from me?” 

 

The real challenge 

 

This is the real challenge. Imagine that you have used the same mobile 

phone for quite some time but it is necessary to perhaps upgrade to a 

more “suitable” type handset. Your “old” model phone just doesn’t leave 

the lasting impression that your new promotion and rather hefty raise 

require. Until now, you merely had to use your phone to make and 

receive calls, take the occasional photo and send SMS’s to friends and 

family. Quite honestly, that  summarises your basic knowledge of your 

mobile handset technical abilities and besides, up until now, you really 

didn’t care! 

 

But wait, with your new position comes new, exciting and challenging 

responsibilities. On top of that, your boss has mandated a handset 

upgrade so that you can keep up to speed with your workload whilst on 

the move. This is of course in line with a top executives’ perks at the 

firm. Sounds great! One problem though, you don’t know how this 

gadget actually works and you don’t really have the time to study the 
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lengthy manual that came with it. After all, you must get to the job at 

hand and make your boss proud.  

 

As the saying goes; “you can’t teach an old dog new tricks”, you 

continue working per usual, relying on your desktop for emails, intranet 

and the company server. When out of the office, you use your mobile 

phone to call your secretary for updates, messages and urgent matters. 

Little to do you know that this information can be accessed remotely 

from the very same handset that you only use for calls. Hmmmm!! Sound 

familiar? We hope not! Anyway, sooner or later, in this scenario, you 

find yourself falling behind and spending countless hours in the office on 

weekends and after hours so you play catch-up. Never mind that you 

have a computer at home that you should be using, along with your 

mobile phone, to connect to the office remotely. Remember, you don’t 

know this information because you are relying on the limited information 

stored in your head.  

 

Now imagine that you took the time out to study or learn about the 

company’s mobile offerings. Imagine that you actually had the capability 

to receive your emails directly on your phone, wherever you are; that you 

can open attachments such as reports and spreadsheets directly on your 

phone and be able to respond immediately. You most likely wouldn’t rely 

so heavily on your secretary then, now would you? Besides, some 

information is only made available to you directly, so your secretary may 

not always be aware of what is being communicated to you directly. 
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Our point is simply that, when you have a new tool available to conduct 

your business more efficiently and cost effectively, you better understand 

it thoroughly. Otherwise you are actually wasting the potential edge, 

which this new tool offers you. In this case you would be better advised 

to continue using your “old” tools.    

 

That is what happens in mobile marketing every day to companies that let 

a developer “design” their mobile campaigns. If you think that this 

sounds over the top, please consider this simple example: companies 

spend millions in advertising to drive traffic to a mobile website that has 

been built for one campaign. After the campaign is over they close down 

the mobisite, after all it is now useless. What happens to all the people 

that visited the mobisite? What happens to all the potential leads? Okay, 

the company has the mobile phone numbers of these people, but who are 

they? What is their lifestyle profile? How can they be further engaged, 

other than to send them unsolicited SMS’s which cannot possibly relate 

to the campaign for which they initially “signed up” because, remember, 

the campaign is over? 

 

What an appalling waste of money, just like owning a smart phone just to 

make calls. It happens all the time, to companies of all sizes, all over the 

world. So please, please, please do not talk to developers first when you 

think about mobile and never, ever buy from someone who tells you that 

they know what you want. 
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Chapter 5: 

So which mobile tools are out there? 
 

Are you curious or serious? 

 

What you really want to know here is: which mobile tool(s) can best 

serve you to achieve your overall marketing objectives. Remember the 

executive in our previous chapter? Surely you agree that his objectives 

are different from those of, say, a car dealer who wants to collect leads by 

offering test-drives of the latest model on his shop floor. Of course you 

can only make an informed decision if you are informed about the 

countless mobile marketing tools that are available, as well as about what 

they can and cannot do. So let us inform you! 

 

First things first. The principal question that you have to answer for 

yourself is whether you are curious or serious about mobile marketing. If 

you are curious you will dip your toe into the mobile pond, merely to feel 

it out, but you already know that you would never actually make a 

decision to soak in the reinvigorating bath that mobile has to offer your 

brand. On the other hand, if you are serious, you will have to go through 

the painful exercises of our retail marketer in chapter one. We do not 

suggest that you spend obscene amounts of money on an all-

encompassing mobile campaign mega structure. Mobile will also not 

miraculously save your brand, no matter how much money you throw at 
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it. In fact, you are best advised to enter the mobile arena with a small, 

focused campaign that allows you to exactly measure your return on 

investment (ROI) and plan your next step based on reliable data.  

 

But if you are serious, you should also first and foremost create a mobile 

presence for your company, its brands, products and services, which has 

longevity. Running isolated mobile marketing campaigns, even if they 

are successful, is like owning a store, opening it for one day, and then 

closing it down for the rest of the month because you already made a 

sale. Mobile must become part of an everyday, long term, sustainable 

marketing plan 

 

Once you have created such a mobile presence with longevity, you can 

then drive traffic to it, collect leads and enter into an ongoing, two-way 

communication relationship with your customers. You should then utilize 

it as a base for other mobile marketing tools like vouchers, coupons, 

content downloads etc. You will then be on your merry-way to building 

Quality Leads™.  

 

There are two main mobile tools that can achieve this for you. On one 

hand you have Applications, such as have been made popular by the 

iPhone and the iPhone App Store. On the other hand you have mobisites, 

which are something like websites that have been designed for mobile. 

Each of these two tools has its pros and cons and, although we have a 

very clear preference for mobisites, it is your strategic decision which one 
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you want to go for. Just remember that switching from one tool to the 

other at a later stage in your mobile campaign lifespan can be costly. 

 

Applications 

 

Applications, or “apps”, are scripts that developers write and what is 

known as Java is one such scrip. Apps have to be downloaded onto 

mobile phones. The app would sit on the phone and could be opened and 

used with or without connecting to the Internet. Examples for popular 

apps are games or instant messaging services (IM’s). Gaming is a huge 

market and today almost any game that is available for a gaming console 

like PlayStation, Xbox or Wii is also available for mobile, plus a lot 

more. Obviously, mobile games are somewhat limited when compared to 

the gaming console variety. This is partly because the mobile phone has a 

smaller screen. IM’s are very popular on mobile phones because they 

allow its users to communicate with a number of pre-loaded contacts or 

friends, all at the same time and at the fraction of the cost of e.g. a SMS. 

 

Apple has injected new life into apps by adding what they call the App 

Store to their iPhone. The company also announced the formation of a 

US$100 million venture capital fund for developers worldwide who 

require funding for the development of apps that have the potential to 

capture a world market. The iPhone apps function is also generally 

accredited for a tremendous boost among advertisers to utilize mobile. 

Countless companies have built countless apps that can be used on the 
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iPhone by downloading them from the App Store. This includes 

international brands such as BMW, Reebok, Lexus, Chevron, CNN and 

Sprite. Amazingly, the hype around iPhone apps has even led to 

companies developing their very own apps in markets where there are 

only 50,000 iPhones among a mobile phone population of over 40 

million. That is what a youth radio station in Johannesburg, South Africa 

did. They boast a broadcast range of about 150 kilometers and 200,000 

listeners. Yeah, we laughed out loud about that one too. 

 

Here’s the thing, we are wondering whether hype is all there is to the 

iPhone app and apparently we are not the only ones. Internationally the 

question is being asked whether applications for mobile phones will have 

longevity or if the real answer to mobile marketing bliss is the much 

simpler, but equally powerful mobsite? This of course is a question that 

could have only been asked after the introduction of the iPhone and the 

richness, in terms of design and content, of its countless apps, which is 

not yet matched by mobisites. 

 

Remember the much quoted show down between Betamax and VHS, 

those two video formats that brought the joys of movie home 

entertainment into our living rooms on a broad scale for the first time? 

Betamax was definitely better. In terms of quality it won hands down 

against VHS. But, as history tells us, it was VHS that won the battle of 

the formats. How is that possible? How can an inferior product beat a 

sophisticated, well thought through quality one? Well, there are many 
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reasons, and this scenario is by no means unusual. Just look at Microsoft 

versus Apple… 

 

Einstein once said that “the only two infinite things in this world are the 

universe and man’s stupidity – and I’m not so sure about the former”. 

We agree, so human stupidity is definitely one reason. But we also 

believe that the main reason for inferior products beating their quality 

competition is simplicity. KISS. Keep It Simple Stupid (some say “Keep 

It Simple Safe” but we wanted to continue Einstein’s thought…). Does 

this not make a lot of sense? A new product, especially if it is somehow 

of a high quality, always excites us at first, and if it is only because of the 

novelty factor. But in the end someone comes up with something much 

simpler that can do the trick as well. And that’s what the masses 

eventually go for. 

 

This was true for Betamax versus VHS and in our opinion, it will be 

equally true for mobile apps versus mobisites. Incidentally it is also the 

finding of Morgan Stanley, which they released in a recent report 

(http://www.mymobworld.com/resources/Morgan_Stanley_Report.pdf).  

 

Apple’s marketers and spin-doctors are currently milking the competitive 

advantage of their App Store, and it is true that mobile apps are currently 

a bit sexier than mobisites. Having said that, we wonder for how long this 

will last. Once mobile internet connection speeds increase, allowing 

mobisites to overcome their teething problems in terms of design 
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simplicity, they should beat mobile apps hands down as the tool of choice 

for marketers, simply because they are so simple! 

 

Think of an app. It needs to be developed separately for each phone 

model, and new phone models are entering the market constantly. It 

needs to be downloaded and then sits on your mobile phone, so there is a 

memory issue. A mobile internet site, or mobisite, on the other hand sits 

on an external server and can simply be accessed by every mobile phone 

that is WAP enabled. So just as VHS outclassed Betamax on sheer 

simplicity, few if any may bother much about utilizing apps to reach a 

mass market in mobile marketing soon.  

 

This of course is our humble opinion and Steve will disagree with a 

vengeance. So like we said earlier, you will have to make your own 

decision. But wait… do not do so before reading about: 

 

Mobisites 

 

Mobisites are in essence websites that have been developed for mobile 

phones. Unfortunately that sounds less complicated than it really is. 

Subsequently a lot of companies make a lot of mistakes with their 

mobisite objectives, design, functionalities and even domain name. In 

addition to mobisites serving completely different objectives than 

websites, and irrespective of Search Engine Optimization (SEO) issues, 

there are quite a number of technical considerations that have to be 
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observed when building a mobisite for the best return on investment 

(ROI). We will talk about that in a moment. But first let us explore how 

mobisites differ from apps and what you can use them for. 

 

Let us remember why you would have a mobisite in the first place. As a 

marketer who is serious about mobile marketing, you would have a 

mobisite to create a base for your continuous mobile presence. You 

would then use this base as a departure point for your various mobile 

marketing campaigns and to build Quality Leads™. Let us give you an 

example. Imagine you run a television campaign for your product with 

three different ads. Each ad uses a different style of music, say choral, 

jazz and kwaito. You want your customers to be able to download the 

music as ringtones to their mobile phones and you want to measure how 

many people download which style of music. That is a simple, clear 

objective to engage mobile marketing. 

 

You could ask your customer to: 

 

a) SMS (text) one of three different keywords (“choral”, “jazz”, 

“kwaito”) to a short code, whereupon they receive the respective 

ringtone on their mobile phone, or to 

b) SMS only one keyword to a short code, whereupon they receive a 

response SMS with a hyperlink to your mobisite. When they 

click on the hyperlink they land on your mobisite where they can 

download their ringtone of choice.  
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If you chose option a) you are either only curious about mobile marketing 

or you don’t quite know that you have a better option. In this option, you 

are setting yourself up for a once off campaign that, at best, collects a 

database of worthless mobile phone numbers because you do not know 

who these people are. But if you chose option b) you have a better 

understanding of mobisites and are serious about mobile marketing. Here 

you are driving your customers to your mobisite, your mobile base camp. 

Once they are there you can start to build Quality Leads™ by capturing a 

lot of information about them via various opt-in functions. For example, 

you could ask them to register on your mobisite and in exchange offer 

them a gift. Or you can ask them if they want to receive updates about 

special offers and then send them a SMS reminder every time you update 

your mobisite with new, exciting content. The important thing is that you 

would have created one central point of contact to begin engaging your 

customers one-on-one on a continuous basis. That is your job as a 

marketer. Remember chapter one? 

 

So why use a mobisite as your mobile base camp instead of an app? 

 

Well, one benefit of a mobisite over an app is that it sits on an external 

server and only requested pages are downloaded on your customers’ 

mobile phone. The advantage of this is that significantly less data is 

clogging up the mobile phone at any given time. Remember that apps 

have to be downloaded and installed on mobile phones. This is equivalent 

to an entire mobisite sitting on the mobile phone’s hard drive, which can 
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translate into quite a lot of data. This is especially true if you have a large 

number of mobisites “sitting” on your mobile phone. As you know from 

your computer, the more data you have sitting on your hard drive the 

slower your computer becomes. The same applies to mobile phones. You 

do not want to clog up your customers’ mobile phone with data, risking 

the possibility of being deleted for the want of more space. 

 

 
Mobile Marketing pyramid 

 

We therefore believe that for this reason alone it already makes common 

sense to use a mobisite for your permanent mobile presence. All that your 

customer needs to do once he visits your mobisite for the first time, is to 

bookmark it, and from then on it is just a click away to revisit. You can 

also advise him accordingly on your mobisite during his first visit. 
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Another reason why we believe that mobisites should be the tool of 

choice for marketers to set up their mobile base camp above apps is the 

process to access them. Your mobisite can simply be accessed by typing 

its URL in a mobile phone browser or, easier still, by clicking a 

bookmarked link. While an app is initially also accessed via the mobile 

Internet it must then still be downloaded and installed, and that can be 

quite a lengthy process. This might be acceptable for the latest FIFA 

game that “I absolutely have to have”, but it is not advisable for your 

company’s central mobile access point. This is where your customers 

want to engage with you on a continuous basis, for example, to access 

information about your company. When I need information I want to 

access it fast and easy instead of making it a mission to even log on in the 

first place. 

 

A third reason why we believe that a mobisite is superior to an app for 

your mobile presence is updates. Remember the reason to have a mobisite 

in the first place? It is the one central point of contact for your customers 

to engage you, access information about your products and services, take 

part in competitions or grab a coupon to save money when buying your 

products. That means that you would constantly update your mobisite 

with new and additional functions as well as exciting offers. Your 

mobisite needs to remain current, interesting and entertaining. Every time 

you update apps you have to write a new Java code for each mobile 

phone that is on the market. And new ones are launched all the time. 

Imagine the time, money and resources that you would have to invest to 
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achieve that. With a mobisite on the other hand you simply add the 

function or page and upload it to your central server. It can now be 

accessed by all WAP enabled mobile phones. Done! 

 

Lastly, apps only work on a relatively small number of mobile phones, so 

called smart phones. Irrespective of the hype around the iPhone, the 

Blackberry or smart phones from other manufacturers, there are very few 

smart phones in the market in relation to the worldwide mobile phone 

population. We are talking a few hundred million versus over four 

billion. That is a fact. So you have to ask yourself the question: how 

limited and exclusive do I want to make the access to my one, central 

mobile point of contact? How many billion potential customers do I want 

to exclude? If your answer is “the majority”, then, and only then, should 

you consider an app over a mobisite Also remember that smart phones 

can also access your mobisite! 

 

So what can you use mobisites for? Well, really for anything that you 

could use an app for and then some. You can distribute information, you 

can offer text, audio, video or graphic downloads such as recipes, music, 

ads, tickets or vouchers. You can include entry forms or questionnaires 

for competitions, include Click to Call and Refer a Friend functions. The 

list is endless. In essence you can include a lot more interactive functions 

in your mobisite than you could include in an app. After all, isn’t 

interactivity what this is all about? Continuous, two-way communication 

relationships with your customers, Right? Right!  
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Is there a downside? Hmmm, that is debatable. Remember the last 

website that you visited and instead of landing on a page with text that 

offers you the information you are looking for, you are forced to sit 

through some fancy kind of Flash intro that takes forever to even load, let 

alone play itself out? You can have that with an app but you cannot do 

that with a mobisite. A mobisite is simple and to the point. But if you 

want to be flashy with your mobisite then you can still offer a sexy video 

of your product for download. 

 

Now what about the technical aspects of building a mobisite? We told 

you earlier that we are not sales people. We can tell you now that we are 

also not developers. But as mobile marketing strategists we do know 

what a mobisite developer must be able to do for you to get you the 

optimum return on investment (ROI). The most basic rule is that your 

mobisite should only have the option to scroll up and down, NEVER left 

and right. In short, it must fit on a mobile screen. Any mobile screen. 

This is the first challenge. While there are only about four to five 

browsers to render a computer Internet site, there are literally thousands 

of browsers out there for mobile phones. A browser, you will remember, 

is that little tech app that translates whatever language your website or 

mobisite is written in to display as something legible on your computer or 

mobile phone screen. But do not despair! If your developer writes in 

PHP5 then your mobisite will display correctly on almost all mobile 

phones.  
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PHP5. It is actually that simple, yet many developers still get it wrong. 

But you have to consider another factor to get optimum return on your 

mobisite investment (ROI). Studies have shown that over 75% of all 

mobile Internet traffic worldwide comes from search engines. That means 

that if you want your mobisite to be of any value, it would have to come 

up in any search of anyone who types in your company name in Google 

mobile. This is the  mobile version of Google. How do you achieve that? 

How do you optimize your mobisite for search (SEO = Search Engine 

Optimization)? Well, it  primarily has to do with the URL / domain name 

of your mobisite. We say “primarily” because keywords and some other 

factors also play a role, but with the wrong URL / domain name, your 

mobisite will never ever show up in any search result of any search 

engine in the first place. 

 

You have a lot of choices for your mobisite URL / domain name. Here 

are some examples: 

 

http://m.yourname.com 

http://mobi.yourname.com 

http://yourname.mobi.com 

http://yourname.com/mobi 

http://yourname.com/mobile 

 

Another endless list… Feel free to change the .com suffix to .co.za, 

.co.uk,. .org, .tv or whatever. Which of those choices is best? None! Let 
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us repeat that…None! Do not ever choose any of these URL’s / domain 

names for your mobisite. Why? Well, somehow everything seems to 

happen a lot faster in mobile than it did on the Internet, and even the 

Internet developed with lightning speed. So what happened in mobile is 

that a worldwide, technical standard for mobisite development was 

defined by a company called dotMobi (http://mtld.mobi). This standard is 

based on the .mobi suffix to your URL / domain name, as in 

http://yourname.mobi 

 

This is the only URL / domain name that you should use for your 

mobisite because it is the only one that gives you a separate search engine 

entry, which is the basis for anyone ever finding your mobisite in the first 

place. Secondly, dotMobi has developed a complete handbook of 

technical development requirements for mobisites to work effectively on 

all mobile phones. Your mobisite developer better have a copy of this 

handbook! Furthermore, dotMobi has made it mandatory that any 

developer who builds and publishes a mobisite with a .mobi URL / 

domain name abides by these requirements. 

 

Consequently you can be rest assured that any mobisite which has been 

developed for, and is published with a .mobi URL / domain will work on 

the largest number of WAP enabled mobile phones worldwide.  

 

We must however bring to your attention that there is still a huge debate 

around this issue. This is particularly true when it comes to the 
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http://m.yourname.com (.uk, .co.za…) domain registrations. Should you 

however do your homework and test the SEO of an existing mobisite, we 

trust that the results will be enough to settle your mind. 

 

What other factors should you consider in getting the best mobisite 

money can buy? We have covered the basics, but there are a few more 

specifics. These are standard in top end mobisites and you should not 

accept anything less, although we must admit that a lot of mobisites we 

come across have one or other of these specifics missing. Never all, but 

there seems to always be at least one. Do not settle for that. So, here is a 

list of what you should look out for: 

 

• Have a clear objective! 

We already mentioned that your primary objective for having 

a mobisite should be to create a mobile presence for 

longevity. This, once again, is a mobile base camp that your 

customers know and come back to frequently to interact with 

you. But we also said that this mobile base camp needs to 

remain current and that you should constantly upgrade it with 

new content. While this seems like a contradiction it is 

actually not. All it means is that, whenever you introduce a 

new function or offer, whenever you grow your mobisite, 

you do so with a specific objective in mind.  

For example, if you are a hotel group, you might start by 

giving your customers a specific discount for joining your 
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loyalty program from their mobile phones. As a second step, 

you might want to engage these customers by offering a 

“Win a Weekend Away” competition. Next, you might want 

to introduce a booking function on your mobisite. The 

important thing to remember is that every time you introduce 

something new, you do so with a specific objective in mind. 

Then communicate this new offer to your existing customers. 

Also do not forget to use above-the-line media to tell your 

potentially new customers about it in an effort to drive them 

to- and capture them on your mobisite as well. This is where 

the help of a mobile marketing strategist kicks in. 

 

• SEO 

SEO stands for Search Engine Optimization. We already 

explained why your mobisite domain name should be 

registered with the .mobi suffix to get a search engine entry 

in the first place. In addition, you need to generate relevant 

keywords for your mobisite to help the search engines find 

you. The more relevant keywords you have and the more 

people search for you, the higher you will end up in 

subsequent search results. Ideally you should appear on one 

of the first three pages that are displayed as search results.  

 

Relevant keywords are words, which point to the content of 

your mobisite that people would expect to find when 
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searching for your company. For example, if you sell tires, 

then relevant keywords that help search engines find your 

business would be “tire” and “car”. If you want your 

customers to find you in a specific location, then the name of 

your city and suburb would constitute additionally relevant 

keywords. Always include as many keywords as possible, in 

both singular and plural (“tire”, “tires”) and in as many 

configurations as possible (“tire”, “car tire”, “car tires” etc.).  

This should also be an area in which your developer should 

excel. Remember, he is not a “marketer” but should be able 

to activate the necessary “know-how” and technical back-up 

that you may not be all that familiar with in order to achieve 

these vital technical requirements.  

 

Google offers a good tool to identify and upload relevant 

keywords. If you work together with a good mobile 

marketing strategist, he or she should also point you to a 

mobisite developer that knows how to include relevant 

keywords that help your customers find you on their mobile 

phones. 

 

• KISS – Keep It Simple Safe 

Your mobisite is not a “smaller” version of your website. 

Visitors on mobile want to access or part with information in 

a fast and easy way. They can and should only handle a 
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couple of clicks. “Snack Bite Size” is key! Do not use 

endless copy or elaborate images as this will only result in 

slow page uploads and perhaps lose you that impatient 

customer. Your mobisite copy should be to the point. A good 

mobile marketing strategist should have access to a good 

copywriter who can help them with that.  

 

• Click-to-Call 

Remember that a mobisite displays on a mobile phone. Also 

remember that a mobile phone is first and foremost a 

communication device. So, if you offer your contact details 

on a mobisite then your phone number should have a Click-

to-Call function. What this simply means is that your 

customer should be able to “click” on your phone number in 

order to call you. Imagine that your phone number just 

displays as text. Your customer would then have to write 

down the number (pen and paper handy, anyone?), log out of 

your mobisite, type your phone number in his mobile phone 

and then click “call”. Rest assured that you will lose valuable 

leads in this process.  

 

• Tell-A-Friend 

The mobile phone is a great device for viral marketing. Viral 

marketing basically spreads a message like a "virus" by one 

person telling the next person about it. So if you have a 
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compelling mobisite, you can safely assume that your 

customers will talk about it to their friends who are your 

potential customers. To make it easy for your customers to 

tell their friends about your mobisite, you should always 

include a Tell-A-Friend function. This allows your customers 

to tell their friends about your mobisite and to do so directly 

from your mobisite, either by sending an email or SMS 

invitation to their friends.  

 

If the invitation is sent via email, you can simply include this 

function in your mobisite because emails are automatically 

sent via the Internet anywhere around the world. A form field 

asks your customer to fill in his friends’ name and email 

address and the invitation, with copy set up by you, is 

automatically sent to the friends' email in-box. However, if 

you want your customers to be able to send their invitations 

via SMS, you have to include the services of an aggregator.  

 

An aggregator is a service provider who is the go-between 

you, his client, and a mobile network that actually sends the 

SMS, his supplier. You will find a list of aggregators at the 

end of this book in Bonus Chapter 1. The aggregator 

manages the backup system that automatically delivers 

SMS’s when requested to do so, for example, when your 

customer fills out a form field on your mobisite with his 
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friend’s name and mobile phone number and clicks “send”. 

The invitation that is then delivered by the network lands in 

the SMS in-box of your customers’ friend. Remember 

however that this function only works country specific, while 

your mobisite is accessible internationally. It is therefore 

important to know the aggregator rules if you are embarking 

on cross-border mobile marketing strategies. In this case, 

your developer should advise you that you may need to 

deploy different and/or separate aggregators in this regard. 

We hope that you now see that a developer really does have 

his work cut out for him despite thinking that he also has to 

do your job!! 

 

Since you have to define the copy for this SMS message as 

well, do not forget to include a direct hyperlink to your 

mobisite so that the recipient of the SMS simply has to click 

on the link to log on. You can also personalize these 

invitations if you have captured your customer as a Quality 

Lead™. An invitation to visit your mobisite, sent by your 

customer John to his friend Thandiswa, could then read: “Hi 

Thandiswa, I just found this mobisite and thought you might 

like it too. Click on http://yourname.mobi John”  

 

• Value Proposition 

Simply dumping your existing website content on mobile, 
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even if it is an abbreviated version of what you already offer, 

will not do. Include something of relevant value for your 

customers, which they can only access on your mobisite. 

Give them a reason to visit. Merely offering information 

about your opening hours, contact details and latest offers is 

not enough. If your customers want this limited information, 

they can simply call a local directory service. In some cases, 

the directory service provider will even directly connect them 

to your store.  

 

On the other hand, if you offer a discount for a product that 

can be redeemed by pre-ordering it right from the mobile 

phone, then your customers receive an added value for 

visiting your mobisite. Talk to your trusted mobile marketing 

strategist about putting together exciting value-adds for your 

mobisite. 

 

• Clutter 

Think of all the “exciting” websites that are so cluttered, you 

have no idea what to look at first. They might look colorful 

and “rich”, but they are also confusing. Well, on a mobile 

phone the effect is even worse, mainly because of the smaller 

screen. Please stay away from clutter. A mobisite should be 

clearly structured. Navigation should be simple and intuitive. 

Links to drill down to access information or to download 
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content should be below each other, never next to each other. 

Forms should have a maximum of ten very simple fields. 

Once again, a good mobile marketing strategist can help you 

to design a mobisite without clutter. No, we are not trying to 

sell our services to you here. We just simply want to see you 

consulting the right people for the right things.  

 

• Back Buttons 

Make navigating your mobisite easy for your customers. 

Include a “back” button at the bottom of every page. A lot of 

mobisites only have a “home” button on every page. That is 

okay if you have clicked through to a page from the home 

page, but if you have drilled down any further, you have to 

start drilling down again every time you clicked on “home”. 

 

• Quality Leads™ 

Maybe the most important factor of all is that your mobisite 

should allow you to build Quality Leads™. In fact, we regard 

this as so important that we will elaborate on it at length in a 

moment. For now, just imagine what a waste of money it 

would be to have a kick-butt mobile campaign, that attracts 

thousands of customers to your mobisite but you do not 

know who they are and cannot engage them as individuals.  

 

And the costs? This might be the best news of all. It can be very, very 
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affordable. Companies like http://mobisitegalore.com offer you software 

online with which you can build your own, basic mobisite for a few US 

Dollars a month. They also offer you a free domain name and free 

hosting, although the domain name has an additional suffix, so instead of 

http://yourname.mobi it would be http://yourname.param.mobi. Do not 

despair though, they also offer various upgrade options which we believe 

are cost effective for some business models. However, if you require 

more intricate functions, for example allowing users to register before 

they can fully access your mobisite, you still have to employ a 

professional developer. These developers usually work on an hourly rate, 

starting at around US$50, depending on which country they work from 

and on how good they are. Be however very cautious. Saving money here 

could end up costing you a fortune. Buying your own mobisite domain 

name will set you back +/-US$50 a year and then you need a server to 

host it. Of course, if you work together with a good mobile marketing 

strategist, you should not have to worry about all that. Their job is to 

source the best possible deals that are relevant to your objectives and 

geographical region. 

 

Let us recap: 

 

1. If you are serious about mobile marketing you need to create a 

mobile presence with longevity, a mobile base camp if you will, 

because it is here that you begin to capture your customers and 

start engaging them. 
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2. A mobisite is a better choice for your mobile base camp than an 

app because you potentially reach more people at a lower price 

and can introduce updates quickly and cost effectively. 

3. Your mobisite does not need to be elaborate at first. In fact, start 

with only one, clearly defined objective. Then add to your offer, 

again with only one clearly defined objective at a time in mind. 

4. Chose a domain name for your mobisite with a .mobi suffix 

because it is the only URL that will give you a separate search 

engine entry. (Remember that you can test this against an 

http://m.yourname.com (.uk, .co.za…) set-up at your leisure at 

any time. 

5. Bear in mind all the factors that are important in getting the best 

return on your mobisite investment (ROI). To ensure that you do 

not make any mistakes, work together with a reputable mobile 

marketing strategist. 

6. Best of all: your own mobisite, domain name and hosting can all 

be very affordable if you only require basic functions and are 

prepared to invest a little time in building it yourself. 
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Chapter 6: 

Building Quality Leads™ 
 

Who needs a database? 

 

Running SMS campaigns simply to create databases of worthless mobile 

phone numbers is like heading down to the 6+ star French restaurant and 

then ordering a burger & chips with a local beer, while paying for the five 

course Michelin meal and three bottles of Moét anyway. Sure, SMS is 

one of the main mobile marketing tools that you will use to engage your 

customers and we will elaborate on that in the next chapter. But to get the 

most out of any mobile marketing campaign you need to start building 

Quality Leads™. 

 

Quality Leads™ are basically leads in your database that tell you a lot 

more about the individuals than just their mobile phone number. This 

brings us to the question of why you would want a database anyway. Do 

not laugh. This is a serious question. If you look at what companies do in 

over 90% of their mobile “marketing” campaigns that include SMS’ing a 

keyword to a short code, you would think that they have no clue as to 

why they are building databases. We already hear your objections. 

Building a database, of course, allows you to market to its members 

directly. True. This is done via direct mail, email marketing and sending 

out SMS’s. There are even companies that sell you databases with 
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“relevant” information such as LSM, age, gender and location of its 

members. So what is all the fuss about, you wonder?   

 

Okay, imagine you are selling cosmetic products and run a competition to 

introduce a new high-end product line. People can win a makeover. The 

competition is aimed at females in LSM 8+, someone who would use 

high-end cosmetic products. You run the competition to build a database 

of high-end cosmetic product users so that you can market to them 

directly in the future, say if you want to run a Valentine’s Day promotion. 

Very focused and very clear objectives, right? You invest a lot of money 

in a television and print campaign, in-store promotions etc. To enter, 

people simply have to SMS a keyword to a short code. You capture the 

mobile phone numbers in your database and announce the winner after 

some cut off point.  

 

You now proudly proclaim the “success” of your campaign based on the 

many, many entries it attracted. You “know” that all entrants must be in 

LSM 8+ and all of them must be interested in high-end cosmetic 

products. Why would they have otherwise entered the competition? Well, 

that might be so. Then again this might not be the case. What you think 

you know is nothing but guess work. But what you do not know is 

indisputable. After your campaign, do you have a single answer to the 

following questions? 

 

• What are the age groups of entrants?  
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• Which locations do entrants come from?  

• Are there more entrants from specific locations?  

• If yes, from which locations?  

• Are certain age groups of entrants prevailing in certain 

locations? 

• If yes, in which locations? 

• What are the names of entrants? 

• Are all entrants female? 

• If not, what is the percentage split between female and male 

entrants? 

• Why is this so? 

• Does this percentage split differ according to location? 

• If yes, in which location does it differ, how and why? 

• How many entrants were not interested in your product but 

only in your prize? 

• What else are your entrants interested in? 

• What deductions can you make from these additional 

interests (for example, if the majority of entrants go to watch 

movies regularly, then cinemas might be a location of choice 

for your next promotion)? 

 

We could go on and on with this list of things you do not know about the 

entrants in your competition but trust that you get the point that we are 

making here. If you still don’t get it, the point we are making is that, after 

running a mobile marketing campaign like the one described above, you 
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basically know nothing about anything concerning your entrants, save 

their mobile phone numbers. Face it, you don’t' even know if they are or 

ever will be your customers. This might be a graphic example of how not 

to do it but give yourself a moment and take a second look at SMS 

campaigns that are advertised on television, radio or in print or even in-

store every day. You will see that they all make more or less the same 

mistakes as described above. 

 

These very popular campaigns build worthless databases of mobile phone 

numbers. So why build a database at all? If it is that useless, why do you 

have it? See what we mean when we argue that many marketers do not 

know why they build databases? Surely someone who does something 

useless has no clue as to why he does it in the first place. Maybe this is 

because this person needs to appear busy using his budget to keep his 

job? Maybe! 

 

So back to our initial “stupid” question of why do you build databases? 

The answer is obvious. You want to use it to directly market to its 

members. If that definition is true, and we humbly suggest that everybody 

would agree it is, then would it not be helpful to know a little bit about 

the people behind the mobile phone numbers in your database? Once 

again, let us remind ourselves of our job as marketers. We are to build 

and nurture communication relationships. Communication relationships 

with individuals that is, not with mobile phone numbers. Consequently, 

your database would have to be made up of individual recipients of such 
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communication. 

  

 

 
Mobile Marketing builds and nurtures individual two-way communication 

relationships 

 

Making friends 

 

Here is another analogy. Imagine that, over time, you make a lot of 

friends in your social circle. You do that, and the individuals in question 

accept your friendship, so that you can communicate with them regularly 

and they can receive your communication and respond to it. Why? 

Because you share areas of common interest. Today we call it “social 
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networking” and do it on Facebook. “Hey Peter, congratulations on your 

daughter’s graduation.” “Hi Thandiswa, Happy Birthday and I hope you 

have a great day!” “John, let’s watch the F1 race together this Sunday.” 

That sort of thing. The likely response you will elicit in some way or 

another could go something like “Wow! Thank you for remembering. 

This really means a lot to me.”  

 

Now imagine that you know nothing about your friends except for their 

mobile phone numbers. You do not know that Peter has a daughter who 

just graduated. You do not know about Thandiswa’s birthday. You have 

no clue that John loves F1. How relevant do you think will any of your 

communication be for them? What you have to communicate might be of 

interest and importance to you but, because you know nothing about your 

friends, you can only hope that there is at least someone amongst them 

who happens to be interested in what you have to say. To find that out, 

you would have to ask all your friends the same question. By doing this, 

you take the risk of reaching no one who cares, a method called 

“traditional advertising” or simply “spray and pray”.  

 

“Hey Peter. Thandiswa,& John, do any of you want to join me on a hike 

this weekend?” The result will probably be dismal and definitely not as 

good as if it would have been along the lines of “Dude, name the time 

and place & I’m there!”.  

 

Peter, Thandiswa and John received your hiking invitation but none of 
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them gives a hoot about hiking. Pity you did not know this. How will you 

appear in their eyes? Do you think they will see a caring friend in you? A 

friend who has at least an inkling about their likes and dislikes? Or is it 

more likely that they will think of you as an egocentric jerk who thinks 

only of himself and of his own interests? Probably the latter! But hey, if 

you do this as a marketer, they might not even have the mechanism to tell 

you this directly.  

 

Repeat such miscommunications a few times and Peter, Thandiswa and 

John will “really love you”… and they will express this by totally 

ignoring you. 

 

Communicating with your customers on their mobile phones is exactly 

like communicating with your friends one-on-one as in the example 

above because the mobile phone is “always on, always with me and 

always personal”. It is the most private space of your customers that you 

can be in, other than actually talking to them face to face. Using a 

worthless database of mobile phone numbers for this communication 

relationship will result in more and more of your (potential) customers 

ignoring you. The direct financial loss to your company is measurable. It 

is the money you threw at the campaign without generating any sales. 

The indirect loss to your brand cannot be measured but it is infinitely 

higher. Over time you will piss off enough people to become completely 

irrelevant to them. This obviously takes longer for a big company with a 

strong brand than for a small start up, but the principle is the same. 
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It takes time and effort, stupid! 

 

So now are you ready to learn more about your (potential) customers than 

simply capturing their mobile phone number? Shall we now look at 

building Quality Leads™? 

 

First, let us give you the bad news. Building Quality Leads™ takes time 

and effort. You cannot just buy them. You can buy databases but you 

cannot buy Quality Leads™. One reason for this is that what constitutes a 

Quality Lead™ for one company, the information they gather about their 

customers over and above the basics like name, address and LSM, might 

not constitute a Quality Lead™ for another company who might require 

different information. You will also not get the information about 

individuals by making them fill out questionnaires and asking them how 

much they earn or which soapies they prefer to watch on television. Just 

as you would not ask a person you have just met for the first time too 

many questions, let alone intimate ones. You build Quality Leads™ just 

as you build quality friendships, over time and through continuous 

engagement on various levels. Compare this to social network marketing, 

which we talk about a bit later on. 

 

But not to worry, we also have good news. As a marketer, you are ideally 

positioned to build Quality Leads™ because it is your job to build and 

nurture communication relationships with your customers. In addition, 

mobile marketing is the ideal tool to reach your ultimate goal as a 
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marketer, to have an ongoing, two-way communication relationship with 

your customer. To top it all, mobile marketing can help you reach the 

pinnacle achievement as a marketer, allowing your customers to initiate 

this communication relationship. We will teach you how you can get your 

customers to do this in the next chapter.  

 

The secrets to building Quality Leads™ are relevance, value and 

continuity. It is really much the same as with all your other marketing 

tools. You would not run one television campaign that talks about 

something irrelevant with no value and then leave it at that. However, the 

benefit of building Quality Leads™ with mobile, compared to all your 

other marketing tools, is that you can segment your customers with 100% 

accuracy and then market to them individually according to their likes 

and dislikes, wants and needs. This is much better and definitely more 

cost-effective than the hit-or-miss, spray and pray approach of traditional 

marketing tools, including online, right? Building Quality Leads™ is 

therefore a long-term investment that will, over time, have a marked 

positive effect on the investment/result ratio of your marketing 

budget. It will also make you more successful as a marketer. That 

is why you have to be serious about it. Curious just wont cut it! 

 

First contact 

 

After your (potential) customer has made his first contact with you via his 

mobile phone, you need to continuously engage him with relevant offers 
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to get him to come back. Note that these offers must be relevant to that 

one particular individual. You achieve this by building a lifestyle profile 

of each individual customer. And every time he comes back to interact 

with you, you learn a little bit more about him, add to the lifestyle profile 

you create of him. Say you are in the fashion industry and design, 

manufacture and sell affordable casual clothing lines to a market segment 

between 18 and 35 years. Every time you run a promotion, be it a 

competition, an event, a special offer or an in-store promotion, you can 

engage your customers on your mobisite. In this environment you can ask 

questions that are relevant to that specific promotion. The answers of 

each and every one of your customers and the way each of your 

customers interacts with you in each promotion gives you additional 

clues to add to the lifestyle profile of that particular customer.  

 

 
Gathering individual information over time builds lifestyle-profiles of your 

customers 
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Ideally, your customer should be familiar with the basic mobile 

environment that he finds you in. That is why you need a mobile base 

camp, a mobisite. That is why running one SMS campaign after another 

without driving traffic to your mobile base camp is such a fruitless, 

money burning exercise. Mobile marketing must become part of your 

everyday, long term, sustainable marketing plan. All your marketing 

efforts should drive your (potential) customers to your mobile base camp, 

where you capture them, engage them and build lifestyle profiles of them. 

 

When you get that right you have mastered the art of building Quality 

Leads™! 

 

Yes, all this may sound like a lot of work. Who actually has time to get to 

know each and every customer in order to turn them into a Quality 

Lead™?  Well, simply put, this is the headache for your developer who is 

supposed to know how to automate “customer” responses so he can 

provide you with relevant reports. See, once again, your developer 

shouldn’t have the time to dabble in marketing at all. He should already 

have his hands full with technical work. 

 

We cannot put together the right mobile marketing campaign for your 

business and publish it in this book. That is because we do not know your 

business. We do not know where you are and where you want to be. We 

don’t even know your marketing strategy and objectives. But, we can 

introduce you to the mobile marketing tools that can drive traffic to your 
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mobile base camp, help you to interact with your customers and measure 

the results. Read on… 
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Part III: 

How to drive traffic to your mobile 

base camp, interact with your 

customers and measure the 

impact of your mobile marketing 
campaigns 

 

"Mobile is the only medium that we can use to reach, target, 

measure and reward our customers on a real time basis" 

- Ugur Oglu, Marketing Director Pepsi 
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Chapter 7: 

Climbing Mount Everest 
 

Setting up base camp 

 

If you have read this far and taken to heart everything that we taught you 

about mobile marketing in this book, congratulations! You are definitely 

serious about becoming a successful mobile marketer. We now come to 

one of the most exciting topics of this book, answering the four most 

pertinent questions on the lips of serious marketers who want to engage 

mobile marketing. Once you have a mobile base camp, your mobisite: 

 

• how do you let your customers know about your mobile base 

camp?  

• how do you get your customers to visit your mobile base 

camp regularly? 

• how do you interact with your customers once they visit your 

mobile base camp? 

• How do you measure the impact of your mobile marketing 

campaigns? 

 

Think of your mobile base camp like the base camps of Mount Everest. 

Luckily, while there are two base camps on Mount Everest, one on the 

north side in Tibet and one on the south side in Nepal, in mobile you only 
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have to worry about one. Both Mount Everest base camps are at an 

altitude of over 5,000 meters above sea level, so to even get there is quite 

a mission. Experienced Sherpas, or guides, help expeditions to reach 

these base camps. The base camps provide food, shelter and other 

amenities. They are used by climbers to acclimatize themselves before 

their ascent to Mount Everest and after their descent from this highest 

peak on earth. 

 

In marketing terms you can compare the purpose of these base camps to 

the purpose of your mobile base camp, your mobisite. You guide your 

customers to your base camp and you utilize it for them to get 

acclimatized to what mobile has in store for them. We have never been 

on Mount Everest ourselves, but judging from the elation of those who 

did, it must be exhilarating. We can promise you that you and your 

customers will experience the same exhilaration in mobile. Of course you 

have to make sure that your base camp is relevant in content and 

functionality in order to feed the appetite of your desired frequent 

patrons. 
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Chapter 8: 

How to let your customers know  

about your mobile base camp 
 

Traditional advertising 

 

As much as we have been bashing traditional media because measuring 

its collective return on investment (ROI) remains guesswork, we have to 

admit that it still works and it is undoubtedly, very important. It is true 

that measuring the impact of mobile marketing campaigns is much more 

accurate. In fact, it is 100% accurate. For every advertising dollar you 

spend, you get one advertising dollar’s worth. John Wanamaker’s 

realization that “half the money I spend on advertising is wasted; the 

trouble is I don't know which half” does not apply in mobile marketing. 

Unfortunately, you have to first capture an individual’s interest in what 

you have to offer them on mobile. You have to first create a basis for 

building Quality Leads™. 

 

So, you still have to invest in some traditional advertising. The road to 

your mobile marketing peak does come with a bit of work on your part. 

This is just like getting to a Mount Everest base camp requires climbers 

to hike up there first. But without getting to the base camp in the first 

place, you will never ever get to the peak. As long as you do not know 

the individual you want to reach with your communication, as long as 
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you do not have a Quality Lead™, you have to rely on traditional 

advertising media. 

 

 
Some traditional advertising tools 

 

The idea here is to get your potential customer to your mobile base camp 

and to do this, you have to use traditional advertising. Only this time 

around, your messaging must drive these customers to your base camp, 

where you can then engage them because they have shown an active 

interest in your offering. By the time that these (potential) customers 

enter your base camp, it is no longer guess-work as to whether they are 

interested in your offering. By this time, these potential customers can be 

categorized as serious, not curious, just like you. 

 

Now you can start building individual, two-way communication 

relationships. Investing in communicating with this select group of 
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(potential) customers is invaluably more powerful than traditional 

advertising as a stand-alone.  

 

Can you still lose some of them? Yes, just like not everybody who 

reaches the base camp of Mount Everest is guaranteed to eventually reach 

the peak. In marketing terms, a person’s interests might change. If a 

golfer suddenly develops a passion for cycling, a very time intensive 

sport, he will in all likelihood not visit your mobisite with the latest golf 

tips anymore. Someone else might move house. If a person moves into 

another neighborhood or city he will probably be too far away from your 

restaurant to still be interested in your latest specials. Yet another person 

might outgrow your offer. The teenager who loves your hip clothing line 

and visits your mobisite often, because of the entertaining lifestyle aspect, 

may eventually outgrow your range and just simply move on. 

 

But generally, chances are that you will keep your customers coming 

back for more again and again. All you need to do is keep the exciting 

offers coming once you got them to visit for the first time. That is why 

longevity in your mobile marketing approach is so important. That is 

why, on the other hand, once-off mobile campaigns are such a waste of 

time and money. By the way, aren’t you and shouldn’t you be taking the 

same approach when it comes to your online marketing approach? In 

other words, you are not reinventing the wheel in this particular instance, 

but rather applying similar principles in mobile.  
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Where is the line? 

 

So which traditional media are best suited to drive traffic to your 

mobisite? How can you get the highest possible number of people to your 

base camp? Well, that depends on a number of issues. What works for 

one company does not necessarily work for another company. Let us 

explore which traditional media are available to you and which ones’ 

could work best for you. 

 

Please note that we are not embarking on a PhD dissertation with the 

following definitions. We are merely roughly defining existing traditional 

advertising media so as to give you a general guide to the ones you could 

possibly use to drive traffic to your mobisite.  

 

Traditional advertising media are generally sub-divided in “above-the-

line” (ATL), “below-the-line” (BTL) and “through-the-line” (TTL) tools. 

Online is today generally considered to be an above-the-line medium, 

although it is a fairly new tool, compared to, for example, television or 

radio. However, we have not included it in our overview of above-the-

line media but rather did so in a separate section because we believe that 

it warrants a closer look.  

 

Another great marketing tool to drive traffic to your mobisite is public 

relations (PR). It is sometimes referred to as a below-the-line tool. 

Similarly to online, we believe PR to be a very powerful tool in its own 
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right. This is especially true in view of its cost/result ratio, to an extent 

that we will also get to it a bit later, separately and in more detail.  

 

Above-the-line advertising tools include television, radio, print, online 

and outdoor, also referred to as billboards. Below-the-line advertising 

tools include events, in-store & sales promotions, direct mailing and 

corporate gifts. Even the handing out of flyers, which strangely enough, 

is still hugely popular among certain marketers, can be categorized as 

below-the-line advertising. Through-the-line (TTL) advertising is usually 

a mix between above- and below-the-line advertising tools. For example, 

a television ad could point consumers to an in-store sales promotion, thus 

crossing “the line”. 

 

The tool you choose depends on your budget, common sense, marketing 

savvy and a bit of trial and error. For example, if you only have a small 

budget, you might look primarily at running ads with you local radio 

station or newspaper. Or, you may opt to use a below-the-line tool such 

as a promotion. If you perhaps own a local pizza take-away restaurant, 

you would obviously not run a national television campaign. It 

sometimes just boils down to basic common sense! But, you might also 

find that the same ad, placed in the same newspaper, on the same day 

produces different results when it is published twice, on different pages, 

next to a relevant article or because you changed one word in the copy. 

Sometimes it is a matter of trial and error! 
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No matter how you look at it, in order to drive traffic to your mobisite, 

you have to invest in traditional media. There are really only four other 

methods to let your (potential) customers know about your mobisite, but 

in our opinion only three of them are truly powerful. The four are 

Bluetooth, banner advertising on other mobisites, online and good old 

PR. Let us look at Bluetooth first. 

 

Oops… I just deactivated my Bluetooth 

 

Bluetooth is a proximity based communication solution that has been 

around for quite some time but has not yet really take off on a large scale. 

We are not surprised! It works between two Bluetooth enabled devices, 

such as two mobile phones, a mobile phone and a computer or a 

Bluetooth base station and a mobile phone. The two devices must be in 

close proximity to one another and must both have their Bluetooth 

function switched on. They can then exchange data such as text, audio, 

video or graphics.  

 

Bluetooth is punted by some marketers as “permission” based marketing 

because the device from which data is to be sent has to ask the device on 

which data is to be received for permission to do so. Only if you accept 

do you receive these data. The problem with this technology is that it is 

not permission based at all because it asks you for permission to send 

data whether you want to be asked or not. And it does not do so in a 

television or radio spot or on a poster or billboard, which you could 
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ignore. It asks you on your mobile phone, which is “always with me, 

always on and always personal”. Therefore, every time the “sender” 

wants to send you some data, your phone “beeps” to “ask your 

permission”. You can only escape this invasion of privacy by turning 

your Bluetooth function off. And guess what? That is what most people 

do.  

 

Bluetooth is punted heavily as the mobile marketing tool of choice for 

public- or semi-public places like shopping malls. The theory suggests 

that you, the marketer, can Bluetooth your (potential) customer 

“relevant” messages if he wants to receive them. That is if he accepted 

your request (“beep”) to receive them. An example might be a discount 

voucher for a restaurant in the mall. This, it is argued, is highly relevant 

and valuable because you are already in the mall and you have the choice 

to accept or not.  

 

Well, here is the problem. Imagine there are one hundred shops in the 

mall, many of them carrying more than one potential promotional offer at 

a time. If you are only asked by some of them if you want to receive their 

messages, then your mobile phone will be “beeping” constantly. Deeply 

annoyed, the chances that you switch off your Bluetooth are high. And 

knowing what to expect when you visit the mall again, you will make 

sure that your Bluetooth is switched off before you even enter. That is a 

reality! Besides, who is to say what your business is at a mall anyway? 
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Bluetooth has also been described as “location based marketing”, because 

you are “being marketed to” within a certain location. We have 

mentioned location based marketing briefly in the introduction and we 

were burning to elaborate on it. Trouble is, it just didn’t fit into any of the 

chapters. So, since we believe very little in location based marketing as 

we do in Bluetooth and since Bluetooth is sometimes described as 

“location based marketing”, we decided to talk about it now. Might just 

as well force-fit it into this chapter, right? Right! 

 

Just to be clear on the point about location based marketing, we are not 

referring to GPS supported search functions such as those offered by 

Google. GPS functions are distinctly different as they allow you to 

specifically find what you are looking for using coordinates. Perhaps if 

you are searching for a place to have coffee, a specific bookstore etc., the 

GPS functionality will guide you by assessing where you are in relation 

to the location you are looking for.  Just like location based marketing, 

these search functions use GPS to link your location to that of the 

business you are looking for. These services are relevant and valuable 

and they put you in charge!  

 

The idea behind location based marketing is that a company can detect 

where you are via tracking your mobile phone with GPS and then send 

you a “relevant” advertisement via SMS to your mobile phone. The 

applied technology is called Location Based Services (LBS). For 

example, if you are in the vicinity of a certain restaurant, the LBS can 
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pick up your location via a GPS chip in your mobile phone and send you 

a text message with menu specials. While the technology is different, 

LBS is based on the same “marketing” principles as Bluetooth: “if you 

come near me, I make your mobile phone go “beep”, whether you like it 

or not”. 

 

LBS has also been described as a “marketer’s dream tool”. But here is the 

problem: LBS is not mobile marketing at all. It is simply advertising. And 

because it mostly happens on your mobile phone without your explicit 

request or permission, it can also be a serious invasion of your privacy. 

So maybe it should be described as an “advertiser’s dream tool”. You see, 

just as with Bluetooth, LBS does not put the customer in charge. You 

cannot even prevent it by switching something off, like you would switch 

off your mobile phone’s Bluetooth function. You would have to switch 

off your mobile phone itself. Period. It is highly unlikely that you would 

do that, right?  

 

LBS is like sending unsolicited SMS’s to your customers’ mobile phone 

and that is illegal. The argument that your customers might be interested 

in an ad about your restaurant’s menu specials just because they are “in 

the area” is as presumptuous as it is preposterous. Mobile marketing, on 

the other, hand is about building and nurturing two-way communication 

relationships that have been initiated by your customers. What a 

difference!  
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What if your customer has asked to receive your ad messages as part of 

some opt-in campaign? Well, then LBS would be acceptable, ethically 

and legally. But then it would also not make any common sense. If you 

are hungry, you are looking for food, no matter where you are. LBS does 

not know when you are hungry, it only knows where you are. Why would 

you opt-in for a service that tells you about a product or service at a time 

when you might not require it? Is it not much more likely that your opt-in 

customer would log on to your mobisite to have a look at your menu 

specials when he is hungry and in the vicinity of your restaurant? So what 

you want is a mobisite with updated content, an ability to capture leads 

and that builds a two-way communication relationship with these leads. 

Forget about location based marketing and LBS. It is nothing but a 

gimmick, which another developer wants to sell to you. There. Location 

based marketing bashed. 

 

Okay, okay!! We have to admit that LBS and Bluetooth technologies may 

have their place. They can be useful in an airport, festival and perhaps in 

emergency situations when masses need to be “communicated” to 

urgently! But nope, as a marketing tool, we are certainly not convinced!  

 

So back to Bluetooth. Can you use Bluetooth to drive traffic to your 

mobisite? Technically yes. Should you use Bluetooth? No, never, ever! 

At least not for marketing purposes.  

 

Firstly, you pay for your message to be uploaded to a Bluetooth base 
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station based on the foot traffic around it. This is a CPM advertising 

model. Chances are that the majority of people who constitute this “foot 

traffic”, and for whom you pay to reach, do not even have their Bluetooth 

activated. Well, we guess you can then advertise your “Bluetooth” 

offering via banners and add to the bill. It still only boils down to a 

“spray and pray” tactic. For those with a pre-activated Bluetooth 

functionality, note the risk of being ignored because of the annoying and 

unsolicited “beeps” to the phone. Rather go with conventional advertising 

if you have money to burn. Then, at least, you only run the risk of people 

ignoring your message without hurting the brand. 

 

Banner advertising, oh yeah! 

 

What about banner advertising on other mobisites? Banner advertising on 

mobisites works just as Google AdWords does online, only the banner is 

much smaller of course. These banners are inserted in the mobisites of 

other publishers. There are a number of upsides for this marketing tool. 

With banner advertising on other mobisites you reach people who are 

already one hundred percent mobisite savvy. In fact, you reach them 

while they are actually on the mobile Internet, logged on to another 

mobisite. They can get to your mobisite with a simple click on your 

banner ad. That is a rather enticing proposition. Plus, you only pay for 

Click Throughs. That means you only pay if a person actually “clicks 

through” to your mobisite via your banner ad. In addition, you can define 

certain parameters that define on which mobisites your banners will 
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appear. You can also define your maximum daily ad spend. If your daily 

ad spend is exhausted because a certain number of people already clicked 

through to your mobisite, then no more banner ads are placed for that 

day. 

 

With banner advertising on mobisites you also get 100% accurate 

metrics, often in real time. If you monitor these metrics you can quickly 

adjust your offer, also in real time. Finally, you do not have to pay an 

agency to set all this up for you. Companies like AdMob 

(http://admob.com) offer solutions for your mobile banner campaign and 

you can book from the comfort of your desktop. Visit our Mobile 

Marketing Service Providers Resource Kit in Bonus Chapter 1 at the end 

of this book for a comprehensive list of companies that can run banner 

ads for you. We definitely recommend that you give banner advertising 

on other mobisites a try. It is cost-effective and it works.   

 

Online 

 

Online is an interesting variant of above-the-line advertising. It includes a 

wide variety of a seemingly ever-growing number of marketing tools. 

What started out with websites and banner ads, now comprises such 

diverse tools as Google AdWords, email marketing, Skype, MXit 

(although they initially started out as a mobile only instant messaging 

service or IM), Facebook, You Tube, Twitter and other social network 

marketing tools. What makes online advertising so exciting is its 



Mobile Marketing Winner$ 

 

  113 

potential immediacy and interactivity. It does not reach the depth of 

building personal relationships as is the case with mobile, but it is a great 

tool to mix and match. You should seriously consider it in your 

marketing mix. That’s if you have not already done so. Besides, we think 

it can make marketing a bit more exciting, adding a bit of social 

interaction to your campaigns! 

 

This is particularly true for social network marketing tools such as 

Facebook and Twitter, which are also increasingly accessed via mobile. 

These are all platforms that you can use to let your customers, fans, 

friends and contacts know about your mobisite. You can also use these 

tools to broadcast details about your mobile marketing campaigns. 

Similarly, you should use your website to tell people about what you are 

doing in mobile. And don’t forget You Tube, online banner ads and 

Google AdWords.  

 

 
2009 growth of user base accessing Facebook via mobile 

Source: Facebook 
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The only downside of online marketing tools is the fact that your 

customers are not able to click on a link that automatically opens your 

mobisite on their mobile phones, although they already are in an Internet 

environment. But they can click on your mobisite link and view your 

mobisite on their computer to get a taste of what awaits them on their 

mobile phone. You can also add a widget to your own website where 

visitors can insert their mobile phone number, click “send” and receive a 

SMS with a hyperlink to your mobisite. We will talk a little bit later 

about how you can use online to drive traffic to your mobisite. 

 

When you venture into mobile marketing you should definitely 

familiarize yourself, in detail, with social network marketing if you have 

not already done that. The two really go nicely hand in hand. It would go 

beyond the scope of this book to teach you about social network 

marketing, but there are competent people in the marketplace that can 

help you. You can find a selection of them in the Mobile Marketing 

Service Providers Resource Kit in Bonus Chapter 1 at the end of this 

book. 

 

PR – always a safe bet 

 

Which brings us to the last available tool that you can use to drive traffic 

to your mobisite, PR. Good PR is a very strong marketing tool in general 

and for your mobisite in particular. At least it is for now and we will tell 

you shortly why this is so. PR can, in essence, be an article in a 
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newspaper, magazine, or online. It can also be a report on television or 

radio, that was generated by either you, the marketer, or a journalist. If 

you are a good copywriter you may choose to write the article yourself, 

or you can get a PR agency to write it instead. In both cases the reader 

will not experience the article as advertising but rather as part of editorial 

content. PR can therefore be more believable and carry a lot of weight. 

PR does not have to cost you a pretty penny. This is if you write the 

article yourself, have relevant content and as an added benefit, have a 

good working relationship with the editor of your target newspaper or 

with the print media in general. That is one of the reasons why PR is such 

a great marketing tool, especially for small businesses. But even if you 

are heading up marketing in a large corporation, PR is cost-effective. You 

might not write the article yourself and you might not be in charge of 

placing it, but then you will most probably work together with a PR 

agency anyway. 

 

Your article must have a strong headline, or caption. This is best achieved 

with a short yet compelling announcement that is aimed at a particular 

target market and promises a specific benefit. But, do not sell your 

products or services and do not over-promise and under-deliver. 

Information about a free benefit can be news, while a pitch about a 

discount is advertising. The line between the two can sometimes become 

blurred. Anyway, one is free, the other is paid for, and in PR we do not 

want the latter, right? An example could be “Mobisite subscribers get 

free wheel alignment”. An additional angle to that story might be road 
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safety. Especially before national holidays! 

 

In the body of your article you then elaborate on the story. You have just 

launched your mobisite and you are the first in your industry, 

neighborhood or city, and the benefits for the public are A, B, C. That 

sort of thing.  

 

Of course, neither you nor your PR agent can guarantee that your article 

will in fact be published. That is why it needs to be relevant and of 

general interest and that is why PR about mobisites can still work 

wonders today.  

 

Mobisites are still largely regarded as a novelty and therefore 

newsworthy. It would go too far to give you a whole PR course in this 

book, but we can give you a couple of additional pointers that will boost 

your chances of getting your article published. We already said that it 

needs to be relevant and of general interest. Newspapers are always 

looking for interesting stories, something that benefits their readers. 

Community newspapers are particularly looking for interesting stories 

about something that benefits the community. If you work together with a 

good PR agency, they will know all this and guide you accordingly. But 

if you run a small business you can still benefit from investing some time 

in PR. 

 

Now, before PR professionals place a bounty on our heads, we are by no 
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means implying that PR is only about placing articles in the paper. We 

are aware of the complexities associated with the profession but for the 

sake of simplicity, we have “plucked” a single component to help us 

demystify “mobile” marketing complexities.  

 

So let us say that your mobisite is ready, you have defined a clear 

objective for its launch and it contains a compelling offer with relevant 

value for your (potential) customers. That alone gives you a good chance 

to get an article published, at least in your local newspaper. Call them up 

and find out if they have an IT editor. Yes, we know! We always say that 

IT guys know little about marketing and that is true about IT journalists 

too. But in this case it does not matter who gets your article into the 

newspaper. If the publication views the “mobisite” launch as IT news, do 

you really care?   

 

If you have not yet written the article, or if you are unsure about whether 

you can write a good piece, simply give them the story (although many 

journalists can be lazy, and your chances of getting published are higher 

if you have a well written article ready). If you have to give them the 

story, bring across your excitement about your mobisite and its benefits 

to the public. You could also come up with an additional benefit for the 

newspaper for publishing your article. Prizes and give-aways for their 

readers are usually good incentives. Something like: “The first five 

visitors who register on our brand new mobisite get a free meal to the 

value of XYZ” (if you own a restaurant), or “Register on our brand new 
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mobisite now and stand a chance to win XYZ” (if you own a restaurant or 

any other business). 

 

But we are getting ahead of ourselves. We will talk about how you get 

your customers to visit your mobisite in a minute. For now, just 

remember that there are more ways than one to let them know about your 

mobisite in the first place. It will take some time and effort as well as trial 

and error on your part to figure out which tool(s) work best to drive 

traffic to your mobisite. Once you know what works best for you, you 

must advertise your mobisite prominently with those tools. The keyword 

here is prominently. Do not hide it away somewhere in your ad, which is 

a practice we see only too often. Why invest  time and money only to 

then hide the fact that you have gone mobile? If you use this advice then 

your mobile investment will pay you back big time in no time! 
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Chapter 9: 

How to get your customers to visit 

your mobile base camp 
 

SMS Campaigns 

 

So far you have a mobisite and you have chosen the marketing tools that 

you want to use to let your (potential) customers know about it. The 

question now is: how do you get them to actually open their mobile 

phone browser, type in the domain name (URL) of your mobisite and 

visit you? The short answer is:  

 

Don’t!  

 

Do not confuse your customers with domain names like 

http://yourname.mobi or, worse still, http://www.yourname.mobi. This 

works for websites because we are all more or less used to having to type 

often ridiculously long URL’s in the browser of our computers. Luckily, 

in mobile, there is an easier way. If you use this easier method you will 

get more hits. Period! 

 

This easier method is called a SMS Campaign. SMS stands for Short 

Messaging Service. You should all be familiar with SMS by now. What 

you might not know however is that worldwide some 3.5 billion text 
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messages (SMS’s) are sent and received every day. This is according to 

2009 research by CTIA, the International Association for the Wireless 

Telecommunications Industry (http://ctia.org). This is more than the 

number of mobile phone calls and 300% up from 2007, with some of the 

biggest increases occurring in people over the age of 30. Wow, 

worldwide mobile phones are used more for sending and receiving 

SMS’s than to make calls!  

 

But even if you are not living in one of the countries where users SMS 

more than they call, or even if your target market makes more calls than 

sending SMS’s, we can safely say that, apart from knowing how to make 

a phone call, every mobile phone user today knows how to use the SMS 

function on his mobile phone. That is one of the reasons why SMS 

Campaigns have such a high response rate. Everybody knows how to 

send and receive a SMS. Another reason for the high popularity of SMS’s 

is that they are simple and relatively cheap. And KISS, Keep It Simple 

Safe, is always a winner to generate mass response. Thirdly, to send or 

receive a SMS all you have to do is to take your mobile phone out of your 

pocket, and often not even that, because the mobile phone is “always with 

me, always on and always personal”. 

 

Keywords and short codes 

 

SMS Campaigns consist of a keyword and a short code and they work 

like a bomb. The beauty of this tool lies in its simplicity. In your ads you 
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simply ask your customers to SMS a keyword to a short code. Always 

use all your advertising tools to prominently display a SMS call-to-

action. It does not matter whether you advertise on television, radio, in 

print, online (including on your website, with email marketing 

campaigns, on Facebook and Twitter etc.), on a billboard or indeed in 

your PR article. The SMS Campaign backup system generates an 

automatic response SMS of up to 160 characters and instantly sends it to 

the inbox of your customer. This response SMS can carry a short, 

personalized “Thank-You” note and the hyperlink to your mobisite. 

Something like “Dear John, thank you for visiting. To log on to our 

mobisite and benefit from our 20% discount offer simply click here 

http://yourname.mobi now”. All that your customer has to do is click on 

the link and he will automatically land on your mobisite. Voilá! 

 

You can choose any keyword you like, even key-phrases, but keep it 

short, memorable and in line with your corporate identity (CI). Say you 

are selling television sets, then your keyword should not be radio. You 

get the idea. If you want to send out personalized response SMS’s you 

would for example choose a keyword that consists out of your company 

name and the person’s name who sent you the SMS. Your ad copy might 

read something like “To visit our brand new mobisite and benefit from 

our 20% special discount, simply SMS companyname and yourname to 

33 445”. Be sure not to put your keyword or –phrase or your short code 

in inverted commas. People tend to take these instructions literally and 

might SMS “yourname” to “33 445”, including the inverted commas. 
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The SMS Campaign backup system will then not be able to decipher the 

message and will consequently not be able to send a response SMS. Lead 

lost! 

 

Service providers 

 

Short codes are assigned to you by a SMS Campaign service provider. 

We have included a list of SMS Campaign service providers in the 

Mobile Marketing Service Providers Resource Kit. You will find the Kit 

in Bonus Chapter 1 at the end of this book. Short codes can be four, five 

or more digits in length and this differs from country to country and also 

depends on your service provider. You can choose between a short code 

that is unique to your business or one that you share with other 

businesses. Do not worry about the sharing, because your keyword 

differentiates your call to action from that of another company. Your 

service provider manages that. The benefit of having your own short code 

is that you have more flexibility in choosing many different keywords. 

The downside is that unique short codes are more expensive. In addition, 

you have to pay for a guaranteed number of incoming SMS’s. If you 

choose a shared short code you do not have to worry about such 

additional costs. Taking into account that you only need one keyword to 

drive traffic to your mobisite with this SMS tool, we advise that you 

choose a shared short code at first. This also helps to keep your initial 

investment low and you can always buy more shared short codes at a 

later stage, if need be. If you run lots and lots of different SMS 
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Campaigns, in future you can still buy your own unique short code. We 

will talk about that later. 

 

The costs for short codes differ slightly, depending on your service 

provider and they differ greatly, depending on which country you reside 

in. You can pay from as little as US$70 a year for a shared short code 

without any set up costs in South Africa, to as much as US$900 a month 

plus US$1,700 in set up costs in the USA. While SMS Campaigns with a 

keyword and short code are extremely popular across the globe, they are 

also largely limited to one country. Some service providers operate in 

only one country, while others offer you to run SMS campaigns in more 

than one country. However, the short codes that are assigned to you and 

the price you pay for them will differ from country to country. You 

should therefore take some time out to consider if you want to drive 

international traffic to your mobisite or if your target market is based in 

only one country or location. But this is not really rocket science. If you 

have a m-commerce mobisite and want to sell your products across the 

world, you need to let people know about your business internationally. 

If, on the other hand, you run the local gym around the corner, you need a 

SMS Campaign service provider who operates in your country only. 

Common sense! 

 

It’s almost free 

 

Apart from the set up costs for your system, and obviously the 
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advertising costs to let people know about your keyword and short code, 

you really have no additional investment for your SMS Campaign. In 

fact, you can define if you want to make some money from receiving 

SMS’s and if yes, how much. We however advise against becoming 

greedy. Remember that your goal is to drive traffic to your mobisite, so 

you want as many people as possible to respond to the call to action in 

your ads. You have to tell them in your ad how much it will cost them to 

send the SMS to you and you should set a cost that is only a fraction 

higher than the cost of a normal SMS, if it is higher at all. The higher the 

price for the SMS, the lower your potential response rate. The effective 

price therefore depends on the cost of normal SMS’s and these again 

differ from one service provider to the next and from one country to 

another. 

 

Lastly there is still the cost of the response SMS, which is sent out by the 

system and which includes your Thank-You message and the hyperlink to 

your mobisite. But most service providers already include the cost for this 

SMS in their price plan, so it is effectively your customer who pays for it. 

 

Great! We are getting somewhere. You have your mobisite up and 

running, you spent “millions” on above-the-line (ATL), below-the-line 

(BTL) and through the line (TTL) advertising to inform people about 

your compelling offer as well as about your keyword and short code to 

drive traffic to your mobisite. “Millions” of people responded. But how 

do you now interact with them?  
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Chapter 10: 

How to interact with your customers 

once they visit your mobile base camp 
 

Tools, tools and more tools 

 

Here is a list of tools you can use to interact with your customers once 

they have visited your mobisite for the first time. Okay, some of the tools 

you can also use even if you do not have a mobisite, but remember the 

mobile base camp? Remember continuity? Longevity? Building Quality 

Leads™ versus costly and pointless once off mobile campaigns? You 

already know enough about mobile marketing so let’s not even go there! 

So here are, in no particular order, mobile marketing tools you can use to 

interact with your customers once they have visited your mobisite for the 

first time (drum roll): 

 

SMS 

MMS 

Keywords & short codes 

Competitions 

Phone calls (yip, the mobile phone is, after all, a phone) 

Games 

Forms 

Questionnaires 



Mobile Marketing Winner$ 

 

  126 

Text downloads 

Audio downloads 

Video downloads 

Graphic downloads 

Applications 

Subscriptions 

Loyalty programs 

Bluetooth (then again: rather not) 

Banner ads 

Splash screens 

USSD 

m-commerce 

Wallpapers 

Screen savers 

Registration forms 

Have you heard the one about the old man and… (just joking, that is not 

one of the tools) 

Information services 

Entertainment services 

Education services 

Edutainment services 

Vouchers 

Tickets 

Coupons 

Directories… 
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Okay, we are stopping now. There are probably some more tools, either 

already available or in development. But you get the general idea. Sounds 

overwhelming? It is at first! The challenge is to choose the right tool for 

your mobile campaign. Remember that you launch your mobisite with 

one mobile campaign that has one, clearly defined objective. Then you 

run another mobile campaign with another clearly defined objective. 

Then another one, and so on. That obviously makes it a bit easier. The 

salami tactic. One slice at a time. Of course, you might use one tool again 

and again or another one not at all. And remember that you can mix and 

match where it makes sense. The art is not to go through the tools one by 

one and pride yourself that you have tried them all. Although you might 

try one of the tools and it might not work for you. That is also okay. Then 

you know. Confused? Not to worry, we will look at the various tools and 

explain their pros and cons, their strengths and weaknesses.  

 

A word of warning 

 

But before we do that, another word of warning. You might be tempted to 

push unsolicited messages to your database. An unsolicited message is 

basically any message that the recipient has not explicitly requested to 

receive. This is nothing more than illegal spam and while you might get 

away with it for some time, your will eventually be fined and the sheriff 

will get you! So even though it is comparatively cheap and might initially 

even produce some results for you, never push unsolicited messages. 

Ever! The prime directive in mobile marketing is to respect the privacy of 
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your customers. The mobile phone is “always with me, always on and 

always personal”. If you invade this sanctum of your customers, which is 

their most private space next to physically being with you, you will only 

lose out. 

Maybe not immediately, but eventually.  

 

We now want to teach you about the tools you can use to interact with 

your customers. These tools are meant to help you enter into a one-on-

one, two-way communication relationship with them, a dialogue. Some 

of the tools can easily be used to push unsolicited messages, illegal spam. 

Once again, resist the temptation. Aside from harming your brand, you 

also risk being reported by a disgruntled recipient of your illegal spam. 

You will then join the illustrious list of monetarily penalized companies 

that are published monthly on http://www.waspa.org.za. This is only the 

beginning if you are smart enough to be following legislation. 

 

Okay, back to a lighter tone. Let us now look at the various tools that are 

at your disposal. 

 

Bulk SMS 

 

This is the most basic tool to interact with your customers and you will 

most probably be using it a lot. You will find a lot of references to this 

tool later on in the book. We have already spoken, at great length, about 

SMS Campaigns. But these campaigns require the conscious action of a 
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person, sending you the initial SMS to make contact. You, or rather your 

SMS Campaign backup system, merely replied. However, you can also 

send out bulk SMS’s to your database. These messages can somehow be 

compared to email marketing but they are immensely more focused and 

personalized. SMS’s are opened 97% of the time, while emails are only 

opened 5% of the time. True, SMS’s are limited to 160 characters, but 

they can be very, very powerful. Some service providers also allow you 

to send longer messages and these messages end up in the inbox of your 

recipients as two or more separate SMS’s. We however recommend that 

you stick to sending out only one SMS, which is limited to the 160 

characters. Remember KISS?  

 

Bulk SMS’s are a form of communication with which you can reach your 

customer at any time and at any place. Email in-boxes flow over with 

spam that is mostly deleted while on the other hand, SMS’s are opened 

97% of the time. Yes, we said it again because this is the amazing bit! 

What is more is that 83% of SMS’s are opened within the first hour of 

being received. Secondly, if the 160 characters of a SMS are not enough 

to convey your whole message, you can include a hyperlink to your 

mobisite where your customer gets the full story. Better yet, this is where 

your customer can download a video, take part in a competition, redeem a 

voucher or simply buy a ticket. The list goes on! 

 

So you see, once your customer has visited your mobisite for the first 

time, you can use bulk SMS’s to continue to engage him with what you 
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have to offer. But you may and should only legally do so, If he has opted-

in for this service! And please, please remember to always include an 

option for your customer to opt-out from receiving further SMS’s from 

you. We will talk more about these legal issues in Part V. If a customer 

has opted-in to receive SMS messages from you, you can SMS him 

information that sends him back to your mobisite again and again to get 

the full monty. You can even personalize these SMS’s and send them to 

your customers at a time when they want to receive them.  

 

Here is an example. Let us say you own a building supply warehouse. 

You drove initial traffic to your mobisite using a SMS Campaign as 

described earlier. Obviously only customers who are actually interested 

in building supplies would respond to your ad in the first place. Your 

customer is now logged on to your mobisite to learn more about your 

“20% discount offer”. Once he is there, you can ask him if he would like 

to receive information via SMS about additional discounts as and when 

you run a relevant promotion. You might even sweeten his “yes” with an 

additional piece of chocolate. To receive this additional information he 

must fill out a form and if he does so he is automatically entered into a 

prize draw. A car always works. Just joking! On this note, do not forget 

to include the date on which the prize is drawn, as well as when and how 

you will announce the winner! 

 

So your customer clicks “yes” and that lands him on a form page. Here 

you can ask him his name, mobile phone number, products of interest (a 
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plumber is not necessarily interested in your special offers on garden 

tools) and the preferred time of day that he wants to receive your 

information via SMS. He fills out the form, right here, on his mobile 

phone when and where you first engaged him, and clicks “send”. The 

information lands in your email in-box and you can capture it in an Excel 

spread sheet. If you invested a little bit more in your mobisite, it would 

automatically land in a database. You have now already much more 

information about your customer than only his mobile phone number and 

your initial lead is starting to become a Quality Lead™.  

 

You can now also personalize future SMS’s because you know your 

customers’ name, which information you should send him and at what 

time of the day he prefers to receive it. Just do not give him the option 

“twenty-five minutes after 2 pm”. Rather give him three choices, for 

example something like “between 08h00 and 12 noon; between 12 noon 

and 17h00; between 17h00 and 20h00”.  

 

You will have to pay for the SMS but how more direct can you market to 

your customers? This is the closest you can get aside from actually 

speaking to them in person. This is a one-on-one, two-way 

communication relationship at its best. 

 

In addition, imagine how valued John feels because you are really 

responding to his personal needs, likes and dislikes. That does not mean 

of course that you have to send out SMS’s one by one. Remember we are 
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talking bulk SMS’ing here. In all likelihood John is not your only 

customer who clicked “yes” when you invited him to receive more 

information via SMS. He will also not be the only one who is interested 

in plumbing. Nor will he be the only one who wants his information 

between 08h00 and 12 noon. So you group all customers who are 

interested in plumbing and want their information between 08h00 and 12 

noon. When you build this database of Quality Leads™ correctly, you 

only have to formulate the SMS and click “send”. Your system might 

even build the database automatically as suggested earlier. In either case, 

you simply upload it to your bulk SMS system, and the system does the 

rest. Including inserting John’s name.  

 

Your SMS should obviously send John back to your mobisite. 

Continuous engagement. It could read, for example, “Hi John, we just 

unpacked the latest Hans Grohe products. Watch a product video and get 

15% discount when pre-ordering on your mobile. http://yourname.mobi”. 

And when John clicks through to your mobisite you give him what you 

promised, a video download and a 15% discount order form. This is also 

an opportunity to offer him something new should he part with a little bit 

more personal information. And that is how you engage him further, 

collect more information and make John a Quality Lead™ and a loyal 

customer who feels truly valued by your company. 

 

Just another quick word of warning before we look at Bulk MMS’s. 

Show restraint and do not get too cute in your messaging. Do not try and 
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push too much info into your 160 character SMS. By all means please do 

avoid using acronyms unless you are running a campaign to a “short-

hand” friendly audience. You can appreciate that the SMS shorthand of 

teenagers can come across as pandering. “By the way, we have a special 

offer for you” should not become “BTW, w hv a spcl offer 4u”. Also, do 

not send out more than two SMS’s a month to the same customer. Do not 

expose your customers to a message overload. They will lose interest and 

start to ignore you, maybe even opt-out from receiving your messages. 

Even the best meal loses its appeal when served three times a day, every 

day, every week, every month...  

 

Bulk MMS 

 

MMS stands for Multimedia Messaging Service. It is much like SMS in 

terms of how you send it to your customers’ mobile phones and how they 

receive it. However, it is not just text but can include an image, sound, 

even moving pictures. This is why it is also called rich media content. 

You can also include hyperlinks in MMS’s just like in a SMS. 

 

While Bulk MMS’s are becoming more and more popular among mobile 

marketers, it is still debatable whether they are a better communication 

tool than SMS. Remember KISS, Keep It Simple Safe? A SMS, being 

text only, is undoubtedly simpler than MMS. Opening it, reading it and 

responding to it is therefore also simpler than with a MMS. But MMS’s 

offer a richer user experience when you open them.  
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Since a mobile phone is such a personal device, each of your customers 

has their own user preferences. That means that some customers might 

prefer to receive your messages as MMS, while others prefer to receive 

them as SMS. If you feel that the customer info updates that your 

company sends to its customers about its products or services should be 

in MMS rather than SMS, then give that a try. You can simply test which 

is more acceptable to your customers. 

 

Alternatively you can simply include a question in the form in which you 

ask your customer at what time he would like to receive your message. 

Include a field that asks for his preference for receiving your message, 

allowing him to tick either “SMS” or “MMS”. That is one of the beauties 

of mobile marketing. In this one-on-one, two-way communication 

relationship, you do not have to rely on spending money on market 

research. Your market research simply becomes part of your campaigns 

that build you Quality Leads™. You just have to love it! 

 

Content 

 

This is a very exciting tool with which to engage your customers because 

it is so versatile. It can include text, audio, video, graphics, even games. 

Content also works great together with another tool, subscription 

services. We will talk more about that later. Once again, you can alert 

your customers about new, exciting content with a simple SMS that 

includes a hyperlink to your mobisite. When they click on the hyperlink 
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and land on your mobisite you direct them to where they can download 

your content. Content can be free or you can charge a fee for it, 

depending on your objectives. This is also another opportunity to build 

Quality Leads™ because you can ask your customers to answer a couple 

of questions before they can get your content if you offer it for free. You 

have to make sure however, that the questions that you ask are relevant to 

the campaign you are running.  

 

For example, if you own a liquor brand and run a competition of who can 

mix the best cocktails, you have to ask your customers for their age. This 

is actually a legal requirement. But in addition, you can also ask them 

where they usually enjoy their favorite cocktail and this gives you yet 

more information about who your customers are. As a Thank-You for 

answering the questions you can offer a free music download of perhaps 

the latest party dance track. Just clear the copyrights first! Building 

Quality Leads™ now. How are we doing so far? 

 

Content is also a two-way communication tool because not only can you 

offer it to your customers, you can also ask them to provide you with 

content. Let’s go back to our “who can mix the best cocktail” competition 

example. Here you could ask your customers to simply submit a recipe 

by typing it into a form field and click “send”, or you can ask them to 

MMS you a video of how they mix the cocktail and they can even shoot 

the video with the camera function of their mobile phone. This can also 

work great for any photographic competition where the best shot wins. 
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See, this can also be a lot of fun for you and your customers! 

 

Here are some examples of content that you can offer your customers. 

Text can include a recipe and a shopping list. Audio can include anything 

from the “joke of the day”, ringtones or full music tracks. You could 

offer your customer a free download of the latest hit single and tag it with 

your brands’ name, as in “The hit of the week is proudly brought to you 

by ABC”. Once again, remember to clear the copyrights first! This is a 

simple branding exercise that helps your brand to remain top of mind in 

the heads of your customers and in addition it creates an image of a 

company that gives back. It is also a great incentive for your customers to 

re-visit your mobisite often and find additional offers of interest.  

 

A video can be a series of driving lessons, a virtual tour of your new golf 

course, a test drive in your latest sports car or an electronic press kit 

(EPK) for the latest theatre or DVD movie release. You know, the type of 

“behind the scenes report” with interviews of the stars, director or 

producers that we see as fillers on television. Graphics could be 

something as simple as wallpapers or the “comic strip of the day”, 

branded of course. Games can be branded and also serve as a value add to 

your brand. 

 

Be creative and mix and match. When you put together a campaign, think 

of which content tools can add most value. For example, you might run a 

campaign for which you design a really sexy wallpaper. You could then 
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ask your customers to save this wallpaper as their mobile phone 

screensaver. If it is attractive enough they will do so. Just think of how 

many people would stick a Nike logo on their car. In this way your brand 

and the campaign stay on top of your customers’ minds. You could also 

offer a “lean and mean into the summer” series of cooking show videos 

that demonstrate how to cook healthy meals. You could mix this with text 

downloads of the recipes. Alternatively,  you could offer a branded game 

with prizes such as discounts on your products for reaching a certain 

amount of points in the game. Games can also be interactive, allowing 

your customers to play “against each other”, compare their scores and 

“beat their competition”. The possibilities are endless and are only 

limited by your imagination and your budget. 

 

But be careful. Do not make this complicated. Content tools offer such a 

large variety of ways in which to engage your customers that it is easy to 

overdo it. Think of one campaign at a time with one objective in mind. 

One-at-a-time. The good news is that, with all the possibilities to engage 

your customers with content, you won’t quickly run out of ideas and you 

can run a lot of campaigns. This helps your marketing objective of 

engaging your customers continuously on mobile and it is great for 

building Quality Leads™ quickly. 

 

Forms 

 

Forms are a simple yet powerful tool that you can use in combination 
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with other tools, such as for entering competitions or answering some 

questions before being allowed access to free content. They can also be a 

stand-alone function for subscribing to a loyalty program. This all 

depends on the campaign you are running. You can alert your customers 

via Bulk SMS and send them to your mobisite to access the form. 

 

Once again it is only your creative imagination that limits your use of 

forms as a tool to engage your customers. Just remember to keep the 

forms short with a maximum of ten fields. 

 

Competitions 

 

This is another very powerful tool with which to engage your customers. 

The immediacy and personal nature of the mobile phone make 

competitions one of the best mobile marketing tools. Most competitions 

that include a mobile component are advertised heavily with above-the-

line advertising tools. Usually they ask people to SMS some kind of 

keyword to a short code to enter the competition. Competitions are often 

used as promotions and to build the countless databases of worthless 

mobile phone numbers, which we discussed earlier. Not to worry, we 

show you how to properly use competitions on mobile. 

 

Now, note that this can be an expensive exercise but optimized mobile 

marketing can give you so much more for your competition campaign 

investment. Let’s say that you have built a large enough database of 
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Quality Leads™. You can let your customers know about your 

competition by simply sending them a SMS. This is much cheaper than 

punting it via above-the-line ad campaigns. If your competition is 

structured right, you can also benefit from viral marketing, which is one 

of the potentially strongest, “built in” features of any mobile marketing 

campaign. 

 

Ideally you should let your Quality Leads™ customers know about your 

competition by sending them a SMS with a hyperlink to your mobisite. It 

could read “Hi Peter, win a weekend-long test drive in the new ABC. 

Click here to enter: http://yourname.mobi Please forward this message to 

a friend”. Of course, if you do not yet have a large enough database of 

Quality Leads™ or want to give its growth a burst, you can still advertise 

your competition above-the-line and drive entrants to your mobisite. This 

will be achieved by using the SMS Campaign method, which we 

described above. Once people land on your mobisite you can direct them 

to a page with the competition details and here they can fill out a form to 

enter. No fuss. Simply fill out a form and click “send”. This offers you an 

opportunity to collect additional information about your customers as 

mentioned earlier.  

 

You can also include content tools to make your competition more 

attractive and, in the process, share more information about your 

company, its brands, products or services. Do not forget that content can 

work both ways. You can make certain content available to your 
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customers and hide clues, for example in a video. This encourages them 

to view the video closely and be exposed to the message you want to 

communicate. They could then fill out a form with the clues and simply 

click “send” to enter the competition. Or you could ask them to produce 

content themselves, something that is relevant to your brand, and upload 

it to be published on your mobisite and voted for.  

 

For example, the manufacturer of mobile phones could run a competition 

where his customers are asked to take pictures with the mobile phone 

camera and upload them. Apart from being fun, this also allows your 

customers to experience the quality of the mobile phone’s camera 

features. You could argue, of course, that you do not want to talk to a 

customer who has already bought your product. However, this is short 

sighted because in marketing you can have many different objectives. 

You could simply want to create hype around your product, using the 

positive experiences of your existing customers. Brands like Apple do 

this all the time… 

 

One more thing…please do announce your winner! There is nothing 

worse than entering a competition to never be told if you have won or 

not. This is most annoying if you really wanted the prize!  

 

Loyalty Programs 

 

One of the leading tools to continuously engage your customers with 
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your mobisite, and thereby with your company or brand, is a loyalty 

program. Loyalty programs are also a great reason to send your 

customers Bulk SMS updates. Your customer might have already 

subscribed to a Bulk SMS update service, such as the ones described 

above, and he might therefore receive invitations to promotions, 

competitions, product news etc. But all these updates are about you, your 

company, your brand, your products and services. On the other hand, if 

you can send these types of Bulk SMS updates to your customer as part 

of a loyalty program that he signed up for, then it is about him. (Don’t 

worry, “she” also forms part of your customer base)  

 

It is not anymore about “your product” or “your service”, it is about “his 

club”. Consider this! In general principle, are you more interested to hear 

news about your friends’ children or your own? Exactly! 

 

But here is the problem! A loyalty program sounds like a really great 

investment and, just as in the case of competitions, the immediacy and 

personal nature of the mobile phone make it an even stronger marketing 

tool. Loyalty programs were designed for client retention, the idea being 

that if you are, for example, a loyalty program member of one hotel 

chain, you would not book a room in another while travelling. This is 

simply because you perhaps receive significant discounts, special offers 

and the like. Often you get a credit card sized “membership card”.  

 

Sadly, more often than not, the day-to-day experience by members of 
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loyalty programs is little if nothing to write home about. We personally 

know about loyalty program members of a South African hotel chain 

whose frustration grew over a twelve months period of their initial 

membership. Needless to say, they did not renew the membership. 

Rooms were often not available, price quoted was higher than stipulated, 

last minute bookings over weekends were impossible or restaurant 

discounts excluded the best meal items. The list goes on and all of this 

happening to a paid-up club member. 

 

We do not know what was in the small print of that particular loyalty 

program and what was not. The point is that our friends got frustrated, 

simply because accessing the benefits which this particular loyalty 

program promised was either made difficult for its members, or not 

possible at all. Imagine you pay for a club membership and then you 

cannot access its benefits over weekends, while everybody else has the 

privilege of being able to make last minute bookings. 

 

So, if your loyalty program is not 100% healthy, we advise that you scrap 

taking it mobile. This will do more damage than good to your brand. 

However, if you have a simple, straightforward loyalty program that 

works, then mobile is the best platform to engage your customers. Let us 

look at an example. 

 

Imagine you own a bookstore, or a chain of bookstores around the 

country. You already have a loyalty program and bookworms can sign up 



Mobile Marketing Winner$ 

 

  143 

the usual way. This is by filling out a piece of paper with some of their 

details, tick the box that allows you to send them updates on new 

releases, specials and promotions. In return, they receive a club card with 

their own membership number, which they produce every time they buy a 

book. Your system then allocates them points that can be redeemed for 

discounts. Nothing out of the ordinary.  

 

Now imagine the same thing on mobile. First, you drive traffic to your 

mobisite by using the SMS Campaign method described above. Then you 

invite your customers to join your loyalty program straight from their 

phone. They simply fill out a form, including a username and password, 

and click “send” and the form ends up in your email in-box or the lead is 

automatically captured in your database. Remember that you can segment 

your customers by building Quality Leads™, so the first advantage is that 

your communication will be much more targeted when you send out Bulk 

SMS’s with information about new releases, specials etc.  

 

These Bulk SMS’s obviously include the hyperlink to your mobisite, 

allowing the members of your loyalty program to visit you immediately. 

Using their user name and password, they access a “members only” 

section on your mobisite where they can view your latest offers. You 

could now offer them a discount for pre-ordering their book of choice 

right here and now, while they are on your mobisite. They simply fill out 

a pre-order form, click “send” and the form ends up in the email in-box 

of their branch of choice. All the branch needs to do is reserve the book 
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for collection and this could be done for a limited period of time, say ten 

days.  

 

The key is that you do not need to design an intricate loyalty points 

system. You simply reward your customers for signing up for your 

loyalty program. That alone gives you so much information about them 

that you can market much more directly, thereby increasing your “hit 

rate” dramatically, and with it your turnover. Remember that your 

customer has explicitly told you what he wants!  

 

But that is not all. You can make it even easier for your customer by 

allowing him to make his purchase and pay for it straight from his phone. 

We will talk about these opportunities in more detail in the next part of 

this book. 

 

Vouchers and Coupons 

 

You all know about vouchers and coupons that are used by marketers to 

drive sales by entitling customers to some form of added value or 

discount. You might be a brand owner who attached a voucher to your 

product, and when someone buys it they can redeem it for something of 

additional value. Maybe they buy your cake flower and receive a voucher 

for a recipe book on baking. Or they have to collect 10 vouchers to 

receive the recipe book for free. Let’s also say that you are a retailer and 

publish a one-pager filled with coupons for various discounts on various 
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products in the local newspaper every week. This is something that we 

see supermarkets doing very often. 

 

Well, vouchers and coupons work even better on mobile because the 

mobile phone is “always with me, always on and always personal”. 

Vouchers and coupons are a big hit in the land of marketing milk and 

honey. In the USA, both print and mobile coupons are available to 

consumers. Unfortunately, Africa is rather slow on the uptake and this is 

due to a variety of factors, including “pride & prejudice” (sorry Jane). 

Don’t get us wrong here,  developers in Africa do have their story 

straight. Coupon redemption technology is widely available in Africa. 

The challenge lies with retailers who don’t understand system 

compliance and conversions. Then there’s the ignorant and “old-school” 

marketer who is still waiting for his boss to approve his attendance of a 

“digital” workshop of some sort.  

 

If you don’t believe us, here is an actual recent example of the “uptake” 

of a voucher solution by a South African coffee shop chain. A 

development company offered a coffee shop chain the following solution: 

(potential) customers could SMS a keyword to a short code and would 

immediately receive a response SMS with a unique code that could be 

redeemed for a small Cappuccino at any of the chain’s branches. Each 

code could only be redeemed once and each phone number could only 

receive one voucher. Genius! Imagine how that would drive foot traffic 

into the coffee shops. Apart from the branding exercise and positive 
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imaging you would also expect customers who redeem the vouchers to 

buy something to go with their coffee. A bagle maybe or a sandwich. So 

this campaign would also be an additional money-spinner for the coffee 

shop chain. And because the campaign is so sexy, customers would tell 

their friends about it who would sign up too. We know because 

everybody we told immediately SMS’s the keyword to the short code to 

get their voucher! 

 

But here is the catch: the coffee shop chain wanted the development 

company who devised a system to drive foot traffic into their stores to 

pay for the coffee. Yes, you read right. Instead of making money from 

making money for the coffee shop chain the development company had 

to bring money to the table. They did so initially to prove their point in a 

test run, but they also asked us quickly not to tell too many people about 

the campaign because they had to pay for all the coffee. And to add insult 

to injury they had to pay the retail price for the cup of Cappuccino, not 

the cost price. Do you know the mark-up for coffee? It is one of the 

highest marked-up beverages in the world. 

 

Looking at the redemption rate of mobile vouchers, the immediacy with 

which they can be distributed, the fact that you save on printing costs, 

potentially reach of millions of customers all at the same time and on a 

shoestring budget, we expect that African brand owners and retailers will 

soon wake up and implement this amazing tool. Until then however, 

vouchers and coupons will only remain moneymaking machines for 
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companies in the US and other countries that have more marketing savvy. 

If you plan on using vouchers and coupons in your mobile marketing 

campaign then you can do that in one of two ways. You might want to 

send them directly to the mobile phones of your Quality Leads™. This 

could be a very focused campaign, based on the information you have 

already gathered about your lead. For example, if you own a brand with a 

range of health products and you know which of your customers are 

particularly interested in which product from your range, you could send 

those customers a coupon for a discount on that product. This works 

beautifully if you have a mobile loyalty program as you know exactly 

what your customer buys from you. Alternatively, you could send them a 

voucher for one month free training at a gym with which you partner for 

the campaign. Maybe for their birthday?  These customers would be 

grateful for the vouchers or coupons and would appreciate your personal 

interest. Consequently, your business would generate more turnover. 

 

If you are confused about this, just take a look at how vouchers and 

coupons are being used in e-marketing campaigns. If you are already 

doing that, you now have a higher hit-rate opportunity when going 

mobile. 

 

On the other hand you might want to inform your customers via SMS 

about a range of vouchers or coupons for different products, which they 

can download from your mobisite and from which they can choose. In 

this case you would be initially less specific in choosing the customers to 
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who you send the SMS. In fact you can use this campaign to gather 

additional information about your customers by tracking which vouchers 

or coupons they download, who downloaded more than one etc. 

 

In both cases the tool is great for continuing to engage your customers 

and to also boost sales. 

 

Subscription Services 

 

Let us say first of all that, when we talk about subscription services, we 

do not refer to the scams that are heavily advertised on television. You 

know, the once that trick you into SMS’ing a keyword to a short code to 

receive a ringtone of a “singing monkey”, while actually locking you into 

a contract that automatically debits your phone bill with US$50 a month. 

This questionable business model also offers games, pics of bare breasted 

women, daily prayers and the like. Because you can hardly ever read the 

small print and the full Terms and Conditions are only found on a website 

which few people can access, we feel that this business model is 

unethical. It also negatively affects the image of mobile marketing among 

the public and we strongly disassociate ourselves from it.  

 

The subscription services we are talking about would be found on your 

mobisite. The implications of subscribing must be clearly spelled out and, 

most importantly, there must be a clear opt-out option. 
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Subscription services are a nice to have branding tool. This is because 

your customers subscribe to a service and automatically receive 

information in their mobile phone in-box. Since you would brand the 

subscription service, you stay on top of your customers’ minds whenever 

they receive an update. You can also use it to keep your one-on-one, two-

way communication relationship with your customers going. For 

example, if your subscription service is SMS based, you can include 

additional information and a hyperlink that drives your customers to your 

mobisite.  

 

Depending on your business you can either provide a subscription service 

that originates with what you have to offer or a service that is perceived 

as a value-add. This could be a goodie that you give your customers 

either for a fee or free of charge. Be careful that the content of the 

subscription service complements your brand, product or service. If you 

publish a sports magazine you would be better advised to offer a F1 news 

subscription service rather than updates on political news from around the 

world. If you offer the subscription services for free they are also another 

way to build your Quality Leads™ through asking your customers some 

questions before they can actually subscribe. 

 

You will notice that subscription services are closely linked to content of 

some sorts. Your customers can subscribe to a service on your mobisite, 

using a simple form, and you would deliver it to their mobile phone. For 

example, they could subscribe to the above mentioned F1 news service 
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and would receive a pre-defined number of branded SMS’s with F1 

updates, such as headlines, and possibly links back to your mobisite to 

access additional content. This subscription service would also work 

great if you are in retail and sell tires or parts to tune a car, if you are a 

brand that is already somehow involved in F1, like a car manufacturer or 

any one of the teams’ sponsors. 

 

Subscription services can be delivered to the mobile phones of your 

customers as Bulk SMS, Bulk MMS, audio-, video- and graphic files. 

Which format you choose depends largely on the content and if you want 

to e.g. include hyperlinks to your mobisite or not. When you find the 

right match between a subscription service and what your company has to 

offer, you will have a tool that can create a very strong, loyal bond with 

your customers.  

 

Banner Ads and Splash Screens 

 

We already discussed how powerful banner ads can be in driving traffic 

to your mobisite. However, you can also use banner ads and splash 

screens (full page banner ads) on your own mobisite. Remember that you 

already learnt about a number of tools that you can use to drive your 

customers back to your mobisite again and again. Once they are there 

they will be browsing and you can use this behavior to inform them about 

other promotions, specials, competitions etc. 
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Why would you advertise a competition on your mobisite if you already 

sent out Bulk SMS’s to your database to alert them to it? Well, there are a 

number of reasons. You could have sent out the Bulk SMS that advertises 

the competition two weeks ago. This week you sent out a Bulk SMS for a 

different campaign, but the competition is still running. So you insert a 

splash screen that appears, while your customer is browsing your 

mobisite, as a reminder. Also, we mentioned earlier that 75% of all 

mobile Internet traffic comes from search engines. Chances are therefore 

considerable, that sooner or later someone will find your mobisite via 

search instead of via your SMS Campaign. This someone is a new lead 

and she would have not received your Bulk SMS about the competition. 

Coming across the information about your competition while browsing 

your mobisite is an additional “hook” to catch the lead. This is also true 

for friends of your customers who are visiting your mobisite because they 

received an invitation. They, too, would not yet know about your 

competition. 

 

So you can use banner ads and splash screens on your own mobisite as 

another tool to promote your mobile marketing campaigns. Better yet, 

you can generate additional income by offering advertising on your own 

mobisite. 

 

USSD 

 

USSD is a technology that works on all mobile phones, they don’t even 
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have to be WAP enabled. You can use this tool if you run a campaign 

that includes a lot of questions and answers, for example a treasure hunt. 

You could use SMS in the same way, but USSD is much cheaper. In 

essence your client would dial, for example, *123# and then click “send”. 

She would receive back a text message with various numbered options. 

She can choose an option by clicking on its number, using her mobile 

phone keyboard (1, 2, 3 etc.) and then click “send” again. The response 

she receives would depend on the number she clicked on and could 

include more options that can be chosen by again clicking the 

corresponding number and then “send”. 

 

This mobile technology is widely used by banks in South Africa to 

simplify the banking process for customers in rural or remote places. 

 

You can use this technology for special campaigns, for example a 

treasure hunt or for a competition with multiple questions. It is very easy 

to use and not at all expensive to set up. Your biggest challenge is to 

come up with creative ideas. That is yet another reason why you should 

work together with a mobile marketing strategist. At best, apply your 

marketing know-how, as this is the kind of stuff you are being paid for as 

a marketer. Right?  

 

Similarly to the other tools described above you can use Bulk SMS to 

point your customers to a page in your mobisite where you explain your 

campaign and from then on it is USSD all the way! 
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Phone Calls 

 

Ah! Saving the best for last. Well, almost. With all the amazing things we 

can do with our mobile phones, and with all the exciting ways in which 

we can use them as a marketing tool, it is sometimes easy to forget that 

they are also actually telephones. You can use them to make and receive 

calls. It might not be the tool with the best reputation, what with all the 

unsolicited calls we receive. These calls usually come during the evening 

hours and the voice on the other end is usually some poorly trained 

student who tries to prep up his pocket money by selling us an insurance 

policy. Despite this, the actual “mobile” phone still remains a marketing 

tool. You just have to know how to use it properly, know your legal 

boundaries and of course, the right etiquette.  

 

Luckily, as we discussed earlier, you can actually ask your customers on 

your mobisite about their likes and dislikes. You can ask them if they 

want to receive information from you and if yes, what type of 

information. You can ask them when they would like to receive this 

information and how. You can do that by simply adding “by phone call” 

as a field to the “by SMS” and “by MMS” options.  

 

What could you possibly have to say to your customer over the phone 

that he might be interested in? Well, pretty much everything that you can 

communicate using any other of the tools that we describe here. Your 

customer could take part in a competition and you could design it in a 
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way that involves a personal phone call. Or your customer might want to 

discuss which products to use for a particular construction job and you 

might offer “on the spot” discounts during the conversation. Now 

remember that using a mobile phone to make calls works two ways, just 

like all of the other tools. So you could, for example, run a promotion 

where your customers can call in to ask a celebrity a question. 

 

Once more there are countless options and it is up to your creativity to 

come up with what works best for you. 

 

m-Commerce 

 

Okay, this is really the last tool that we are going to mention. However 

we will not say much about it right now, except that it is so exciting that 

we actually devoted the whole of the next part of this book to it. We will 

get there in a little while. 

 

We are convinced that you have noted by now how you can mix and 

match the different mobile marketing tools to create exciting campaigns 

that entice your audience, grow your database of Quality Leads™ and 

increase your sales. Is that not much more fun than running boring 

“SMS-this-keyword-to-this-short-code” campaigns? Just a thought! 

Anyway, after creating your mobile base camp, your mobisite, and after 

driving traffic to it with the use of SMS Campaigns, which you advertise 

in various media as well as with PR, you engage your customers 



Mobile Marketing Winner$ 

 

  155 

continuously with the use of some or all of the above tools or with a mix 

of them. Obviously you want to know exactly what impact your mobile 

marketing campaigns have. We promised you that you can measure your 

mobile marketing campaigns with 100% accuracy.  

 

Read on to learn how.  
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Chapter 11: 

How to measure the impact 

of your mobile marketing campaigns 
 

Why you don’t need Nielsen 

 

Michael P. Ryan noted back in 1968 that "Advertising research is one-

half frustration, one-half exclamation point, and one-half question-mark. 

If this adds up to more than one hundred percent, it proves that 

mathematics and research sometimes gives confusing results."  

 

As a marketer you not only need to come up with objectives and a 

strategy that helps you to achieve these objectives. You also have to have 

measurement tools in place that help you along the way, guiding you to 

doing the right thing at the right time in the right place. You need to do 

advertising research. That is why companies such as Nielsen are so 

powerful. They provide these facts and figures and you rely on them to 

plan and evaluate your campaigns. The fact that Nielsen figures are 

largely guesswork which sometimes produce confusing results when 

compared to the accurate science of mathematics, until mobile, they are 

pretty much all one had to work with. “Half the money I spend on 

advertising is wasted; the trouble is I don't know which half”. Remember 

John Wanamaker? 
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Well, in mobile marketing you do not have to waste half your money. 

You can have a 100% return on investment (ROI), provided you do it 

right. In mobile marketing you can measure the impact of your campaign 

with 100% accuracy. And best of all, you do not have to rely on some 

third party research company to provide you with those figures because 

you compile them yourself. They are an integral part of any good mobile 

marketing campaign. 

 

Let us first define what you can measure in mobile marketing and we will 

then look at how it can be measured. After you have conceptualized and 

developed your mobile campaign you begin by advertising it either 

above- and below-the-line or to an existing database, or both. So the first 

thing you can measure with 100% accuracy is how many people respond 

to your traditional advertising. Also, you do not need the likes of Nielsen 

for this because the people who respond end up in your database. Just 

count them! 

 

Serious response 

 

As soon as you have some responses, which you capture in a database, 

you start to build Quality Leads™, utilizing various mobile marketing 

campaigns, one building on the other. With every campaign you run, you 

can measure its impact 100%. For example, when you drive initial traffic 

to your mobisite and ask your customers to take some action to receive 

additional information, you can track exactly how many do so. Everyone 
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who responds is captured in your own database. This is also called a 

“double opt-in”. In mobile it is usually around 30%, but it can be much, 

much higher in some cases. Compare this to the traditionally accepted 

response rate to direct marketing, which is anywhere between 1% and 

3%, and you see how powerful mobile is. 

 

 
Building one Mobile Marketing campaign on the other  

 

The Shedd Aquarium in New York ran a television campaign in June 

2009 to promote the new aquatic show, Fantasea, in its renovated 

Aquarium. The television campaign was run across three different 

television stations and people could win VIP tickets to the show. Three 

stations flighted ads that called upon viewers to visit a website to enter 

the competition. One station flighted ads that called upon viewers to 
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respond by SMS’ing a keyword to a short code to enter the competition. 

The “SMS ad” had a 325% higher response rate than the other three calls-

to-action combined.  

 

This happened in the USA, a country with extremely high computer 

Internet penetration. Can you imagine how much higher this response 

rate would have been in an African country, where very few people have 

computers, even less are connected to the Internet. But wait, in Africa 

almost everyone has a mobile phone! Back in 2008 already twice as 

many South Africans accessed the Internet from their mobile phone than 

from their computer. That is over ten million people or almost twenty-

five percent of the population. Latest figures suggest that about twenty 

million South Africans regularly use the mobile Internet, although many 

don’t know that they do. Can you imagine how much higher this response 

rate could have been in South Africa? Well, one might argue that the 

campaign might not have been of interest in Africa, but you get the point! 

 

The beauty of mobile 

 

The beauty about mobile is that you can measure the return on investment 

(ROI) of your campaigns 100% as soon as you have a database of Quality 

Leads™, that is as soon as you market to them directly, on their mobile 

phone instead of using traditional advertising methods. We do not 

advocate that you use mobile marketing tools exclusively and completely 

disregard traditional marketing tools. However, the bigger your database 
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of Quality Leads™, the less you have to rely on traditional marketing. 

You can market much more directly, your marketing becomes 

increasingly more personal and you only invest in marketing to customers 

who already said that they want to hear from you. This simply makes 

your marketing so much more cost-effective. 

 

We know about businesses that are worth billions of Dollars today, which 

never spent a Cent on above-the-line advertising. They relied purely on 

marketing to their database of existing customers and rewarding them for 

introducing new ones. And that was before mobile! 

 

So after you run your initial campaign and start marketing to your Quality 

Leads™, you will be able to lower your marketing spend considerably, 

while at the same time increasing your return on investment (ROI) 

dramatically. And for every campaign that you run you know exactly 

who of your Quality Leads™ responded in which way, simply because 

all results are automatically recorded in your database. You cannot 

measure more accurately than that. 

 

If you are really revved up to get going in mobile now, you will love the 

next chapter. Not only can you use the mobile phones of your customers 

as a marketing tool for your company, products and services, but you can 

also sell to them directly on their mobile phone. In Part IV we tell you 

how. 
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Part IV: 

How to make money  

with your mobile base camp  

and optimize your marketing 

budget 
 

"Mobile commerce is still in its early stages, but as an early 

adopter of technology and a leading lifestyle brand,  

it is important to AEO to be among the first to offer it to customers 

as another way to interact with our brands" 

- Mike Dupuis, VP Marketing Digital Channels  

American Eagle Outfitters 
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Chapter 12: 

Don’t be a leader at all costs 
 

The leading edge 

 
As the owner of a company, or if you are in charge of managing a 

company, you have to decide whether you want to be on the leading edge 

or on the bleeding edge of your industry. This question comes up again 

and again. That is why you have board meetings to discuss the way 

forward. That is why you have quarterly reports to review how you have 

been doing. That is why you are well advised to consistently read trade 

and industry publications. This question also comes up again and again in 

the different departments of a company, be it manufacturing, human 

resources, sales and of course marketing.  

 

As a marketer you too have to constantly ask yourself whether you want 

to be on the leading edge or on the bleeding edge of what is happening. If 

you are Mike Dupuis, the Vice President Digital Channels of American 

Eagle Outfitters, you have chosen for your company to be on the leading 

edge. Being on the leading edge will give you a competitive advantage. 

One could argue that you actually have to be constantly on the leading 

edge if you want to survive in the competitive climate that is business. 

However, being on the leading edge can also be dangerous and comes 

with a lot of responsibilities.  
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Business is no kiddies’ party. True, there are different philosophies on 

how to approach business. You can be the shark who is out for the kill, 

no matter what, or you can be the dolphin who adopts a more inclusive 

strategy. The benefits of these different philosophies have been described 

in great detail in Paul L. Kordis’ book “The Strategy of the Dolphin: 

Scoring a Win in a Chaotic World”, and we encourage you to read it. 

Whether you agree with Mr Kordis’ argument of how to get to the 

leading edge or not, if you are not at the leading edge of your industry 

you are automatically relegated to the bleeding edge. And that is a loose-

loose position.   

 

So what does it take to be on the leading edge? It takes vision, courage 

and insight. You have to have the vision of something that is not quite yet 

a reality. You have to have the courage to be one of the first to try it out. 

You have to have the insight to quickly analyze the results of your 

actions and to make adjustments, if necessary. So being at the leading 

edge is only for the best of the best. But then again, they are the one’s 

who will reap the rewards. If doing mobile marketing as it is described in 

this book takes vision, courage and insight, then diving into m-commerce 

at this point in time is really only for the bravest of the brave. 

 

Networks take half 

 

The easiest way to pay for anything that you purchase via your mobile 

phone is with your airtime. Technically this works great, no matter 
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whether you are a contract or pre-paid customer. Many companies make 

a lot of money by selling content and other services in this way. The 

consumer can simply pay for a download or buy virtual currency by 

sending a premium-rated SMS. That means that your network provider 

charges you much more for the SMS than its usual cost. This “premium” 

charge pays for your purchase. Companies that sell products and services 

in this way are paid by the mobile networks from the income of these 

premium-rated SMS’s. 

 

But there is a problem here. If you are a seller of mobile content the 

mobile networks take up to half of your turnover, sometimes more. If you 

have an aggregator involved, a company that manages the technical back-

end of your mobile campaign, then another 25% of your turnover can be 

gone. These percentages obviously differ from country to country and 

from network to network, but as a general guideline for your business 

plan you can assume that you only see twenty-five Cents out of every 

Dollar that your customer spends. This is a rather unattractive business 

model for you. On the other hand, if you have at least US$ 50,000 to 

spare, perhaps you should drop whatever you are doing and become an 

aggregator. He, along with the mobile networks, is laughing all the way 

to the bank. In addition, you are usually only paid by the networks ninety 

days after the end of the month in which the purchase was made. This 

means that mobile networks earn an interest from your money for a 

period of over three months. Sounds like a raw deal! That is just as bad as 

our experience with banks to whom we entrust our money and who 
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charge us even for having a look at how much money we have left in our 

accounts. Hmmmm…we wonder where that is taking place? Maybe not 

in your backyard but you can be sure that we KNOW this! 

 

If you compare this business model to retail in the “real” world, it is not 

so much different. The price of a product increases many-fold from its 

manufacturer to the store where you finally buy it. In theory, that makes 

sense. In addition to the actual production costs, the final retail price has 

to cover, among others, the costs of logistics to get the products in store, 

the marketing costs and of course salaries and wages. Raw materials are 

shipped across vast distances, even across continents, until they are used 

in manufacturing processes. Finished products also travel extensively 

before they finally arrive on the shelves in your store. These logistical 

processes alone make use of airplanes, ships, trains and trucks. Related 

costs include the building and maintenance of railway tracks and roads. 

And then there is the fuel that powers the transport vehicles of choice. 

That is why food prices always go up when the price of petrol increases. 

We have to admit however, that we have not yet figured out why those 

same food prices do not come down when the price of petrol decreases… 

 

But how does all that affect a simple content download from a server to 

your mobile phone? Well, the mobile networks will tell you that they 

have invested “millions” of Dollars in their infrastructure of base stations 

to give you coverage. They will also tell you that they are co-investing in 

the bigger picture, such as undersea cables that inter alia help to increase 
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connection speeds. Seacom, anyone? (http://seacom.mu) This is a good 

thing. You will all agree that a broadband connection is sexier than a 

54kbs analogue dial-up. The truth however is that most of the companies 

that actually built this back-end infrastructure miraculously went 

bankrupt shortly after completing the installation of said infrastructure. 

That left their shareholders footing the bill. In other words, people like 

you and me. 

 

The ripple effect 

 

We could lament that this is all very suspicious and very unfair, but what 

is done is done. Let us rather look forward and explore how you can 

make money with m-commerce by using the telecommunication 

infrastructure that is already in place. One of the ripple effects of the 

business model of networks and aggregators taking up to 75% or more of 

your turnover is that mobile content is overpriced. For example, in South 

Africa the average price for a full track music download is around US$ 

2,50. Compare that to the price of US$ 0.99, which you pay for buying 

full tracks from iTunes. Unfortunately, iTunes are not available in Africa 

but even internationally they sell music much cheaper than if a mobile 

network is involved. The exception to the rule would be the Nokia Music 

Store, but it is very limited. There you have to have a Nokia phone in the 

first place, all tracks are Windows Media Player based, read: no 

downloads to Apple and, unlike iTunes, the Nokia Music Store applies 

strict Content Rights Management (CRM). So you cannot burn your 
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music on CD. Also, those of you in the know realize that the Nokia music 

store business model is a strategic move against Apple’s iTunes and is 

not scheduled to make any money any time soon anyway.   

 

But back to our South African example. In the same country, CD’s sell 

for about US$ 12,50. If you consider that a CD contains an average of 

fifteen songs, then you would pay US$ 37.50 if you bought all fifteen 

songs via your mobile phone. That is a staggering 300% more than the 

average price of a CD! And you do not even have a hard copy of the 

music, nor the booklet that comes with a CD. Somebody is making a 

killing and it is not you. 

 

That is the challenge for consumers. But as the retailer of the music you 

also face a challenge. Imagine that you only receive 25% of the US$ 2,50 

from each track you sold. That is only sixty-two Cents. If you run a music 

store, that is if you are not the artist who sells the songs, you still have to 

share that income with the artist or his record label. Then there are 

publishing royalties and of course you also have your marketing costs 

and overheads. The result is that you make very little money from selling 

a product for which your customers pays excessively too much. 

 

Clever marketers have, as always, found a loophole in this business 

model. Or rather, they have found a way in which they can make a lot of 

money as well. Not just the networks and aggregators. Sadly, but not 

surprisingly, this is done once again at the cost of the consumer, who has 
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to foot the bill. Surely you have seen the many television ads that sell you 

ringtones such as the “laughing babies” and other seemingly but, for 

some obscure reason, highly popular mobile content. We talk about this 

in more detail in Part V. In essence, you get this content sent to your 

mobile phone by joining a subscription service. Subscription rates can be 

as high as US$ 100 a month, and in some cases even more. Before you 

know it, you have spent this amount of money on a single ringtone 

because you do not know how to access additional content and you do 

not know how to stop the subscription. Worse still, you don’t even know 

where to lodge a complaint, as is the case with many South African.  

 

So if you want to sell your products and services on mobile and let your 

customers pay for them with their airtime, you must choose. Either you 

rip-off your customers and make no real money, or you really rip-off 

your customers and make a killing. In both instances you are losing up to 

seventy-five percent of your income to networks and aggregators while at 

the same time over-charging your customers. Any marketer with at least a 

trace of an ethical conscience will wish for a better payment solution with 

which to conduct m-commerce. Luckily, it is on the horizon. 
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Chapter 13: 

What is m-Commerce? 
 

Confusion reigns 

 

Simply put, m-commerce is the buying and selling of goods and services 

through wireless handheld devices such as mobile phones and personal 

digital assistants. This definition rightly makes no reference to the form 

of payment for these goods and services. It would therefore include the 

airtime payment solution as we have described it in the previous chapter. 

Strictly speaking that is correct. However, in view of the fact that no one 

really benefits from this payment solution, except the networks and 

aggregators, we would like to exclude it as a viable option for sustainable 

m-commerce. Much the same way as you would not regard a bank 

robbery to be a proper commercial transaction. Although, once again 

strictly speaking, it could be viewed as a form of commercial transaction. 

So from now on, when we talk about m-commerce, we will do so based 

on the understanding that it is defined as “the buying and selling of goods 

and services through wireless handheld devices such as mobile phones 

and personal digital assistants, and paying for them with a method other 

than airtime”. 

 

One of the challenges facing marketers in m-commerce is that they have 

a wide choice of available mobile payment methods and -systems. 
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Because m-commerce is still very new, it presents itself very much as a 

Wild West scenario. No global standards for mobile payment solutions 

have yet been set. It is the vision of m-commerce advocates to create a 

mobile wallet that allows customers to make payments worldwide with 

their mobile phones. Even in “real” stores you would simply swipe your 

mobile phone past a scanner, much like a credit- or debit card. For 

purchases on mobile phones you would simply provide a PIN number, 

much the same way as you do with credit cards. That would be the 

ultimate solution and it will surely be realized. GS1 MobileCom has 

released a White Paper called “Mobile in Retail” which must be regarded 

as leading the way in m-commerce thinking 

(http://www.gs1.org/docs/mobile/Mobile_in_Retail.pdf).  

 

For now, however marketers and customers alike are spoilt for choice. 

Everybody who is anybody in the financial world, plus a few outsiders, is 

developing their own “ultimate” m-commerce payment solution. 

Consequently, confusion reigns among marketers as to which payment 

solution to choose. If you want to sell your products and services via m-

commerce, how do you choose the “right” payment solution, one that is 

not a “fly by night”? This is understandably a decision that will have 

major financial implications for your company, both short- and long term. 
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Africa leads the way 

 

Interestingly, Africa leads the way in the development of many mobile 

payment solutions. That makes a lot of sense, as a large number of 

Africans are deemed "un-bankable" or “under-banked” in terms of 

internationally accepted banking standards. This is coupled with wide-

open spaces inhabited by rural communities who don't even have access 

to a bank let alone an ATM. Under these circumstances, business is 

largely done on a cash basis.  

 

On the other hand the mobile phone penetration among the African 

populace is extremely high, in some countries over 100% of the actual 

population. This also translates into real figures. For example, in South 

Africa well over 40 million people own a cell phone, in Nigeria the 

number has exceeded 60 million and even in Zimbabwe, a country 

suffering from devastating socio-political- and economic conditions, most 

citizens own at least one mobile phone. Countries with "below par" 

mobile phone penetration such as Kenya (40%) are catching up fast and 

report exponential growth in mobile phone ownership. What's more, over 

90% of these phones are WAP enabled, and while this technical feature 

has not yet been widely exploited commercially, most African countries 

stand ready with GPRS and 3G technologies.  

 

As so often is the case, it is not the forward thinking planning of 

executives that defines market developments, but rather the markets 
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themselves. According to studies by Vodafone and Nielsen Netratings, 

released towards the end of 2008, more than twice as many South 

Africans access the Internet via their mobile phones (15 million) than via 

their computers (6 million). In 2009, South African networks and mobile 

phone manufacturers have responded to this growing number of mobile 

Internet users with advertising that focuses on offering easy to use, cheap 

data plans for both prepaid- and contract customers. 

 

 
More than twice as many South Africans access the Internet from their mobile 

phone than from their computer 

Source: Vodacom / Nielsen Netratings 2009 

 

And the winner is… 

 

Africa might initially have been at the forefront of developing m-

commerce payments solutions. However, it is unsurprisingly once again 
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the US whose marketers make the most of m-commerce, quickly 

adopting and utilizing available mobile payments solutions instead of 

procrastinating. African marketers and retailers are still pondering on 

whether they should adopt mobile vouchers and –coupons, marketing 

tools that are already making US businesses millions of Dollars every 

month. At the same time, US retailers already turn over in excess of US$ 

1 million in sales per month through their mobile retailing channels. 

Retailers in the UK are not lagging behind. Online and mobile retailer 

Tesco (http://tesco.com) currently claims over 500,000 unique visitors 

per month on its mobile retailing portal. 

 

US based GREC, the Global Retail Executive Council 

(http://globalretailexec.org), which is an international association of retail 

executives, service providers and industry experts, already predicted m-

commerce turnover of US$ 1.6 billion for 2009 and describes m-

commerce as “The most exciting opportunity in the world of mobile and 

wireless”. But that is not all. GREC pushes to make marketers understand 

the incredible opportunities that m-commerce promises retail. During 

their 2009 Mobile Retail Experience conference 

(http://mobilepromolive.com), internationally leading experts in m-

commerce talked about how the consumers of today - and tomorrow - use 

their mobile phones in ways that impact retailers; what experiences 

retailers can deliver that leverage the mobile phone to create a better 

relationship with shoppers and what technologies are important to 

integrate in the retail IT strategy to support the integration of mobile 
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applications and devices. 

 

M-commerce is happening and it is happening now. It is not enough for 

African marketers to know that Africa co-leads the way in the 

technological development of m-commerce payment solutions. Once 

again Africa, and South Africa in particular, seems to rely on developers 

when it comes to marketing issues. Marketers should embrace the 

existing technologies and make the most of them. And they must do so 

now, just as marketers in the US and other countries do. African 

marketers will remain on the bleeding edge of m-commerce unless they 

fully embrace and utilize the amazing payment solution technologies that 

already exist, often developed in their very own country. In the next 

chapter we will take a look at the various m-commerce payment solutions 

and help you choose the one that is best for your business. 
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Chapter 14: 

M-commerce payment solutions for your company 
 

The inspiration that is Africa 

 

One of the most widely reported success stories about the development of 

a mobile payment solution involves a company called Obopay 

(http://obopay.com) and its founder and CEO Carol Realini. Now, we are 

not suggesting that Obopay should necessarily become your preferred m-

commerce payment solutions provider. Anyway, as a marketer in Africa, 

you may have to wait a bit longer because they only recently dipped their 

feet into the African markets. Nonetheless, we found the Obopay story is 

so inspirational that we want to share it with you, not least because it has 

its beginnings on the African continent. 

 

The concept for US based (America again!) Obopay was not developed 

in the boardroom. It is not the brainchild of a calculating executive who 

realized the potential of mobile payment solutions. The concept for 

Obopay was born rather by accident. Much like the Post-It notes. Carol 

Realini, a successful entrepreneur who was on a “corporate sabbatical”, 

doing volunteer work in Africa, noticed that people in the most remote 

areas carry mobile phones. Always. Also, the very same people did not 

carry wallets. Combining the two seemed like an ideal marriage of 

empowerment and convenience. Did we ever mention how surprised we 
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are, that it is always an American who spots a marketing opportunity 

first? Even when this opportunity presents itself in Africa and they are 

only there to do volunteer work? 

 

Anyway, to cut a long story short, when Carol returned to America she 

immediately pulled together an all-star team of seasoned mobile- and 

financial professionals, raised venture capital and successfully launched 

Obopay in 2005. To date, Obopay has raised in excess of US$ 140 

million in venture capital and operates in the US, India and most recently 

Senegal.  

 

The reasons, why we are repeatedly citing examples of what Americans 

are doing, are two-fold. Firstly, we admit that we are in awe of American 

marketing skills, and we believe that every marketer can always learn 

something from watching closely what US marketers are up to. Secondly, 

and at the same time, we believe that potentially everything you need to 

be successful as a marketer in Africa is at your disposal right here, right 

now. In terms of m-commerce and payment solutions Africa is right up 

there with the best of them. Technologically! So looking at what 

Americans are doing in terms of marketing with whatever tools they have 

at their disposal, even if it is sometimes less than what Africans have, is 

nothing but inspirational. 
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To bank or not to bank 

 

Let us be clear about one thing first. No matter which m-commerce 

payment solution you choose, a bank is always involved. You might 

choose to work with a company like Obopay or directly with a bank like 

South African based First National Bank (http://fnb.co.za). In either case, 

the back-end of your m-commerce transactions is always handled by a 

bank. This provides a sense of security but it also means additional 

merchant set-up and management fees. At least they are not as high as 

75%... 

 

Your only other option is to sell virtual currency “vouchers”, which is 

done by some providers, even banks. These are sometimes disguised as 

m-commerce mobile wallet payment solutions. Not exactly the case! 

Sure, if you have virtual currency vouchers in your wallet, you can use 

them to pay for goods and services. At least with those merchants who 

signed up for the service. But here we are talking about an m-commerce 

mobile payment solution that you can set up quickly and relatively easily 

yourself, in which event you do not have to pay for any “service charges” 

that can possibly accumulate. When you do this right, you can even trade 

across borders without being a registered financial service provider. We 

will come back to this solution a little later on. 

 

If you deal in real money however you have to either work directly with a 

bank or with a company like Obopay. It is very much the same situation 
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that you find yourself in when you want to execute your mobile 

marketing campaigns and send out Bulk SMS alerts. This is done by the 

networks, but you would have to go through a Wireless Applications 

Service Provider (WASP) or aggregator that manages the back-end for 

you. When it comes to managing financial back-ends, things are way 

more complicated. Especially if you want to sell across borders. This is 

particularly true in Africa. Africa is not yet the European Community. It 

would go too far for the scope of this book to explain all the intricacies 

involved in getting your own appropriate licenses to become a registered 

financial service provider. Also, laws differ greatly from one country to 

another. Our advice is to therefore stay away from even trying. 

 

The choice that you are left with is whether you want to work with an 

intermediary, like Obopay, or with a bank directly. To the intermediary 

you are a merchant. To the bank you are a merchant as well. However, as 

you know, banks tend to be very conceited. They want your money, but if 

you cannot at least make them believe that you will generate huge 

turnovers as a merchant, it will be difficult to get on their m-commerce 

payment solution books. Again, the rules here differ depending on your 

geographical location. Note that your  local bank might also not be the 

right partner if you plan on retailing internationally. 

 

An intermediary on the other hand usually has much more entrepreneurial 

spirit. They are more likely to accept you as a merchant because, by 

definition, their business is smaller than the business of a bank. They are 
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therefore more motivated to grow it. This is to your benefit. Another 

benefit is that the intermediary, depending on its size and business 

strategy, works together with different banks and across countries and 

continents. This widens the scope of customers who can buy from you 

and opens your business internationally. The downside of working with 

an intermediary is that there are so many of them. As a result their 

individual relevance is watered down. Their existence is powered by the 

number of customers and merchants who have signed up for their service. 

With customers and merchants scattered among a large number of these 

service providers, it can be challenging for you to earn serious money. 

 

It is, among other challenges, why we said earlier that diving into m-

commerce at this stage is for the bravest of the brave. If you are not avert 

to risk-taking then the following, more detailed look at the different types 

of potential m-commerce payment solution partners in the market place, 

will excite you. 

 

Credit card vendors 

 

Credit card payments are internationally accepted. They are easy and 

comparatively safe. They work great, and in the same way, for both 

online retail (e-commerce), as well as m-commerce. The only 

requirement is that your customer owns a credit card with a positive 

credit balance. So far so good if you, in an African context, sell products 

or services to the most elite group of customers. Or if you are an airline 
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or car-rental-company, although the former have already moved away 

from the credit card only payment option. Credit card payments, even on 

mobile, work on a large scale in the US, the UK and Europe. They simply 

don’t work on a large scale in Africa.  

 

In South Africa alone, there are only about eight million credit cards in 

circulation. Note that most people who own a credit card own more than 

one. The result is that only around three million South Africans own a 

credit card. This in a country with a population of over forty-eight million 

people. In Kenya all credit card service providers combined could only 

sign up about one million credit card customers over a period of ten 

years, while M-Pesa (http://safaricom.co.ke), a Kenyan based mobile 

payment solution, signed up 1.6 million customers in only six months. 

 

This indicates that it is not only difficult to get enough African customers 

interested in credit card payments, whether for m-commerce or 

otherwise, but at the same time it is much simpler to get them interested 

in mobile payment solutions. The reasons for this fact are many but it is 

of no interest for us to explore them. The important thing to note is that if 

you want to do business in Africa, whether by means of m-commerce or 

otherwise, you are best advised NOT to rely on credit card payment 

solutions. 
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The banks 

 

We already mentioned that every m-commerce payment solution 

eventually involves a bank. While banks have many different brands in 

the African market, there are only a handful of them that own all of the 

brands. This means that it matters comparatively little who you bank 

with, because all the banks and their various brands are somehow 

connected. Depending on how far back you trace the ownership of these 

various banks and their brands, you will mainly end up with a bank that is 

somehow originating offshore. Conspiracy theory, anyone?  

 

In light of what we just said, we will look at one of FNB’s m-commerce 

payment solutions to serve as an example. FNB, or First National Bank, 

is a South African bank that is a leader in m-commerce payment 

solutions. It has also taken the lead among financial institutions in 

educating the public on how to use and benefit from m-commerce 

payment solutions. The following example is not to be confused with 

mobile banking, which allows you to make any payment, as long as you 

have an account with the respective bank and set up a recipient as a 

beneficiary. We refer to merchants whose products are already set up by 

the bank for purchases from your mobile phone by a simple click or 

command.  

 

Granted, you have to be a FNB customer to use their mobile payment 

solution, but this is an inherent part of bank-managed m-commerce. It is 
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exactly the same as with any other payments you make. The debits from 

your account are processed only by the bank that you bank with, no 

matter who you pay or how you pay. Even if you pay in cash you have to 

draw the money first, and you can only draw it from the account of the 

bank that you bank with. We therefore regard FNB’s m-commerce 

payment solutions as true examples of a mobile wallet. 

 

In addition to merchants such as MXit, Eskom, the South African Traffic 

Department and various network providers who sell their airtime to FNB 

customers, our merchant of choice for the purposes of this example is 

Lotto. This is the South African equivalent to a national lottery. Lotteries 

are internationally recognized brands and people all over the world buy 

tickets in hopes of striking the jackpot. Personally, we do not believe in 

that kind of luck, partly because, statistically, chances are greater that you 

will die in a plane crash than winning that elusive jackpot. But that does 

not prevent millions of people to part with their hard earned money on a 

weekly basis. Sometimes even twice a week. Now, FNB has made it 

easier for them to do so. There are a couple of pages here that you should 

rip out of FNB’s mobile marketing handbook and file in your own “best 

mobile marketing ideas” folder. 

 

Anyway, Lotto is a registered merchant with FNB and you can buy Lotto 

tickets straight from your mobile phone. The Lotto tickets in our example 

could be the products and services of your business. In the case of the 

merchant “Lotto”, just as it would be in your case if you were a merchant, 
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registered with FNB, customers can purchase their Lotto tickets on 

mobile by registering for Cellphone Banking from FNB. They can do so 

by visiting their nearest FNB branch or by calling a 0861 313 210. Once 

registered, they simply dial *120*321# from their mobile phone, enter a 

5-digit cell phone banking PIN and select “Lotto” from the main menu. 

They can then select their “magic” numbers and payment is made by 

debiting their FNB account. 

 

It does not get easier than that! This is a true example of purchasing a 

product straight from your mobile phone. Now imagine your business to 

be that merchant. Imagine your products being that product. What an 

exciting proposition!  

 

In addition, FNB has recently launched an m-wallet solution that allows 

you to “send” money to any individual. Once you made a payment, the 

recipient receives a unique code on his mobile phone with which he can 

draw the money at any ATM machine. The recipient does not even have 

to be a FNB customer or own a bank account. Nice! 

 

Obopay and the rest of the bunch 

 

The Internet made it easy for people to shop online. Secure credit card 

processing systems were quickly established. In addition, payments can 

be made even without owning a credit card, for example with PayPal 

(http://paypal.com). Unfortunately, this has been of little benefit to 
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Africans who lag behind the West in terms of fixed telephone lines, 

computers and Internet connections. But almost everyone owns a mobile 

phone. This presents a unique business opportunity for the creation of 

mobile payment solutions. This becomes a bit more interesting with FNB 

now offering PayPal to its’ customers. We are wondering if they are 

already looking to integrate this offering with mobile. Anyway, many 

banks still ponder on how to exploit this opportunity. This has however 

opened a window of opportunity for forward-thinking entrepreneurs. As a 

result, Africa has much to offer when it comes to mobile payment 

solutions that are not directly managed by a bank.  

 

The, arguably, international flagship of “bank independent” m-commerce 

payment solutions, Obopay, was “born” in Africa. The undisputed 

flagship of African m-commerce payment solutions, in terms of its 

uptake among the population, is the Kenyan based M-Pesa. To date, M-

Pesa boasts over 9 million registered customers and over 11,000 

accredited agents. Unfortunately it is currently only available in Kenya 

with an anticipated official launch coming to South Africa soon. 

Interestingly though, it is mainly East African countries and Nigeria that 

lead the continent with exciting mobile payment solutions. This is partly 

due to the incredible demand for such solutions among the “un-bankable” 

and “under-banked” who form a large part of the population in these 

regions. This is also partly due to the more relaxed regulatory 

requirements that exist in these countries.   
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Other companies, like UK based Mi-Pay (http://mi-pay.com), offer white 

label m-commerce back-up solutions.  These cash-based financial 

services allow local customers to top-up on pre-paid airtime, transfer 

monies from one person to another, pay their taxes, electricity and water 

and receive pension payouts. These transactions are either effected 

through a registered Mi-Pay agent or directly from the customers’ mobile 

phone.  

 

In South African, mobile network provider MTN (http://mtn.co.za) offers 

its subscribers mobile banking facilities but only if they also bank with 

either Standard Bank, Nedbank or ABSA. In addition, Standard Bank 

offers its own, voucher based, mobile wallet by the name of Mi-Money 

(http://mimoney.co.za). Other examples of South African mobile wallets 

making headlines are Wizzit (http://wizzit.co.za) and Pocit 

(http://pocit.com).  

 

You will note that we stay away from explaining in too much detail how 

all these different services work. We have done so deliberately because 

none of them stand out. They all suffer from the same shortcomings. 

They either limit users to those who bank with a certain bank, or they are 

only available in one country, trade in vouchers instead of in real money, 

or do not have enough customers and merchants to be truly relevant. This 

is a Catch-22 situation. Without customers and merchants none of these 

services are of any real value but without offering real value, they will 

not succeed in signing-up customers and merchants in large enough 
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numbers to become relevant. But, perhaps the strategies mean just 

occupying the mobile space…just in case! 
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Chapter 15: 

How to make money with mobile 
 

The missing link 

 

We understand that you might feel slightly confused after reading 

Chapter 14. You might have more questions than you found answers for. 

You might be ready to take the risk of diving into m-commerce but think 

that you know less about where to start than you did some twenty pages 

ago. If you feel like this then it is because a vital part of information to 

answer the question of how to make money with mobile is missing. This 

missing link is you. Let us explain what we mean. 

 

In the “real” world, even in e-commerce, international payment solution 

standards have been set. If you are a retailer, for example, you have a till 

and you might accept cash, cheques and debit- as well as credit card 

payments. Or if you deal on a business-to-business level, you invoice 

your clients and they might pay with a cheque or by electronic fund 

transfer (EFT). The important thing to note is that the method(s) of 

payment you accept has a lot to do with your type of business. It also has 

to do with the size of your business. As a business owner you define 

which method(s) of payment you offer to your customers. To arrive at 

this decision you also take your customers into account. 
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For example, if your customer is a business that you supply with your 

products or services on a more of less regular basis, you might open an 

account for this customer and allow them to pay your invoice(s) on a 

monthly basis. This could be achieved via EFT or a debit order. You 

might also allow the customer to pay by cheque, but because cheques 

take about ten days to clear you might offer a discount if payment is 

made by EFT or debit order. You might even allow your customer 

payment terms of up to thirty, sixty or ninety days. On the other hand, if 

your customer is the guy who stops at your fruit stall on the side of the 

road you will only accept immediate cash payments. Period! 

 

In m-commerce it is not much different. Your decision on which payment 

solution to choose will also depend on your type of business, its size and 

the type of customer you already have or are hoping to attract.  

 

The right choice for your business  

 

Firstly, you have to look at what type of business you are in. What do you 

want to sell? Are you selling products or services, or both? Do you sell 

digital- or tangible products? Are you dealing business-to-business or do 

you sell to the end consumer? Will you be selling in one country only or 

across borders? When you consider the answers to these questions you 

will already have a clearer picture of which m-commerce payment 

solution is right for you. For example, you could sell books, CD’s and 

DVD’s. Books and CD’s could be sold digitally in audio format. For 
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DVD’s it would be more difficult to sell them in a digital format because 

of the file sizes. If you sell to businesses, you could set up accounts for 

them and simply have your system debit the account with payments made 

against invoice. If you want to sell across African borders you might 

want to wait for Obopay to secure a strong African footprint or develop 

your own m-commerce payment solution. If you only want to sell in 

Kenya, you would choose M-Pesa. You get the idea.  

 

Secondly, you have to look at the size of your business. Let us say you 

are a retailer with branches all across Africa. In this case it might actually 

be worth your while to consider developing your own m-commerce 

payment solution. You can be rest assured that both networks and banks 

will be only too keen to work with you because of the sheer bulk of your 

annual turnover. But if you are a small business in South Africa, you 

might want to choose a white label solution such as Mi-Pay or a voucher 

system such as Mi-Money. 

 

Lastly, you have to ask yourself what type of customer you want to 

attract. If your clientele is exclusive, you might even choose a credit card 

payment solution. On the other hand, if you want to reach the masses, for 

example in South Africa, your best bet would probably be a USSD based 

system like that of FNB. 
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Choose a mobile payment solution that fits your business and your customers  

 

There is another very simple and rather logical option, where you do not 

lose any money to banks or other service providers. One Dollar turnover 

is YOUR one Dollar turnover, one hundred percent. We alluded to it a 

little earlier in the book. It allows you to sell both digital- and tangible 

products all across Africa and even the world. To set it up you do not 

need the help of a network or bank. You do not even need to be a 

registered financial service provider. The system handles all payments 

automatically and protects you against the risk of currency fluctuations. 

What’s more, you can select the countries in which your products and 

services are sold with the click of a button. And best of all, your 

customers do not even need to have a bank account. The system is 

therefore ideal for selling products and services to the “un-banked” and 

“under-banked”. We have conceptualized this simple system ourselves 
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and once you understand how it works, you might actually wonder why 

you didn’t think of it. It is that simple! You will appreciate that we cannot 

share more about this system in this book, but if you are interested in 

finding out more about how it works, you are welcome to contact us.  

 

Bringing it all together 

 

So far we have looked at the downside of selling content via airtime, a 

definition of m-commerce, the various payment solutions that are 

available to you and how you can choose the one best suited for your 

business. However, in the title of this Part IV we also referred to your 

mobile base camp and how you can optimize your marketing budget. So 

let us now bring it all together. 

 

Remember your mobile base camp? The central meeting point between 

your company, its products and services and your customers? Your 

mobisite? Well, no matter which m-commerce payment solution you 

chose, you have to link it to your mobisite. This is where you meet your 

m-commerce customers and this is where the sale ultimately happens. 

Technically, this is quite a complicated process and since we are not 

developers we will not even try and explain to you how it works. It is also 

not necessary that you know or understand the technicalities. But from a 

marketing point of view you want your customers to be able to browse 

your catalogue, click on an item and be assured of payment. The system 

could also be set up in such a way that your customers click on an item 
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and your system adds the clicked-on items to a shopping cart until they 

click on a Check-Out link. American retail giant Sears has developed a 

cute little mobisite that does exactly that (http://www.sears.com).  

 

Also remember that you would want to be able to draw sales reports. This 

is what will allow you to optimize your marketing budget. It is yet again 

additional information for building your database of Quality Leads™. At 

the end of the day we engage in mobile marketing not just because it is 

fun but mainly because we want to make money, right? You already 

create lifestyle profiles of your customers over time, recording their likes 

and dislikes and responding with targeted marketing campaigns. Imagine 

how much more powerful your marketing campaigns will become once 

you feed sales reports from individual Quality Leads™ into the system! 

 

And here is the really sexy part. You can set up your system to do all that 

automatically. Let us say you are a retailer in Fast Moving Consumer 

Goods (FMCG’s). You already offer your customers the convenience of 

online shopping from home, but you also know that the majority of your 

potential customers do not have a computer or an Internet connection at 

home. However, because of your online shopping offer, you even have 

the logistics in place for delivering goods to your customers. You now 

extend your online shopping service to mobile, potentially reaching 

almost the entire population instantly. By linking individual sales reports 

to individual Quality Leads™ you will be quickly able to pick up that 

“Lindsey always orders around the fifteenth day of every month”, or that 
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“Peter orders once a week”. You will also be able to pick up what each 

customer buys, thereby creating profiles of their individual grocery 

preferences. If your e-marketing efforts already provided you with this 

information, now imaging expanding to mobile where you have the 

potential to reach a wider audience.  

 

You can now use this information to make your customers 100% targeted 

special offers by using the various mobile communication tools that are 

described in this book. You reward your customers, you build loyalty and 

you continuously engage them. This brings it all together. 
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Part V: 

How to avoid legal pitfalls 
 

“The key lesson for mobile marketers is  

that they should not send text messages to any consumer  

unless the consumer has provided express consent to receive 

messages from the sender” 

- Mickey Alam Khan, Editor in Chief Mobile Marketer in response 

to the re-opening of a US$ 90 million class action law suit against 

Simon & Schuster 
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Chapter 16: 

Beware the fine 
 

Simon & Schuster are not alone 

 
We may obviously not give you legal council or advice. We are not 

lawyers. Did we mention that we are mobile marketing strategists? 

Anyway, we will share some points with you that you should look out for 

to prevent falling into a legal mobile marketing pit. For professional legal 

advice please consult your lawyer.  

 

In a 2009, widely covered class-action lawsuit, US publisher Simon & 

Schuster was sued for US$ 90 million by a Ms Satterfield for promoting 

Stephen King's new horror novel "The Cell" with a SMS campaign 

(http://mobilemarketer.com/cms/news/legal-privacy/3532.html). Simon 

& Schuster sent SMS's to people who had signed up with another 

company, Nextones, to receive free ringtones. People who had signed up 

with Nextones ticked a box that read in part: "I would like to receive 

promotions from Nextones affiliates and brands." So far this is common 

practice, but Simon & Schuster forgot to take into account that US courts 

tend to favor the consumer. The case was initially turned down but later 

re-opened. 

 

When Ms Satterfield, who had signed up with Nextones, received the 
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Stephen King novel SMS promotion from Simon & Schuster, she filed 

the class-action lawsuit, arguing that the publisher is neither an affiliate 

nor a brand of Nextones. This, she felt, infringed her privacy illegally. 

The court agreed with her and fined Simon & Schuster US$ 90 million. 

 

You might argue that this was the US, a country, which is notorious for 

its outrageous and entertaining lawsuits. But Simon & Schuster are not 

alone. In South African mobile marketing watchdog Wireless 

Applications Service Providers’ Association (WASPA) 

(http://waspa.org.za), recorded forty complaints and twenty-nine 

convictions in a single month. Fines ranged from between US$ 320 to 

US$ 32,000 per conviction. One company had to pay a total of US$ 

75,000 for five convictions, all in the same month. Granted, this is not yet 

US$ 90 million, but then the companies that are being fined by WASPA 

are nowhere near the size of Simon & Schuster. Sadly, WASPA can only 

act against its members, who are often small- to medium sized businesses 

that service you, the unsuspecting marketer, and your company by 

managing your mobile campaigns.  

 

These companies are called Wireless Applications Service Providers 

(WASP’s). WASP’s are the go-between the networks, who would 

actually send out the Bulk SMS’s for your mobile marketing campaign, 

and for clients such as yourself. They manage the technical back-end of 

your mobile marketing campaigns. Therefore, unless you are the network 

yourself, you always have to work through a WASP. Often they are 
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developers as well who sell you a mobile marketing campaign in the first 

place, and we already discussed the challenges around this set-up at 

length. Say, if you have an in-house developer, this is the time to send 

him on a special course to cover this area. Having said that, book two 

seats because you also need some polishing in this area if you are a 

marketer. 

 

How much damage can your brand take? 

 

Make no mistake, when an established company is prepared to pay US$ 

75,000 in monthly fines, you can bet your life that they are merely taking 

a calculated risk. This means that the WASP’s accept the possibility of a 

fine because they know how much more money they are making from 

unsuspecting marketers and their customers through which they 

sometimes run illegal mobile marketing campaigns. But even if the 

WASP pays the fine instead of you, the client, you must always 

remember that it is your brand that takes the image knock in the eyes of 

annoyed consumers.  

 

You are therefore well advised to carefully select the service provider 

whom you appoint to manage your mobile marketing campaign. We 

mentioned that WASP’s are often also developers and we discussed the 

dangers of letting developers design your mobile marketing campaign at 

length in Part I of this book. You can obviously prevent the dangers of a 

developer selling you a dubious mobile marketing campaign by simply 
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working together with a good mobile marketing strategist. This will 

ensure that your mobile marketing campaign is not only designed for 

your business, and your business only, but also that it is legal. 

 

Sadly, illegal mobile marketing campaigns are not limited to SMS 

campaigns, such as the one that was run by Simon & Schuster. In the next 

chapter we discuss a few examples of illegal mobile marketing. 
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Chapter 17: 

Illegal mobile marketing campaigns 
 

SMS Campaigns 

 

We refer here to the SMS Campaigns that we described in Part III, 

Chapter 9 and that you would use to let people know about your mobisite. 

You advertise a keyword and ask your customer to SMS it to a short 

code. Customers who do, receive a response SMS with a hyperlink to 

your mobisite. If they click on the link, they land on your mobisite. This 

is a classic opt-in tool that does not subscribe your customers to anything 

and therefore it is not illegal per se.  

 

The potential illegality of this tool has to do with the price that you 

charge for the initial SMS, the one in which people send a keyword to a 

short code, and the circumstances under which you charge this price. 

Theoretically you can charge any price for this SMS, although most 

service providers cap it at around US$ 7 to US$ 10. So far, you only have 

to think about whether or not you are going to lose potential leads if you 

set the price too high.  

 

However, the moment you incentivize people to send that initial SMS 

with a prize that they can win, and charge more than the regular price of a 

SMS for this SMS, then the campaign becomes illegal. Laws obviously 
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differ from country to country. An example for South Africa would be 

The Lotteries Act No 57 of 1997 

(http://www.info.gov.za/view/DownloadFileAction?id=70803), which 

defines a lottery as “any game, scheme, arrangement, system, plan, 

competition or device for distributing prizes by lot or chance and any 

game, scheme, arrangement, system, plan, competition or device, which 

the Minister may by notice in the Gazette declare to be a lottery”. The 

legally appointed body to regulate lotteries in South Africa is the 

National Lotteries Board (http://www.nlb.org.za).  

  

According to the Board,  “a competition is an illegal lottery if 

participants send a SMS or enter into the competition, without a specific 

product being promoted”. As an example “SMS keyword to short code 

and stand a chance to win a car”. In addition, if participants are required 

to pay something to enter the competition, they should not pay more than 

the standard cost of a telephone call, SMS or postage stamp (yes, those 

are still around).  

 

You might also use this tool to sell content, although we discourage you 

from doing so because it does not help you in your overall mobile 

marketing objectives as they are described in this book. Of course you 

find businesses that do nothing else but sell content and they are quite 

happy to do so because they make a lot of money. These are the 

businesses whose ads you see on television all the time. They sell all 

types of content, from ringtones, full tracks, wallpapers, soft-porn, God’s 
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“daily message” to games. All you have to do is SMS a keyword to a 

short code. The problem with these offerings is that they lock you into a 

subscription service, which cleans out your mobile phone airtime 

account. Pity that. “Didn’t you hear the announcement?” Fine print, 

when broadcast on television, is just not that easy to read, hey? So clearly 

you didn’t hear the announcement. Who could, what with the ads being 

short and the fine print being exactly that, fine. Just too small to read! But 

then maybe we need to get our eyes checked. 

 

So you see, even if these businesses theoretically comply with the law, 

they clearly don’t have the consumers’ interest at heart. Not all of them 

but a significant number of them. They offer an opt-out function, tell you 

the price for the initial SMS and the subscription service and point you to 

a URL where you can find their full Terms and Conditions. But they do it 

in such a way that you hardly have a chance to actually register all that 

information. You might call it “legalized daylight robbery”, and you have 

to ask yourself if you want to associate your brand with this shady 

business model. Hey, it’s your choice but don’t say we didn’t warn you! 

 

Bulk SMS 

 

This is another tool, which we already described in Part III, Chapter 10. It 

is the one mobile marketing tool that is most used for spam. In fact it is 

the one that cost Simon & Schuster US$ 90 million. This is important to 

note, because Simon & Schuster at least had some kind of opt-in database 
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to which they sent the Bulk SMS’s. But, they still got busted. Many 

companies do not even have that. They simply buy a database. You 

would be surprised how often we are asked by a marketer if we have a 

database for sale. No, we do not, and if we had one it would be useless to 

you anyway because in mobile you have to build your own. Selling it 

would also be illegal.  

 

 
Sending unsolicited SMS’s to a database is illegal spam! 

 

But maybe that is just us. Judging from the countless unsolicited SMS’s 

we receive ourselves on a regular basis, service providers, WASP’s and 

developers, are not that coy when they can make a quick buck. Some 

even sell databases on the Internet. Have a look at http://gumtree.co.za .  

 

Anyway, sending out unsolicited SMS’s to people who have not 

explicitly requested them is one of the biggest no no’s in mobile 
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marketing. It is illegal. Period! It also hurts your brand because it annoys 

your (potential) customers. Do not be fooled by the alleged successes of 

unsolicited Bulk SMS campaigns. You might generate some sales in the 

short term and even make some money. You might make even more 

money if you do not get caught, convicted and fined. In the long term 

however it is only your mobile network and your service provider, the 

WASP, who get rich. 

 

Competitions 

 

We all know that competitions work. They are therefore a very popular 

marketing tool. Everybody likes to win something. In mobile marketing, 

competitions are even more attractive because the mobile phone is 

“always with me, always on and always personal”. And rightly so! 

Competitions with a call to action on mobile are a sure winner. 

Remember the Shedd Aquarium campaign in New York? So by all 

means, use competitions in your mobile campaigns. Knock yourself out. 

Just remember a few general rules that apply in most countries to ensure 

that your competitions are legal. 

 

• Do not set the price for the initial opt-in SMS higher than the 

price of a normal SMS, otherwise your competition is an 

illegal lottery. 

• Always clearly state the price for the initial opt-in SMS in all 

your advertising material. 
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• If your competition requires participants to send more than 

one SMS, the cost for each SMS send by participants in 

addition to the initial opt-in SMS may also not be higher than 

the price of a normal SMS. Otherwise your competition is an 

illegal lottery. 

• The price for these follow up SMS’s must also be clearly 

stated in all your advertising material. 

• Make the Terms & Conditions for your competition available 

on mobile. This is not a legal requirement, but what is the 

point to publish them on a website when you know that the 

majority of your participants do not have access to a 

computer or the Internet. Act ethical. Besides, this may be an 

opportunity to be ahead of future legislation. 

• Clearly state how your competition runs in all your 

advertising material.  

• Clearly state the day of the draw in all your advertising 

material. 

• Clearly state the way in which you will announce and notify 

the winner in all your advertising material. 

• Clearly state the place where you will announce the winner 

in all your advertising material. 

• If you are in any doubt about the legality of your 

competition, consult a lawyer who knows his way around 

mobile marketing legal issues. Better safe than sorry and a 

few thousand US$ in fines poorer. 
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Opt-ins and opt-outs 

 

This should be implicitly clear by now but it is so important that we want 

to specifically point it out once more. Whenever you offer your 

customers an opt-in service you must clearly state in all your advertising 

material how to opt-out. This obviously also applies to all the opt-in 

services that you can offer your customers on your mobisite. In addition, 

if your opt-in service in any way bills your customers regularly, whether 

daily, weekly or monthly, you must send them a SMS once a month at the 

end of the month. This SMS must explain exactly how much the 

subscription service costs, how these costs are computed and how to opt-

out of the service.  

 

The opt-out service must work easily and quickly. If the opt-out option is 

offered by way of sending a SMS then this SMS may not cost more than 

the price of a regular SMS. You would be surprised how many 

companies are shamelessly charging their customers even for the opt-out 

SMS. Once again, some of the networks are the biggest culprits here. 

Then again, you might not be surprised by all of this anymore. 
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Chapter 18:  

Privacy and Data Protection  

in the world of the Mobile Marketer 

 
By Carmen Cupido - Regulatory and Government Relations 

Manager at Broadband Infraco 

 

When in Rome… 

 

Privacy is a valuable aspect of personality, and data (or information) 

protection is an element of safeguarding a person’s right to privacy. On 

the other hand, collection of information is as old as civilization itself - 

from the Roman Empire to modern-day empires, more and more 

information is collected and the quality of the information has changed. 

Digitization has played a big role in making information a valuable 

commodity, and has influenced the collection of information in respect of 

both quality and quantity. In addition, due to political, economic and 

other pressures, often prejudicial information on persons are often 

retained for far longer than is relevant or necessary. So, the wrongful 

collection and processing of personal information have been with us 

through the ages. But these are issues beyond the concern of the mobile 

marketer, or are they? 
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Some new threats to privacy that have been identified are practiced by the 

mobile marketer, if not directly, then by the person who processes 

personal information on behalf of the mobile marketer. This person or 

entity is generally referred to as the data controller, and could be 

engaging in the following activities: data matching, profiling/automated 

decision-making, data mining, smart cards, cookies and spam. The person 

whose information is being processed in any of these ways is referred to 

as the data subject. 

 

In order to bring South Africa’s data protection frame in line with 

international developments, necessitated by the globalised market 

requiring the free flow of information whilst protecting individuals’ right 

to be left alone, by both public and private entities, Government is 

working at updating existing legislation. 

 

Since the Protection of Personal Information (POPI) Bill is yet to be 

passed, the protection of personal information is governed in South 

Africa by the common law and section 14 of the Constitution, which 

provides that everyone has the right to privacy. There is some South 

African legislation, which recognizes the principle of protecting personal 

information including the Promotion of Access to Information Act, the 

Electronic Communications and Transactions Act and the National Credit 

Act. But these will not be the focus of this chapter. 
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This chapter will set out the draft legal framework – POPI expected by 

2011 - and approach to privacy and personal information protection in 

South Africa applicable to the data controller and the data subject and 

review whether this is in line with international developments and 

conclude by setting out the specifics and best practices applicable to 

mobile marketers and their activities. 

 

New threats to data privacy 

 

The new threat posed by the use of computers has been described as 

follows: 

The computer with its insatiable appetite for information, its 

image of infallibility, its inability to forget anything that has 

been put into it, may become the heart of a surveillance 

system that will turn our society into a transparent world in 

which our home, our finances, our associations, our mental 

and physical conditions are laid bare to the most casual 

observer. 

 
But, here follows a definition of the specific new threats as listed above. 

 

Data Matching 

Also called computer matching is the comparison of different sets of data 

using a common denominator such as an identity number. It is generally 

used to find persons who are included in more than one file or database 
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e.g. for receiving state benefits. So it can be used to prevent and minimize 

wastage in the public sector, but can also be used to build up 

unauthorized dossiers of information on individuals. 

 

Data Profiling 

Also referred to as automated decision-making is not a new phenomenon, 

but its widespread use for control purposes is relatively new. It has two 

aspects, firstly the creation of a profile and secondly, the process of 

treating individuals in light of this profile. The quality of the profile is 

dependent on the quality of the data (in terms of correctness and 

relevance, amongst others) that is available to develop the profile, and the 

danger remains that unfair or unwarranted assessments can be made 

about data subjects. 

 

Data Mining 

Is the application of new search techniques and technologies to discover 

new information in old databases. 

 

Smart Card 

Is an electronic device used for memory purposes, such as a patient’s 

medical records, storing digital cash, or store identifying information. 

Although the use of the smart card could provide improved security and 

privacy, if the available information is relayed to a database, a ready-

made dossier exists on numerous and varied aspects of a person’s life – 

financial, medical, purchasing behavior, etc. 
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Cookies 

Are bits of data that are stored by a data subject’s computer when they’ve 

used a certain website. Cookies may contain information in relation to the 

website that was visited such as login codes, passwords, credit card 

number or a list of shopping items. Cookies could be sent back to website 

owners, which would be a serious infringement of the data subject’s 

privacy. 

 

Spam 

Or sending unsolicited emails and SMS’s is considered an invasion of the 

privacy of the person whose email addresses or cell phone numbers are 

used without their permission. 

 

Data Protection in South Africa 

 

In August 2009, Cabinet passed the Protection of Personal Information 

Bill (POPI).  POPI is not law yet as the Bill must still pass through 

Parliament and the National Council of Provinces, thus it could still be 

amended. It must be said, however that the passing of POPI by Cabinet 

marks the beginning of the end of a very long road that started in 2003 

with the publication by the South African Law Commission of its Data 

Protection Issue Paper. 

 

POPI was conceived to give effect to the right to privacy by introducing 

measures to ensure that the personal information of an individual is 
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safeguarded when processed and to balance the right to privacy against 

other rights, such as the right to information and balance important 

international interests, particularly the free flow of information within 

and across the borders of South Africa. Although POPI has not been 

passed into law and may still be amended, it is unlikely that the approach 

followed will be substantially altered, even if specific provisions are, 

therefore we will in the next section deal with POPI’s substantive content 

and its implications.  

 

Two core concepts of POPI relate to the definitions of “processing” and 

“personal information’'. The legislation will apply only to personal 

information (PI) that is processed. Processing includes collection, receipt, 

recording, organization, collation, storage, updating, modification, 

retrieval, alteration, use, dissemination and merging. Another core 

definition is that of personal information, as this would determine 

whether a person’s right to information privacy has been infringed. PI is 

defined broadly to include information relating to an identifiable, living, 

natural person, and where it is applicable, an identifiable, existing juristic 

person, including, but not limited to — 

 

• information relating to the race, gender, sex, pregnancy, marital 

status, national, ethnic or social origin, color, sexual orientation, 

age, physical or mental health, well-being, disability, religion, 

conscience, belief, culture, language and birth of the person; 
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• information relating to the education or the medical, financial, 

criminal or employment history of the person; 

• any identifying number, symbol, e-mail address, physical 

address, telephone number or other particular assignment to the 

person; 

• the blood type or any other biometric information of the person; 

• the personal opinions, views or preferences of the person; 

• correspondence sent by the person that is implicitly or explicitly 

of a private or confidential nature or further correspondence that 

would reveal the contents of the original correspondence; 

• the views or opinions of another individual about the person; and 

• the name of the person if it appears with other personal 

information relating to the person or if the disclosure of the name 

itself would reveal information about the person. 

 

POPI is further applicable to private bodies, such as credit bureaux and 

banks as well as public bodies such as government departments, which 

determine the purpose and means of processing information – referred to 

as responsible parties. In light of the all-encompassing definitions of both 

PI and processing, there is no doubt that it will apply to all of the 

practices – defined earlier as the new threats to information privacy. 

 

The manner in which POPI aims to regulate the processing of PI is by 

providing for eight internationally accepted core information protection 

principles namely: accountability, processing limitation, purpose 
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specification, further processing limitation, information quality, 

openness, security safeguard and data subject participation. 

 

Principle 1: Accountability 

 

The responsible party – as defined - must ensure that the principles and 

all the measures that give effect to the principles are complied with. 

 

Principle 2: Processing limitation 

  

PI must be processed lawfully and in a reasonable manner that does not 

infringe the privacy of the data subject and may only be processed if, 

given the purpose for which it is processed, it is adequate, relevant and 

not excessive. Consent, justification and objection - PI may only be 

processed if, amongst others, the data subject consents to the processing 

or processing is necessary to carry out actions for the conclusion or 

performance of a contract to which the data subject is party or processing 

complies with an obligation imposed by law on the responsible party. 

 

Principle 3: Purpose specification 

 

PI must be collected for a specific, explicitly defined and lawful purpose 

related to a function or activity of the responsible party and the data 

subject must be aware of the purpose of collection of information. 
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Principle 4: Further processing limitation  

 

Further processing must be compatible with the original purpose of 

collection. 

 

Principle 5: Information quality  

 

The responsible party must take reasonably practicable steps to ensure 

that the personal information is complete, accurate, not misleading and 

updated where necessary. 

 

Principle 6: Openness 

 

Personal information may only be processed by a responsible party that 

has notified the Regulator in terms of the relevant chapter of POPI. If 

personal information is collected, the responsible party must take 

reasonably practicable steps to ensure that the data subject is aware of— 

 

(a)  the information being collected; 

(b)  the name and address of the responsible party; 

(c)  the purpose for which the information is being collected; 

(d)  whether or not the supply of the information by that data 

subject is voluntary or mandatory; 

(e)  the consequences of failure to provide the information; 
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(f)  any particular law authorizing or requiring the collection of 

the information;  

(g)  any further information, such as the recipient or category and 

nature or category of the information. 

 

Principle 7: Security Safeguards 

  

The responsible party must secure the integrity of personal information in 

its possession or under its control by taking appropriate, reasonable 

technical and organizational measures to prevent loss of, damage to or 

unauthorized destruction of personal information, etc. 

 

Where there are reasonable grounds to believe that the personal 

information of a data subject has been accessed or acquired by any 

unauthorized person, the responsible party, or any third party processing 

personal information under the authority of a responsible party, must 

notify the Regulator and the data subject, unless the identity of such data 

subject cannot be established. 

 

Principle 8: Data subject participation  

 

Access to personal information  

A data subject, having provided adequate proof of identity, has the right 

to request a responsible party to confirm, free of charge, whether or not 

the responsible party holds personal information about the data subject; 
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and request from a responsible party a description of the personal 

information about the data subject held by the responsible party, 

including information about the identity of all third parties, or categories 

of third parties, who have, or have had, access to the information within a 

reasonable time and on payment of a prescribed fee. 

 

Correction of personal information 

A data subject may request a responsible party to correct or delete 

personal information about the data subject in its possession or under its 

control that is inaccurate, irrelevant, excessive, out of date, incomplete, 

misleading or obtained unlawfully; or destroy or delete a record of 

personal information about the data subject that the responsible party is 

no longer authorized to retain in terms of the relevant section of POPI. 

 

Enforcement under POPI 

 

POPI contains a complaints procedure whereby any person may lodge a 

complaint with the Regulator in certain circumstances, including for a 

breach of the information protection principles or the provisions relating 

to unsolicited communications, directories and automated decision-

making. The Regulator has extensive powers of investigation including 

the right to apply to court for a warrant to enter and search premises. Data 

subjects (or the Regulator on behalf of a data subject) may also bring a 

claim for damages in certain circumstances. 
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Contravention of any of the information protection principles is not, in 

itself a criminal offence. However the Regulator has the power to issue 

enforcement notices for certain breaches of the POPI and failure to 

comply with an enforcement notice is a criminal offence. 

 

On conviction of an offence under the legislation, a person is liable to a 

fine and/or up to 12 months imprisonment, except if the offence relates to 

obstructing the Regulator, in which case the person is liable to a fine 

and/or up to 10 years imprisonment. Companies must, within one year 

from the date that the POPI comes into force, ensure that their Processing 

of Personal Information complies with the legislation and is notified to 

the Regulator. This one-year grace period may be extended by the 

Minister to a maximum of three years.  

 

It is clear that this legislation, if passed by Parliament, will significantly 

impact how companies and public bodies manage the processing of any 

PI held by them, for example, about employees or customers. Although 

individuals are likely to welcome the POPI, businesses are likely to find 

the costs of compliance are high. 

 

International Agreements 

 

Since the 1980s when there had been a realization that a globalised 

economy requires the free flow of information within and between 

national border economies, international organizations such as the 
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Organization for Economic Cooperation and Development (OECD), the 

Council of Europe and the European Union developed agreements and 

guidelines to basically bring about equivalence in respect of national data 

protection frameworks. 

 

Their efforts resulted in firstly, the Council of Europe’s Convention for 

the Protection of Individuals with regard to the Automatic Processing of 

Personal Data. The convention has been signed by approximately 30 

countries. Secondly, the OECD’s guidelines governing the protection of 

privacy and trans-border flows of personal data have been widely used in 

developing national legislation, even by countries not belonging to the 

OECD. 

Whilst national data protection legislation varies between countries, most 

incorporate the so-called data protection principles, also present in South 

Africa’s draft data protection legislation.  

 

Although the European Union’s Data Protection Directive (Directive), 

which was adopted in 1995, is a regional directive, it has had an impact 

internationally as it deals with the transfer of personal data to non-EU 

member countries. The Directive is not a law, but an instructive 

framework on which to base member state laws so as to facilitate the 

harmonization of laws throughout the EU in accordance with agreed upon 

minimum standards. Each EU country was required to implement 

legislation according to the minimum standards by October 1998. The 
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minimum standards find expression through universally recognized 

information protection principles. Most of them have done so.   

 

The Directive further contains a restriction – and so does EU members’ 

national laws – on the transfer of data to third countries (countries outside 

the EU) unless adequate protection is in place in the third or destination 

country.  With respect to enforcement, each EU country is required to 

have an independent data protection commissioner or agency to enforce 

the rules. 

 

Data Protection in the US 

 

The USA has no comprehensive data protection legislation. Although a 

signatory to the 1981 OECD Guidelines, the USA has not implemented 

them domestically. Instead, a sectored approach, with a mix of 

legislation, regulation and self-regulation, is employed to protect personal 

information. The introduction of the EU Directive could have therefore 

restricted the ability of US organizations to engage in transactions with 

their European counterparts, for it prohibited the transfer of personal data 

to non EU states that do not meet the "adequacy" standards for the 

protection of privacy. 

 

As a result of this, the US Department of Commerce developed the "Safe 

Harbor" system in consultation with the European Commission. This 

offers a method by which a US organization can comply with the 
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Directive. The EU approved "Safe Harbor" in July 2000. Organizations 

who sign up to the scheme are certified as offering 'adequate' protection 

under the terms of the Directive, thus enabling transactions between those 

organizations and European organizations to proceed smoothly and 

within the law. 
 

Conclusion 

 

South Africa’s draft legislation – the Protection of Personal Information 

Bill – is in line with data protection measures being adopted across the 

globe. From Canada to Japan, New Zealand and Argentina, there are now 

over thirty countries - wanting to do business with the EU - that provide 

an adequate level of protection of personal information. Due to the 

influence of the European Commission’s Convention, the OECD 

Guidelines and EU’s Directives, most countries’ data protection 

legislation have functional equivalence, meaning that the protection 

offered in and outside of the EU are comparable. With the adoption of 

POPI, South Africa will be in line with international trends, by  

 

• the adoption of a general information protection statute; which 

includes 

• the information protection principles; and  

• the establishment of a regulatory agency. 
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In addition the POPI is also flexible and includes aspects of self-

regulation i.e. various industries are required to develop their own codes 

of conduct, including making provision of a sector-specific adjudicator, 

but with the Regulator retaining oversight. 

 

It would therefore be in the interest of the mobile marketing industry to 

familiarize themselves with the provision of the legislation and making 

sure that their processes comply with the information protection 

principles set out in the draft legislation. It would, furthermore be 

beneficial if the industry starts putting self-regulatory measures in place, 

such as a code of conduct with maximum buy in from members of the 

industry.   
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Part VI: 

How to stay ahead  

of your competition 
 

“The secret to success is consistency of purpose” 

- Benjamin Disraeli 

 

 

 

 

 

 

 



Mobile Marketing Winner$ 

 

  223 

Chapter 19: 

Always stay hungry 
 

Pressing deadlines 
 

Bodybuilder, come Hollywood star, come Californian Governor Arnold 

Schwarzenegger is quoted as having proclaimed once that you have to 

“always stay hungry”. This quote might come from as far back as his 

bodybuilding days and refer to one of the many new training techniques 

he developed. Always just giving your body a little less food than it 

requires, forces it to adapt to ever more strenuous and stressful training 

routines. That sort of thing. But it is also a great analogy to success in 

general and apparently one of the themes of Arnold’s life. 

 

Well, whatever you might think of the “Governator”, if you want to be 

successful and remain at the top of your game, be it in sport or in 

business, or generally in life, you have to always want more. You have to 

always “stay hungry”. That is true for staying ahead of your competition 

as well. You have to remain focused and consistently do that little bit 

more. When it comes to mobile marketing this is a very exciting 

proposition because things change and evolve almost on a daily basis. 

However, this also poses a major challenge. 

 

You already have a job and are probably pressed for various deadlines, 



Mobile Marketing Winner$ 

 

  224 

from your boss, your business partners or from wherever else. You barely 

found the time to read this book and perhaps did so because it is concise. 

Maybe you were hoping that, after reading this book, you would know 

everything about mobile marketing. Period! Okay, let us ask you this: in 

which profession can you hope to stay on top of your game, let alone 

ahead of your competitors, unless you do not constantly read industry 

publications such as magazines, e-zines and blogs, visit trade conferences 

and exchange ideas with your peers? Exactly. Marketing is no different 

and, because of the fast changing nature of the industry, mobile 

marketing maybe even more so.  

 

Marketers tend to be lazy and sit back, thinking that the accumulation and 

analysis of facts and figures is enough to churn out kick-butt marketing 

campaigns year after year. In any case, creative is the domain of ad 

agencies, right?  We tend to disagree. You might not require to know all 

the intricate technical details of how mobile marketing tools work, but 

you have to stay on top of what tools are available and how other 

companies, including your competitors, are using them. 

 

Location, location, location? 

 

All right, all right. Mobile marketing is not developing or trading in real 

estate, where it is said that location is everything. But to stay ahead of 

your competition you can follow another repetition mantra, namely “read, 

read, read”. Just as you are reading this book now. It is not the first 
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publication on mobile marketing and it will definitely not be the last. 

There are other books on mobile marketing out there, which focus on 

different markets or preach a different gospel. There are industry 

newsletters like The Mobile Marketer Daily (http://mobilemarketer.com) 

or thinkingMobile (http://thinkingmobile.com). There are industry 

specific reports from companies such as Eye for Travel 

(http://eyefortravel.com), which focus on mobile marketing for the travel 

and tourism industries.  

 

You should also frequently visit the website of the Mobile Marketing 

Association (http://mmaglobal.com) and read up on the latest 

developments in legislature that affects mobile marketers, study their 

advertising guidelines, or simply use it as a resource to find further links 

and cross-references. You should partake in mobile marketing events, 

conferences and workshops such as the Thinking Mobile™ Conference & 

Exhibition – brought to you by SABC Mobile (http://thinking-

mobile.com). And of course you should join our Mobile Marketing 

Winner$ group on LinkedIn 

(http://www.linkedin.com/groupRegistration?gid=1927040) and 

Facebook (http://www.facebook.com/pages/Mobile-Marketing-

Winner/249969254926?ref=ts) and book your free seat at our monthly 

Live Webinars on mobile marketing at 

http://marketing.bizcommunity.com/Webinars.html. 

  

If all that sounds too much for you to handle then break it down in bite-
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sizes that you can chew. Reserve twenty to thirty minutes a day to read 

up on what is happening in mobile marketing, an industry that can make 

and save you and your business a lot of money. You will come across a 

lot of information via the Internet. Your computer can help you to sift 

through the often overwhelming amount of available information. For 

example, if you define in your email in-box settings which newsletter 

ends up in which folder.  

 

 
Cheating does not help. In Mobile Marketing you have to gather your own data! 
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Lastly, and if you have not done so already, dive into mobile marketing 

and conceptualize, develop and launch your first campaign. Nothing 

extravagant. Just focus on one campaign with one clearly defined 

objective and grow your mobile marketing investment slowly. No amount 

of theoretical knowledge is of any use if you do not apply it and no case 

study from another company is as valuable to you as your own. 
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Chapter 20: 

Get help by outsourcing 
 

How good are your time management skills? 

 

No matter how well advanced your time management skills are, you 

might still look for help to get you started in successful mobile 

marketing. And rightly so! The simple answer is outsourcing. You are 

familiar with the concept. You appoint an outside company, who is an 

expert in a particular field. This saves you money, because you are only 

paying for products and services that you actually use. No overheads, 

right? It also makes you more effective, because you appoint specialists 

for clearly defined tasks, who, by definition, know more about their 

specialized field than you ever will. You alone cannot be an expert in 

everything, so please don’t try this at home!!  

 

All top leaders have advisors who are all specialists in different fields. 

Most companies outsource various tasks to specialists. This is probably 

already the case in your company as well. Your company might have 

appointed an outside service provider to do their fleet management, PR, 

cleaning the office or, indeed, their advertising. Outsourcing is also often 

helpful in getting a fresh perspective and to prevent “not seeing the wood 

for all the trees”. An outside expert can provide this fresh perspective. 
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You should adopt the same approach in mobile marketing. The people 

who can help you with everything that has to do with running successful 

mobile marketing campaigns are mobile marketing strategists. 

Worldwide there are very few of them because the industry is still very 

young. Mobile marketing strategists cannot only help companies but also 

advertising agencies, who themselves generally know very little, if 

anything, about mobile marketing. Remember that mobile marketing is a 

very new, very specialized field of marketing. But agencies are under 

pressure to deliver top-notch campaigns to their clients, utilizing the best 

marketing tools that are available at the most cost-effective price. Mobile 

comes to mind… 

 

So the last piece of advice that we share with you in this book, before 

moving on to the Bonus Chapters, is that you should consult with a top 

mobile marketing strategist. Anyone, who is really good and is not a 

developer under disguise. What you should expect from working together 

with a top mobile marketing strategist is a ten-step approach to ensuring 

the success of your mobile marketing campaigns. 
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Chapter 21: 

Ten steps to mobile marketing bliss 
 

Do you have an ad agency? 

 

In many ways the approach of a top mobile marketing strategist to your 

mobile marketing needs is like the approach of an advertising agency to 

your advertising needs. And of course the mobile marketing strategist 

needs to work closely together with you. If you have an advertising 

agency they also need to work closely together with you. To help you 

understand the process and benefits of working together with a top 

mobile marketing strategist, we have sub-divided this approach into ten 

steps. Following through with these ten steps together with your mobile 

marketing strategist will benefit you even though, after reading this book, 

you already know lots and lots about optimized mobile marketing. 

 

When you follow the process below you have to supply information 

about your company, your overall marketing strategy and your 

objectives. You have to tell your mobile marketing strategist where you 

want your company to be. He cannot put together your mobile marketing 

strategy for you, he can only do it with you. Let us now look at the ten 

steps in more detail. 
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Step 1 - Overall marketing objectives definition 

 

Let us assume that you concluded all preliminaries of sourcing a mobile 

marketing strategist and have decided to work together with company 

“A”. Your first “proper” meeting would then be about your overall 

marketing objectives. Without knowing what you want to achieve 

generally, say in the next quarter or over the next twelve months, not 

even your advertising agency could help you. We already outlined the 

process of defining a business objective in Part I, Chapter 3. Bring your 

mobile marketing strategist up to speed on this one. 

 

Step 2 - Mobile marketing campaign objectives definition 

 

Based on the information acquired by your mobile marketing strategist in 

Step 1, he is now able to recommend mobile marketing objectives that 

are in line with your overall objectives. A simplified example would be 

the following: if you know, based on your past experience, that you 

convert, say, an average of five percent of your leads into sales, and you 

need to make ten sales, then you would need to generate two-hundred 

leads. The response rate in mobile marketing is, on average, much higher 

than in traditional direct marketing, often hundreds of percents higher. 

But let us be ultra-conservative and project a response rate of only ten 

percent. These would be your leads, of which you convert five percent 

into sales. So your sales target is ten sales. In order to reach that target, 

and based on an assumed ten percent mobile marketing response rate, 
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your mobile marketing campaign objective would be to reach two 

thousand people. 

 

Step 3 - Mobile usage definition of your target market 

 

The next question for your mobile marketing strategist should center 

around who constitutes the target market and how do these constituents 

utilize their mobile phones? Again put simply: the Gogo in the Eastern 

Cape, South Africa, would utilize her mobile phone differently to the 

business man in Lagos, Nigeria. So this step is once more very much 

dependent on your input. Based on your answers to your strategist and his 

experience, he will be able to recommend mobile marketing tools that 

your target market is most familiar with so that you can increase the 

success of your mobile marketing campaign(s). 

 

Step 4 - Overall marketing strategy definition 

 

Another bit of important information that you need to advise your mobile 

marketing strategist on is your overall marketing strategy. You have 

already shared your marketing objectives, such as perhaps raising profits 

by 18% in the next quarter, but what strategies do you presently use to 

meet these objectives. Do you use above- or below-the-line advertising 

tools or both? Do you rely on direct marketing or television ads? Do you 

run a lot of competitions and promotions? Gathering this information will 

enable your mobile marketing strategist to devise a mobile marketing 
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strategy for you that seamlessly integrates with your overall marketing 

strategy. 

 

Step 5 - Mobile marketing strategy definition 

 

Just as your mobile marketing specialist would be able to suggest mobile 

marketing objectives for your campaign based on information you 

provided him with in Step 1, he can suggest a mobile marketing strategy 

based on what you told him in Step 4. Let us continue to use our example 

in Step 2. Your objective is to reach two thousand people who own a 

mobile phone. Say your overall marketing strategy involves a lot of 

competitions and you advertise on radio and in print. Advertising on 

radio and in print will already guarantee that you reach your target of two 

thousand people. A sure bet to motivate them to enter your competition 

would be a call-to-action to enter the competition by SMS’ing a keyword 

to a short code. If ten percent respond you have your two hundred leads 

of which you convert five percent into your ten sales.  

 

However, if you send people to a mobisite and ask them to enter the 

competition there, your target of two thousand people changes. This is 

the initial price you pay for building Quality Leads™ because you are 

effectively asking for a double-opt-in. The keyword here is “quality”. 

Your mobile marketing strategist will tell you that maybe fifty percent of 

people who respond to your initial call-to-action will double-opt-in. This 

“fifty percent” figure would be an educated guess from your mobile 
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marketing strategist based on his experience and the information you 

have provided him with so far and this figure may vary.  

 

If only fifty percent double-opt-in, you need to attract four hundred 

people to respond to your initial call-to-action. This, in turn, means that 

your radio and print advertising must reach four thousand people who 

own a mobile phone, of which ten percent must respond to your initial 

call-to-action. So strategically, you look at capturing people in a funnel 

and the end-result must be two hundred people, who double-opt-in. You 

can be rest assured that these two hundred people are serious, not curious, 

about entering into a dialogue with you. Just as serious as you are. 

 

Step 6 - Mobile campaign planning 

 

So far we looked at a lot of facts and figures. You just have to love it! 

You now have a mobile marketing strategy and specific objectives for 

your mobile marketing campaign. The next step is for your mobile 

marketing strategist to plan your campaign. In our example, this would 

include the type of competition, the prize or prizes that can be won, the 

content of your mobisite where you capture leads, how you would 

capture them and so on. Furthermore the planning process would include 

defining the data that you want to capture during your campaign and how 

you want to capture the various data. Remember that your leads will not 

fill out long questionnaires and will not give you too much information 

until you have developed a trusting, Quality Leads™ relationship. So you 
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have to define which data you want to capture based on the “as much as 

necessary and as little as possible” basis. Once again, based on the 

information that you provided to your mobile marketing strategist, he will 

be able to advise you on what is necessary and possible. This Step 6 is 

concluded when you sign off on the mobile campaign plan that your 

mobile marketing strategist has drawn up for you.   

 

Step 7 - Mobile campaign design 

 

This is one of the easiest steps in the process. Your mobile campaign 

design includes logos, fonts, colors, really everything that constitutes 

your current corporate identity (CI) and your corporate design (CD). You 

should already have a CI and a CD for your business. Your mobile 

marketing strategist will advise you on how to best translate your CI and 

CD to mobile. 

 

Step 8 - Mobile campaign development 

 

We have lashed out a lot about developers in this book, but that does not 

mean that they do not play a very important part in your mobile 

marketing campaign. However, it is only from this Step 8 onwards that 

they play a part. Also, their part is limited to the technical aspects of your 

campaign only. Please read the next sentence very carefully.  

 

In order for your mobile campaign to achieve the best results possible, 
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you need to take seven steps before you can even consider the developer 

who builds and manages the technical aspects of your campaign.  

 

If you speak to a developer first, and if you buy a mobile marketing tool 

“off the shelf”, you lose out on the first seven steps. These first seven 

steps are the most important steps to ensure that you get the best possible 

return on your mobile investment (ROI). They are the backbone to make 

your mobile campaign a success. Without taking these first seven steps 

your mobile campaign will fail or, at best, produce inferior results.  

 

Your mobile marketing strategist can help you find the right service 

providers for your campaign, based on the mobile tools that are required. 

Some service providers are good at building mobisites, others are good at 

developing USSD tools, and some are the right choice for managing your 

Bulk SMS Campaign. You can compare this process to the work that an 

advertising agency would do for you to have your television ad produced: 

sourcing a production company, holding castings, the actual shoot, 

editing etc. 

 

Step 9 - Mobile campaigns execution 

 

Once the mobile components for your campaign have been developed, 

your campaign is ready for activation. This happens in a carefully 

managed process of integrating the mobile part of your campaign into 

your other marketing tools. Let’s say, for example, you are running a 
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competition as in the example above, you would advertise it on radio and 

in print. Subsequently, the mobile component of the competition must be 

coordinated with the work of your ad agency. The responses to your call-

to-action would have to be captured in a database and the technical back-

end would have to be managed. All this work can be outsourced to your 

mobile marketing strategist who simply reports back to you, just as you 

would outsource the management of running an advertising campaign to 

your ad agency. They manage everything from media buying to ensuring 

that your ads are actually broadcast and printed. But you would remain 

closely involved and sign off on everything they do! 

 

Step 10 - Mobile campaign impact measure 

 

Once your mobile campaign is over, your mobile marketing strategist 

compiles the relevant reports and submits them to you. This enables you 

to measure the impact of your campaign and also helps your mobile 

marketing strategist to advise on how you should engage mobile further. 

This is the last step in this ten-step process and, at the same time, the first 

step in the renewed beginning of the cycle. But there is a major 

difference.  

 

After running your first optimized mobile marketing campaign you have 

begun to build Quality Leads™. From now on, marketing will never be 

the same for you. You can, for the first time, target your marketing efforts 

based on 100% accurate data, instead of on the conventional guessing 
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game. You can, for the first time, market directly to individuals, who 

have explicitly requested to hear from you. You can, for the first time, get 

a 100% return on investment for every advertising Dollar you spend.  

 

Following this ten-step approach and repeating it again and again will not 

only establish and grow your database of Quality Leads™. It will also 

help you to streamline your mobile marketing efforts to produce the best 

results for your business. This will allow you, over time, to decrease your 

marketing spend and increase your results. The speed at which this 

happens, and the ingredients to make this happen obviously differ from 

one company to the next because you all have different products and 

services as well as different strategies and objectives. This is also because 

mobile is so specific. But mobile is “always with me, always on and 

always personal”, and so after having executed your first optimized 

mobile marketing campaign, and the keyword here is “optimized”, the 

way we taught you in this book, you will never, ever look back!  
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Chapter 22: 

Can’t I go it alone? 
 

Yes and No 

 

At this point you might get carried away a little and ask yourself the 

question: “Do I really need to involve a mobile marketing strategist?” 

You bought this book and read it in order to understand mobile marketing 

and apply it successfully to benefit your business. We believe you should 

have acquired a wealth of information on optimized mobile marketing. 

You even have a ten-step plan to put together a successful mobile 

marketing campaign. You will have to invest some money, but you 

understand the benefits of doing so, you just have to budget for it. Should 

you fork out additional monies to pay for a top mobile marketing 

strategist who guides you through this process? 

 

Well, the short answer to this question is: Yes and No. Yes, if you want 

to remain dedicated to your company’s “over-all” marketing mix. No, if 

you believe you have converted your current marketing skills into mobile 

marketing speciality. Be careful to choose the second option only if you 

have plenty of both time and money. Actually, as with everything else on 

this earth, you can learn and master whatever you put your mind to, 

including mobile marketing. But maybe you should ask yourself how you 

would benefit from utilizing the services of a top mobile marketing 
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strategist vis-à-vis going it alone. 
 

Save time and money 

 

Here is the thing. Sure, you can run mobile marketing campaigns by 

yourself. If you built your business from scratch you probably could do 

everything in your company yourself because you are, or have at some 

point, been intrinsically involved in each and every facet of it. Including 

making the coffee. But you have employees and you have outsourced 

certain tasks in your company to share your workload. More importantly, 

you work together with other people to free up time for you in order to be 

able to concentrate on what you, and only you, can do best. If you are an 

employee yourself, you too probably have a team to share your workload, 

irrespective of whether you lead that team or form a part of it.  

 

So the first, most obvious reason to invest in a top mobile marketing 

strategist who guides you to realizing successful mobile marketing 

campaigns is simply the factor of time. Time is a resource that cannot be 

replaced. You can be robbed, you can loose money with bad investments 

but you can never ever replace lost time. You need to manage your time 

effectively to produce the best results and this includes, more often than 

not, delegating. You delegate to both employees and third party service 

providers. Delegating the task to create successful mobile marketing 

campaigns to a top mobile marketing strategist is a sure way to save time 

and money, be more productive and produce better results. 
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But there is more. It is the job of a top mobile marketing strategist to 

continuously stay on top of what is happening in his industry. If he fails 

to do that, he will quickly become irrelevant, especially in the ever-

changing industry of mobile marketing. He is an expert, a specialist in his 

field. In order to be able to produce the same quality of results for your 

mobile marketing campaigns, you would need to invest the same amount 

of time in this industry than he does. But, as you know, time is money, 

and where would that leave you with regards to your own job or 

business? You would quickly become irrelevant in your industry and then 

even the best mobile marketing strategist would not be able to help you. 

So, a top mobile marketing strategist helps you save you both time and 

money. 

 

Risk management 

 

If you are still not convinced that investing in a top mobile marketing 

strategist is worth your while, imagine this. You design and execute a 

premium mobile marketing campaign and suddenly run into some 

problems. Maybe your backup system delivers SMS’s during the wrong 

time of day. Or your opt-out option does not work one hundred percent. 

This can really get expensive. Angry and frustrated customers, lost sales, 

you name it. Are you fully equipped to handle mobile marketing crisis 

management?  

 

Remember that executing successful mobile marketing campaigns 
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involves a number of third party service providers, even if you just have a 

company that manages the back-end of your SMS Campaign. Do you 

have the time and experience to micro-manage these service providers? 

We respectfully submit that you do not, and neither should you have to. 

And remember, these service providers are not marketers! They do not 

have the same comprehension of the impact that one little technical 

mishap can have on your overall marketing strategy and objectives. A top 

mobile marketing strategist however does have this insight. As for you, 

concentrate on what you do best, use what you have now learned in this 

book to understand what mobile marketing can do for your business and 

team up with a top mobile marketing strategist to translate this 

knowledge into hard cash for your company. 

 

And do not fall into the trap of believing a service provider who lives by 

the motto “sincerity is everything. Once you fake that, the rest is easy…” 

This book should help you to make the right choices! 

 

We wish you all the best and much success! 

 

Your Mobile Marketing Winner$ team leaders 

Alexander Gregori  

& Lauretta Ngakane 
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Part VII: 

Bonus Chapters 
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Bonus Chapter 1: 

Mobile Marketing Service Providers Resource Kit 
 

We have written this book with a focus on Africa but at the same time we 

looked at what happens in mobile marketing internationally. We have 

also pointed out that Africa in general, and South Africa in particular, 

boasts a number of companies that are world leaders in the development 

of mobile marketing tools and m-commerce payment solutions. These are 

developers, mind you. When it comes to mobile marketing, and we have 

stressed this as well, the market leaders are to be found elsewhere, 

particularly in the USA.  

 

Following you will find a mix of companies who can all contribute to 

your successful marketing campaign. 
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SMS Services  
Bulk SMS http://www.bulksms.com 
Clickatell http://clickatell.com 
Integrat http://integrat.co.za 
WinSMS http://winsms.co.za 
Afrihost http://afrihost.com 
  
MMS Services  
Multimedia Solutions http://multimediasolutions.co.za 
  
USSD  
Mobilitrix http://mobilitrix.com 
  
Voucher Systems  
Mobilitrix http://mobilitrix.com 
  
Mobisites  
Mobisitegalore http://mobisitegalore.com 
Webnote http://webnote.co.za 
Netbiscuits http://netbiscuits.com 
Prezence http://prezence.co.za 
Thumbtribe http://thumbtribe.co.za 
  
Games  
Dynamedia http://www.dynamedia.com  
  
m-Commerce  
FNB https://www.fnb.co.za/cellphone-

banking/cellphone-banking-for-
individuals.html 

ABSA http://absa.co.za 
Mowaly http://mowaly.co.za 
Obopay http://www.obopay.com 
Bango http://bango.com 
Pocit http://pocit.com 
Wizzit http://www.wizzit.co.za 
MiMoney http://www.mimoney.co.za 



Mobile Marketing Winner$ 

 

  246 

Mi-Pay http://mi-pay.com  
  
Banner Ads  
AdMob http://admob.com 
  
SNM  
Virtual Project 
Consulting 

http://wwwvirtualprojectconsulting.com  

  
Industry Watchdog 
WASPA http://www.waspa.org.za  
  
Mobile Marketing  
Strategists  
and Consultants 
myMOBworld http://www.mymobworld.com 
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Bonus Chapter 2:  

Mobile Marketing Customer Education Kit 

 

Your customer, your challenge 

 

One of the challenges that you face when running mobile marketing 

campaigns is that you have to engage your customer on a personal, 

interactive level. We suggested a number of times in this book that KISS, 

Keep It Simple Safe, is always a sure bet to reach mass markets and get 

them to act. We also mentioned that your customers, whoever they are, 

have a very healthy, although basic understanding of the various 

functions of their mobile phones. They know how to make and receive 

calls, SMS’ing, use the camera function of their mobile phone and log 

onto the mobile Internet. Interestingly though, the majority of mobile 

phone users are not even aware that they use the mobile Internet already.  

 

For example, very few of the over nineteen million subscribers of instant 

messaging (IM) service MXit know that they are “surfing” the mobile 

Internet when interacting on the platform. MXit records over seventeen 

million log-ons a day. MXit subscribers inter alia download content but if 

you ask them to type a URL into the browser of their mobile phone, they 

probably wouldn’t know what to do. But that does not mean that they 

cannot be guided. Having said that, we would advise that you embark on 

a mobile marketing education campaign for your customers. 
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School’s out 

 

This does not mean schooling them or even telling them about mobile 

marketing. Remember that your customers are not interested in mobile 

marketing. They are only interested in the benefits that mobile marketing 

has to offer them and in how they can access these benefits. The secret to 

successfully educating your customers about how they can best benefit 

from mobile marketing is to take them by the hand, so to say, and slowly 

introduce them to the available options. In educating your customers you 

should take the same approach that you adopt when you embark on your 

mobile marketing strategy. Remember we advised that you run only one 

mobile marketing campaign with one clear objective at a time. With each 

mobile marketing campaign, you have an opportunity to introduce your 

customers to a new option or benefit. With each of your mobile 

marketing campaigns you become more and more effective at tailoring it 

to the specific needs of your business as well as to the likes and dislikes 

of your Quality Leads™. Take your customers along on this journey.    

 

For example, you know that all of your customers are familiar with SMS 

but might not know how to access your mobisite by typing its URL in the 

browser of their mobile phones. So you guide them with a SMS 

Campaign as we described it in Part III, Chapter 9. To make one hundred 

percent sure that the mobile phones of your customers are Internet 

enabled, you can add a short copy to all your advertising that instructs 

them on how to WAP enable their phone. You get these instructions 
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directly from the various mobile network providers in your country. Take 

a look at their websites. 
 

Keep it relevant 

 

Your customers are now logged on your mobisite where you can inform 

them about how to bookmark your URL so that they can quickly access it 

with a simple click. Now you already have customers who consciously 

know a lot more about your mobile marketing tools than the majority of 

users. When you introduce a new campaign, you can teach your 

customers a new function. For example, you might offer a subscription 

service and explain on your mobisite how it works. Or you might run a 

competition that includes the production of an audio or video file and you 

can teach your customers how to do that. Or you might offer a discount if 

your customers pre-order a specific product or service from their mobile 

phone and you can teach them how to do that. Step by step, little by little, 

you educate your customers to be able to benefit from everything you are 

offering them on mobile. In your next mobile marketing campaign you 

might offer them a voucher or coupon and educate them how to retrieve 

these, and so on and so forth. 

 

Remember that your customer will engage you as long as you have a 

compelling offer that he is interested in. Also, the initial initiative for 

every successful mobile marketing campaign must originate with your 
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customers. And when they engage you, you can engage them and teach 

them. And they will learn. Step by step, little by little.  
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Bonus Chapter 3: 

Your own mobile marketing campaign checklist 

 

A checklist is always helpful. It helps to keep your mind clear so that you 

can focus on more important things. With a comprehensive checklist, you 

can always be rest assured that you forget nothing, because you just have 

to tick off a list item that you completed and you know what you still 

have to do. It is the item that you did not yet tick off, right? Following 

you will find a simple checklist for your mobile marketing campaigns 

that will ensure that you do not forget anything and concentrate on what 

is really important. Round of golf, anyone? 
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TASK DONE 
Have you defined your overall marketing strategy?   
Have you defined your overall marketing objectives?   
Have you defined your mobile marketing strategy?   
Have you defined your mobile marketing objectives?   
Do you have a mobisite?   
Does your mobisite have a .mobi domain name?   
Does your mobisite have keywords for SEO?   
Did you keep the content of your mobisite KISS?   
Did you define the SMS campaign to launch your 
mobisite?   
Are you giving your (potential) customers a 
compelling reason to visit?   
Did you set up a database to capture your Quality 
Leads?   
Are your campaigns focused on one objective at a 
time?   
Did you take into account all legal aspects for your 
campaign?   
Did you plug your mobile marketing campaign into 
SNM?  
Did you define tools to measure the success of your 
campaign?   
Are you working together with a top mobile 
marketing strategist?  
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Bonus Chapter 4: 

Boring Stats on Mobile 
 

You have to start somewhere 

 

We don't really believe much in mobile phone user statistics because they 

are just not detailed and accurate enough. Firstly, the industry changes at 

such a rapid pace that any stats are already outdated at the time of their 

release. Secondly, unlike in traditional media, somebody else's stats are 

of little use to you, your company and your brand because the mobile 

user pattern of your target market most probably differs greatly from that 

of another. Thirdly, because it is very much up to you to groom the 

mobile user pattern of your target market yourself. 

 

But you have to start somewhere, so have a look at these 2008 South 

African mobile phone user stats, compiled by Vodacom and Nielsen. Just 

don't make them the basis for your decision to go mobile... 

 

South African Mobile user statistics 

 

1. Mobile phone usage according to LSM's 

 

This is probably the most outdated way to base marketing campaigns on 

because these data tell you very little about the actual person, but looking 
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at LSM's is still many a marketers' dream.  

 

In LSM 1 - 3, the "Traditionals", you find: 

 

- a household income of R1 523 monthly:  

- 21% of the population;  

- 1 phone in the family;  

- a monthly prepaid airtime spend of R52;  

- use of the phone for Please Call Me's (PCM's). 

 

In LSM 4 – 5, the "Transitionals", you find: 

 

- a household income of R2 383 monthly:  

- 30% of the population;  

- 1 - 2 phones in the family;  

- a monthly prepaid airtime spend of R72;  

- use of the phone for SMS and PCM's. 

 

In LSM 6 – 7L, the "Middle Class", you find: 

 

- a household income of R5 904 monthly:  

- 23% of the population;  

- 2+ phones in the family;  

- a monthly prepaid airtime spend of R130;  

- use of the phone for playing games, accessing the internet, SMS and 
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PCM's. 

 

In LSM 7H – 10L, the "Upper Middle Class", you find: 

 

- a household income of R14 782 monthly:  

- 23% of the population;  

- 3+ phone in the family;  

- a monthly prepaid and contract airtime spend of R295;  

- use of the phone for downloading ringtones and music, playing games, 

accessing the internet, SMS and PCM's. 

 

In LSM 10H, the "Elite", you find: 

 

- a household income of R25 519 monthly:  

- 3% of the population;  

- 4+ phone in the family;  

- a monthly prepaid and contract airtime spend of R569;  

- use of the phone for email, downloading ringtones and music, playing 

games, accessing the internet and SMS. 

 

2. Mobile phone usage according to age 

 

This one is a bit more interesting because it takes into consideration a 

certain lifestyle. 
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Baby Boomers 50+  

Make and receive calls and SMS 

 

Generation X 28-43  

Make and receive calls and SMS, access the internet 

 

Generation McGuire 18-21  

Make and receive calls, SMS and MMS, download music, ringtones and 

applications, play games, access the internet 

 

Tweeners 13 – 18  

Make and receive calls and SMS, send PCM 

Millenials / Generation Y 22-27  

Make and receive calls, SMS and MMS, access the internet 

 

Generation I / Internet Generation Under 18  

Make and receive calls, SMS, MMS, download music, ringtones and 

applications, play games, access the internet 
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Afterword 

 

 
We hope that you have enjoyed reading this book as much as we have 

enjoyed writing it. At best, we hope that you use it as a reference guide, 

whilst also making use of all the references that we have included in the 

book. 

 

As successful mobile marketing heavily relies on available technologies, 

we trust that you will continue to keep abreast of the latest innovations, 

tools, reports and experts in this area. After all, much of what we have 

already shared with you in this book may have significantly evolved, 

rejected or became obsolete. Areas to particularly watch out for include 

mobile payment solutions, mobile vouchers, USSD technology, the use of 

the mobile internet and the market specific uptake of these tools. 



Mobile Marketing Winner$ 

 

  258 

As mobile marketers ourselves, we want to engage you and follow your 

mobile marketing success. Should you have a story to share, be it a 

painful learning experience or successful activation, we want to hear 

about it! With your explicit permission, we would also to share your 

stories with the world by posting them on our websites. 

 

In the meantime, Keep Thinking Mobile!! 

 

South Africa, July 2010 
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Glossary 

 

 
3G 

International Mobile Telecommunications-2000 (IMT-2000), better 

known as 3G or 3rd Generation, is a family of standards for mobile 

telecommunications defined by the International Telecommunications 

Union, includes GDM EDGE, UMTS and CDMA2000 as well as DECT 

and WiMAX. Services include wide-area wireless voice telephone, video 

calls, and wireless data, all in a mobile environment. Compared to 2G 

and 2.5G services, 3G allows simultaneous use of speech and data 

services and higher data rates (up to 14.0 Mbit/s on the downlink and 5.8 

Mbit/s uplink). 
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A 

 

Above-the-line (ATL) 
ATL is a type of advertising through media such as television, cinema, 

radio, print, web banners and web search engines to promote brands. This 

type of communication is conventional in nature and is considered 

impersonal to customers. 

 

Aggregator 
A mobile telecommunications company that operates independently from 

mobile phone operators as an intermediary between a mobile 

phone operator and another company, which needs to use SMS shortcode. 

A mobile aggregator is a middle-man business that helps makes SMS 

billing and payments occur. 

 

Applications 

Applications are small bundles of code designed and developed for use 

on a portable device such as mobile phones. They are intended to 

enhance the features of a portable device by providing additional 

functionalities and utilities that increase the device’s utilitarian and 

entertainment features. Forms of mobile device applications vary, but 

common examples include games, interfaces, and mobile widgets 

designed for use on iPhones, blackberries, and PDAs.  
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App Store 

The App Store is a service for the iPhone, iPod Touch and iPad created 

by Apple Inc. which allows users to browse and download applications 

from the iTunes Store that were developed with the iPhone SDK and 

published through Apple. Depending on the application, they are 

available either for free, or at a cost. The applications can be downloaded 

directly to target device, or downloaded onto a computer via iTunes. 

 

B 

 

Banner advertising 

An advertisement that is embedded into a website or mobisite. The ad 

itself links to the advertiser’s website, mobisite or landing page. The 

intent is for visitors to click on the ad and go to the advertiser’s page. 

Banner ads often use animation to help draw attention to the ad. 

 

Below-the-line (BTL) 
BTL is a type of promotion that targets individuals according to their 

needs or preferences. BTL can actually lead to a sale and is highly 

measurable, giving marketers valuable insights into their return-on-

investment (ROI). 

 

Bluetooth 
A proprietary open wireless protocol for exchanging data over short 

distances (using short length radio waves) from fixed and mobile devices, 
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creating personal area networks (PANs). It was originally conceived as a 

wireless alternative to RS-232 data cables. It can connect several devices, 

overcoming problems of synchronization. 

 

Broadcasting 
The distribution of audio and/or video signals, transmitting programs to a 

large audience, which may be the general public or a relatively large sub-

audience. 

 

Bulk MMS 

A special type of system by which an institution or an organization 

becomes able send or receive a large volume of MMS i.e. MMS in a 

bulk. 

 

Bulk SMS 
A special type of system by which an institution or an organization 

becomes able send or receive a large volume of SMS i.e. SMS in a bulk. 

 

C 

 

Corporate design (CD) 
The official graphical design of the logo and name of a company or 

institution used on letterheads, envelopes, forms, folders, brochures, etc. 

The house style is created in such a way that all the elements are arranged 
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in a distinguished design and pattern. This includes dictating what ink 

pantones should be used in the coloring, and what typefaces.  

 

Contract Customer 

A subscriber with whom a network has a formal contractual agreement 

with the customer billed on a monthly basis for access fees and any 

additional airtime or data used. 

 

Corporate identity (CI) 
The "persona" of a corporation which is designed to accord with and 

facilitate the attainment of business objectives. It is usually visibly 

manifested by way of branding and the use of trademarks.  

 

CPM  
Cost per mille = cost per thousand impressions. The CPM model refers 

to advertising bought on the basis of impression. The total price paid in 

a CPM deal is calculated by multiplying the CPM rate by the number 

of CPM units. For example, one million impressions at $10 CPM 

equals a $10,000 total price. The amount paid per impression is 

calculated by dividing the CPM by 1000. For example, a $10 CPM 

equals $.01 per impression. 

CPE 
Differing from cost per click rate models, a Cost Per Engagement model 

means advertising impressions are free and advertisers pay only when a 



Mobile Marketing Winner$ 

 

  264 

user engages with their ad unit. “Engagement” is defined as a user 

interacting with an ad in any number of ways, including playing a game, 

taking a poll, rolling over an ad unit for a specified amount of time or 

taking a product tour. CPE brings a measure of performance to online 

advertising. Ads are served for free, and advertisers pay only when a user 

engages with their brand content. The approach has given advertisers a 

choice between quantity and quality. This technique may be applied to ad 

formats including video and rich media, for example, in web banners as 

invitations to view longer-form branded content such as videos, games or 

other interactive experiences such as widgets.  

 

CRM Content Rights Management 
The management of user rights to copyrighted content. 

 

CTIA (International Association for the Wireless 

Telecommunications Industry) 
Association dedicated to expanding the wireless frontier. 

 

D 

 

Database 
A collection of (usually) organized information in a regular structure, 

usually but not necessarily in a machine-readable format accessible by a 

computer.  
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Developers 

A person or organization concerned with facets of the software 

development process.  

 

Double opt-in 
The method for acquiring and verifying subscriptions that is widely seen 

as a best practice according to the principles of permission-based 

marketing. Under this system, subscribers enter their subscription and 

then must respond to a confirmation message. 

 

E 

 

e-Commerce 
Commerce conducted electronically (as on the Internet). 

 

EFT 
The transfer of money initiated through an electronic terminal, automated 

teller machine, computer, telephone, or magnetic tape. EFT also applies 

to credit card and automated bill payments. 

 

Electronic press kit (EPK)  

An electronic press kit (EPK) is a press kit equivalent in electronic form. 

In business, electronic press kits are more commonly referred to as online 

or electronic media kits. They are used to promote artists and businesses. 
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ESKOM 

Eskom is a South African electricity public utility, established in 1923 as 

the Electricity Supply Commission (ESCOM) by the government of 

South Africa in terms of the Electricity Act (1922). 

 

F 

 

Fast Moving Consumer Goods (FMCG’s) 

Products that are sold quickly at relatively low cost. 

 

FNB (http://fnb.co.za) 
A South African bank. 

 

G 

 

Gogo 
“Grandma” in the Zulu or Xhosa language. 

 

Google AdWords 
Google’s flagship advertising product and main source of revenue. 

Google's total advertising revenues were US$21 billion in 2008. 

AdWords offers pay-per-click (PPC) advertising, and site-targeted 

advertising for both text and banner ads. The AdWords program includes 

local, national, and international distribution. Google's text 
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advertisements are short, consisting of one title line and two content text 

lines. Image ads can be one of several different Interactive Advertising 

Bureau (IAB) standard sizes. 

 

GPS 
Global Positioning System. A navigational system involving satellites 

and computers that can determine the latitude and longitude of a receiver 

on Earth by computing the time difference for signals from different 

satellites to reach the receiver. 

 

GPRS 

General Packet Radio Service. An enhancement to the GSM mobile 

communications system that supports data packets. It enables a 

continuous flow of data packets over the system for applications that 

support web browsing and file transfer for example. With GPRS, your 

phone is always connected to WAP and other data services, so you don't 

need to dial in each time you want to access data services. 

 

GREC, the Global Retail Executive Council 

(http://globalretailexec.org) 
An international association of retail executives, service providers and 

industry experts. As the most comprehensive source of information, 

education and community for the retail industry worldwide, GREC offers 

its members an exclusive mix of content, networking and social benefits 

unlike any other organization. 
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I 

 

IM 
Instant messaging is a form of real-time direct text-based communication 

between two or more people using personal computers or other devices 

such as mobile phones, along with shared software clients. The user's text 

is conveyed over a network, such as the Internet. More advanced instant 

messaging software clients also allow enhanced modes of 

communication, such as live voice or video calling.  

 

Interactive mobile base camp  
A permanent mobile presence of an individual, company or organization 

such as a mobisite that allows the individual, company or organization to 

send messages to clients or customers who can, in turn, respond. 

 

IT 

Information Technology. The branch of engineering that deals with the 

use of computers and telecommunications to retrieve and store and 

transmit information. 

 

K 

 

Keywords and short codes 

A “keyword” is a word or name used to distinguish a targeted message 
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sent within a Short Code Service. “Short codes” are numeric numbers 

(typically 4-6 digits) to which text messages can be sent from a mobile 

phone. Wireless subscribers send text messages to common short codes 

with relevant keywords to access a wide variety of mobile content. 

 

L 

 

Location Based Services (LBS) 

An information and entertainment service, accessible with mobile devices 

through the mobile network and utilizing the ability to make use of the 

geographical position of the mobile device. 

 

LSM 
Living Standard Measure – a continuum originally introduced by the 

South African Advertising Research Foundation under the name of LSM, 

representing the different standards of living across South Africa.  

 

M 

 

Marketing 
The process associated with promoting for sale goods or services. 
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Marketing Tools 

Tools used to promote for sale goods and services and interact with 

(prospective) customers, including ATL, BTL and TTL advertising in 

various media, PR… and mobile.  

 

M-Commerce 
Commerce conducted electronically (as on the Mobile Internet). 

 

Mi-Money (http://mimoney.co.za) 
South African based electronic payment voucher systems provider.  

 

MMS 
Multimedia Messaging Service is a 'store and forward' messaging service 

which allows mobile subscribers to exchange multimedia messages with 

other mobile subscribers. MMS supports the transmission of additional 

media types: text, picture, audio, video or a combination of these. 

 

Mobile Marketing 
Businesses communicating with consumers on their mobile phones, with 

their explicit permission, at the right time, at the right place while 

providing relevant value. 
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A loose collective of mobile marketing strategists, including PR, event 

management and legal professionals, who educate, train and consult 

companies and organizations on effective Mobile Marketing. 

 

Mobisites 
Build for the Mobile Internet websites that have specific technical 

requirements and meet specific, mobile marketing oriented objectives. 

 

M-Pesa (http://safaricom.co.ke) 
Kenyan based mobile payment solutions provider. 

 

Mi-Pay (http://mi-pay.com) 
UK based white label mobile payment solutions provider. 

 

MTN (http://mtn.co.za)  
Africa’s largest cellular phone network provider. 

 

MXit 
South African based IM and mobile infotainment portal 
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N 

 

Narrowcasting 
The transmission of data to a specific list of recipients. 

 

Networks  

A system of interconnected electronic components or circuits. In the 

world of mobile, networks are the companies, which provide the 

interconnected components that enable mobile phone to communicate 

with each other. 

 

Nextones 
US based mobile content provider. 

 

NGO 
Non Governmental Organization. A collective term for voluntary groups 

that are established for a particular cause or interest, e.g. the environment, 

human rights, green consumers, etc. 

 

Nielsen 
International market research company. 
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O 

 

Obopay 
US based mobile payment solutions provider. 

 

Opt-ins and opt-outs 

Opt-in is the action a person takes when he or she actively agrees, by sms 

or other means, to receive communications. It requires tactics and 

mechanisms to encourage and allow people to become recipients. Opt-out 

is the action a person takes when he or she chooses not to receive 

communications. It requires tactics and mechanisms by which people can 

ask to be removed reliably from an opt-in list. 

 

P 

 

Parastatals 
A legal entity created by a government to undertake commercial activities 

on behalf of an owner government and usually considered to be an 

element or part of the state. 

 

PHP5 

A widely used, general-purpose scripting language that was originally 

designed for web development to produce dynamic web pages. For this 

purpose, PHP code is embedded into the HTML source document and 
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interpreted by a web server with a PHP processor module, which 

generates the web page document. 

 

Prepaid Customer 
A customer who does not have a written contract and buys his/her talk 

time in advance, by purchasing vouchers from retail outlets for example. 

 

Pocit (http://pocit.com) 

South African based mobile payment solutions provider. 

 

Q 

 

Quality Leads™ 

Individuals who have expressed a specific interest in a brand, product or 

service, with whom a business has formed a personal relationship via 

their mobile phones and who have been lifestyle profiled by a business to 

allow for relevant, valuable marketing and communications.  

 

R 

 

ROI 

Return on Investment. The amount, expressed as a percentage, that is 

earned on a company's total capital calculated by dividing the total capital 

into earnings before interest, taxes, or dividends are paid. 
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S 

 

Seacom 
A privately funded venture, which built, owns, and operates a submarine 

fibre-optic cable connecting communication carriers in south and east 

Africa. SEACOM sells wholesale international capacity to global 

networks via India and Europe.  

 

SEO 
Search Engine Optimization. the use of various techniques to improve a 

web site’s ranking in the search engines and thus attract more visitors. 

 

Service providers 
An entity that provides services to other entities. Usually this refers to a 

business that provides subscriptions or web services to other businesses 

or individuals. Examples of these services include Internet access 

providers, mobile phone operators and web application hosting providers. 

The term is more often applied to communication services than to other 

kinds of service industry.  

 

Smart phone  
A mobile phone offering advanced capabilities, often with PC-like 

functionality (PC-mobile handset convergence). There is no industry 

standard definition of a smartphone. For some, a smartphone is a phone 



Mobile Marketing Winner$ 

 

  276 

that runs complete operating system software providing a standardized 

interface and platform for application developers. For others, a 

smartphone is simply a phone with features considered advanced at the 

time of its release. Other definitions might include features such as e-

book reader capabilities, Wi-Fi, and/or a built-in full keyboard or external 

USB keyboard and VGA connector. In other words, it is a miniature 

computer that has phone capability. 

 

SMS Campaigns 
A mobile marketing campaign that is based on SMS. 

 

SMS 

Short Message Service. A service which enables mobile telephone users 

to send and receive text messages on their handsets. 

 

Social Network Marketing (SNM)  
Online marketing activities that make use of tools such as Facebook, 

LinkedIn, Twitter and blogs, to name but a few, to engage customers in a 

two-way conversation, obtain feedback and emphasize connectivity and 

sharing. 

 

Splash Screen 
A one page advertisement, the size of a mobile phone screen, popularized 

in South Africa by MXit. 
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T 

 

Thinking Mobile™ Conference & Exhibition Series 

South African based annual event (http://thinking-mobile.com) that 

incorporates a conference, workshops and an exhibition and focuses on 

sharing practical and effective mobile marketing strategies with 

marketing and advertising professionals as well as allowing consumers to 

experience the relevant value of mobile marketing in a fun and 

entertaining way. 

 

Through the line (TTL)  
An integrated communication approach that describes an existing 

process, mixing ATL and BTL to integrate a marketer's efforts and to 

optimize returns from these separate investments. 

 

U 

 

URL 
The address of a web page on the world wide web. 

 

USP 

Unique Selling Proposition. A declaration of what makes a 

product different. 
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USSD 

Unstructured Supplementary Service Data is a capability of all GSM 

phones. It is generally associated with real-time or instant messaging type 

phone services. There is no store-and-forward, such as is typical of other 

short-message protocols (in other words, a SMSC is not present in the 

processing path). Response times for interactive USSD-based services are 

generally quicker than those used for SMS.  

 

W 

 

WAP 
Wireless Application Protocol. A global, open standard for providing 

mobile phones, pagers and other handheld devices with secure access to 

e-mail and simple web pages. WAP allows you to access information 

through your phone. 

 

Wireless Applications Service Providers’ Association (WASPA) 

(http://waspa.org.za) 
South African based, self governing industry body that developed a Code 

of Conduct which represents the interests of its members and consumers, 

by enforcing the good practices established by this Code. 

 

Wireless Applications Service Provider (WASP)  
Provides remote services, typically to handheld devices that connect to 
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wireless data networks such as mobile phones or PDAs. 

 

Wizzit (http://wizzit.co.za)  
A South African mobile payment solutions provider. 
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Disclaimer 

 

 
The authors and publisher have taken care in preparation of this 

book but make no expressed or implied warranty of any kind and 

assume no responsibility for errors or omissions. No liability is 

assumed for incidental or consequential damages in connection 

with or arising out of the use of the information or programs 

contained herein. Information and data, including but not limited to 

names, telephone numbers, URL’s, metrics etc., presented in this 

book may change prior to updating.  

 

The authors and the publisher welcome suggestions on how to 

update said information and data and correct errors. Neither the 
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authors nor the publisher provide any warranty, expressed or 

implied, as to the accuracy, reliability or completeness of furnished 

information and data. 

 




