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Location, Location,

By Chuck Lenatti

of almost as long as people have nsed mo-

hule devices, advertisers and marketers have
salmated abont serving ads to them based on
where ther are. Theiwr efforts have heen sty-
mied by a cellnlar infrastrncture with spotty
service, and wntl fady recently, few people
had mohde devices capable of transnuttng
acomgate locaton mformation. The eacly at-

tempts at location-hased advertising servming

Location

people on the go faded nwserahly and sk
MEANY companes exges to caphie the market,
1020,

company, beleves the planets have finally

a San Franessco  techaeology
aligned to make relevant location-based ad-
vertising a reality. Last month, the company
intreduced Placecast, & new way to deliver
relevant online advertising baszed on where

TREZELE are Coiine C‘L‘:lg.

“By undesstanding where people are
and why, we can reach the andience our
advertisers are looking for withont tracking
the nzers themselves,” said Anne Bezancon,
CEQ and fonnder of 1020, Placecast does
not identify the user, hut instead =nows
whese the nser connects with 3 mohile de-
vice. “For the first time, we're domng online
what advertizers have done offiine™ with
ads i local newspapers, subway cars orata
stadinm, Bezancon said.

Tast kEnowing where someone con-
mnch, however

nects doesn’t tell vou
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“Positomng is the beginning” Bezancon
told The Serbold Report at the AdTech
conference in San Francisco

To make the ad message relevant to the ze-
crpeent, PlaceAds, Flacecast’s ad-serming com-
ponent, ecognizes the attobutes of where a
pecson connects and nses algocithns to deduce
prohable demographic mformation shout the
person depending on whese and whea he o
she connects, the attobutes of the place where
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A person attending s basketball zame mn
MMadizon Squace Garden maght be assumed to
he male and within a certam age range, for
example, and wonld be served with ads that
match that demographie and tme of day
Someone attending a MMadonna concert o
a fashion show at the same venme would be
served an entely diffesent type of ad. A per-
son connectng at an airport drong the week
wionld be assumed to be a business teaveler
and get an ad relevant to him while & person
connectmg on a weekend would be azsumed
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keted to differently. Its not nght all the time,
[yt :t's accneate enongh of the time to be sig-
nificant to adrertisers.

Another phis for advertisers is real-tume re-
portig dats that's generated when the ad recip-
sent clicks on an address or a phone mumber.

The sermee 15 device agnostic, so it will
wiork with cell phones, FDAs or laptops, and
it mns on 2l netororks. Cnrrent enstonters m-
chide FedEx Finkos, CBS and Amtmk 1024
15 targeting national advertizers with a stroag
local presence, such as natonal hotel chains
TR
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