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Placecast's ShopAlerts putsconsumers in driving seat
If there's one thing that will kill a consumer communications

channel it's spam, and mobile is perhaps the channel most ripe for

the unscrupulous. Placecast's location-based advertising service

gives consumers the control they need to ensure they get only the

messages they deem relevant.

by Helen Leggatt

With 1020 Placecast's ShopAlerts program consumers are able to control

which companies they receive advertising messages from, their preferred

format (SMS/MMS) and the number of ads sent. Opt-in can be achieved via

a variety of channels including websites, responding to text ads or in-store.

This relevancy of communication should help raise consumer trust in mobile

advertising and help drive foot-traffic and sales to brick and mortar stores.

ShopAlerts' messaging is fine-tuned by the use of "geo-fencing" technology.

A "geo-fence" is a virtual perimeter around a particular location. When

someone steps into the geo-fenced area, a text message is sent, but only if

consumers have opted in to receive messages.

"Geo-fence technology represents the next frontier for digital marketing as

consumers expect to connect with brands at the right place and time, all

via their mobile device," said Alistair Goodman, CEO for 1020 Placecast.

North Face recently employed 1020 Placecast's location-based advertising

technology to lure consumers into their stores. According to the New York

Times, "Placecast created 1,000 geo-fences in and around New York, San

Francisco, Seattle and Boston, cities where the North Face has many stores

and areas that get a lot of snow or rain, so the company can tailor its

messages to the weather. In urban areas, the fences are up to half a mile

around stores, and in suburban areas they are up to a mile around stores".

ShopAlerts took 1st place in the Mobile App category at the first-ever

National Retail Federation Innovation & Marketing Conference held in San

Francisco last week.
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Packard Bell Uses Cross-Channel Communications to
Increase Average Customer Value by Fifty Percent
Packard Bell implements targeted customer loyalty program to strengthen
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its brand and inspire repeat purchases. With strong roots in the consumer

PC industry, Packard Bell has expanded its focus to...>>

White Paper

Integrating Email, CRM, and Web Analytics
Whether you're new to integration or a seasoned expert, this whitepaper

shows you how to combine email marketing, CRM, and web analytics into a

powerful one-to-one marketing machine.>>

White Paper

It's Not Just About Leads: Sell More by Speaking Your
Customer's Language
How often does your sales team complain about the leads? Many times the

lead is not the problem, rather, it's the story sales is telling, that limits

sales growth. Are you speaking your customers...>>

http://www.bizreport.com/2010/03/placecasts_shopalerts_puts_consumers_in_driving_seat.html

 

 

Copyright © 1999-2009 BizReport Network. All rights reserved.
Republication or redistribution of BizReport content is expressly prohibited without the prior written consent.
BizReport shall not be liable for any errors in the content, or for any actions taken in reliance thereon.

Placecast's ShopAlerts puts consumers in driving seat - Advertis... http://www.bizreport.com/2010/03/placecasts_shopalerts_puts_...

2 of 2 3/13/10 10:45 PM


