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Make It More About Value Than Privacy
by Steve Smith, Friday, July 2, 2010, 1:15 PM

In much of the writing about mobile marketing there seems to be a
fixation with some nightmare behavioral targeting scenario. It
usually involves Starbucks (that is the preferred brand for this
tale) using some combination of GPS or Bluetooth to detect when
you are in the vicinity and then blasting out a promotion of some
sort as you walk by. I guess the creepy part is the fear that every
shop on a given street or in a mall will have access to the same
phone. A walk down the local food court could feel like having a
dozen overly aggressive kiosk salesmen all descend on you at once
trying to sell you eye wrinkle creams and cell phone cases.

But what if the store you really wanted to hear from knew when
you were nearby and could ping you with an offer? Or better yet,
how about if that brand knew when you were in some other spot,
far removed from a retail store but where that vendor could give
you some helpful information? That might not be so creepy. That is
the sort of thing that mobile marketing vendor Placecast has been
running with select brands like REI and North Face for a number of
months already, and an overwhelming majority of the subscribers
Placecast polled said they liked the idea.

Consumers use a double opt-in system to follow their favorite
brand and are informed throughout the process that the program
will use their location to determine whether and which offers to
send. Placecast creates what it calls "geo-fences" around relevant
events, shopping locations, etc. When a subscriber enters that
zone, the network is activated and relevant offers might be sent
to their cell phones via SMS.

Meet Steve Smith at OMMA AdNets LA!
Steve Smith will be there speaking during "Opening Remarks" on July 19 at 8:45
AM. Top executives will be there. Will you?
Register today and save.

According to company CEO Alistair Goodman, the really interesting
part of the program comes when ambitious brands reach beyond
the direct marketing aspect. North Face actually branded the
location-based alert system as "Summit Signals." "They have over
1,000 geo-fences in places including stores, but also ski areas,
hiking trails, etc.," he says. Because North Face doesn't discount,
it sends notices of new products. But it also lets the user sign up
for specific categories like hiking, running or biking. "So if the
customer arrives at a trail for hiking, the hikers get a relevant
message or a biker gets a biking message," he says. All of this is
done via SMS messaging, which ensures the widest reach across
almost all phones. But a smartphone user might get a mobile web
link to nearby weather.

Of course, the people who would opt into these programs are likely to be brand loyalists. It isn't
too surprising that Goodman reports 65% of them in an earlier pilot program made purchases. But
what is really astonishing is consumers' receptivity to the technology and the use of their location.
Placecast often uses a phone's proximity to the surrounding cell towers to determine where you
are, so it pings the network regularly to see if a customer has entered a geo-fence. It also uses
predictive modeling to determine if someone outside a zone is likely to move into that geo-fence
soon.
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academic who saw the light, bolted the University
and spent the last decade as a digital media critic
and consultant. He is chair and programmer of
OMMA Mobile and OMMA Behavioral conferences
from Mediapost and is the Digital Media Editor at
Media Industry Newsletter (MIN) from Access
Intelligence. Contact him here.

AUTHORS

» Laurie Sullivan
» Steve Smith

» Contact Editorial

ARCHIVES

» July 2010
» June 2010
» May 2010
» April 2010
» March 2010
» February 2010

» All Archives

RECENT VIDEOS

MediaPost Publications Make It More About Value Than Priva... http://www.mediapost.com/publications/?fa=Articles.showArti...

1 of 3 7/8/10 1:33 PM



Recent Behavioral Insider Articles

AudienceScience Moves Into Germany With Wunderloop Deal   Jul 7, 1:42 PM

AudienceScience announced plans to acquire a leading competitor -- Hamburg, Germany-based Wunderloop --

Goodman says that Placecast periodically reminds customers that their location is being used to
target offers from the brand they opted to follow, but the opt-out rate is quite low. In fact,
according to the study results he showed me, customers were both highly aware of the tracking,
but also positive about the effects.

Customers of two brands using the Placecast system were asked "What do you think about the fact
that the messages were sent to you based on where you were?" In the average of the two studies,
32% were strongly positive on the program, 35% were positive and 17% were somewhat positive.
Less than 10% were unaware that their location was being used, and only a small percent felt it
was intrusive.

Of course, these programs involve people opting into brands they already know and likely trust to
some degree. And the brands themselves appear to be managing frequency and relevance so that
they become services, not pests. There is a world of difference between a user's location or
behavior being open to any and all marketers to exploit -- and giving a specific set of permissions
to individual brands of the consumer's choosing.

One part of the picture is control. But another piece has less to do with privacy than it does with
value. Given the high sensitivity we seem to have to the prospect of proximity or location-aware
mobile marketing, it's interesting to see a program that may be managing consumer concerns.

Too much of the targeting industry comes at the privacy issue itself from the wrong angle. Instead
of focusing on how to minimize, mollify or deflect concerns over "tracking," start by demonstrating
(not just claiming) the value of targeting technologies to the consumer. When trust and value are
established in a relationship -- any relationship -- privacy doesn't appear to be as big a concern.  

 This commentary is insightful. I recommend it to others.

15 people recommend this article. 

4 comments on "Make It More About Value Than Privacy"

Paula Lynn from Who Else Unlimited
commented on: July 07, 2010 at 6:15 PM

Privacy has value. Forfeiting privacy is selling yourself and very cheaply (now sometimes cheep-ly) and it will bite
us, spit us out and never let us feel whole again even if we don't see it for a few years hence.

patrick reynolds from ando media
commented on: July 07, 2010 at 7:46 AM

I understand the "creepy" concern. However, let's also not unilaterally decide for people what's best for them. Let's
give them "representation" as it were. So here's the proposition: would you rather receive your content for free
inclusive of ads that are at a minimum relevant and best-case-scenario solicited (I'll accept ads from the following
categories or advertisers...) or would you rather pay a subscription fee for your content and receive it without ads?
Give the people what they want.

Jason Smith from Internet Media Consultant
commented on: July 06, 2010 at 10:43 PM

I don't find this creepy at all.  In my opinion, a vicinity targeted mobile blast is no different than any outdoor
advertising unit. Just because it happens to hut your cell phone is inconsequential.

Paula Lynn from Who Else Unlimited
commented on: July 02, 2010 at 5:27 PM

This is very creepy, opt in or not. This is going to be one of the sorriest generations yet if we go so far as to have a
history. To understand why is to learn history. As we celebrate July 4th, we should better learn British history and
why this country needed to separate and why privacy matters.
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Do you have strong opinions and inside knowledge about the topic of this article -- and do you want to share your
insights, observations and points of view regularly with the readers of MediaPost? To be considered as a
MediaPost contributing writer, please send pertinent info about your credentials, plus several column ideas and
one example of your writing on the topic, to pfine@mediapost.com. Please see our editorial guidelines here first.
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on Monday. The...

Make It More About Value Than Privacy   Jul 2, 1:15 PM

In much of the writing about mobile marketing there seems to be a fixation with some...

Behavioral Targeting With A Social Twist   Jun 30, 1:45 PM

Some social media companies have begun to pitch themselves as behavioral targeting services. Consider SocialTwist, a...

Optimizing User Choice: The Continuing Adventures Of Opt-Out Man   Jun 28, 9:40 AM

As Facebook controversies and the ongoing legislative and regulatory debates over privacy move the issue of...

AudienceScience Helps Ensure Quality Of Targeting Data    Jun 23, 4:00 PM

Bad quality data can give the advertising industry a bad name. Good quality audience data segments...

Lotame And OpenAmplify Create Audience Clusters on Sentiment   Jun 16, 3:30 PM

Lotame will soon have the ability to scan content across the Web as people create it,...

Putting a Cash Value On Consumers' Undivided Attention   Jun 11, 10:30 AM

Since online advertising began, it seems there's always been some kind of scheme afoot to "pay"...

Behavioral Targeting: Peer39 Says It's A Matter Of Semantics   Jun 10, 11:45 AM

Semantic data has become the key to precise targeting. That's a good thing for Peer39, which...

Yeah, There's An App for That: Finding the Mobile User's 'Point of Need'   Jun 4, 2:45 PM

As a way of touting the success of the iPhone's content economy, Apple is fond of...

Akamai Data Provides Targeted Behavioral Ad Insights Into Shopping Activity   Jun 2, 5:31 PM

Akamai launched an Online Shopping Data Visualization tool Wednesday to help marketers identify retail purchase trends....
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