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I  m o b i l e


Engagem ent Ring
Takeaways From the Mobile Marketing Leadership Forum By Kara A laim o , Ph.D.


According to eMarketer, American 
adults now spend more time on mobile 
devices than on any other type of medium, 
with the exception of television.


At the Mobile Marketing Leadership 
Forum held in New York City this past 
May, experts discussed how PR practi
tioners can harness mobile platforms to 
engage audiences. Below are some key 
takeaways from the forum:


1. Create tools, not just content.
Mike Steib, CEO, XO Group — cre


ator of the wedding-planning website 
and app The Knot — explained that while 
media companies provide content, his 
consumers want tools.
For example, The Knots 
app allows couples to 
view local vendors, 
order invitations and set 
up appointments. Steib 
advised researching 
which tools would be 
helpful to your audi
ences — but don’t make 
assumptions.


“It turns out that 
what a user wants is of
ten different from what 
an executive thinks they 
want,” he explained.


2. Produce hyper-personalized content.
Josh Rochlin, global business leader, 


mobile customer engagement, IBM, dis
cussed how consumers are now bombard
ed with content.


“You have to figure out what’s going to 
differentiate you,” he advised.


Rochlin recommended creating con
tent that is tailored based on your under


standing of your audiences.
For example, he suggested 
that hotels could use mobile 
messages to inform guests 
when their rooms are ready or 
to tell guests what groups are 
performing that weekend in 
the city they are visiting.


3. Make interactions easy.
Zoe Glade, managing 


director, digital marketing,
American Cancer Society, 
noted that up to 70 percent of 
people who begin the process of donating 
to a cause online never complete the trans


action. She explained 
that this could be 
because organizations 
ask for too much in
formation, don’t give 
users the information 
they need, sites load 
too slowly or consum
ers have security con
cerns. How can you 
make mobile interac
tions more seamless 
for your users?


Gail Horwood, 
vice president of 
worldwide digital 


strategy, Johnson & Johnson, recommend
ed considering the perspective of your 
audiences by asking how they get your 
messages, whether it is part of their daily 
routines and how you can make it easier 
for them.


4. Measure results across platforms 
and times.


Rex Briggs, founder and CEO, Mar


keting Evolution, recommended mea
suring results of engagement with your 
content — such as awareness and purchase 
intent — across platforms. He noted that 
the same content viewed on a mobile 
device can be more effective than when 
viewed on television. Measuring such 
results can help you identify optimal plat
forms for your content. Briggs also noted 
that studies indicate that it is optimal to 
allocate 12-20 percent of ad budgets for 
mobile. Also, pay attention to the timing 
of your messages, since engagement rates 
on the same platform will vary by different 
days and times.


5. Tailor real-time content for mobile 
platforms.


Ronalee Zarate-Bayani, head of global 
integrated marketing and digital advance
ment, The Hershey Company, reported 
that for Jolly Rancher, mobile outreach 
involves communicating on the social 
media platforms that their youthful target 
audience uses. She noted that it is essential 
to be “platform relevant” because users 
have different expectations and behaviors 
on different social media platforms.


On Facebook, for example, Jolly 
Rancher focuses on having one-on-one 
interactions with fans. The brand has used 
dynamic illustrations and animations 
relevant to daily happenings on Instagram 
and has engaged with influential users on 
Snapchat. On all platforms, she advised 
being quick to respond to developments in 
the world and conversations in real time, 
because “being fast blows minds.”


6. Use rich media.
Anne Frisbie, senior vice president of 


global brand and programmatic, InMobi, 
suggested experimenting with creative 
content such as games, 360-degree videos 
and animation. Creating vertical videos 
can be more effective than horizontal 
videos since users may not rotate their 
phones to view videos horizontally. She 
recommended keeping videos to 15 sec
onds and 5MB or less and making them 
non-skippable for optimal viewing.


7. Design for mobile first.
Multiple speakers throughout the fo


rum  stressed the importance of designing 
content for mobile platforms from the out
set, rather than trying to later — in Steib’s 
words — “squeeze a product onto mobile.” 
Doing so will ensure that your content is 
optimally tailored for your platforms. O


Itara Alaimo, Ph.D., is a global PR


£  m m  communicator at the U.N. a n d  in
a d m in is tra tio n . Her


A H k - m t S R  book, "I’ m  It, T m v t, o r F.ngngc on 
H r  iJjCKS !' !‘ -'fur.'. H o w  to Proem c U o tm l 


Public Relations and Strategic 
Communication, ” will be published in August 2016 by 
Routledge. Follow her on Twitter: @karaalaimo.


“ P a y  a t t e n t i o n  t o  t h e  


t i m i n g  o f  y o u r  m e s 


s a g e s ,  s i n c e  e n g a g e 


m e n t  r a t e s  o n  t h e  


s a m e  p l a t f o r m  w i l l  


v a r y  b y  d i f f e r e n t  d a y s  


a n d  t i m e s . ”


C o n s u m e r  V o i c e  R e c o g n i t i o n ,  R a w  A u t h e n t i c i t y  


a n d  O t h e r  I n t e r n e t  T r e n d s  f o r  C o m m u n i c a t o r s


M o s t  U . S .  A d u l t s  G e t t i n g  N e w s  


o n  S o c i a l  M e d i a ,  S u r v e y  F i n d s


NEWS BRIEF


In  h e r in f lu e n t ia l y e a rly  p r e s e n t a t io n  o n  J u n e  1, 
v e n tu r e  c a p i t a l i s t  M a r y  M e e k e r  re p o r te d  o n  t h e  s t a t e  o f  th e  
In t e r n e t . F ro m  h e r i n - d e p t h  a n a ly s is , A d w e e k  g le a n e d  t h e s e  
t ip s  f o r  c o m m u n ic a to r s :


D  L o o k f o r  n e w  w ay s  to  im p r o v e  m o b ile  a d v e r tis in g . 
Even w ith  m a n y  p e o p le  u s in g  a d  b lo c k e rs , m o b ile  a d v e r 
t is in g  g re w  by 6 6  p e r c e n t  b e tw e e n  2 0 1 4  a n d  2 0 1 5 .  L e a rn  
a b o u t  p la t f o r m s  n a tiv e  t o  C h in a  a n d  In d ia , c o u n tr ie s  t h a t  
n o w  t o p  t h e  U n ite d  S t a t e s  in In t e r n e t  u se.


D  U s e  d e m o g r a p h ic  ta r g e t in g  to  h e lp  d e liv e r  c o n te n t 
t h a t  m a t t e r s  t o  y o u r a u d ie n c e . F it c o n t e n t  t o  s p e c ific  p l a t 
fo r m s  a n d  c o n s u m e r  b e h a v io rs , s u c h  a s  v e r tic a l s m a r t p h o n e  
s c re e n s  a n d  s h o r t v id e o s . S u c c e s s fu l c o m p a n ie s  w ill u se 
d a t a  a b o u t  c o n s u m e r  h a b its  a n d  b e h a v io r  t o  id e n tify  o p t i
m a l m o m e n t s  t o  re a c h  t h e m , a n d  w ith  t h e  rig h t m e s s a g e s , 
A d w e e k  r e p o rts .


Z )  C r e a te  o r  u s e  to o ls  t h a t  le t  c o n s u m e r s  v is u a liz e  
h o w  y o u r p r o d u c t w o u ld  f it  in to  t h e i r  lives.


D  Be a u t h e n t ic . As v id e o  e v o lv e s  to  liv e  fe e d s , c o m 
m u n ic a to r s  w ill h a v e  t o  w o rk  e v e n  f a s t e r  t o  c r e a t e  re le v a n t 
c o n t e n t . P e o p le  a r e  re s p o n d in g  t o  p e r c e p tio n s  o f  in tim a c y  
a n d  a u th e n tic ity , t u r n in g  a w a y  fro m  p o lis h e d  a d v e rtis in g  
to w a r d  raw , b e lie v a b le  c o n t e n t  s u ch  a s  t h e  K o h l’s 
m o m  la u g h in g  in h e r C h e w b a c c a  m a s k .


D  L is te n . C o m p a n ie s  a r e  e x p lo r 
in g  w ay s  t o  r e c o g n iz e  c o n s u m e r  
v o ic e s . P e o p le  w ill b e  a b le  to  
r e c o rd  th e m s e lv e s  r a t t lin g  o ff 
t h e ir  s h o p p in g  lis t, r a th e r  th a n  
h a v in g  to  w r ite  it  d o w n . |


Z )  T h in k  vis u a lly . W ith  |
c o n t e n t  u s in g  m o re  im a g e ry  -  
p h o to s , v id e o s , le n s e s , filte rs , 
e m o jis , p ic to g r a p h s  -  m e s s a g in g  
p la tfo r m s  a r e  rip e  f o r  c r e a tiv e  
c o m m u n ic a t io n . -  Greg Beaubien


A m a jo r ity  o f U .S . a d u lts  ( 6 2  p e r c e n t) r e c e iv e  n ew s o n  s o c ia l m e d ia , u p  fro m  
4 9  p e r c e n t in 2 0 1 2 ,  a c c o r d in g  t o  a  n e w  su rv e y  by P e w  R e s e a rc h  C e n te r.


T w o -th ird s  o f F a c e b o o k  u s e rs  o b ta in  t h e ir  n e w s  on t h e  s o c ia l n e tw o r k in g  s ite , 
a n d  n e a rly  six o u t o f 1 0 T w itte r  u sers d o  so a s  w e ll. A d d itio n a lly , s e v e n  o u t o f  1 0  R e d d it 


u sers re c e iv e  n e w s  o n  t h e  p la tfo r m .
F a c e b o o k  is by f a r  t h e  la rg e s t s o c ia l n e tw o rk in g  s ite , r e a c h in g  6 7  p e r c e n t 


o f U .S . a d u lts , a n d  t h e  tw o -th ir d s  o f  F a c e b o o k  u sers w h o  d is c o v e r n e w s  on 
th is  p la tfo r m  a m o u n t  t o  4 4  p e r c e n t o f t h e  c o u n try ’s g e n e ra l p o p u la tio n . 


P e o p le  w h o  fin d  n e w s  o n  Y o u T u b e, F a c e b o o k  a n d  In s ta g r a m  a r e  
m o r e  lik e ly  t o  g e t t h e ir  n e w s  o n lin e  m o s tly  by c h a n c e , w h ile  d o in g  
o th e r  th in g s  o n  th o s e  p la tfo r m s . T h e  p o r tio n  o f R e d d it, T w itte r a n d  
L in k e d ln  u s e rs  w h o  s e e k  o u t n e w s  o n lin e  is ro u g h ly  s im ila r  t o  t h e  
p o rtio n  o f  u sers w h o  h a p p e n  u p o n  it, t h e  s tu d y  fo u n d .


E a c h  s it e  a p p e a ls  t o  a s o m e w h a t  d iffe r e n t g ro u p . N e w s  
c o n s u m e rs  o n  In s ta g r a m  a r e  m o r e  lik e ly  t o  b e  y o u n g , n o n -w h ite  


a n d  f e m a le . P e o p le  w h o  c o n s u m e  n e w s  on L in k e d ln  a r e  m o r e  lik e ly  
t o  h a v e  a c o lle g e  d e g r e e  t h a n  th o s e  re c e iv in g  n e w s  o n  t h e  o t h e r  fo u r 


p la tfo r m s . -  G.B.
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