inviting them to send a Valentine’s Day greeting to a
friend’s cell phone along with a recorded message from
the show’s host, Fabio. Over the next two days, traffic on
Oxygen'’s web site jumped 30 percent.

Be “pully,” not pushy. In Europe, Levi’s allowed teens
3 to download its latest ad from a special web site

so they could view the ad on their mobile devices
before it was shown on television. “We use mobile as
a pull medium, not, as many advertisers do, to push,”
Helene Venge, head of digital marketing at Levi’s Europe,
told Marketing magazine. “People don’t use mobiles to
receive ads; they use them to communicate with friends.”

Be interactive. Remember that mobile devices com-
4municate two ways. Maxim magazine and Bud Light

have run in-bar promotions where customers can
send text and images to a large screen as a way to flirt.
This is the type of fun, attention-getting gimmick that
plays perfectly to a young demographic.
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ming, billboards, in-cinema ads, event marketing and web
sites via their phones. “If you're a consumer goods com-
pany, why not print text-messaging instructions on your
product labels?” Becker suggests.

Make the mobile marketing message simple. There’s
8 no time or space for sophistication or gee-whizzery.

Get right to the point.

Use existing content — carefully. ESPN, the Weather
9Channe| and other companies have repurposed mar-

keting materials from their web sites, such as special
daily offers and games, for mobile devices. When adapt-
ing content, be sure to understand the personal aspects
of mobile devices and the requirements of smaller screens.

1 Don’t go overboard. “No matter how much
2 people enjoy receiving certain information,
they'll tune out if you send too many text
messages,” Pokonosky says. ®




