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Abstract
Social. Local. Mobile. These are the sweeping trends in marketing
today and for the foreseeable future. In terms of media consumption,
they’ve come to dominate consumer attention. In terms of targeting
and communication, they’ve opened dynamic new channels. In terms
of data and measurement, they are nothing short of revolutionary.
And in terms of technology, they are disrupting entire industries.
While each is a powerful force unto itself, the focus of this paper is
on their nexus.
The convergence of Social, Local, and Mobile into a unified approach
and integrated technology amounts to the proverbial Holy Grail of
marketing. In the shorthand, we refer to this as SoLoMo. Thanks in
large part to the rise of smartphones, these three, independent
marketing approaches are being woven together such that the whole
is exponentially greater and more valuable than the sum of its parts.
In the following, we’ll explore location-based engagement (LBE )
as the new marketing channel enabled by SoLoMo. We’ll review
the major LBE platforms, applications, and contextual layers. We’ll
highlight the challenges marketers will face and the opportunities
being presented. We’ll offer a solution in the MomentFeed platform,
and we’ll look to the future of the ever-changing SoLoMo landscape.

So

Lo

Mo
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Introduction
The fundamental driver of SoLoMo is smartphone adoption. When we published our
first whitepaper on location-based marketing in July 2010, it stood at 27% in the US.
A year later, according to Nielsen, it crossed 43% on its way to 50% by year’s end. By
2015, we’ll achieve smartphone ubiquity on a global scale. This also means a billion
new people will come online for the first time, most of whom will never own a PC. This
is the post-PC era. Said another way, it’s the dawn of the SoLoMo era.

“As of August 2011, 43% of all
wireless subscribers own as
smartphone, rocketing up from
27% just the previous August.”

Given smartphone hardware, consumers gain access to a bevy of applications designed to make connections—connections to people, to brands and services, to information, to places, and to the world around them. For better or worse, the smartphone
is becoming the primary conduit for storing, accessing, and leveraging information
about who we are, who we know, what we do, where we are, and where we’ve been. In
turn, this information (the data) can be volunteered in exchange for goods and services, such as sharing one’s location via GPS in order to utilize navigation software. The
possibilities here are limitless.

“The number of people accessing
the Internet from smartphones,
tablets and other mobile devices
will surpass the number of users
connecting from a home or office
computer by 2015, according to
a recent study by market analyst
firm IDC.”

Second only to the scale of smartphones themselves are the social platforms.
In 2012, Facebook will serve more than a billion active monthly users worldwide.
Twitter is currently accessed by more than 100 million active monthly users, and
Foursquare is following Twitter’s growth trajectory to the week with more than 12 million registered users. As social beings, it’s no surprise these services and others like
them dominate consumer attention. According to Nielsen, 37% of social media users
access the services on mobile. When compared to smartphone adoption numbers,
one can reasonably conclude that close to 100% of social media users who have
smartphones access the services on mobile.

“ SOCIAL MEDIA 2.0 REPRESENTS A NEW PARADIGM. IT IS MOBILE,
UNTETHERED, AND CHARACTERIZED BY THE SMARTPHONE-APPLICATIONAND-MOBILE-WEB INTERFACE. ”
The emergence of social media and social computing just happened to coincide with
the final years of the PC era. Social Media 1.0, as we define it, is characterized by
the PC experience, where one is tethered to an Internet connection and everything is
viewed through the browser interface. Users are either at home or at work, but their
location is largely incidental because the activity takes place on the social web. Physical location is irrelevant because everything happens in a virtual web space. It happens
online. Social Media 2.0 represents a new paradigm. It is mobile, untethered, and characterized by the smartphone-application-and-mobile-web interface. It’s a paradox of
sorts, where users are both offline and perpetually connected. The activity takes place
in the real world. Whether one is at home or work or out-and-about, physical space
and location are fundamental elements and data points. In order to power Social Media
2.0, however, the physical world requires a virtual counterpart—a digital overlay, if you
will. Yes, this crosses into Matrix territory.
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The anatomy of a physical place can be broken down into layers. First, it has a latitude
and longitude. Aside from acts of God, these are permanently fixed. Next, there is a
street address, complete with city, state, and zip code, as well as a physical structure, such as a building. These are less permanent than its GPS coordinates but much
more fixed than the business or brand that inhabits the structure e.g. a McDonald’s,
Walmart, or P.F. Chang’s. Finally, these physical locations have digital representations,
and this is where we cross into the virtual realm.
“Several demographic groups
have high levels of smartphone
adoption, including the financially
well-off and well-educated, nonwhites, and those under the age
of 45.”

In general, these digital facsimiles are referred to as venues. They are references to a
location that serve to mediate an interaction between the physical place and a consumer. In other words, this is what happens when one searches Google or Bing for a
business or uses a navigation system. We use the digital reference point and related
software to guide us to the physical place.
By and large, how these venues are created and represented is beyond the control of
the companies to which they relate. McDonald’s has more than 30,000 global locations. Each is represented across hundreds of databases as a digital reference. Most
are simply listings. Several of them, however, serve as primary conduits for consumer
interaction and engagement. These are the venues that matter most and for which
brands must take full responsibility and ownership.

“ THE SOCIAL MEDIA 2.0 PARADIGM IS DEFINED BY LOCATION AND PLACE
AS PRIMARY SIGNALS. ”
“International research firm Parks
Associates forecasts over 2
billion people worldwide will own
at least one smartphone in 2015,
with unit sales growing over 175%
from 2010.”
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The Social Media 2.0 paradigm is defined by location and place as primary signals.
For a brand with physical locations, these are the signals that truly matter. They represent consumer engagement in a social context at the point of sale. It is social, local,
and mobile with a fundamental endgame: commerce. One could call it SoLoMoCo, but
we won’t.
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Location-Based Engagement: The New Channel
This paper and our approach to the SoLoMo space is framed around the phenomena of location-based engagement (LBE). This takes many forms and can be broadly
described as any action a consumer takes to engage with a place. It is predominantly
a mobile activity via smartphone applications and the mobile web. It can include local search, photo tagging, checking-in, leaving tips and reviews, redeeming offers,
responding to ads, and tagging tweets. It is an explicit action that is distinct from a
location-agnostic brand engagement online on one hand and being present but disengaged on the other. A location-based engagement opens a direct channel between
consumer and brand that is unlike any other.

“As I’ve said many times,
location is the most important
signal to emerge in our economy
since search.”
—John Battelle

The most valuable types of LBE are social. Engagements like check-ins and tagged
tweets are being shared with a consumer’s social graph via Facebook, Twitter, Google,
and/or Foursquare. These contextualized status updates are structured with consumer
data and brand mentions. They amount to word-of-mouth marketing and should be
viewed as earned media. As such, these engagements have inherent value in terms of
reach, influence, and mindshare. To date, much of this LBE activity has been organic.
Consumers are increasingly sharing their experiences, which often include brands and
places. It’s incumbent on brands, then, to encourage and incentivize this behavior to
maximize value.

“ FOR THE FIRST TIME, BRANDS CAN TIE SOCIAL ENGAGEMENTS DIRECTLY
TO OFFLINE TRANSACTIONS. ”
“A total of 16.7 million mobilephone subscribers used locationbased services on their phones
in March 2011. That amounts to
about 7.1 percent of the entire
population of mobile users.
But among smartphone users
specifically, 12.7 million checked
in with such sites during the
month, representing 17.6 percent
of all smartphone owners.”

One of the most compelling aspects of LBE is a consumer’s presence at the point
of sale (POS). For the first time, brands can tie social engagements directly to offline
transactions. In many cases, brands can reciprocate these engagements with various
types of offers, which can include discounts, loyalty rewards, and other incentives. Unlike traditional couponing however, the value of an LBE incentive is multi-dimensional
with an unrivaled ability to measure short-and long-term return on investment (ROI).
This can be assessed in four key areas:
1. The earned media (reach) of the initial engagement
2. The personal data a consumer volunteers as part of the engagement
3. The ongoing engagement when a consumer subscribes to a place
(Like, follow, etc.)
4. The ability to measure and optimize performance by comparing media
spend, engagements, and redemptions with POS data

“Users of check-in sites
also got a heavier dose of
advertising. Almost 40 percent
of respondents said they
remembered seeing an online ad
during March, compared with just
27.5 percent of all smartphone
users who said the same thing.”

This last point on measurement is worthy of expansion. As most LBE is organic—it’s
just what people do—incentivising the activity requires awareness. This can take many
forms from paid media to public relations and point-of-purchase displays. Regardless of the method, LBE enables media measurement at a precise and granular level.
If the call to action is to engage, and one is properly measuring engagement, it’s quite
straightforward to gauge the reach and effectiveness of that individual call to action.
In the next three sections, we’ll review the SoLoMo universe as a marketing and technology stack. In other words, these are the fundamental layers of Social, Local, and
Mobile and how marketers can participate in a meaningful way.
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U.S. Mobile App Consumption, Time Spent per Category
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entertainment
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games
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social networking
sources: flurry analytics, May 2011

Demographic Profile for Check-In Service Users
% of total mobile users

% of smartphone users

% check–in service users

13+ yrs old [age]

100.0%

100.0%

100.0%

male

48.0%

53.9%

49.2%

female

52.0%

46.1%

50.8%

age: 13 – 17

7.1%

6.0%

8.3%

age: 18 – 24

12.5%

17.5%

26.0%

age: 25 – 34

17.6%

27.3%

32.5%

age: 35 – 44

16.8%

21.8%

18.7%

3 months avg. ending mar, 2011 / total u.s. mobile subscribers ages 13+
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Location-Based Engagement Platforms
In the technology world, a platform is characterized as a foundation upon which
other software developers can build. All platforms share certain fundamental
attributes. They offer a robust set of application programming interfaces (APIs), both
public and private, that enable third parties to build applications upon them. And they
encourage third-party developers to create value for themselves on the platform, often
as standalone companies, which adds value to the platform itself. In terms of locationbased engagement, there are four major platforms: Facebook, Foursquare, Google,
and Twitter. These are the foundation of LBE.

“ THE BEST WAY TO UNDERSTAND THE DISTINCTION BETWEEN PLATFORMS
AND APPLICATIONS IS THAT CONSUMERS USE THE APPLICATIONS;
DEVELOPERS USE THE PLATFORMS, AND MARKETERS USE BOTH. ”
Of course, each of the LBE platforms also offers applications built on its respective
platforms. The best way to understand this distinction is that consumers use the applications, developers use the platforms, and marketers use both. Given that these companies control the platforms, it’s only natural that consumers predominantly use their
applications over those of third parties. Which is to say, consumers primarily access
Facebook, Foursquare, Google, and Twitter via their respective applications. Taken
together, the combined audience is well north of a billion people globally. A primary
reason for this scale is that these companies offer broad social utilities. They offer the
fundamental social tools that consumers use on a daily or even hourly basis. This is
important to note because it means this is where the vast majority of social activity and
attention is focused. It follows that these should be the focus for marketers.

Platform: The Facebook LBE platform is built around Places or Place Pages. These
are individual Facebook venues that correspond to real-world locations including businesses, points of interest, and entire cities. For brands with multiple locations, Facebook offers the ability to unify all of them in a Parent-Child relationship. This process,
which can be cumbersome, unifies all Place Pages Children under a brand’s primary
Page Parent. In turn, this enables Page admins to centralize Place Page
management as well as Facebook Insights data.
Facebook’s recent updates, which were announced at the annual f8 developer’s
conference, will have a tremendous impact on the role Places will play in the larger
Facebook ecosystem. First, the overhauled user profile, known as Timeline, integrates
Places as a central element. One’s Timeline effectively tells the story of what one has
done, with whom, and where. By making location a fundamental theme, it increases
the value—and thus frequency—of engaging with Places. The motivation to check-in or
tag places in a status update is that much greater because it provides vital context to
one’s personal story. It also encourages deeper engagement through photos, reviews,
and other details (data) about the experience.
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“ BY MAKING LOCATION A FUNDAMENTAL THEME IN TIMELINE, IT INCREASES
THE VALUE–AND THUS FREQUENCY–OF ENGAGING WITH PLACES. ”
Engagements: Each Place Page offers the same feature set as a standard Facebook
Page, complete with a Wall for posting content and the ability for users to Like or
subscribe to it. In addition, users may tag a Place in a status update from any device.
This enables users to add location context to all status updates, whether in the past,
present, or future, and these updates can include photos and friends. Mobile applications also include the check-in feature, which is a real-time statement of presence.
Each of these engagements shows up in Facebook’s new Ticker. If it becomes popular,
a Check-in status update can become a “Top Story”, which appears as a Story in the
News Feed. This is how check-ins are exposed to one’s social graph.
Facebook is also prompting users to review, rate, and recommend Places, all of which
constitutes explicit engagement and appears in the Ticker. This is part of a broader
move to add more verbs to Facebook’s engagement taxonomy. These can also include
Eat, Want, Buy, or Drink. In general, Facebook engagement is becoming more passive,
which enables users to share more about what they’re doing, who they’re with, and
where they are.
Offers: Brands can incentivize check-ins and attract new customers by offering
Check-in Deals. These take several forms, from a simple discount to a loyalty reward,
and represent deeper engagement beyond the check-in. As with any type of coupon,
these must be redeemed and recognized at the point of sale.
Advantages: The obvious advantage to Facebook is scale. In addition, the company
is positioned at the bottom of the LBE stack, which is to say that check-ins from other
applications are pushed to Facebook. As a result, Facebook is synchronizing it’s
places to the corresponding venues on Foursquare, SCVNGR, and Yelp (see below).
Ultimately, a Facebook Check-in Deal can be unlocked from any of these, making it a
clear choice for marketers in terms of reach.
Challenges: The biggest challenge is venue management. Facebook has made great
strides in managing duplicate venues, but it remains a system-wide plague for brands
and users alike. Facebook lacks the resources to effectively manage this for every
brand, and many find it difficult or impossible to register their Places under the
Parent-Child relationship. The solution will be found in expanding the APIs to
accommodate these tasks.
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Platform: The Google LBE platform starts with Maps, which is a fundamental utility for
countless applications. Google Places is layered on top of this and consists of venues
with user ratings and reviews, which can be accessed via an API. Finally, the Google+
service, complete with web and mobile applications, provides a social layer. It offers a
separate set of APIs, some of which are specific to its location features.
Engagements: Consumers can engage with a Google Place page by writing reviews
and choosing from a five-point rating scale. When using Google+ for both web and
mobile, users can check-in or tag Places in their status updates in the same way they
do via Facebook.
Offers: Google initiated a limited test of Check-in Offers using the Latitude mobile
application. The company took the novel approach of enabling brands to structure the
offers based on loyalty. For example, Quiznos defined three levels–Champion of Taste,
Earl of Taste, and Ambassador of Taste--based on the number of check-ins. The value
of the reward increased with each level. The Ambassador level was unlocked at 20
check-ins and earned a buy-one-get-one-free offer. It’s not clear whether Google will
import this to Google+.
Advantages: Google’s primary advantage is its domination of local search and navigation utilities via Maps. It will become a formidable player in LBE if Google+ achieves
broader adoption as a social and mobile utility.
Challenges: Google has not enabled developers and marketers to leverage its platform as effectively as others. Therefore, it is difficult for marketers to get the most from
Google Places and Google+.

Platform: By its nature, Twitter is the most open and transparent of the LBE platforms.
It is also a popular destination for sharing third-party check-ins from Foursquare,
SCVNGR, and Yelp. Twitter has its own Places product, complete with place pages
and venue IDs for businesses and other points of interest. Twitter’s original vision for
Places is consistent with how it’s being executed through Facebook and Google i.e.
the ability to tag status updates (tweets) with places. However, Twitter Places has received little support and is entirely absent in the company’s native applications. Generic location tagging (city or neighborhood level) is much more common, and by parsing
Twitter’s firehose, one can isolate and indentify place-specific tweets.
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Engagement: Twitter enables users to tag a tweet with a specific place, such as a
business. Unfortunately, this is not available in Twitter’s native apps. Third parties like
Tweetbot offer the feature, which constitutes an explicit engagement and signals to the
business that reciprocation is not only permissible but encouraged. Alternatively, one can
parse Twitter for implicit engagement, but an unsolicited response from a brand risks the
perception of spam by consumers. This is not a mistake any brand wishes to make.
Offers: Given the ability for explicit place engagement and Twitter’s open platform,
brands can design custom offer solutions that utilize links and mobile web apps for
additional engagement and redemption. Brands can also leverage third-party check-in
applications that push to Twitter, whereby making a direct connection and offer to the
consumer is more straightforward and the earned media is magnified.
Advantages: Twitter’s unparalleled openness offers rich insights into consumer behavior, sentiment, reach, and influence. Through the location filter, this becomes much
more granular and actionable.
Challenges: In order to live up to its potential as an LBE platform, Twitter needs to
enhance its location infrastructure for users and marketers alike. The clear connection
between consumer and place is not being made, despite having both consumer intent
and the technical capability.

Platform: Foursquare has emerged as one of the dominant social utilities alongside
Facebook and Twitter. At its most basic, Foursquare enables people to share their
whereabouts with their friends. Given that this is a fundamental piece of social information, the company’s growth and success should come as no surprise. One of the keys
to its success amid a crowded field, however, was its platform strategy.
Foursquare offers a robust set of APIs upon which to build complementary apps and
ultimately enhance the platform. It has a vibrant developer community and superb
support systems. As with other platforms, it enables marketers to actively participate
in the innovation.

“ FOURSQUARE HAS EMERGED AS ONE OF THE DOMINANT SOCIAL UTILITIES
ALONGSIDE FACEBOOK AND TWITTER. ”
The basis of the platform consists of user-generated venues for all businesses and
points of interest. It is a proprietary database that Foursquare manages and makes
available via API to developers. Brands can go through a process to claim and register their Foursquare venues for direct management. The company’s Merchant API
enables brands to view data and manage their venues via third-party apps, which can
provide more robust solutions and feature sets.
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Engagements: Foursquare is built around check-ins as the fundamental LBE. Its
mantra? “Every check-in counts.” This is how consumers initiate a dialog with merchants. Users can also tag photos to a venue, which become public by default and are
aggregated to the venue page. They can leave Tips, which often serve as reviews, both
via the mobile apps and web interface. Recently, Foursquare has encouraged more
web interaction with features like Lists, which are thematic user-generated groups
of locations such as “Best Burgers in New York”. Getting listed is a form of engagement, and brands can track this. Foursquare’s mobile Explore feature algorithmically
recommends locations by proximity, category, keyword, friends, and check-in history.
This is something brands can optimize for, much as they do for Google Search. Foursquare’s Radar feature sends push notifications to users, whether they have the mobile
app open or not, when they are near places that may be of interest—e.g. venues that
contain Tips from a brand that a user follows or a venue where friends are currently
checked in. Brands can optimize for Radar through proper venue management—accurate geocoding and venue information are critical—and by encouraging customers to
engage—particularly through branded Tips and Lists.
Offers: Foursquare enables merchants to offer Specials, such as discounts, loyalty
rewards, and give-aways. Unlocking a Special requires an additional engagement and
is tracked accordingly. In addition, Foursquare aggregates pre-packaged deals from
Groupon, LivingSocial, and other daily deal sources.
Advantages: Foursquare’s sole focus is location-based engagement. Every feature
is designed to facilitate these interactions. The company is also committed to building tools that help merchants and marketers leverage its platform to connect with
their most valuable consumers.
Challenges: The user base is growing at a rate of one million per month, which is
fantastic. For large marketers, however, its scale is still an issue compared to other
platforms. Additionally, Foursquare’s merchant focus is on small and medium-sized
businesses (SMBs), which can make it difficult for large brands to get what they need
in terms of features, service, and support.
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Location-Based Engagement Applications
While there can only be a handful of viable platforms, there is no limit to the number
of applications in the LBE ecosystem. The fundamental difference is that applications
have a more narrow focus and purpose. They are built on top of platforms with standalone features and benefits. If they offer APIs, they’re typically limited in scope, and the
audiences don’t tend to be as large. Marketers have less flexibility in working with applications, but they are vital to maintaining a holistic and comprehensive LBE strategy.
In the following, we highlight the major LBE applications together with a number of
emerging players that are innovating in the space.
Yelp: What Yelp lacks as a platform it makes up for in scale. The company’s ratings
and reviews are a vital measure of customer opinion and should be taken very seriously. Yelp’s mobile application offers a check-in feature, which can be pushed to
Facebook and Twitter, as well as photo tagging and Quick Tips. The latter is a mobile
counterpart to its web-specific reviews and ratings. Merchants can also offer check-in
incentives. Yelp offers a merchant dashboard to manage one’s venues. However, it is
primarily designed for SMBs.

“ MARKETERS HAVE LESS FLEXIBILITY IN WORKING WITH APPLICATIONS,
BUT THEY ARE VITAL TO MAINTAINING A HOLISTIC AND COMPREHENSIVE
LBE STRATEGY. ”
Groupon & LivingSocial: The two biggest daily deal players offer mobile versions—
Groupon Now and Instant Deals respectively–featuring in-the-moment deals based
on user’s current location. Each company has a large sales force that sells its deal
products to local businesses, which tend to be SMBs, so there is typically no shortage of inventory. The challenge is that the apps offer no additional utility or value for
consumers or brands alike. This is why each has partnered with Foursquare, a major
LBE platform and social utility, to syndicate its deals. Until these apps expand beyond
the narrow scope of deals, it’s unlikely consumers will make them a central part of their
mobile experience.
SCVNGR: Built on the Google Places platform, SCVNGR offers the basic check-in
feature as well as a broad range of game mechanics designed to facilitate deeper
engagement with a location. These tasks (or games), such as taking photos of specific
items, can be designed by users and merchants alike. Given its potential as a platform
i.e. seeking to become the mobile “game layer”, it’s unclear why the company has not
pursued that strategy. In the absence of APIs, SCVNGR cannot offer the flexibility or
access that marketers need to fully leverage its offering, which limits its potential for
growth, innovation, and scale.
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Shopkick: As a pure-play shopping application, Shopkick offers a unique retail solution that includes installed hardware to detect, track, and dynamically engage consumers while they are present. This includes a rewards system (Kickbucks), which offers
points in exchange for brand engagements such as scanning a barcode. Users can
connect Shopkick to Facebook and Twitter, but the social element is largely an afterthought. The challenge for Shopkick is its narrow utility as a shopping application,
which tends to limit adoption, usage, and scale. The choice for brands appears to be
adopting Shopkick or supporting a branded application (see below). In each case, it’s
largely up to the brand to facilitate adoption. While each of these approaches can coexist with a broad LBE strategy, they probably aren’t compatible with one another.
Instagram: This wildly popular photo-sharing application, which recently claimed a
new user every second, includes a place-tagging feature that is built on the Foursquare
platform. Users can tag or associate a photo with the corresponding Foursquare
venue, which represents a specific engagement. Instagram offers an API that enables
brands to monitor for photos being tagged to its venues, together with user comments
and other sentiment data. There is tremendous potential to innovate with place-tagged
photos, as it’s a popular activity with consumers that is highly valuable for brands.
Foodspotting: Specific to the restaurant and dining vertical, Foodspotting enables
users to share their meals through photos and reviews. This is the foodie app, and it is
built on the Foursquare venue platform. Naturally, users must engage with a location in
order to categorize and tag their content. The result is that a restaurant’s full menu can
be photographed, reviewed, and catalogued for other Foodspotters to reference. This
represents deep engagement on the part of consumers, and although the audience is
relatively small, it is vocal and influential with high relevance for restaurants.
Localmind: Local Q&A is a promising space, one that takes its cues from popular
online services like Quora and Facebook. Localmind is the first to offer an application built on the Foursquare platform that enables users to anonymously query and
respond to people who are present at a given location. This is a unique form of LBE,
whereby a specific place is the focus of a real-time conversation between two or more
people, at least one of whom is present. It offers brands, as well as their customer
evangelists, the opportunity to listen and meaningfully participate.
Forecast: If sharing one’s location is about chance meetings with friends, then doing so in the present (“I’m here now!”) significantly reduces those chances because it
leaves no time to react, plan, or travel. Forecast enables users to let their friends know
where they’re going to be and when they’ll arrive (“I’ll be here in an hour!”). Since it’s
built on the Foursquare platform, users are prompted to check-in when they finally arrive, and the full Foursquare experience of points, badges, and Specials is integrated
with the Forecast app. This future tense can be a powerful signal for brands to monitor
and leverage.
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Viddy: Video is one of the most powerful marketing mediums, and now
it applies to the location-based engagement channel. Viddy is a mobile,
video-sharing application. You can shoot up to 15-second clips, apply
visual filters (ala Instagram) as well as optional music, tag the clip with a
Foursquare venue, and share them on Facebook, Twitter, YouTube, and
Tumblr. Viddy is LBE in motion and can provide deep engagement by
conveying experiences through video.
Branded Applications: Companies with a large enough customer base
can certainly justify launching and maintaining a branded application.
Strategies will differ, but they should be guided by five basic principles:
1. Add value above and beyond the LBE platforms
2. Integrate with the LBE platforms
3. Incentivize customers to engage with your brand and share
their experiences socially
4. Track and measure key metrics on usage, engagement, and
overall performance
5. Monitor activity in the broader context of the LBE ecosystem
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Location Data-as-a-Service (L-DaaS) Platforms
The universe of location-based marketing and engagement has several foundational
layers. These provide the context for all of the SoLoMo activity outlined above, including transactional (POS) data. These layers offer deeper insights and enable marketers to
draw correlations between what’s happening in the engagement and transaction layers.
Mapping solutions from Google and Bing serve as the most basic. Here are five others.
Factual: One of the biggest challenges in location-based marketing is the fragmentation of venue data. As previously discussed, a single location can be referenced in
hundreds of databases, many of which are incomplete or inaccurate and most of which
are siloed. Factual seeks to centralize this point-of-interest (POI) data into a unified
resource that is free for all to access. In addition, Factual is working to map disparate
venue data through its Crosswalk product so it can be universally accessed from a
single identifier. Brands should work with Factual to assure that their location data is
accurate and current, from names, addresses, and phone numbers to geo-coordinates
and proper categorization.
SimpleGeo: Having unified its POI data with Factual, SimpleGeo is focused on the
more interesting contextual layers. These include hyper-local weather, demographics,
population density, and geographic polygons including census tract, municipal boundaries, and postcodes. These data are available to developers via APIs and can provide
rich context to LBE data, activity, and trends.
PlaceIQ: One of the promises of mobile advertising is greater relevance for consumers
and, therefore, greater performance for marketers. PlaceIQ provides the data layer to
make this possible. By aggregating hundreds of disparate data sources, PlaceIQ can
offer the prevailing demographic data for a 100-meter-square area (roughly the size of
a city block) at any time of day. It’s not enough to know the static data provided by the
U.S. Census. Given the movement of people from one area to another throughout the
day, marketers need real-time intelligence. As such, advertisers can serve the right ad
to right person in the right place at the right time.
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Fwix: There are two types of location data: structured and unstructured. Fwix addresses the latter and seeks to convert it to the former. In other words, Fwix combs
all manner of web content in search of largely unstructured references to a location.
An example would be a blog post that describes an event at a specific place and time
that lacks the structure–a geocode or place identifier–to actually put it on a map. Fwix
seeks to do this at scale, such that it captures all references to all places on a comprehensive basis. This provides a valuable layer of data for brands, such that they can
be aware of events or gatherings, e.g. a Meetup at a Starbucks or a major conference
taking place near a location. In turn, the brand can better serve or market to the event’s
participants.
ESRI: The grandfather of geographic information system (GIS) software offers no fewer
than 8,000 layers of contextual data that can be layered onto a map for any point in the
US. A sample can be viewed in the company’s iPad app. Most large companies utilize
ESRI’s Business Analyst Suite for site selection i.e. where to locate the next Walmart.
This includes travel-time and service-area data, which shows the addressable market
area for a given business, represented as a unique map polygon, as well as lifestyle and
demographic data, purchase behavior, and other market research for a given location or
business. Agencies and marketing departments haven’t traditionally utilized these data.
It’s more of a real estate and business intelligence function. Given the rise of SoMoLo,
however, these data will be vital to understanding and managing the LBE channel.
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Marketers: Challenges & Opportunities
The world of marketing is undergoing tectonic shifts in how brands allocate resources
and reach consumers. We are transitioning from mass media to personalized media.
From marketing at consumers to marketing with them. Indeed, with the rise of social
media and mobile connectivity, consumers have unprecedented levels of influence on
buying decisions. This renders paid media as less effective, while providing deeper
insights about consumer opinion, awareness, intent, and overall behavior. Perhaps the
biggest shift in marketing is the amount of data being generated, together with the ability to measure the effectiveness of marketing spend. This is more true for SoMoLo and
LBE than any other channel.
The combination of social, local, and mobile is an incredibly powerful mix, especially
when tied to offline commerce. For every opportunity, however, there is a corresponding set of challenges. In the following we look at the specific areas of focus when
planning and executing SoLoMo strategies.

Scale vs Granularity
Mass media like television, print, and radio gives marketers access to scale. An advertisement can reach millions of consumers at once. But the effectiveness is difficult to
measure and quantify. With the Internet, marketers gained access to better measurement, but the approach was largely the same: reach a large audience with a single message. Social media platforms promise more personalized targeting based on interests
and other social data, but the social channel is still managed at the global level i.e. one
Facebook page and one Twitter account. There is an even greater disconnect for franchise and CPG brands. The promise of SoLoMo is access to the same levels of scale
but the ability to understand and engage customers at a more granular (local) level.
The LBE platforms enable global brands to segment customer data for individual
stores or regions. This can include demographics, influence, reach, sentiment, and
other insights that tell the story of how consumers engage with a brand at the local
level and point of sale. Brands can leverage these data to identify and empower influencers as brand advocates. It’s the affiliate marketing model applied to the SoLoMo
space. For franchise brands, it’s an opportunity to better connect with end users and
to provide franchisees with insights about customer perception and satisfaction. In
some cases, brands can empower franchisees to manage the LBE channel at the local
or regional level.
The challenge of managing customers at a granular level, one might say, is that it
doesn’t scale. But this is only partially true. Granted, marketers for a large brand cannot touch each customer individually. However, it is possible to understand customers
at the local level and to make product or marketing decisions accordingly. It is also
possible to single out the most valuable and influential customers for a given location,
wherein direct outreach can be justified.
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Social Offers
One of the great promises of SoLoMo is to revolutionize the coupon, special offer, and
loyalty program. Clipping and redeeming coupons is woefully inefficient for consumers
and brands alike. Measuring their true effectiveness is difficult, and there is tremendous waste in terms of time, resources, data, and missed opportunity. Social offers
present an entirely new paradigm.
“It is becoming clear to retailers
that location-based services is an
important key to driving foot traffic
among consumers who are in
the mindset to make a purchase.
And the performance of these
programs is demonstrating that
mobile and location can increase
average order value, frequency
and loyalty.”
—Mobile Marketer

The immediate value-add of a social offer is that it gets shared. In other words, the
offer generates some measure of earned media. This value may be difficult to quantify, but any earned media is better than none. In addition, the engagement generates
data about the consumer, which is made available to the merchant. Redemption of the
offer at the point of sale generates additional data including conversion rates and size
of spend. In many cases, offers can include an invitation to follow or subscribe to the
brand—to opt-in to its CRM program—which enables ongoing customer engagement.

“ ONE OF THE GREAT PROMISES OF SOLOMO IS TO REVOLUTIONIZE THE
COUPON, SPECIAL OFFER, AND LOYALTY PROGRAM. ”
For example, in the case of a loyalty program, instead of punching a card 10 times, the
consumer shares his or her brand loyalty and affinity with their friends 10 times before
the reward is unlocked. In a word-of-mouth economy, which is more valuable and effective?
Of course, there are many challenges in marketing social offers. These range from
training employees on how to process them to how they’re redeemed at the point of
sale and the potential for gaming. The issues vary from case to case, and there is no
single solution. Given the strong business case and upside potential, however, all of the
hurdles can be overcome. What’s more, providing an end-to-end social offer solution
can net significant competitive advantages.

Distribution and Awareness
“Offering a free soda with
purchase at a restaurant rewards
users for checking in and sharing
the brand with friends and
encourages them to continue that
behaviour. A check-in rewards
system is also a key feature of
location-based marketing.”
—Memeburn
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The advantages of marketing through social utilities is that they command vast sums
of consumer attention, which increases the odds of discovery and engagement. By
and large, however, these are passive, pull-driven channels. In order to drive customer
acquisition—to affect behavior and decision-making—brands must also look at ways to
distribute their social offers.
Distribution and awareness has its own layer in the LBE stack. This is the push channel. It includes both paid and unpaid sources. It’s always geo-targeted and often
includes other targeting criteria. In most cases, the objective is to inspire action or
behavioral change that leads to a brand engagement and a redemption at the point of
sale. In other words, the consumer receives a relevant call to action, which leads to a
social engagement and offer redemption. Performance is measured through both LBE
and POS data.

momentfeed.com

Paid channels include both the native LBE platforms (Facebook and Twitter) as well as
mobile advertising, either directly or through the various ad networks such as WHERE,
InMobi, Millennial Media, AdMob, iAd, JumpTap, and many others. Facebook Ads
provide zip-code-level targeting in addition to user interests and demographics; these
can only be served via the web. Twitter recently released in-stream advertising, which
can be consumed via any device. Paid search via Google and Bing also fall into this
category.

“ DISTRIBUTION AND AWARENESS HAS ITS OWN LAYER IN THE LBE STACK.
THIS IS THE PUSH CHANNEL. ”
The challenge is that these sources are largely siloed with no way to manage crosschannel spend, creative, measurement, or optimization in any holistic way. They are
also disconnected from the engagements, offers, and POS data, which, as a whole,
constitute the primary objective of the media spend.
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Media and CPG Brands: The Event Layer
Location-based marketing and engagement is fairly straightforward for companies
that have, well, actual locations. It is not as clear for brands in the media and consumer packaged goods (CPG) industries. While products like movies and groceries
are bought and sold in the real world—distributed via physical locations—they lack
the natural and universal infrastructure of places. Given the new paradigm of locationbased engagement, however, it’s possible for media and CPG brands to leverage this
new channel by building on top of it.

“ GIVEN THE NEW PARADIGM OF LOCATION-BASED ENGAGEMENT,
MEDIA COMPANIES AND CPG BRANDS CAN PARTICIPATE THROUGH
THE EVENT LAYER. ”
As previously discussed and illustrated, a location has a layered construct with both
physical and virtual layers. The hierarchy is such that each layer is more (or less) permanent than the previous one. By their nature, the venues (digital representations) at the top
of the stack are least permanent. The opportunity for media, CPG, and other non-location
brands to participate in the LBE ecosystem is found in a layer on top of this.
The event layer is built on top of the venue layer, just as the venue layer is built on top of
the brand layer. In other words, these events, which also have physical and virtual counterparts, are associated with venues. This is part of the structure that makes the event
layer function for media and CPG brands. As such, events are even less permanent than
venues. This is because an event is not only dependent on the physical structure or business where it takes place. It is also defined by a timeframe, ranging from hours to weeks,
in which it takes place. And then it’s over and may no longer exist.
The event layer is intentionally flexible and open to interpretation. It is built for innovation, which is to say that an “event” can be broadly defined. A conference like SXSW
can be an event and so can each of the panels, parties, and speeches that take place
there. In each case, however, the events are associated with a more permanent venue
such as a convention center or nightclub. These are the event venues. The event layer
enables consumers to engage specifically with the event, thereby answering the question of why they are there, while incidentally engaging with the underlying venue. This
same dynamic can apply to movies, concerts, and other types of entertainment. It can
also apply to packaged goods.
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The event layer can be leveraged by CPG companies in a number of ways, several of
which have yet to be enabled by the platform and application providers, but they are
technically possible. When a consumer checks-in to a grocery store or retailer, they are
clearly there to shop. The challenge for the store owner is knowing what they’re shopping for, as the possibilities are limitless. If a CPG company (through a partnership with
the retailer, perhaps) creates an event venue for its product that enables consumers
to engage with both the CPG brand and the retailer, it empowers everyone to deliver
a more relevant and valuable experience. It’s important to note that consumers are
not likely to check-in to a CPG brand without an incentive, so there should be a value
exchange. A CPG event should include a social offer.
The event layer is just starting to be explored by Facebook and Foursquare through
traditional means, such as enabling events and event check-ins. It is certain to evolve
as marketers push for further innovation.

A Global Opportunity
Location-based engagement is truly a global phenomenon. Four out of 10 Foursquare
check-ins happen outside the US, and while smartphone adoption trails the US in most
markets, the gaps are closing fast. What’s most compelling is that for many consumers
in emerging markets, the Internet is accessed exclusively via smartphones. Which is to
say they are blissfully unaware of the PC era.
For global brands, the potential of LBE couldn’t be greater. Given that the most promising overall growth opportunities are found in the BRIC countries (Brazil, Russia, India,
and China), LBE represents a powerful method for connecting with new customers
and building brand loyalty. The approach may vary from country to country, and each
market should be addressed individually. It’s important, however, for brands to have a
global perspective.
It should come as no surprise that the biggest opportunity–China–also represents
the biggest challenge. Research firm EnfoDesk reports that China has more than 200
million registered users of check-in and daily deal platforms, and this grew by nearly
50% from Q1 to Q2 2011.
Given that Facebook, Twitter, and Foursquare are all blocked in China, the first challenge for brands is that China represents its own LBE ecosystem. Players include
Digu with 26% market share followed by Qieke, Jiepang, Kaikai, VLD, Sifang, and Bafang with 14%, 12.7%, 11%, 8%, 7.6%, and 5.7% respectively. The second challenge
is fragmentation, which is more pronounced in China than other markets. It’s clear,
however, that the size of the opportunity outweighs the difficulties and that brands
who overcome them will enjoy a significant competitive advantage.
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The MomentFeed Solution
The location-based engagement (LBE ) channel presents unparalleled opportunities for
marketers. It encompasses social media, direct marketing, consumer research, customer relationship management, loyalty, couponing, content, brand management, inbound
marketing, search, customer acquisition, and more. It is rich with potential—the proverbial Holy Grail of marketing—and promises to close the loop at the point of sale. This
potential, however, is challenged by its complexity and sheer size of the opportunity.

“Location isn’t just about offering
a deal when a customer is
near a retail outlet. It’s about
understanding the tapestry of
data that customers create
over time, as they move through
space, ask questions of their
environment, and engage in
any number of ways with your
stores, your channel, and your
competitors. Thanks to those
smartphones in their pockets,
your customers are telling you
what they want – explicitly and
implicitly – and what they expect
from you as a brand. Fail to listen
(and respond) at your own peril.”
—John Battelle

As this paper illustrates, LBE represents a new marketing paradigm based around
place as the primary signal. It features multiple, interconnected layers and operates in
multiple dimensions. It is driven by real-time intelligence with various inputs and outputs and large datasets. This challenge is why MomentFeed exists.

MomentFeed is designed to make sense of the LBE channel and to empower marketers with a set of tools to leverage it on a comprehensive basis. MomentFeed is
an integrated, data-driven solution for holistically managing the LBE channel. It is
optimized for enterprise marketers and brands with hundreds or thousands of locations to manage, and it includes the following major feature sets: venue management, analytics, campaign management, CRM, and competitive intelligence. In other
words, MomentFeed is NORAD for location-based marketing.
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Venue Management
As discussed, a venue is the digital counterpart to a physical place. Every brick-andmortar brand has a unique set of venues represented on Facebook, Yelp, Google,
Foursquare, Twitter, and other location-based services. Consumers are engaging with
a brand through these venues. This is where they check-in, write reviews, and subscribe. These are the conduits of engagement, reciprocation, and conversation. It is
imperative, then, that brands actively manage their venues and treat them as valuable
brand assets. In this new medium, the venue is a brand’s public face and should be
valued like any other consumer touch point.

“ IT’S IMPERATIVE THAT BRANDS ACTIVELY MANAGE THEIR VENUES AND
TREAT THEM AS VALUABLE BRAND ASSETS. ”
That said, managing hundreds or thousands of venues across multiple platforms is no
small task. Many of these venues were originally created by consumers via smartphone
applications. Or they were auto-generated from third-party, business-listing services.
In any case, the accuracy of the information, from the address and geo-coordinates to
branding and vital details, is incomplete at best. What’s more, duplicate venues are a
plague on most of the user-generated databases like Facebook and Foursquare. The
MomentFeed solution addresses this central problem.
Through our Venue Management dashboard, a brand can create, edit, delete, register,
merge (de-dupe), and/or update hundreds or thousands of venues across multiple platforms from a central resource. This unifies the core metadata that enables consumers
to search, discover, and engage with a location–to engage with your brand. It creates
brand continuity across all locations and all platforms. And it serves to unify the engagement data by maintaining accurate venue records.

Analytics
The MomentFeed Dashboard provides a robust set of analytics, measurement, and
data visualization tools. These are divided into three main categories:
Analytics: View the key engagement metrics for a select group of locations over a
given period of time. These include Foursquare and Facebook check-ins, Facebook
Likes, Foursquare Tips and Photos, Tweets, Offer Redemptions, and more. Data is
visualized on graphs and can be layered to compare key metrics on an average as well
as absolute basis.
Visitors: A brand’s registered venues provide key data on the consumers who are publicly engaging. The MomentFeed Visitors tab shows users from Foursquare and Twitter
at the group or location level and can be sorted by a number of factors including recency, frequency, and reach. This also tells the demographic story of one’s customers
at a local, regional, and global level.

26

momentfeed.com

“Generating rich customer
insights, always central to
effective marketing efforts, is
more challenging and important
in today’s environment.
Companies must listen constantly
to consumers across all touch
points, analyze and deduce
patterns from their behavior,
and respond quickly to signs of
changing needs.
One implication is that the types
of talent required to derive such
insights will change. A premium
will be placed on problemsolving and strategic-marketing
skills, rather than on traditional
market research capabilities
such as designing surveys and
commissioning focus groups.
Some organizations also may
need help from external partners,
a pattern that’s already apparent
at several insurers and health
care payers that have neither the
time nor the budgets to build the
necessary data-gathering and
analysis capabilities in-house and
at scale. The insights group’s
position in a company could even
change.
At one high-end hospitality
business, for example,
responsibility for generating
customer insights has moved out
of the marketing function entirely.
The group now reports directly
to the head of strategy, who uses
information from it to redesign
core business elements such
as pricing, sales targeting, and
the selection of properties for
development.”

We’re All Marketers Now

Content: MomentFeed aggregates three primary types of content at the local level:
Tweets, Foursquare Tips, and Photos. In each case, the content is explicitly tagged
to a place and can be segmented accordingly with sentiment and keyword analysis.
Content is displayed in reverse chronological order and can be viewed at the local,
regional, and global level.

Campaign Management
The MomentFeed Campaign Management Suite enables brands to launch, measure,
and optimize a variety of campaign types, including Foursquare Specials and Facebook
Check-in Deals, for all locations from a central resource. In addition to the standard capabilities of the LBE platforms, MomentFeed provides advanced tools including scheduling,
automation, randomization, and optimization.
Campaign distribution is handled through a brand’s owned media as well as a number
of third parties, including both paid and unpaid channels. Brands can choose to utilize
distribution on a campaign-by-campaign or offer-by-offer basis. These are designed
to generate offer awareness and drive foot traffic to a specific location, where the offer
can be redeemed at the point of sale. A company’s point-of-sale (POS) system can
also be integrated to its MomentFeed dashboard.

CRM: Customer Relationship Management
One of the great promises of segmenting consumer engagement at the local or
regional level is the ability for global brands to operate as local businesses by managing customer relationships at the store level. Facebook, Twitter, and Foursquare each
offer social CRM tools designed primarily for single-location cases. The MomentFeed
solution enables global brands to scale a local CRM strategy across hundreds or
thousands of locations.

Competitive Intelligence
The MomentFeed platform is designed for competitive intelligence and benchmarking.
This enables brands to identify their closest competitors and monitor publicly available
LBE data, such as daily check-in volume and sentiment. Our solution maps selected
competitor locations on a one-to-one basis for performance benchmarking at local,
regional, and brand levels. Given that local competitors often vie for the same customers, these insights can provide vital context through measures of loyalty, retention,
satisfaction, and customer acquisition.
Note: The competitive LBE data available via MomentFeed is entirely public and freely
accessible to anyone. It can be viewed on public venue pages through any web browser. Brands also have access to private LBE data from their registered venues. Under no
circumstances does MomentFeed share private LBE data with any third party.

Contact MomentFeed for a Demo: info@momentfeed.com
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The Future
Mobile Commerce
Mobile commerce includes a number of solutions ranging from in-app purchases, executed online or at the point of sale, to the venerable mobile wallet, which stores all of
your credit and debit cards, gift cards, and loyalty cards. Google and PayPal, together
with Visa, MasterCard, and American Express, are all angling to merge our wallets with
our smartphones. Meanwhile, brands like Starbucks offer branded payment apps and
startups like ChowNow and Splickit offer multi-merchant solutions.

“Four in 10 students (40 percent)
have ever checked in via social
media, with high school students
slightly (45 percent) more likely
than university students to have
done so.”
— Ypulse

While the mobile commerce space is certainly booming, large brands will be challenged by the following: consumer adoption and fragmentation; infrastructure and
integration cost, and legacy POS systems. Cloud-based POS systems will solve most
of these issues by enabling greater flexibility for custom integrations including mobile
payments and automatic redemption of social offers.

Near Field Communication (NFC)
Near Field Communication (NFC) is an emerging technology that facilitates payments
and engagements with a simple tap of one’s phone. The NFC chip in the phone can
communicate at close range with other NFC devices, such as point-of-sale systems, as
well as with static NFC tags, which can take the form of a decal. For marketers, NFC
represents an opportunity to position one’s brand at the front end of location-based engagements. Instead of consumers initiating the engagement through a third-party app,
they will start by tapping a branded NFC tag. This can launch a branded mobile web
app that offers a choice of where one would like to engage and what to expect in return.
In general, NFC will reduce the friction of engagement and encourage more consumer
engagements per visit.

Indoor Location
“While a number of tagging
& infrastructure-based
technologies can deliver to
precise indoor location, it is
tough to make these solutions
ubiquitous.”
— Indoor LBS
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The final frontier for LBE will be universal indoor navigation. Which is to say, the ability
to navigate indoor spaces with the same level of coverage we enjoy outdoors via GPS
but with pinpoint accuracy. Many companies are attacking this space, and there are a
number of factors at play. First and foremost is the technology itself. Fragmentation will
be a major challenge, as the experience needs to be seamless for all users, platforms,
and handsets. Next, consumers need to adopt the behavior of using mobile devices to
navigate indoor spaces, whether it’s to locate a store in a mall or a product on a shelf.
In meeting these challenges, marketers will enable deeper engagement while unlocking
tremendous data about how, why, and where consumers are engaging.
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Conclusion
All customers are not created equal. This should be self-evident to any business. Some
customers are simply more valuable than others. In the age of SoLoMo, however, the
measure of value encompasses more than individual profitability. It’s also measured in
influence and one’s ability or likelihood to increase brand awareness, enhance brand
equity, and drive additional business. It’s word-of-mouth at scale with the tools to effectively measure value.
Thanks to the rise of social media, businesses have become less reliant on the media
to tell their story. This is because a business and its customers have become the story
tellers. Businesses are also less reliant on paid advertising to broadcast their message. This is because customers are doing it for them. And they’re doing it for free with
greater effect. According to a recent Gallup poll, which measured the key influences on
customer decisions, consumers overwhelmingly rely on friends and family when deciding which companies, brands, products, and services to use.
It’s often the case that customers share, recommend, and engage with brands as part
of their daily habits. This largely organic activity has value and should be measured.
The next step for brands is to identify its most valuable customers; to segment them
at the local level to learn from them, engage with them, and possibly recruit them as
brand advocates. Finally, brands can encourage and reward this behavior, which will
increase customer engagement, word-of-mouth, value, and ultimately profits.

Key Influences on Customer Decisions
Consumers are far more likely to rely on personal recommendations from a spouse or from close friends and family in
making decisions rather than company–sponsored online ads, Facebook Pages, or Twitter feeds.

likelihood to rely on when deciding which companies, brands, products, and services to use
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parents
friends
expert
other family
critic / reviewer
new outlet
acquaintances
strangers
online ad
tv ad
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twitter page
company–sponsored
facebook page
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source: gallup
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Resources

The Location Based Marketing Association is an international group dedicated to fostering research, education
and collaborative innovation at the intersection of people,
places and media. Our goal is simple; To educate, share
best practices, establish guidelines for growth and to
promote the services of member companies to brands
and other content-related providers.
Members of the LBMA include retailers, agencies, advertisers, media buyers, software and services providers,
and wireless companies. We serve these constituents
through a series of local LBMA chapters in Toronto, New
York, San Francisco, London, Amsterdam and Singapore
and through partnerships with industry leading content
and conference providers.

Converge Labs’ conferences (Social-Loco, MobileLoco and Geo-Loco) exist to:
• Provide thought leadership in the use and application
of social and location based technologies to the mobile
marketplace
• Connect brands to social, location and mobile (SoLoMo) technologies in ways that spur increased marketing
spend on SoLoMo-based services
• Be the meeting place for the people in the SoLoMo
industry, including, brands, agencies and investors.

Location-based services (LBS) have started to gain popularity in the marketplace with more and more businesses starting to incorporate LBS into
their marketing mix. This book is a necessary resource for anyone eager to
create a two-way dialog with their customers in order to establish customer
loyalty programs, drive promotions, or encourage new visitors. You’ll learn
how to successfully build, launch, and measure a location-based marketing program and figure out which location-based services are right for your
business.
Packed with resources that share additional information, this helpful guide
walks you through the tools and techniques needed to measure all the data
that results from a successful location-based marketing program.

momentfeed.com | info@momentfeed.com | @momentfeed
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