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Social	  and	  Mobile	  –	  Where	  are	  we	  headed?	  

Presented	  by	  Drew	  McLellan	  

Where	  are	  we	  at	  today?	  
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Monitoring/Listening	  
Emailing	  customers	  regularly	  

Facebook	  fan	  page	  
TweeAng	  

Text	  messaging	  
YouTube	  channel	  

Groupon	  
LocaAon	  based	  

QR	  codes	  

iPhone	  
Debut	  

Jan	  2007	  

Facebook	  
Pla?orm	  
May	  2007	  

Facebook	  
Connect	  
July	  2008	  

iPhone	  App	  
Store	  

July	  2008	  

Nexus	  One	  	  
Android	  Debut	  
January	  2010	  

iPad	  Debut	  
April	  2010	  

Facebook	  
Timeline	  
Sept	  2011	  

How	  Time	  Flies	  
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Who	  is	  really	  using	  social	  media?	  
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Is	  it	  making	  the	  register	  ring?	  
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Customer	  shiOs	  

drew@mclellanmarketing.com 
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We’ve	  gone	  from	  this	  to…	  

We’ve	  gone	  from	  this	  to…	  
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We’ve	  gone	  from	  this	  to…	  

73%	  of	  consumer	  decisions	  are	  primarily	  influenced	  by	  word	  of	  mouth.	  
McKinsey	  2009	  
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90%	  of	  customers	  idenAfy	  word	  of	  mouth	  as	  the	  best,	  most	  reliable	  and	  
trustworthy	  source	  about	  ideas	  and	  informaAon	  on	  products	  and	  services.	  	  

NOP	  World	  

People	  are	  the	  “new”	  media:	  
Which	  is	  why	  the	  grocery	  industry	  must	  get	  social	  
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“BUT	  I	  DON’T	  HAVE	  TIME	  FOR	  
ONE	  MORE	  THING.”	  

Telemarke]ng,	  1977	  

Computer-‐based	  	  
graphic	  design,	  1986	  

Email	  marke]ng,	  1996	  

Web	  marke]ng,	  1997	  

66%  
PERCENTAGE OF BRAND 

TOUCHPOINTS NOW 
GENERATED BY 

CUSTOMERS 

MCKINSEY QUARTERLY, JULY 2009 
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You	  simply	  cannot	  ignore	  the	  giant	  in	  the	  room	  
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Facebook…	  

More	  than	  900	  million	  users	  

50%	  of	  users	  log	  on	  every	  day	  

Fastest	  growing	  demographic	  is	  55+	  

Biggest	  demographic	  is	  35-‐44	  

She	  is	  your	  customer	  
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48%	  of	  18-‐34	  year	  olds	  log	  into	  FB	  as	  soon	  as	  they	  get	  up.	  	  	  
28%	  before	  they	  leave	  their	  bed.	  

32	  

SOCIAL	  VENUES:	  GO	  WHERE	  YOUR	  PROSPECTS	  CONNECT	  &	  CHAT.	  Brand	  
awareness,	  community/CSR	  discussions,	  loyalty	  programs,	  consumer	  
feedback/trials/tes]ng	  
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35	  

36	  
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37	  
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39	  
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• Go	  slowly….	  you	  don’t	  have	  to	  tackle	  
it	  all	  at	  once	  

• Don’t	  fall	  for	  the	  “custom”	  social	  
networks	  

• Do	  not	  start,	  stop	  and	  start	  

• Get	  some	  help	  on	  the	  front	  end	  with	  
the	  strategy	  

• Experiment	  

Ready or not… here comes 
mobile 
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In 1983, the first commercial wireless call 
was placed with a Motorola DynaTac. The phone 

cost $3,995, weighed over 2.5 pounds, and was 

10 inches tall (without the antenna). 

Mobile has come a long way… 
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Are we typical? 

Mobile phone? 

87% of Americans do. 
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Smart phone? 

44% of Americans do. 

Accessed the web with your 
smart phone this week? 

84% of smart phone owners did. 
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“SoLoMo	  will	  encompass	  every	  industry	  on	  the	  
planet.	  	  

The	  future	  will	  see	  the	  integraAon	  of	  locaAon-‐
enabled	  features	  and	  insights	  into	  every	  product	  
you	  touch	  and	  every	  process	  you	  engage	  in	  
during	  the	  course	  of	  your	  life.”	  

FastCompany	  
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SoLoMo	  =	  real	  life	  x	  the	  internet	  x	  real	  Ame	  

The	  combinaAon	  of	  Ame	  and	  
context,	  direcAng	  people	  towards	  a	  
deal	  when	  they	  can	  easily	  redeem	  
it	  –	  unlocks	  a	  powerful	  tool	  for	  
marketers	  to	  develop	  precise	  
targeAng	  approaches.	  

James	  Ferguson,	  TNS	  



7/9/12	  

31	  

drew@mclellanmarketing.com 

Copyright 2012 McLellan Marketing Group • All Rights Reserved 

drew@mclellanmarketing.com 

Copyright 2012 McLellan Marketing Group • All Rights Reserved 



7/9/12	  

32	  

drew@mclellanmarketing.com 

Copyright 2012 McLellan Marketing Group • All Rights Reserved 

drew@mclellanmarketing.com 

Copyright 2012 McLellan Marketing Group • All Rights Reserved 



7/9/12	  

33	  

drew@mclellanmarketing.com 

Copyright 2012 McLellan Marketing Group • All Rights Reserved 

LocaAon	  
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Text	  
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The	  good	  and	  the	  bad	  –	  Mobile	  vs.	  Email	  

95%	  message	  open	  rate	  
8%	  coupon	  redempAon	  rate	  

drew@mclellanmarketing.com 

The	  good	  and	  the	  bad	  –	  Mobile	  vs.	  Email	  

25%	  email	  open	  rate	  
50%	  coupon	  open	  rate	  
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Local	  

drew@mclellanmarketing.com 
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The store knows it’s me 

•  Social check-ins (Four Square, Yelp, Facebook Places) 
•  Near Field Communications/Geofencing 

drew@mclellanmarketing.com 
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Geofencing	  
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And connect my phone to in-store GPS shopping cart 

drew@mclellanmarketing.com 
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Native App or Mobile Website? 
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Native App or Mobile Website? 

Native App 

Download to your phone 

Interactive interface 

Touch optimized 

Available offline* 

Mobile Web 

Access via browser 

Static, navigational 
interface 

Click and keypad 

Must be online 

Compatibility/Cost 
• Mobile websites work across platforms and devices 
• Mobile apps only work for their specific operating system 
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Availability 
• Mobile websites are instantly available 
• Mobile apps must be downloaded and installed 
Upgrade 
• Mobile websites can be upgraded quickly & easily, it’s active instantly 
• Mobile app upgrades have to be coded into the app and then they   
have to be downloaded and installed by the user 

Sustainability 
• Mobile websites are easy to support & add new content  
• Mobile apps can be costly to fix bugs and to enhance features 
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Life Cycle 
• Mobile websites are accessible to all users for as long as the Web is 
up 
• Mobile apps are accessible for as long as the user keeps the same 
phone or re-downloads app to new phone 

Web can’t be owned or controlled 
like a native app. 

Web is cheaper and easier than 
an app but with limitations. 

For many, it’s a stepping stone. 
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Over 2,000 recipes 
Searchable by ingredient, special diets, budget etc. 

On Hand feature 
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Start	  with	  people,	  not	  technology	  –	  choose	  audience	  
carefully	  (not	  on	  size)	  

Sharing	  must	  be	  about	  audience	  benefit	  	  
(Must	  find	  it	  valuable)	  
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Add	  value	  through	  uAlity	  

Keep	  a	  simple	  focus.	  Build	  relaAonships,	  not	  spectacle	  
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Consumers are 
being taught that 
their phone is $. 

They’ll expect to be 
able to pay with a 

different kind of swipe 
soon. 
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hop://www.drewsmarkeAngminute.com/iagrocer	  
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