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EXECUTIVE SUMMARY

Forrester reported that mobile commerce conducted through smartphones will reach
$117 billion in the U.S. alone this year, making up 23% of online sales and 3% of total retail
sales. And mCommerce is expected to grow at a compound annual growth rate of 16%
through 2022

It’s crucial your marketing team develops mobile strategies, including the tactics below,
to provide your audience with a personalized online experience that drives conversions
and purchases.

Digital Cohesion - Through digital cohesion, your marketing team can guarantee your
brand, message, and goals are represented consistently across platforms and channels. A
Harvard Business Review study found that 73% of consumers use multiple channels
during their shopping journey? and Digital Cohesion ensures a consistent message across
every touchpoint.

SMS and MMS Capabilities - Mobile messaging attracts more customers and boosts
engagement while producing higher response rates than traditional channels and mobile
ads®.

Actions taken: SMS | Mobile advertising
Purchased a good or service via 3% 2%

your mobile phone immediately

Gone in-store to make a purchase 8% 4%
Purchased a good or service via an 8% 6%

alternative device (PC/Mac or tablet)

Purchasec_j a good or service v_|a 7% 5%
your mobile phone at a later time

Downloaded an app 9% 3%
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Mobile Push Notifications - Push notifications have made significant progress and
become increasingly relevant to end users in the past few years thanks to more
sophisticated segmentation via things like location-based targeting and dynamic
messaging. When used effectively, Push notifications can result in 53% app user opt-in
rates, 9% open rates, and 2% conversion rates”.

Micro-Moments - A micro-moment is the act of reflexively turning to a mobile device to
learn, do, discover, watch or buy something. Using these micro-moments can help you
anticipate the needs of your target audience. Developing actionable content that
addresses these in-the-moment needs will personalize and improve customer experiences.

Mobile messaging and email marketing are
powerful when used together appropriately; but
both channels have their own guidelines and best
practices for messaging, context, cadence and

regulations that must be followed.

This guide provides insights into how you can get started with mobile messaging, types of
campaigns you can send and some best practices to follow. It's important to note that
mobile regulations are constantly changing, so be sure to work with a company like
Listrak that can help keep your campaigns up-to-date.
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MOBILE TERMINOLOGY

SMS PUSH

Content made up of text or Text, images, audio or video

links only that is sent to or delivered directly to a consumer’s
from a mobile device. mobile device through the app’s

native messaging functionality.

MO - MOBILE ORIGINATED

Device that originated SHORT CODE

the message. A string of numbers (usually
5 digits) that a customer uses
to text you.

MT - MOBILE TERMINATED

Device that terminated

the message KEYWORD
The words customers text you to
trigger an action (subscribe, help,

MMS stop, etc)

Content made up of images,
audio or videos sent to or from
a mobile device.

No Service & 9:50 AM ¥ 3 @4

< 0 ®

887-88
I Text Message
Thu, May 11, 2:25 PM
| Pier 1: Summer's almost here!
Get ready to enjoy sunny days
I with up to 50% off all outdoor!
Shop in store or at http://

| pierl.im/pTsHy6.
Reply STOP to end

Tuesday 11:03 AM

Surprise Rewards!

V Piert: ‘

surprise rewards
ARE BACK!

WHAT WILL YOURS
BE WORTH?

Pier 1: Calling all My Pier 1
Rewards members! Pick up
your free surprise rewards card
in store now thru 5/29! Not a
member? Join now at http://
pierl.im/Vthzms. Reply STOP
to end

(O L SIN A ao

BN
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DRIVING RESULTS

Client Success | Rainbow Shops

Weekly SMS
Subscribers
eeve0 10:45 AM -

25,000
< Messages 502-12 Contact
Text-to-Join |
Email Acquisition | GED
Rainbow Shops: Welcome to the
O squad! Reply with your email
O I address for your 10% off coupon!
| Up to 8 msgs/mo. HELP=help,

STOP=Stop. Msg & Data rates
may apply.
SMS Click- kellyp@gmail.com
Through Rate

Rainbow Shops: You made it! As
O aVIP you'll receive all our deals+
O Y- promos. Use this code:

6000009184E7A127E in-store

) online for 10% off. HELP=help,
kellyp@gmail =g

Rainbow Shops: You made it! As

a VIP you'll receive all our deals+

promos. Use this code:

6000009184E7A127E in-store

or online for 10% off. HELP=help,

STOP=stop. s Send

/,
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SMS FACTS

Percent of total

Retail SMS SMS volume
adoption rate’ sent by

2 9 % b“iiﬂ;e%use

Customers who
prefer offers
delivered via SMS?

/5%

SMS opened
within 3minutes’

97%

SMS coupons are 10 times L I

more likely to be redeemed
and shared?

\{
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Reasons to
SUBSCRIBE

®

Incentives
or coupons

55%
®

RAAA
N 4
Emm=

Loyalty or
rewards points

02%

Product info
and updates

25%

Reasons to
UNSUBSCRIBE

e

Too many
messages

59%
O

Messages received
at wrong time

34%

@

Messages
weren’t relevant

1%
»

Messages weren’t
personalized

20%

@

<&
Exclusive content

206%

J

Store news
and events

19%

©

Offers weren’t
good enough

A1%
D)

Too few
messages

9%
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WHEN TO SEND

MON TUES WED THURS FRI SAT SUN
|
LOWEST I— HIGHEST BUSINESS J |— HIGH J
RESPONSE SMS VOLUME ENGAGEMENT
RATE OPPORTUNITY
BEST PRACTICES I o NG T .4 70%0 11:37 AM
& 33768 ¥ CALL  MORE
" Be mindful | * OFFICE DEPOT:
of time zones I Reply ¥ for ongoing
autodial promo
| texts & confirm you
| read & consent to
Terms http://bit.ly/
Don’t send when ODterms. Consent
customers are not req. 4 purch.

sleeping or commuting - Text STOP 2 cancel 555py

on holidays OFF 1 qualifying
item w/ online code
14FZH7QT5CWTJ
M. Reply Stop to
Ideal time to send I(-:laTCEI or HELP for
10:00 a.m. - 8:00 p.m. - Hep-

©

_ |  OFFICEDEPOT:
Avoid sending Welcome! Get 20%

local time 2 Enter message
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WHAT TO SEND

L0

Immediate Flash Sales Local Event Alerts or
o or Coupons : Time-Triggered Reminders
Z ;
[TT]
7))
8 N Product Rel Claim Processing or Account
(7)) ew Froduct keleases Based Alerts
Z
o
N
<Zt Transactional Order : Loyalty / Rewards
(6]

Confirmations ; Triggers

Coupons that aren’t

Upcoming Sales
P g immediately enabled

More than one message at a

Events takin lace in the future .
2 time due to message length

8
O
>
<
()
-
(72)
Z
e
g
o
=
<
S/
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TYPES OF MOBILE CAMPAIGNS

BROADCAST

A single text message sent to a segment
of or your entire customer at the same
time. It can be scheduled to go out

on a specific date and time, but the
schedule is the same for everyone.

ONE-TO-ONE

A text message sent to a single
customer triggered by his or her action,
such as a subscription notification, help
message or unsubscribe confirmation.
Subscribers must receive SMS responses
from your organization when they

send a text to your short code, even if
the keyword they send is incorrect.

RECURRING

Text messages that are sent
automatically on a periodic basis,
such as weekly or bi-monthly.

SWEEPSTAKES

Also called Text-To-Win, a sweepstakes
can quickly build your list. There are
strict guidelines and regulations you
must follow, so be sure to work with a
solutions provider like Listrak who can
ensure you remain compliant.

ALERTS

Text alerts can be anything from
a flash sale to a product update.
They can be sent anytime as long
as you remain within your total
allotment of monthly messages.

LOYALTY / REWARDS

Focus on engaging repeat
customers by offering loyalty points,
rewards or other incentives.

TEXT-TO-JOIN

Quickly build your email lists through

a Text-To-Join campaign, which offers
your mobile subscribers the opportunity
to subscribe to your email list simply

by replying to the text message.

TRANSACTIONAL

Sending order, shipping or

delivery confirmation via SMS

puts the important transactional details
directly into the hands of the consumers.

EVENT TRIGGERED MESSAGES

Wish your customers a happy birthday.
Send them an appointment reminder.
Let them know when their return has
been processed. These messages can be
highly-personalized.
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GROWING YOUR MOBILE LISTS

INn-Store

Mobile messages can help bridge the gap between offline and online engagement, so
promote your mobile marketing program often. Signage at the point of sale, fitting rooms,
window clings, endcaps and other high-traffic, strategic areas will maximize signups.
But there is more you can do, such as asking customers to subscribe from your
interactive kiosk and on your printed or eReceipts.

SIGNAGE RECEIPT INTERACTIVE KIOSK
@ -
S AVE .
. - Cye
L s UL ‘

— WANT —
e L] U RS

NOW |- ~...»
I (wte TraAlhge wOu 0

n

1 et RAINBOW 1049899

2. Respond withyour mall aress when prompted TEXT STORE TO 55555 FOR GREAT

3. 10% off Coupon will be texted to your phone

TeEXT STORE MONEY SAVINGS OFFERS! TRUST

MONEY SAV\ US - IT'S WORTH IT!
US - T\

Mobile messages can help bridge the gap between
offline and online engagement, so promote your

mobile marketing program often.
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GROWING YOUR MOBILE LISTS
On-Site

Promote your short code and keyword on your site as you would your email sign-up.
Adding it to your popup, header, footer and other strategic areas of your site will help
ensure visitors see the information. However, do not just ask for the mobile number on your
popup, checkout page or other form as regulations prohibit you from automatically
adding those numbers to your mobile program.

SIGN UP

10% OFF YOUR ORDER

WHEN YOU JOIN THE VIP CLUB* or Text DRESS to 81680 to subscribe to
ENTER YOUR EMAIL recurring SMS messages
NO THANKS, LET’S SHOP
ff“g‘:_"‘ or Text DRESS to 81680 to subscribe to recurring SMS messages

NO THA

N

™
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GROWING YOUR MOBILE LISTS

Email

Email and mobile messaging programs go hand-in-hand. Using a Text-To-Join
strategy in your mobile campaigns will grow your email list, as you saw in the Rainbow
example earlier in this guide. But you can also use your emails to promote your mobile
programs. One of the messages in your Welcome Series should be dedicated to the SMS
campaign, but you can also promote it in the footer of ongoing messages.

" " 7 y 5 = S ciscese
It’s the perfect time to head outside for some family fun
1 n [ ] n

Pier1imports

[ | [ |
FuRnmURE  PLOWSE  DINING & pEcor  SEASONAL& CLEARANCE &
| CUSHIONS  ENTERTAINING GIFTS SALE \ Anﬁm mﬂ‘m ' "ﬂ?ﬁ%i ‘nluwﬁlszn pﬁs
; WINCHESTER” BULK
Introducing HANDSUN ANMENTION
HOMETOWN HEROES
Get our latest offers, Rk —
in-store event invites T
and more sent right
to your phone! MAY 18 5‘9” up for i
mobile alertst:
Firefighte d
SIENUP SAVE 20% irefighters an
MEN'S & WOMEN'S Y
TO 88788 TO JOIN® MERRELL® MOAB FOOTWEAR EXTRA 5% FIRE
y Conquer tough trails in comfort EXTRA 10% EVE
anaige LAcE UP LEARN MORE
1 0% OFF - Text NATURE to 247365
aregular-priced purchase. Message & data rates may apply.
Rules apply
Shopping Resources: Get Connected Signup for .
Bargain Cave ° o OGS
GiftCards
e
#TSINYOURNATURE el .
| ) | >
N -
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KEEP IT SHORT
SMS messages are confined
to 160-characters, including

the mandatory legalese.

CREATE URGENCY

Content and offers should be
available for use immediately
and should include a short
expiration date.

TIPS

BE DIRECT
Tell the subscriber what you
want them to do and how to
do it. Use active language.

BE THOUGHTFUL
Avoid using all caps and do not go
overboard with the abbreviations.

Follow your corporate brand
standards for tone and voice.
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BE CONSISTENT

Your emails and mobile messages
should work together, they shouldn’t
compete. Don’t send different offers

in the two channels the same day.

PROMOTE YOUR PROGRAM

Remember, it’s illegal to send mobile
campaigns to customers who
didn’t explicitly opt-in. Subscribers
must take the first step of sending
your keyword to your short code.
Promote your program prominently.

DEFINE A FREQUENCY

Your first message should tell
subscribers how often they’ll
receive messages, which is
typically between 2-8 per
month for businesses.

USE A DEDICATED
CODE
AT&T banned shared short codes
in Oct. 2018'°. There are many

reasons to use a dedicated short or

long code, including the fact the
program could be fined or closed if
another sender doesn’t follow all of

the regulations.
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REGULATIONS

Mobile campaigns are highly regulated and each carrier can have its own rules. If you don’t
remain compliant, you will be fined and your program can be shut down. Regulations are
constantly changing and being updated so it is important to work with a solutions
provider that will help you stay up-to-date. Below are just some of the common
regulations you must follow. Visit the CTIA - The Wireless Association, or CWTA if you're

in Canada, for more details.

OPT-IN

Recipients need to consent to receiving
marketing communication before you
start sending marketing messages

to them. The opt-in must come from:

a phone number entered online, a
button click on a mobile webpage, a
MO message containing a keyword, a
signup at the point of sale, or over the
phone using interactive VR technology.

OPT-OUT

Programs must always respond to
and respect opt-out requests. The
keyword STOP must be used to

allow the subscriber to opt-out of

a program at any time. Additional
keywords that must be respected

are END and CANCEL. Recurring
programs must remind the subscriber
of this option at least once a month.

UNSOLICITED MESSAGES

Messages delivered without prior
express consent from the user or
account holder or messages sent after
a user has opted out are prohibited.

CTA

Display clear calls-to-action. All
programs must display a clear
call-to-action. Customers must
be made aware of what exactly
they are signing up to receive.

CUSTOMER CARE

Programs must always respond

to customer care requests. At a
minimum, the HELP keyword must
return the program name and further
information about how to contact
service providers. Short code programs
should promote customer care contact
instructions at program opt-in and at
regular intervals in content or service
messages, at least once per month.

CONTEXT

No component of program advertising
or messaging may be deceptive

about the underlying program’s
functionality, features, or content. All
disclosures present in pre-purchase
calls-to-action, advertisements,

terms and conditions, and messages
must remain clear and consistent
throughout the user experience.

CONTENT

All content must promote a positive
user experience. Programs may not
promote unapproved or illicit content,
including the following: violence,
adult or otherwise inappropriate
content, profanity or hate speech, and
endorsement of illegal or illicit drugs.
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CONCLUSION

Engaging your audience in mobile messages will build customer loyalty and drive
sales when added to your cross-channel digital marketing strategy. However, it’s
important that you present a consistent experience as consumers move between
channels and devices. Choosing an provider that can integrate the program with email
and other digital marketing data and campaigns is the only way to ensure success.

Contact Listrak to learn more. Visit www.listrak.com.

Megan Ouellet is Listrak’s Director of Product Marketing. With over
a decade in the email marketing industry and a background in retail
and technical marketing, Megan works closely with Listrak’s
strategists and account managers to share the latest trends and
best practices.
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