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‘Mobile marketing on rise

W CELL PHONES
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said Seth Levit, spoke:-ﬁhan for

Taylor's foundation.

At 1 Touch Marketing, a
Boca Raton firm, interest in its,
mobile marketing programs
has peakedinthe pastsix
months.

More companies are adopt-
ing text messaging to comple-
ment existing print or broad-
cast advertising and marketing

programs, President Dan -

Lansman said,

Tobe sure, companies
understand they havetobe
careful with theirapproach
with mobile phone marketing.
They know they have to sepa-
rate themselves from unso-

licited sales pitches thatare’

now reaching:people’s cell
phones. Invirtually all cases,
- wireless marketers say mobile
ads should only be sent to con-
sumers who want them. The

Mobile Marketing Association.

in Denver, a trade group, has
set guidelines to help business-
esdecide how and whento
best use marketing via mobile
phones.

Mobile phone marketing
messages can include Web site
or Web page links, display ad-
vertisements, digital coupons
and click-to-call niumbers that
customers dial to connectto
promotions. Last year, $708
million was spent nationally
on mohbile marketing — text

messages, displayadsand |

Web searches —and that's ex-
pected to grow to $2.2 hillion
by 2012, according to New
York-based JupiterResearch.

~ Marketers wantto attract
consumers who live a digital
lifestyle. Reaching them,
whereverthey mightbe,isa
rich opportunity, said Neil
Strother, Jupiter's mobile ana-
lyst. :
Although in itz infancy in
the nation and South Florida,
mobile phone marketing is
getting a response.

In January, Davie resident
Cary Schiffres and partners
launched Coupster, an opt-in
mobile coupon service that
sends discounts to subscrib-
ers’ cell phones.

With moest people never
leaving home without their cell
phones, digitat coupons are
easily accessible and less apt
to be forgotten or misplaced,
Schiffres said.

Mobile coupons also have

.S*-WIRELI':SS FACTS

L wmeleSS subscnbers

84%

‘of Arneru'.ans have mebile
phones

48.1 BILLINON'

~tEﬂ IT‘IESS-EQES sentin DECEI'H" .

" fotal tékt Messages sent

ASSOCFATIQN‘ B

‘higher redemption rates: 5

percent to 15 percent, com-
pared with 1 percent or less for
print coupons, according to Ju-
piterResearch.

For $4.99 a month, subscrib-
ers can select discounts from
about 450 South Florida local
merchants and request the pa-
perless coupons be sentto
their wireless phone.

Fort Lauderdale-based

chain Dryclean USA signed on

.with Coupster because print

couponsand ads weren't
boosting business. Vice Presi-
dent Jose Rodriguez thought
coupons sent to customers’
celi phones were worth trying.

With Coupster, Dryclean
USA customers receive up to
50 percent off select services at
any of its 58 South Florida
gtores.

For people like Diavie resi-
dent Harry Rose, who's never
used paper coupons, the digi-
tal coupons sent to his cell
phone by Coupster worked for
him

Rose uses the mobile cou-
pons to cut dry cleaning and
restaurant bills.

For businesses that have to

wait for customers to come to

them, advertising on the cell
phone ig a way toreach them

unobtrusively, said Deborah

Popkin of Instant Sales Solu-
tion in Coral Springs.

For $99 a month, John The
Baker Italian restaurant in
Cooper City sends customers
discounts and special offers
via text message.

Restaurant owner John
Scinicariello said he gets 20
percent response from the 300
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text‘messages he typically
sends.
In June, Cash Register Ads

‘of Hollywood will run contest

giveaways on the back of cash
register receipts to build cus-
tomer databases for two local
grocers: Doris Italian Market
and Bakery, with six stores in
Broward and Palm Beach
counties, and Milam'’s Mar-
kets, with four locations in Mi-
ami-Dade County.

Shoppers will be able to
mail or text responses and opt
in for futiire promotional of-
fers at home or via cell phone.

“Persons who opt in see val-
ueinreceiving direct mes-
sages, especially when you of-
fer an incentive,” owner Scott
Meyers said.

.Qrganizers of sporting
events algo see potential in mo-
bile marketing.

In March 2007, Miami
Beach's Red Fish Media
worked with IMG and then-
spongor Starbucks to createa
text message trivia challenge
aroundthe Sony Ericsson
Open tennig tournament.

Starbucks customers in 300
Florida locations could text an-
swergto questionsfora
chance to win tournament
tickets.

“Mobile improves the con-
sumer experience with an
interactive element, which in
turn increases revenues and
brand loyalty,” Red Fish Presi-
dent Matt McKenna said.

Arlene Satchell caon be
reached at asatchell@sun-
sentinel.com or 954-356-4200.
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steered me to the letter tax-
payers are getting that ex-
plains the calculation the IRS
made to figure your rebate.
This is a good explanation,
quite complete, and based on
each individual's facts and
situation. But if you don't have
your rebate, you likely don't
have the letter either, because
the two are supposed to be

" mailed out at about the same
time. ft's called Notice CF1378. -

My next call was to the IRS
“taxpayer advocate” hotline.

- BT1-ATI4TTR.

An IRS representative trans-
ferred me to the “individual
income tax” line, then back to
the rebate hotline, wherea
recording told me {once again)
tmswasnotagmdﬁmetncan.

(Arerrtyou glad you're
reading this, rather than hang-
ing on the phcme line hoping
foran

Icalled the taxpayer ad-

vocate line back and someone

put e through to customer
service. Twenty minutes later,
an IRS employee who identi-
fied herself only as Ms. Ram-
sey picked up.

Ms. Ramsey then said that
much information was put out
it the media that perhaps led

le to believe they should
get $600 when they wera really
entitled to $300.

(Blaming the media is cer-
tainly a way to get my atten-
tion, but it's not a good answer.

- yourk

amou

youde
- G

amou
Go
the rel
Cm

whyy
or$lz
I coul
offsat]
sucha
taxest
me:;ts
taken
the sar

bate,

“Rec
meom

thresh




