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Topics 
 Location          M-Commerce 

 6 Degrees of Location – Consumers 

 SoLoMo and Businesses 

 Hyper-Local Advertising 

 Tuning into Digital Signals 
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Location is to M-Commerce as 
___________ is to ___________ 
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Mobile Locative Capabilities 
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Where Does Location Add the Most Value to Consumers? 

Consumers 
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Which is most disruptive? 
So- Lo- or Mo? 
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How Can Location Add the Most Value to Businesses? 



#geoloco Mobile Loco Commerce Geo-Loco – Nov. 3, 2011 

 Dr. Phil Hendrix 

Mobile Ad Spend: Local vs. Nat’l. 
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Local Advertisers 

 More than half of local 

businesses plan to 

engage in mobile 

marketing in 2011 

 

 SMBs expect to devote 

> 20% percent of their 

ad budgets to mobile 
 

 Source:  Borrell Associates, June 2011 
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Local Advertising: 2011 vs. 2012 

Source:  Borrell Associates, June 2011 
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Tuning into Digital Signals 
 

 

Digital Channels 

Traces produced  

as consumers  

interact with Digital 

Channels 

Internet 

Social 

Mobile 

Interactive 

Digital Signals 

Source: Tuning into Consumers’ Digital Signals, GeoIQ Whitepaper, Dr. Phil Hendrix, immr 

Consumers’ 
• Attitudes 
• Interests 
• Opinions 

• Motivations 
• Values 
• Activities 

• Experiences 
• Questions 
• Connections 

• Plans/Intentions 
• Responses 
• (Dis)satisfaction 

Location Layer 
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Recap/Other Topics 

 Metrics for verifying effectiveness 

 Tracking conversions/proving results 

 Verifying ROI on Mobile 

 Viability of self-serve model for SMBs 

 Value of Hyper-Local for Nat’l Advertisers 
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