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Introducing the Homunculus Handheld


In the 2010s, the mobile phone has become a digital hub where everything seems to converge: publishing, ticketing, media, wallets, banking, and shopping. In a world in which the mobile phone is intersecting and changing so many different verticals, it has become a sensory orthotic.


The mobile phone and mobile consumer increasingly appear to be merging. The two have become so intertwined that IBM Retail now regards “the consumer with their mobile phone” as one measurable instrument. As the phone becomes a seamless extension of our actions and our responses, the line separating the two becomes more blurred. While engineers try to eliminate the screen (tracking hand gestures and voice commands), designers optimize content navigation on the small screen.


The history of telephony is the history of minimizing barriers between user behavior and the phone. Freeing the consumer of the wire cord was one in a series of emancipations. Not many of us remember (or would even recognize) the first mobile phone prototype. It was trialed in the mid-1940s (questionably portable and definitely not practical). Used by the Swedish police and powered by the vehicle, this device could make six phone calls before it drained the squad-car battery.


Over the next five years, Ericsson managed to reduce the battery size to a dainty eighty pounds. It took thirty more years to develop a truly “mobile” phone. Motorola’s catchily named DynaTAC 8000X, the world’s first commercial handheld cellular, cost the company $100 million in research and development and weighed twenty-eight ounces. (Nicknamed the “brick,” for obvious reasons.) Battery innovation and the move from analog to digital circuits paved the way for the first handheld devices that resembled the mobile phones we recognize today.


The future of the mobile phone seems aligned with Steve Jobs’s vision of nothing but a perfect, borderless screen. Will mobile ultimately be the sum of embedded cranial telemetrics? Are we all becoming IBM instruments? Are we becoming one with our mobile phones? It is cyborg imagery like this that is the topic of dinner conversation across the United States.


And well it should be. Mobile data traffic is three times the size of the entire global Internet of 2000, when I started in wireless retail services. For an old Internet junky, this is mind-boggling. Our wireless data are fast becoming our consumer DNA. Billions of anonymous data points from our mobile phones are used daily to measure the flow of traffic on highways across the country. These red and green lines on traffic maps are the simplest examples of reading cumulative mobile consumer data.


Behavioral researchers can use mobile phone data to map the social interactions across multiple mobile devices. If you view these data as a superbrain with data synapses, you can predict the Dow Jones Industrial Average and political trends. By tracking changes in movement and communication patterns, the Massachusetts Institute of Technology (MIT) Human Dynamics Laboratory was able to detect a flu breakout before the students realized they were getting sick.


Much of these data are products of a smarter phone. The new smart data speak to anyone who chooses to listen: media planners, brands, retailers, and, of course, the consumer herself. These data have the ability to communicate complex and insightful information. The data hear, speak, see, store, and communicate everything that their owner prescribes. Collectively, the sum of all the phone data is the sum of the users’ emotions, thoughts, and actions.


For years, the wireless carriers tried to retain control of the mobile subscriber by acting as a gatekeeper to external services and content. With the entry of the iPhone in 2007, the walls have come down. The consumer “decoupled” services from the network operators. The mobile value chain has opened up, and wireless carriers and handset and software vendors (as well as stakeholders in the banking and retail sectors) are rethinking their roles.


Players across the value chain are optimizing their mobile services to build a closer relationship with the consumer. eBay challenges its designers to enable a mobile bid in under fifteen seconds—the amount of time that a consumer may dwell at a red light or in an elevator. Best Buy challenges its Blueshirt consumer service team to be as mobile engaged as the shopper to compete for mind share in the store. Financial intuitions are battling to transform the phone into a mobile wallet to seamlessly TAP2PAY, while marketing departments attempt to use the same contactless technology to TAP2Coupon and TAP2WEB.


Brands, retailers, and services are not only competing for consumers but also for IBM’s one measurable instrument that combines the shopper, his phone, and his wallet. Mobile success stories in the coming year need to provide mobile-consumer insight, reach, engagement, and commerce. The marketer needs to master the impulse economy and provide solutions optimized for nanoseconds of nose-to-phone attention.


It is a high-stakes game where the winner is the one that ultimately controls the transaction (the mobile ka-ching!).





1 LITTLE STORE ON THE PRAIRIE


Your local store manager will tell you that there are two types of people: those who go to stores to buy specific items, and those who go to stores to shop. The history of retail, starting with the country store and moving to shopping malls, the Internet, and, more recently, mobile storefronts, is the history of following and serving these two types of shoppers.


Brand marketers and retailers compete for mind share. They woo their shoppers by price and brand affinity. These retailers also have segmented shoppers into groups that have profiles, patterns, and names: Alexa drops into the store for an item, but will browse opportunistically for other products. Suzy is self-directed, has a weekly shopping list and a mission. She motors down the aisle and out the store. Marge is store-directed and wants information on products first.


Marketing departments map the shopper’s journey through their stores. They optimize the store layout and the shelf design. The US retail chain Target calls them “guests,” Wal-Mart calls them “customers,” and the clothing store Hot Topic calls them “friends.” Using Kroger’s new mobile handheld, the supermarket chain’s marketing department can see shoppers as icons moving pixel by pixel on a master store diagram.


Despite all the science, shopper marketing is a black art. Shoppers have what Ginger Kraus, vice president of brand activation at PlayStation, calls a “subsense,” making decisions based on impulse and lifestyle. Each time that shoppers select a game console, walk into a fast-food restaurant, or reach out in the aisle to select a hair care product, there are a myriad of factors behind each decision.


What are the key factors that influence shoppers’ behavior? How can marketers better understand shoppers? Finding the answers to these questions is what keeps brands and retailers up at night. To attempt this, we first need to understand the shopper’s store and how it has changed over the past 120 years.


The Store Is A-Changin’


In the mid-nineteenth century, retail was a farmer’s market. There were no stated prices and no customer satisfaction policies. The arrival of Main Street, with a concentration of shops and merchants, changed this model, and we saw prices and policy change almost hourly. By the time that Richard Sears appeared on the American retail scene in the late 1800s, the storefront had evolved to offer fixed prices and satisfaction guarantees with the promise of exchange or refund. Armed with these modern retail practices in place, Sears set out to build the modern store.


Indeed, Sears was instrumental in advancing the American shopping experience. Follow Sears, and you follow the evolution of the store. His success in retail was built on three principles: limitless shopping, self-serve shopping, and accessible shopping.


1. LIMITLESS SHOPPING


Richard Sears knew that American farmers typically bought supplies—often at inflated prices—from the local general store. Back in 1888, the first Sears catalogue provided a universal resource that clearly stated prices on a wide selection of goods. Consumers knew what Sears (then known as the R. W. Sears Watch Company) was selling and at what price, and could order goods conveniently without repeated buggy rides to the shop.


More important, Sears was no longer confined to a physical bricks-and-mortar presence. He could sell through the catalogue and was not limited to only what was in stock or on display in an aisle. For the American consumer, Sears quickly became the way to shop, and the catalogue became the “Consumer’s Bible.”


2. SELF-SERVE SHOPPING


Clarence Saunders brought the next wave of retail innovation when he moved the self-service efficiencies of the Sears catalogue back to the physical store. He patented the concept of the self-service shop and opened his first Piggly Wiggly grocery store in Memphis in 1916. Self-service made the store more cost-effective. Prices talked, and seven years later, there were 1,300 franchised locations across the United States.


In 1925, Sears, Roebuck and Co. followed the wave of retail chains opening across America by opening its first retail store. This was a far cry from the frontier general store concept that Sears had attacked successfully just a few decades earlier. This time the store was chock-full of modern efficiencies that would be further fine-tuned by Sam Walton, the founder of the Wal-Mart chain, later in the same century.


The stores were a draw, but the Sears catalogue continued to play an important role for shoppers. Specifically, Sears continued to use the catalogue as a way of dealing with the fact that aisles are limited in space and not always fully stocked. The catalogue provided shoppers with an always available list of goods that they could peruse, purchase, and have mailed to their doorsteps.


3. ACCESSIBLE SHOPPING


On November 27, 1995, Nathan Myhrvold, Microsoft’s corporate visionary, wrote a memo to chief executive officer Bill Gates* warning that the Internet would allow companies to communicate directly with their end customers in a cheap and easy manner. This was a new retail model, he emphasized, and “it threatens the role of the middleman or pure merchant that traditionally sits between the large manufacturer of a good and the final customers.” Myhrvold told Gates that he could no longer focus on selling software shrink-wrapped via Egghead Software; that this would become “quite ridiculous from an economic standpoint.” Gates needed to consider a new model, a “‘virtual Wal-Mart,’ which presents goods directly to customers on the Internet, or via Internet catalogue kiosks in physical store locations.”


Myhrvold’s Internet was a natural extension of the shopping experience that Sears had revolutionized with the release of its first catalogues (although Sears may not have initially recognized it). In fact, the Internet has returned Sears to its roots. The Sears.com website mirrors the universal principals of shopping that Richard Sears advocated in 1895, when the catalogue had expanded to a hefty 350 pages of deals, more than any other approach. In many ways, the Sears catalogue was the World Wide Web for the frontier consumer, and it continues to be that destination today.


This is because the Internet allows the Sears catalogue to be clickable. However, early prototypes of the website had few clicks. The first e-storefront was literally a cut-and-paste of the catalogue. As the digital store evolved, designers adapted bricks-and-mortar metaphors, such as the “shopping basket” and the “check out,” for the web. The result was an ergonomically friendly click-through shopping experience.


Meanwhile, Wal-Mart efficiencies in the supply chain chipped away at the margins achieved by bricks-and-mortar stores across the United States, a phenomenon that quickly went global. Against this backdrop, Sears and other chains moved commerce into the cloud, chasing first movers such as Amazon.com and Yahoo!


The result was a hybrid model that brought together the concept of the limitless catalogue with the experience of in-store aisle roaming. Similar to shoppers who stroll leisurely through shopping malls, online shoppers had time to think and browse before they made their purchase. They cracked open the laptop late in the evening, when the kids were asleep and the dog was tucked under the chair. They had time to save their choices to a shopping basket. And they had time to do much more than just shop. They could compare prices, hunt for recommendations, e-mail their picks to friends and family members, and check out hours or days later.


Today limitless shopping, self-service shopping, and always accessible shopping are the hallmarks of the modern shopper’s experience. The new Sears, like the old Sears, is not one destination; it is a menu of shopping options. Sears’s “Shop your way—buy your way” approach is shoppercentric.


But does this make the physical store obsolete? “No,” says Brett Bonner, who heads up store innovation at Kroger. “The history of the store is like a pendulum. The catalogue and, more recently, the Internet have offered alternative shopping channels to bricks and mortar. But we always return to the in-store shopping experience. We have incorporated this learning back into the store. It is the anchor.


“People forget that families used to get dressed up to go shopping,” explains Bonner. “The store was the entertainment center of America. We thought that we would lose this to the catalogue and the Internet, but it didn’t happen.” In fact, he contends, the “pendulum is swinging again.” This time it is paving the way for digital efficiencies to be reintroduced into the physical store experience.


Enter the Mobile Phone


As we review the many forms of retail that have emerged over the past 120 years, no one could have foreseen the rise of the m-shopper and the impact of mobile on the store. This new breed of consumer is using the mobile phone in the physical store to select products, research purchases, and act on deals and coupons at the point of decision.


This shopping revolution is in full force. While some in the retail industry recognize that the m-shopper has arrived, few have strategies in place aimed at capturing the m-commerce dollar. Misguided mobile web designers are working hard to adapt online shops and commerce functions to the constraints of the much smaller mobile screen. This approach overlooks the fact that mobile is more than just another screen. In fact, one of the reasons that mobile commerce is perceived to be underperforming is not because m-consumption has not arrived or failed to ramp up. To the contrary, m-consumption has arrived and is thriving. Our mobile-commerce models are simply flawed or embryonic.


Cookie-cutter online assumptions to mobile don’t guarantee revenue or conversion. While mobile presents a world of retail commerce opportunities, it can also be ineffective and underwhelm consumers. In some extreme examples, the experience can actually hinder shopping. Indeed, shoppers with their noses glued to the screen of their mobile phones shut out opportunities to engage effectively with the product. What’s worse, mobile can even interrupt the shopper’s purchase of this product.


However, if leveraged effectively, mobile enhances the shopper experience by allowing consumers to be open to impulse product selection in the aisle. We’re already seeing the implementation of successful mobile services that overcome device shortcomings and free the shopper to be less nose-to-screen. In fact, new technology will allow shoppers to be completely untethered and 100 percent impulse driven.


Mobile is entering the in-store environment at a time when our idea of the store is changing dramatically. As we stroll, head bent, nose-to-screen, down busy streets and navigate the store aisle using peripheral vision, is the phone a homunculus guiding our shopping behavior, or is it a distraction, interrupting the design and the role of the store? This raises some interesting and critical questions about the future of retail. Some suggest that the historic fight for real estate in the store may ultimately trigger a flight of consumers from the store. Will the retailer’s adversarial relationship with brands end up encouraging brands to pursue direct relationships with shoppers via their handheld devices? Or will mobile help make the retail store more efficient and relevant to the modern shopper?


As we debate this, we face many challenges. Few industry insiders recognize the difference between a portable device and a mobile device, let alone how this affects the shopping experience. Even fewer recognize and accommodate the impulse-buying habits of the mobile shopper. And still fewer are generating anywhere near the potential revenue or reward that this new commerce platform has to offer.


It has the potential to become a perfect storm. Just not yet. That is what this book is about.





2 THE HISTORY OF THE MOBILE SHOPPER


I sat down with David Saltz in Las Vegas at the Mirage hotel and casino’s High Limit Lounge, across from the mirrored entrance to Cirque du Soleil’s Love production. Saltz, entertainment producer for the Mirage, has been the impresario of many mega-events, including Love, the mammoth 1985 Live Aid benefit concert, and, in 2007, Live Earth. Our discussion focused on mobile commerce. What works? How can Saltz leverage the mobile channel?


A few years back, the answer would have been simple: “premium mobile content.” That’s where the money and opportunity were. Remember ringtones? In the ringtone economy, mobile commerce was straightforward: text a short code and receive content. Billing happened transparently on the consumer’s phone bill. Billions of dollars were made using direct billing—a few dollars at a time. Impulse buying was possible with no barrier, no hesitation, no fumbling for wallet and credit card details.


But Saltz wanted to know what formula would work in the post-ringtone economy. Now the answer is not so simple. If mobile billing is not seamless (and charged to your phone bill), then it must happen via some other (tethered) payment mechanism such as credit cards. Effective and seamless mobile billing would require the payment channel (credit card) and the communication channel (phone) to be connected. What’s more, they would have to be tied transparently, and without interrupting the shopping experience. They aren’t.


Ironically, it is Vegas-savvy Saltz who should be solving the problem of mobile payments. Vegas is a master of the invisible hand. Casinos magically make the consumer experience contained and seamless. Once on the property floor, all payments are made fast and conveniently. There is no lining up with a shopping cart at the checkout. (No line-busting issues here.)


It struck me that with the end of the ringtone gold rush in North America and Europe, no mobile-commerce application or service had surfaced that came close to the boom period of the 2000s. What made the ringtone economy so successful? And who are the next mobile forty-niners?


Ringtone Revolution


Why did ringtone economics work? There were several simple economic principles in place. The magic was not the ringtone. It was driven by an explosion in consumer demand and the availability of seamless billing. Billing was key. In a world where music was becoming a commodity given away free of charge, ringtones (which consisted of a few seconds of severely degraded music track) sold for $2 apiece.


This was digital gold. A ten-second monophonic tune sold at a price point of $2 meant that the street value of the full track was worth between $36 and $40. (And the average album would be worth upward of $500.) An even greater blessing for the beleaguered music executives: this $2 purchase had a half-life of one month before it was replaced by the next “hot” track. In addition, ringtones proved to be utterly price-inelastic. Consumers consistently were willing to pay for higher-priced ringtones over cheaper ringtones irrespective of the music selection.


As we drool over business models past, what can we learn? What are the commerce insights? Let’s begin by looking at the carrier billing mechanism. Wireless carriers have a commercial advantage in that they hold the consumers’ billing information. Consumers volunteer these data when they sign up for a phone subscription package or buy a prepaid card. The contractual relationship was necessary to enable the mobile operator to charge for its services. However, having this information also allowed the carrier to establish a simple banking mechanism for charging other services and content that consumers might purchase using their mobile phones.


The mobile industry has looked to the wireless carriers to innovate and launch new mobile services; however, in most cases, it has been the consumers (not the carriers) that have adopted and refined business models. The rise of SMS (short message service) texting is a prime example. The wireless carriers added a short alert protocol for pagers that allows messages to sneak through when bandwidth is available. Consumers adopted SMS early as a cheap alternative to paying expensive roaming costs. But the use spread beyond consumers on the move, a development that globally accelerated the use of texting to account for a larger chunk of the carriers’ revenue. SMS became a dominant—and surprising—revenue windfall for the networks.


The runaway success of ringtones, like their cousin killer app SMS, could never have been anticipated. (Killer apps rarely are.) The first downloadable mobile ringtone was delivered to a consumer in Finland in 1998. Radiolinja (now Elisa) launched a service called Harmonium, providing tools for subscribers to create their own ringtones. The melodies were delivered over the air (OTA) via SMS to the consumer’s mobile handset.


At the time, Ralph Simon, founder of Moviso (formerly Yourmobile, until Vivendi Universal purchased it in 2003 for $15 million and changed the name), was standing outside Helsinki’s Hotel Kämp waiting for a taxi to the headquarters of Nokia, the Finnish mobile handset manufacturer. A local mobile innovator named Vesa-Matti Paananen pulled a mobile phone out of his jacket pocket. “I heard this mechanized sound,” Simon recalled. “Like a tune that Lionel would play on his piano in a Peanuts cartoon. I was transfixed. I had just seen a person answer his phone’s melody, not a ring.”


The following day, Simon flew home to the United States and began meeting with music publishers to negotiate digital rights for the phone. However, this was one month after Napster, which pioneered peer-to-peer file sharing over the Internet, had rudely disrupted the music industry, and the reception was not warm. Stymied, Simon started using an offshore-rights agreement inked in Australia to deliver content to the US market through the cloud. Ralph was promptly sued for $90 million by EMI Music and demonized as a “pirate.”


Over the next few months, with a free-to-consumer model and twenty million downloads, Simon and his team of Nicholas Rosenthal, Hilton Rosenthal, Anthony Stonefield, and tech wizard Shane Dewing were getting good press but running up further debt: $400,000 in SMS network fees alone. Still, Simon had proven that there was a market, and his success attracted the attention of Sony Music. Jody Graham, the head of Sony/ATV Music Publishing, West Coast, allowed him to license its library, starting with the Beatles and Norah Jones. Within months, AT&T advanced him $2 million for a ringtone platform. An industry was born.


The mobile-commerce opportunity was magic, but the content was insipid. These monophonic data files had little more tonality than my five-year-old’s Fisher-Price toy phone. But consumer desire for personalization seemed to override the quality of the music, and beeping and pinging ringtones became phenomenally successful.


In 2002 Nokia and other mobile phone companies adopted the MIDI (musical instrument digital interface) standard that enabled the creation of richer and more sonorous polyphonic music files—a welcome relief for anyone stuck with a popular person in a public space.


By 2003, polyphonic ringtones had earned their own sales chart in Billboard magazine, and $3 fees for these more sophisticated ringtones appeared on more monthly phone bills. That same year, Nokia introduced Nokia True Tones or Master Tones. This file format allowed mobile phones to play actual music, sound effects such as frog croaks, or a shout-out from your favorite pro basketball star. According to Fortune magazine, ringtones generated more than $2 billion in worldwide sales during 2005.


Why did ringtones rake in billions? This personalization currency was easy to consume. The carrier had, a priori, all the billing information it needed to enable the transaction. All that was required to make this high-margin business work was a demand for product. Prior to smart (web) phones, the wireless carrier controlled the consumer’s mobile web navigation and category content. Consumers, not willing to thumb a long web address (URL) to go to a specific web destination, were more likely to follow the “carrier” control web shortcuts. This experience is called on-deck, and, of course, the carriers had a monopoly on this delivery channel. However, this portal advantage is fast disappearing as more ergonomically sound smartphones with bundled data packages put navigation back in the consumers’ hands. This is called off-deck. The new on-deck equivalent is the APP* storefront, which handset manufacturers such as Apple (not the wireless carrier) now control.


Key to these mobile-commerce sales was the impulse nature of the purchase. The consumer simply texts a keyword to a short code (for example, TUNE1 to 101010) and instantly receives a link to download the ringtone. Within seconds, the phone rings to a custom tune. The pain of purchase is invisible and seamless. The ringtone is charged to the consumer’s monthly mobile phone bill.


[image: image]


Purchase and content consumption all happened on your cell phone. The mobile channel was limited to high-margin digital goods consumed on the phone (ringtones, graphics, horoscope) or to micropayment items (web access, virtual web credits). I recall walking into a wireless carrier in 2001 and proposing a joke-of-the-day subscription service. The biggest joke of all was that the consumer paid $1.25 per joke. Yet the service was a huge success. Lesson: suspend common sense with mobile services; the mobile consumer will opt in on impulse and pay for convenience. Today this micropayment economy, servicing video game and social network sites, is a healthy billion-dollar market.


However, the business model did not work for low-margin physical goods. Selling a concert T-shirt to a consumer on his mobile phone and billing the purchase to the monthly phone bill simply did not work. First, the business model was challenging, with the carrier taking up to 50 percent of the fee. Furthermore, with physical goods, there are unresolved tax and regulatory issues, not to mention the challenges of managing customer service when the carrier does not control the subscriber’s experience end to end.


Until recently, wireless carriers such as AT&T and Verizon shied away from dealing in physical goods because delivery was far outside their control. Nor did they want to be a bank. Moving from digital and virtual goods to physical involved readjusting their business model. The leviathans’ core business has always been focused on the consumer’s voice and data plans. An irate consumer who paid for goods but did not receive them is a big problem.


 


• There is the $15 cost-per-customer service call.


• There is the dreaded fear of the customer’s possibly switching to a competitive carrier.


 


Historically not worth the risk? As the wireless carriers belatedly discuss tweaking this revenue share model to accommodate virtual purchases online, Google and Apple seem to have co-opted the carrier digital business. Content has moved from ringtones to the new mobile-APP economy. Apple, Android, and the Nokia Ovi APP storefronts appear to be taking over the mobile pay walls. Pay walls block access and require payment to unlock the content.


Digital content plays such as Angry Birds and Farmville have used these new payment gateways to drive surprisingly lucrative businesses. Some, like Angry Birds, have a free “lite” version and a pay version. Others have in-APP billing for “free-mium” content (free access plus pay for premium-value add-ons like Farmville virtual chickens). The financial market looking for the next “ringtone revolution” is clamoring to invest in these start-ups. Zynga, the creator of Farmville, has raised a half billion dollars, giving it an eye-popping five-billion-dollar market cap.


The business model has opened up, but not enough to let in retailers of physical goods. From a 50 percent revenue share of premium SMS services, the Apple APP store takes 30 percent, while Android takes zero of the digital sale. This works for a digital-goods economy, where the download is the product. This works for virtual goods, where access to a website or virtual online currency is the product. However, how do retailers and brands drive commerce effectively on physical goods?


Impulse Economy


Malcolm Gladwell’s best-selling book Blink: The Power of Thinking Without Thinking (2005) was such a commercial success because it explained (and, more significantly, justified) the importance of our impulse decision making. Not only does Gladwell excuse our impulse behavior, he says that it is built into our genetic code. Intuition and instinct are critical to our survival. Thoughtful habits are not necessarily the best for humans. Forget the mountains of empirical facts and problem solving; Gladwell’s contention is that “best decisions” are often made based on a few salient details within a second or two.
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—Ralph Simon, chair emeritus of the Mobile
Entertainment Forum and “father of the ringtone”
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—Joe Lalley, vice president of digital products at MTV Networks

“Must-read for anyone interested in how mobile commerce really works.”
—Erik Vlugt, vice president of product marketing, VeriFone

“Expert insight to anyone interested in understanding this new world.”
—Gavin Kim, vice president, content, data services, and
enterprise mobility, Samsung Telecommunications
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‘e live in a world where our mobile devices
have become  extension
We depend on them for instant connec-

tions to entertainment, social media, news, and deals.

of ourselves.

The phone has become our ticket, loyalty card, and
catchall wallet

Networks arc faster, phones are smarter, and the

mobile shopper is ready to spend money now. What

can a business do to maximize the mobile buying
power of the new impulse consumer? Gary Schwartz
has writien a groundbreaki
the history of the mobile industry and shows just

mobile platforms

g book that_outli

how businesses can build up thei
to maximize online sales. He'll explain

* How to minimize barriers between

the shopper and a sale.

+ How marketers can conneet and, more important,

reconneet with loyal shoppers.

* The technology available now-—and what's

ing soon—and how to pick a solution that

will deliver results.

But like Blink or Freakonomics, this isn't just a book

for businesses. Its also an eye-opening look into

the ways our economy is changing every second of

every day. Gary Schwartz analyzes a phenomenon

that's modifying people’s actions and challenges

our assumptions about our hehavior as consumers.
An
pers is changing and wha
harness this opportunity—will find this ook to be

ne interes

ted in the ways our behavior as shop-

n do to better

essental reading.

/

Gary Schwartz began his carcer as a colum-
nist in Japan and later became an anchor on Asahi

Television. He ran a number of technology start-ups

before founding Impact Mobile, a mobile tech-
and

nology company specializing in retail and |
solutions, in 2002
Schwartz has played a leadership role in the mobile

industry, founding the mobile committee for the
Interactive Advertising Bureau (IAB) in 2005 and
presently serving as North American chairman of the
Mobile Entertainment Forum (MEF). In this capacity,
Schwartz is developing a global mobile commerce
practicetoservice brands, retailers,and contentowners.
He lives with his family in Toronto, and you can visit
him at wwiw.theimpulsecconomy.com.
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“Compulsory reading for anyone who wants to understand
how mobile is changing our shopping behavior.”
—Arne Zimmerman, former president of Revlon and U'Oreal
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