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How will you reach
your next billion customers?
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Key questions

• How are major brands using mobile to deepen 
customer relationships? 

• Tools of the trade: Smartphone Apps, coupons, 
comparative shopping optimised for mobile, QR 
codes and more 

• In house or outsource? Who is driving 
mCommerce strategies and development and 
how? 
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There is a a lot of hype around mobile 
commerce

Source: Dan Fitzpatrick, “BofA Plans To Cut 10% Of Branches,” The Wall Street Journal, July 28, 2009

“The driving force for the 
closings is changing 
customer preferences, 
Mr. McGee said, 
according to these 
people, as online and 
mobile banking take 
transactions away from 
traditional branches.”
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A few consumers are already engaging in 
commerce on their cell phones
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A few years ago, Apple created a user 
experience that consumers fell in love with

•Subsidized portable media player
•Internet browser that looked like 
the one on the desktop

•Easy content synching / transfer
•Icons and widgets that allowed 
them easy access to their favorite 
websites and services

•And … they spent millions on 
advertising to teach us how ….
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And then just over a year ago, they upp’ed 
the ante with an application store

•At first, they were scooped up by tech 
geeks on the west coast

•But then … young adults started to 
forgo movies and eating out to afford 
the new 3G iPhone

•These devices eclipsed even Apple’s 
wildest dreams of “iconic”

•CMO’s bought them …

•…and then … they wanted an iPhone 
application for their brand … and they 
learned they could because the device 
was open
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And here we are a year or so later … what 
brand DOESN’T have an iPhone application?
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Too many of our clients find themselves 
here . . . with a one-off, isolated service
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• “We’ve built an iPhone application … should we focus 
on RIM or Android next?”

• “What about the mobile Web? A browser-based 
approach will extend our reach.”

• “Should we use SMS?”

• “Let’s use mobile coupons.”

After they’ve built an iPhone application, 
they struggle with where to go next
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We believe these starting points are flawed 
because:
• They don’t focus on one’s own customer base or 
target audience.

• The era of a single iPhone application like any other 
one-off initiative serving as a mobile strategy has 
passed.

• Most of the questions — and starting points for 
mobile strategy — we hear focus on technology —
the last in a long line of questions that companies 
should be asking themselves.
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Forrester recommends the POST 
methodology to create your mobile strategy

P
O
S
T

People
Review the Mobile Technographics® Profile of 
your target audience.

Objectives
Decide on your goals.

Strategy
Determine your approach to meet your objectives.

Technology
Choose the technologies that will enable you to
implement your strategy.
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The industry needs to do more to provide 
easy access to consumers on their cell 
phones … brands are overwhelmed by:

• Fragmentation of handsets, OS, browsers, carriers, and 
technology choices

• Variation in experiences from one device to the next

• Experiences they don’t want their customers associating 
with their brand
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Our largest clients are building their own in-
house solutions with external support

• “We haven’t met a vendor yet that can meet all of our 
needs.”

• “Vendors seem to have EITHER industry expertise OR 
mobile expertise, but not both.”

• “They want our business to help bolster their valuation, 
but they [vendors] don’t understand that we can’t take 
big risks with our brands.”

• “We outsourced our mobile [project] because we didn’t 
have the bandwidth internally, but we’re not satisified 
with the results.”
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Solving these problems will  … lead to 
more NEW services on mobile such as 
USAA’s mobile deposit application …

USAA’s iPhone application

• Customers take 
photographs of both 
sides of checks.

• Deposit is handled 
electronically.

• Service is limited to 
those eligible for 
credit and with 
insurance with 
USAA.

• About 1 million of 
USAA’s 7.2 million 
customers use at 
least one of its 
mobile services.
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… generate more revenue through always 
available services ….
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… create convenience for consumers 

American Airlines mobile Web siteBar-code scanner in Phoenix
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… enable new, rich media experiences at 
point-of-sale …

DVD on
display shelf

Consumer
reviews

Preview on YouTube

Alternate pricingSnapTell options
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… such as easing payment of tickets …
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… or booking a room …

Need a hotel 
room 
because your 
flight was 
canceled?

$1.6 million in 
100 days . . .

Approx. one-
third booked 
for that night!
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… or filing a claim …
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Thank you

Julie A. Äsk

+1 415.355.6002

jask@forrester.com

www.forrester.com


