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INTRODUCTION
Let’s make two things abundantly clear right off the bat:

 1 Mobile marketing is not reserved for the B2C CMOs of the world only— 
nor is this guide.

 2 Mobile Internet usage has overtaken desktop as the most used digital  
platform—and there is no looking back.

Perhaps some—if not most—CMOs are already aware of point #2 regarding the 
fact that mobile Internet usage has skyrocketed over the past four years with 
smartphone usage up 394% and tablet usage up 1,721% over the same time 
frame. These platforms combined now account for 60% of all digital media time 
spent according to comScore.

In other words, it’s a mobile world after all and if you are not cognizant of this fact 
by now you may want to stop reading this. 

As for the B2B CMOs of the world, an excerpt from a Forbes column on this very 
topic sums it all up quite nicely: “The new B2B buyer, which is also always a B2C 
consumer, will seek to have their mobile experience with your brand provide them 
real value and insights into your company. Bottom line is this, B2Bs can no longer 
hope for their buyer to find them on the PC or Laptop because that isn’t the way 
things are going.”

Let’s break that excerpt down shall we?

As common sense-based as it may sound, far too many B2B marketers fail to 
realize the obvious truth, which is we are ALL consumers—including your buyers. 
As such they expect their experience with you to match the same they have with 
a consumer brand. And finally, as the aforementioned numbers reflect, the mobile 
usage numbers are increasing every single day so you better be prepared to 
deliver the same experience you would via PC or laptop on a mobile device, too. 

B2Bs can no longer 
hope for their buyer 
to find them on the 
PC or Laptop.
—Forbes
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In this guide we’ll cover SMS & MMS, Push, and Data Management Platforms. 
We’ll sprinkle in a few relevant statistics and throw in—free of charge—a glossary 
of key terms suitable for framing. 

We’ll also delve a little into the technology side of the mobile marketing equation.

By the end of the guide you will, hopefully, realize if you have not already, that 
mobile marketing is now as ubiquitous as digital marketing. As your brand’s chief 
marketing officer, you need to be capitalizing on all the benefits of mobile market-
ing right now.

SMS & MMS 
SMS stands for short message service. Better known as a text message. MMS 
stands for multimedia messaging service. That’s like sending a selfie. 

Why are these acronyms important? There are trillions and billions of reasons. 
Portio Research says: “SMS traffic worldwide will peak at 8.3 trillion messages 
annually in 2015.” And according to CTIA, MMS increased 70% to nearly 100 
billion messages a year in only three years. 

The Value of SMS
Today, nearly 90% of SMS messages are opened and read within three minutes  
of receipt,1 making SMS a perfect way to alert customers to upcoming sales, 
same-day discounts, contests, new products, or delivery shipment status. 

Consumers can get thousands of e-mails a month. Empowered by the technology 
at their desks and in their hands, consumers can fast-forward, delete, or tune out 
any messages they don’t like. So how do marketers reach these consumers if they 
miss other traditional messaging mediums, such as email? 

If you compare the open rates of SMS messages vs. email… 

1. SinglePoint, mobileSQUARED, Conversational Advertising
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98% of people will open an SMS sent to their phone versus 27% of people who 
will open an email sent to a mobile device. That makes SMS 5x more effective 
than email, making SMS a huge opportunity for marketers.2

• Popular Form of Communication: In recent years, mobile marketing via 
SMS has become increasingly popular due to the prevalence of people 
with the text message enabled cell phones. It makes sense that texting 
is swiftly becoming the best way to reach a customer because it provides 
benefits to the receiver. An SMS marketing message is usually either a 
reminder or an offer or sometimes a combination of both.  

• Immediate Deliverability: SMS is lightning fast, literally putting your mes-
sage in front of subscribers seconds after it’s delivered. The average time 
for all mobile carriers and SMS services is less than seven seconds from 
send to receive. Furthermore, not only is sending a SMS message quick 
and easy, businesses are also attracted to SMS marketing’s low costs 
and flexibility. SMS marketing is relatively inexpensive and campaigns can 
easily be amplified or downsized.

• High Open Rate: Compared to email marketing, SMS has a remarkably 
high open rate. Nearly every SMS sent is opened (and read), whereas only 
a fraction of emails sent are read. Emails tend to sit in an inbox for days or 
weeks before it is either opened or sent directly to the trash. When a sub-
scriber feels that buzz or ring in their pocket signaling a text message, they 
always pull it out to check the notification. 

• Two-way Messaging and Interactivity: Designing an interactive SMS 
campaign is a creative way to make your message fun and engaging. 
Marketers can send SMS messages as part of a sweepstakes, question-
naire, or poll that entices their target audience to read more closely and 
become an active participant. 

SMS can be very effective…

• When there is no response to email

• When you want to engage and another email might be bothersome

• When timing is critical

• Or just for added impact

Or users can create new SMS programs…

• For user acquisition at events or in store

• To create two-way interactive messaging

• For simple lookup and information

• When a user has indicated preference for SMS messages

2. Business 2 Community, 2014

That makes SMS  
5x more effective 
than email.
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Then There’s MMS
You might have also heard of MMS. It’s the natural evolution of text messaging. 
With MMS, you can send a message including pictures, video, or audio content 
to another device. It is most commonly used to send a photo taken with a camera 
phone to another phone. Most new cell phones with multimedia capabilities  
support MMS.

What’s Holding CMOs Back?
Despite the potential of SMS marketing, marketers have experienced that  
managing SMS isn’t always so simple. Complexity, delivering relevant customer 
experiences, and data silos often prevent companies from maximizing their return 
on investment.  

• Managing the SMS channel is technically and legally complex. 
SMS is a complex channel and laws vary greatly in each country. If you fail 
to comply? At best your messages don’t get delivered. But at worst you 
get negative PR and legal issues. Furthermore, SMS requires short code 
configuration which is a complicated and lengthy process, establishing 
connectivity with wireless carriers is intricate, and adhering to opt-in/per-
mission regulation is highly regulated.

• Customers expect intelligent messages and consistent experiences. 
Marketers face many challenges when it comes to mobile marketing.  
First, customers expect intelligent messaging and consistent experiences. 
Nearly 35% of consumers that receive mobile marketing messages from 
brands say that messages are irrelevant. They’re not always expecting a 
relationship. But they do want to be treated intelligently. Customers are 
smart, so if they know you have the data they will wonder why you’re not 
able to use it.

• SMS point solutions fail to deliver for the Modern Marketer. 
SMS often runs alone so it’s contextually unaware of where customers 
are at in their journey because data exists in silos, complex integrations 
are required, and reporting is often stuck in a black hole. Thus SMS point 
solutions often fail to deliver for the Modern Marketer.

Implementing SMS
• Start the relationship by getting permission to opt-in for SMS.  

Consumers can respond to an advertisement by sending a text message to 
a short code. For example, they can text “SIGNUP” or their email address 
to “12345”. With the mobile channel, opportunities to advertise your opt-in 
programs exist both in the digital world and in the offline world.

SMS is a complex 
channel and laws 
vary greatly in  
each country.
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• Build out the customer lifecycle with engagement and messaging  
in mind. 
Once you’ve received permission to build a relationship with a consumer, 
the next step is to build an engagement and messaging strategy. This 
involves mapping the messages you send to align with touch points along 
each step in the customer lifecycle. By sending the right communication 
at the right time, you can stay in the forefront of your customer’s mind, 
so that when they are ready to purchase, they’ll choose the brand where 
they’ve had the most positive interactions. 

PUSH
Mobile marketers know the value of push notifications, but getting the CMO on 
board isn’t as easy as telling him or her about the importance of a cross-channel 
marketing experience. That’s why marketers often need to dig deep to convince 
their bosses that push is worthy of investment.

Push notifications are the official way for brands to reach users through an  
app since the operating system—such as Apple iOS or Google Android— 
doesn’t provide user email addresses or phone numbers. Their ability to provide  
information to aid in personalization makes push notifications one of the most 
important tools in the marketing toolbox.

Segmenting and Targeting
Based on individual preferences, brands can define categories to segment users 
and deliver highly relevant push messages. Imagine a restaurant wants to get 
greater insight into what each individual diner likes—who orders steak and who  
is a vegetarian, who orders beer and who orders soda, who orders dessert and 
who skips the sweets. By combining the preferences from past engagement, a 
restaurant can offer a deal for a steak, beer, or dessert to users who would want 
and use that deal.
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But it doesn’t stop there. A user’s mobile device provides powerful, automatic sig-
nals that can improve targeting. Here are a handful of opportunities to gain insight:

• Type of device the customer is using (Android or iOS)

• Manufacturer (Apple, Samsung, Motorola, LG, and more)

• Carrier (AT&T, Verizon, Sprint, T-Mobile, etc.)

• Time zone where the phone is operating 

• Preferred language

• Last time the customer opened the app

With this information readily available to brands via a mobile push SDK, brands can 
nail down even more specific segments. Add the time zone, type of device, and 
app use to the scenario, and the brand can target someone who likes steak, beer, 
or dessert who is in the Pacific time zone, uses an iPhone, and has used the app 
in the past week.

What’s Holding CMOs Back?
There are several concerns that CMOs often have about investing in push— 
and there are ways to show that with the right push provider, those concerns can 
be overcome.

• Push costs too much to integrate into the workflow and back end. 
Marketers should find a provider with an easy-to-implement SDK—which 
allows for rapid development—that uses technology to gather signals used 
for segmenting.

• IT time and costs won’t deliver the desired return on investment. 
Marketers are already focusing on delivering a cross-channel experience  
by integrating email, display, and SMS. Using multiple channels including 
push picks up incremental lift. Multi-channel customer interactions are  
30 percent more strongly correlated with business outcomes such as  
customer satisfaction and desire to recommend, when compared to  
uncoordinated efforts, according to McKinsey & Company.

• Users will be bombarded with messages. Some marketers fear that if 
they implement push notifications, users will feel overwhelmed, leading 
them to delete the app or turn push notifications off. To combat this, send 
relevant, personalized notifications by segmenting. Another way to interact 
with customers without sending spam push messages is through an app 
inbox. Even if users say they don’t want to get notifications on the lock 
screen, brands can send offers and promotions to their inbox, bypassing 
the push alerts. This feature is helpful for reaching users that opt out of 
notifications and for providing offers that last longer than just one day.

The Value of Push
While some companies are still skeptical about creating a brand app, apps deliver 
high engagement and are valuable to customers. Downloading an app is the 

A user’s mobile 
device provides 
powerful, automatic 
signals that can 
improve targeting. 
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most similar experience to a customer buying a product in a retail store. The user 
goes to the store, browses the options, makes a selection, and purchases (even 
if it’s free). This process provides a sense of ownership for the user and a strong 
brand-customer bond that websites cannot provide.

Beyond segmenting and targeting users, push provides the ability to track the 
effectiveness of messages and display push conversions, signaling which of  
a customer’s high-value activities occurred after opening a push message. 
Companies can tell whether the user responded to the call to action, whether  
that means watching a video, sharing socially, making an in-app purchase or  
any other key action they want to track.

With that nugget of knowledge, brands can modify messages based on what  
the customer is likely to do. 

For example, if a customer often shares socially, the message should include @
mentions and #hashtags. On a day that the brand needs a revenue boost, a special 
sale push notification can be sent to customers who make in-app purchases. All 
of these options are possible due to the power of customer information. Push 
not only provides important information about how a customer is interacting with 
a brand on the go, it also opens up new opportunities to send offers and deliver 
highly relevant messages. Understanding how a user engages with the brand’s 
app is key to creating a positive customer-brand relationship. With the right push 
provider, mobile marketers can convince their CMOs of the value of push.

DATA MANAGEMENT 
PLATFORMS
As users spend more time engaging with media on mobile devices, brands 
are—not surprisingly—increasing ad spend on mobile platforms. In 2014, almost 
20 percent of worldwide digital ad spend was projected to be allocated towards 
mobile, and this figure is expected to rise to 70 percent globally, and 72 percent in 
the US by 2019.3

3. eMarketer, 2014
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Managing ad spend, targeting, and measurement across multiple mobile platforms 
(including the integration of audience data across mobile, web, and social for maxi-
mum cross-channel impact) remains challenging. Advertisers need a sophisticated 
technology platform that addresses the unique challenges of mobile data collec-
tion, media organization, and campaign execution. This technology tool is called a 
mobile data management platform, or mobile DMP. 

MOBILE INTERNET AD SPENDING WORLDWIDE, 2013–2019

2013 2014 2015 2016 2017 2018 2019

Mobile internet ad 
spending (billions)

$19.20 $42.63 $68.69 $101.37 $133.74 $166.63 $195.55

—% change 117.9% 122.1% 61.1% 47.6% 31.9% 24.6% 17.4%

—% of digital  
ad spending

16.0% 29.4% 40.2% 51.1% 59.4% 65.9% 70.1%

—% of total media 
ad spending

3.7% 7.8% 11.9% 16.5% 20.5% 24.1% 26.8%

Note: includes display (banners, videos, and rich media) and search; excludes SMS, MMS and P2P messaging-based 
advertising; ad spending on tablets is included

Source: eMarketer, March 2015

What’s Holding CMOs Back?
Marketers are faced with the challenge of using data in all of their marketing  
executions, having accountability, and maximizing ROI. This applies to mobile 
where data is more easily tracked for digital efforts than offline marketing. 
However, just having data is not enough. You have to be able to analyze and  
act upon what you discover from your mobile data.

While today’s marketers and advertisers realize that mobile marketing should be 
a key component of their overall marketing mix and cross-channel strategy, they 
face significant hurdles to do it right. One issue is around identity. As consumers 
use a mobile device, they create different identifiers depending on whether they 
log into an app or browse more anonymously on the mobile web. The data they 
create—whether it’s behaviors, preferences, or attributes—can end up in silos 
across channels. In fact, 85% of digital marketers say the biggest challenge to 
cross-channel marketing is customer data that’s spread across multiple channels.4

Collecting and deriving insights from the massive amounts of consumer data  
generated each day on various forms of mobile devices is challenging. Marketers 
need a sophisticated mobile DMP platform to analyze geolocation, purchase,  
and intent data from millions of mobile consumers, and combine findings with  
data from online and offline actions to dramatically improve the impact of 
cross-channel campaigns. 

4. Business 2 Community, 2015
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What’s a Mobile DMP and Why Do You Need One?
It’s a centralized platform that ingests, organizes, and segments an advertiser’s 
first and third party mobile and desktop audience data assets. It can be used for 
audience creation, analytics, and execution.

Brands use mobile DMPs to:

• Build sophisticated audience segments and scale them with  
third-party data.

• Create, optimize, and activate cross-platform mobile and web campaigns.

• Leverage deep mobile integrations to activate data across top execution 
platforms and power targeted mobile in-app, web, and video ads.

• Connect audience interactions across mobile and desktop touch points.

• Generate revealing audience analytics beyond simple clicks and likes.

Marketing Use Cases
• Increase Customer Acquisition. Prospect and build look-alike models by 

using third-party data from the audience data marketplace to identify high-
value targets.

• Improve Customer Retention. Retarget your current customers and 
prospects, using first-party data from your website, CRM, offline files,  
and more.

• Optimize Campaign Performance (Cross-Device). Target mobile 
browsing behavior across web, m.com, and mobile app. Retarget desktop 
behavior on mobile devices.

• Gain Valuable Insights. Push conversions on mobile through analytics to 
understand their audience composition and actions.

Implementing Mobile DMP 
There are three phases involved in implementing a mobile DMP:  

• Discovery Phase. During discovery meetings business objectives will be 
confirmed and the priority use cases will be reviewed. From there, a plan 
will be created to determine a high-level tagging strategy and identify any 
roadblocks and corresponding mitigation plan.  

• Execution Phase. In this next phase, more details are determined for data 
collection on m.com, .com, and mobile apps. A mock taxonomy is then  
created and presented for review and approved. Once finalized, the tags 
are deployed and raw data is ingested and classified in the taxonomy.  

• Rollout Phase. User permissions and account logins are then created. 
Platform trainings including best practices are conducted. Once completed, 
first-party campaigns are run, then third-party campaigns.  

Generate revealing 
audience analytics 
beyond simple 
clicks and likes. 



11

CMO SERIES: THE CMO’S GUIDE TO MOBILE MARKETING

With the right mobile DMP, mobile advertising becomes the cornerstone of a 
brand’s overall Modern Marketing program, reaching more in-market, intent-
driven consumers with the right messages at the exact right time in the purchase 
process. But marketers must act fast to adopt sophisticated mobile DMP tools. 
Without an advanced mobile DMP, brands run the risk of doing mobile advertising 
in a vacuum—missing out on the cross-channel, cross-device synergies that will 
help the most nimble brands capture more market share in the years to come.

GLOSSARY OF TERMS
Short Messaging Service (SMS): Also commonly referred to as a “text  
message,” is a transmission of short text messages to and from a mobile phone.

Multimedia Messaging Service (MMS): A method of transmitting graphics, 
video clips, sound files, and short text messages over wireless networks.

Short Code: A four to six digit number significantly shorter than full telephone 
numbers, that can be used to address SMS and MMS messages from certain 
service provider mobile phones. 

Long Code: A normal 10 digit phone number, just like your business phone 
number, that is a reception mechanism used by businesses to receive SMS mes-
sages and voice calls.

Push Notifications: Allows an app to notify you of new messages or events 
without the need to actually open the application, similar to how a text message 
will make a sound and pop up on your screen.

Software Development Kit (SDK): A programming package that enables a  
programmer to develop applications for a specific platform.

Mobile App: Internet applications that run on smartphones and other mobile 
devices to help users by connecting them to Internet services more commonly 
accessed on desktop or notebook computers, or help them by making it easier to 
use the Internet on their portable devices.

Data Management Platform (DMP): Data platform that intakes, sorts, and 
houses information, and spits it out in a way that’s useful for marketers, publishers 
and other businesses.

First Party Data: YOUR data. This can include data from behaviors, actions,  
or interests demonstrated across your website(s), data you have in your CRM,  
subscription data, social data, or cross-platform data from mobile web or apps.

Third Party Data: Data purchased from branded providers or lists. It is generated 
on other platforms and often aggregated from other websites. There are many 
companies out there that sell third-party data, and it is accessible through many 
different avenues.
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CLOSING THOUGHTS
Since we began this guide with two key points, we figured let’s end it that way, too.

 1 Mobile Marketing Rules. The benefits and acceptance as part of an 
overall marketing strategy could very well be a sign of the times, literally. In 
Accenture Interactive’s CMOs: Time for digital transformation survey, market-
ing executives under the age of 35 give significantly more weight to mobile 
(38%) than those over 35 (18%).

 Moreover, according to the same survey, 7 out of 10 marketers aged 50 and 
younger believe that mobile is an important channel for reaching customers 
and prospects, compared with fewer than 5 out of 10 aged 51 and older.

 The bottom line is the numbers simply do not lie. More and consumers (and 
remember we ALL consumers, right B2B marketers?) are using their mobile 
devices each and every day and the age of a given CMO is completely  
irrelevant to this fact. Or at least it should be.

 2 Technology Reigns Supreme. In today’s world the technology exists  
for you, the CMO, to reach consumers immediately on their terms via  
Mobile SMS and/or deliver relevant consumer interactions in real time via 
Mobile Push. 

 The key of course is to partner with the right technology vendor, one that has 
the solutions which enables marketers to create campaigns and orchestrate 
them as part of a larger cross-channel marketing program, helping drive new 
revenue, improve loyalty, and build stronger customer relationships.



13

CMO SERIES: THE CMO’S GUIDE TO MOBILE MARKETING

Copyright © 2015, Oracle and/or its affiliates. All rights reserved. 

About Oracle Marketing Cloud
Modern Marketers choose Oracle Marketing Cloud solutions to create ideal customers and increase revenue. Integrated 
information from cross-channel, content, and social marketing with data management and activation along with hundreds of 
app and data partners enables them to target, engage, convert, analyze, and use award-winning marketing technology and 
expertise to deliver personalized customer experiences at every interaction. 

Visit oracle.com/marketingcloud

Provided By:

13020 Earhart Ave  Auburn   CA   95602
888-282-8764      www.api-marketing.com     print@api-marketing.com

http://oracle.com/marketingcloud



