


4. Text Messaging

Ads may be inserted into a variety of text services used by mobile phone users today like sport scores, 
weather updates, etc. But the ad may only be a couple words long. Another approach is to send texts 
directly to customers, but you must first get their permission to do so. However, once “opted-in”, these 
customer (who often correspond to your best customers) can be a gold mine in terms of read and 
response rates.  Because text is a two-way medium, it also gives customers a convenient way to get infor-
mation from you whenever they want. Nearly 100% of U.S. mobile phones are text capable, and texts 
(unlike apps or mobile websites) can be “pushed” to customers whenever needed. 55% of 2009 U.S. 
mobile advertising spend was associated with messaging per eMarketer.

Summary

Smart marketers from the biggest brands in the U.S. have figured out that the best mobile marketing strat-
egy is not to “pick” one of the mobile marketing approaches above, but instead find the right “blend” to 
provide the desired balance in coolness, reach and impact. 
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