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The MOBILE REVOLUTION & B2B

Revolution Afoot

2 KSGKSNI 2NJ y20 a32Ay 3 Y 2lietithe ndbbileArévoluiiod is expayidiral &nS . H .

unprecedented, almost unbelievable, pace all around B2B organizations. A revolution, by definition,

changes the wrrent order in a relatively short period. With 5 billion mobile subscriptimosidwidet

eclipsing thecombinedpenetration of PCs, landlines and TV5 billion apps downloaded in 2010 alone,

and $5 billion in sales in the three quarters following iPadin¢h, mobile not only qualifies as
revolutionary, but also firmly stakes claim to being the

a20if $03 2 2NF RgA mostsweeJAy3I aSi 2F YBagtme.2 T 2 dzNJ

A 5.3 billion mobilesubscriptions Make no mistake, in the technology lollapalooza of the past

~ worldwide (ITU/2010) decade, digital and social media are merely themmap

A 60 million U.S. smartphoes in 2010, | acts to the blockbuster headliner that is mobile.

A 110 million by 2015eMarketer/2011)

A gobl'g‘zf\gfeb/g%fg)ps downloadedin | > & | NB Ay GKS SFNI& AyyAy3da

A $15 billion in apps sales in 2011 explains famed TechnologyAnalyst Mary Meeker And
(Gartner/2011) Google VP of the Amnicas, Dennis Woodsidéorecasts

A Enterprise Mobile appstosurpass | A ¢ KA & Yy S¢3 KdzaAS G SBiknphamasdge Y

~ traditional apps by 2015 (1BM/2010) SOSNE AYyRdzA (G NE ¢

A $5 billion in iPad sales 3
Quarters(Apple/2011) . Al

A ot e sty | D051 650 STents e o oot bt
mobile as primary communications PR . . A . N
tool (Forbes/2010) SOSNE FFalLlsou 2F 2dz2NJ RlIead 2K

A Over 50% of Execs prefer business | Work, mobile is how we connect and communicate with
purchases on mobile Web vs. phone| one another, conduct tasks both extraordinary and

~ (Forbes/2010) mundane, organize our personal and profession

A i‘e‘?\:{gi‘i’r‘:"tqgg:sizno:2;’2*3(;'130?0“3' information, and access and evaluate the information that

A Appsto hi%[] $35 billion worldwide by leads us to make purchases.
2014 (IDC/2010)

A 64% ofB2B decision makenead But B2B companies have been slow to move into mobile.

A email viamobile devices(Marketing And the irony is stark, given that mobile is tbee set of

_ Sherpa/2007) media that is most used by their target audiencesk Asy

A 1 billion reading email on mobile LINEFSaaAz2ylfx AGQa y2i G§KSA NI

_ devices by 2013 (Radicati Group/20)|  ypey cannotlives A G K2 dzi = A G Q% GKSANI Y24

A 72% of U.Sworkforce alreadymobile,

A 75% by 2013IDC/2010)

A Mobile as ‘frst-screen’ for all Web - & = A& 5 <& x LA A A
usage between 2013 (Gartner/2010) a2oAl S R S.Q;\ 0S .a > .K2 z S @SNE I NBY
or 2015 (Morgan Stanley/2010) screens. I.n the mobile revolution, WIhI’B mo§t |mpqrtant i A

A Tablet sales grow from 21 million yet not widely understood A a y Qu U KI U 6SUND
units in 2010 to 168 million units in technology, but that this technology is changing us. The
2014 (Yankee @up/2011) mobile revolution is defined not by a mass conversion in

A Tablets to generate as much trafficin| communications  devices|EINEEE IO RN XSGRV
2015 as entire global mobile network bt the sea change that

IRV ONE RN AR 1V W mobile media is dvingacross the needexpectations, and
Numbers thresholds of today's consumer and business audiences
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The MOBILE REVOLUTION & B2B

The marching orders for B2B are cled@lign your marketing with the profound, permanent shifts that
mobile is driving across your core audiences... or riskNd O2 YLJ ye& Qa NBf S@I yoS
forever changed by anytime, anywhere, alwaysmedia.

Revolution, anyone?

 |Lifeline to Livelihoods

Whereas the Internet brought us business information on a vast
level, and social media enabled us to makewnbusiness
connections across the globe, mobile ensures that we remain
connected and always workimg no matter what our location.

The statistics are nothing short of surreal: a global embedded
base of Shillion mobile subscriptions, bolstered by a 40% gtow
rate in smartphones for 2011, compounded by a whopping 240%
yearoveryear surge in mobile social networking, and toppst
with 100% growth forecast for tablet computers this year. In fact,
mobile integration represents the most sound business caaé th
the B2B boardroom has ever seen, or imagined.

The B2B roadblock for mobile is not one of adoption but one of perception. Yet mobile is how
professionals stay in contact with their teams, stay abreast of breaking developments in their industries,
and sty competitive in a 24 global business world. Moreover, the perception held by many B2B
marketers that mobile is purely a consumer marketing media is akin to thinking that professionals
G RAYAYORO G ¢ g KSy U K @hen exdtlyIh@dppositd isug. 2 NJ| X

On the contrary, 72% of the U.S. workforce is already mobile, 64% of B2B decision makers read their
email via mobile devices, and more than 70% of executives under 40 consider mobile their primary
communcations tool. Mobile, then, is a veritable lifeline tg
LNEPFSaaAiz2ylLiaQ tAPSt AK22RA x Video ClipiLifelines to Their Livelihoods

Even traditional enterpriseomputing giant IBM predicts that mobile

applications will surpass traditional platforms in the enterprise markgt
by 2015 as the popylari}y ofmartphone§ and :calglets continues toA lollapal of the Dast -
AdNHS® ¢KSasS Y20AfS GSOKy2f23A Jag b NB T Mok 2 dzo G 2
Perhaps most profound: mobile is set to trump laptops and desktopsfsnedia are merely the warm-

GKS aFANRG AONBSY RSOAOSE T2 NJ IJfupactktytiedadgimBrihat OO S
LayoRd GKFdG odzairySaa | dzRASyOSa NBPlg 32 Ay3a Y204t

gonemobile y2¢ A0Qa . H. Qa (dNYyO®

In the technology

(Note: statisticscited in above sectiorourced inPage 1sidebal
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The MOBILE REVOLUTION & B2B

Living (and Working) in Two Worlds

We now live (and work) in two worldsthe physical ad the virtuat G ySF NI & | ff GAYSa&
at our weekly staff meetings and secretly checking our emails and texts, at the local grocery market and
browsing our mobile apps for new recipes, watching our favorite TV shows while also tweeting our
readiA2ya 6A0GK 20KSNJ Flyas 2N FGGdSYRAYy3 AyRdza i NE
their contact information to our phones, wevé in two worlds simultaneously

Yet we rarely stop to think about how ofteme toggle between those two worlds. Nor do we realize
K2g ljdzAOlte 6SQ@S 06S02YS | 00dzaG2YSR (2 K2g 2 dzNJ
B2Bs must begin paying attention to how the lines between virtual JVEEVRINY ClipThe Way We Live Now
physical worlds are blurrirgand understand how business markets nB

f2y3ASNI YI1S GKS RAadAyOl rsliye peserice $Soyistomekisdl 1A y R Az (i 2
brand, no matter the medium. More to the point, B2B marketers must ensure that their brands are
equally present, andaually powerful, in both worlds.

Living and working in two worlds results in yet another startling
phenomenon: Between broadcast, traditional, digital, social and
mobile, we now spend more than half our days consuming media
(Ipsos OTX MediaCT, 201Wheher texting through our mobile
phones, listening to music on our mp3s, watching movies
through our iPads, watching TV shows through our DVRs, or
finding destinations with our kear navigational systems, we are

a mediasavvy society that consumes inform@t at mind
boggling levels.

l'YR 6KAfS 6SQNB O2yadzyAy3a YSRAL
still spending more than half our day at work (and thanks to
mobile, we are always working). Thus, the media that we consume is not just of a personal nature

l Now [t¢s Truly Personal

In the hightouch, highly personal selling environment of B2B, relationships are everytlesigecially
given that the B2B landscape is punctuated by ugbed offerings, long sales cycles, and complex
contracts. Whereas our market ssnaller than that of our B2C counterparts,

our customer relationships are much more important; after all, each

relationship might represent tens of thousands, if not millions, in revenue ol t 6s not t ha
our businesses annually. audiences ar
mobiled, the

No wonder executives have forever sotgkelationshipbuilding tools that _
bring them closer to the Holy Grail of 1:1 marketing. Now, finally, that 11 99n€ mobiled and now
medium is here, and its name is mobile. itdos B2BOs t

PFAOSNI FEtY oKFEG A& Y2NB LI SNA2YIlf (2 @&2dz GKIy @4
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switched on, always on youperson, and it's personally customizable in every way. While email
newsletters often sit in inboxes for weeks, more than 9G%ext messages are readon averageawithin
three minutes of receiptinglePoint, 20171

Moreover, between their impressive pressing power and
Ye&NAI R FSIGdzNBasx G2RlI&Qa avYlN
O2YLzi SNBA GKI G da2dzad KIF LIWISY
GNXz @ LISNE2YIlFf O2YLlzi SNY ¢K
personally customizable in most every walyom the
ringtones aml pictures we set for each caller, to the utilities
we use for our daily activities, to the mp3s that fill our
playlists and the apps that we download for work and play.

a
Se

Because mobile is so personal, however, it is the one
medium that marketers cannot Bs without first being
AYOAGSR Ay o6& (GKSANI I dzZRASyOSa
rent a list of mobile phone numbers, and businesspeople
have zero tolerance for SPAM on the tools they use for business.

Whether prospects are opting in to receive SMé&rta| finding and downloading apps, scanning QR

O2RS&x 2N GSEGAYy3 (2 &aK2NIO2RSa F2NJ Y2NB Ay¥T2N
most personal of devices. And they must continue to provide value and remain sensitive to overloading
theY20AE S OKIFIYyyStX 2N iKSe& 42yQi 0S Ay@AGSR ol O}

The New Normal: Higher Expectations Meet

Lower Thresholds

Instead of a society that looks ahead, we are now a culture that
constantly (and literally) looks dowrbecause the amount of activity inf | n t he new n
our days,and the opportunities for our businesses, is depicted by the not only companies that
levels of activity occurring on our mobile screens. Put another way: the®'© pIUSh'”g ttht‘;
data that we send, store, and receive on our smartphoneahigys renn;/eroieé tu te hat 6
viewed as a priority. companies to do better,

and far faster.
C2NBHS(O GKS YI NhoBeéenDand I6ok @ yalrdowrF Winkh |
was the lasttime you heldanliS NBE 2y RA & OdzaaA2y 6AGK |y SESOdziA @
at least once (if not three times) while speaking with you? When was the last time you attended a
meeting without yoursmartphone? How much more quickly do you respond to texts vs. emails? How
out of touch, or altogether infuriated, do you feel when you find yourself in a dead zone? Do you
measure the success of your speeches by the amount of time your audience spérffig/lia y 3 (2 @& 2
the number of texts and tweets they send to others regarding your content and performance?

Welcome to the New Normal: We multitask across multiple devices every minute of our days, we hold
multiple conversations over various soeamaédia channels, we prefer our information in eagy

©/ KNAEAGAYlF a/Yé YSNISEBKHAMM
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consume bitesized SMS messages, and we absolutely positively expect to get the information we want
GKS Ayaldlyd GKIFG ¢S 6l yld AGX y2 YIFIGGSNI 6KSNE 6S
andg SQNBE FIFNJ Y2NB RSYlIYRAy3 GKIFYy S@SN

x Video Clip:The New Normal

And while our activity levels have skyrocketed, our patience thresholds have

plummeted. The amount of time that users wilait for a Web page to load haalreadydeclined a
startling 50% irjust three years from 4 seconds to 2 second§&orrester, 2009 And mobile users do

not tolerate a difference in wait times omeir mobile phones vs. their desktops A F | y@ G KAy 3
forgiving while mobileFor B2Bs, these precipitousdalines ae especially profound.feer all, time is still
money in the business environment.

Our customers speak to us most loudly through their actions and their expectations. And their message
is clear: In this new normal, retiine is the only speed. Even belav/brands like Google are retooling

their offerings to deal with our growing levels of impatien@é¢hereas it used to takeeconds to yield
2PSNI | YAffA2Y NB&adzZ Ga G2 aSkNDODK ljdzSNASaz (K
enhancement, Google Instgndisplays search results while users atil typing their search queries.
After all, in a manic, multitasking world, we can no longer spare the time to finish our questions before
the answers are supplied to us.

D223fS8 SELIX I Aya NRATA ALi® AL ©adIaKAKAZ fiKBe G2 IS
this highexpectation, lowi KNBaK2f R ¢2NI R A0GQa y244 2yte O02YLJ
GKS YIN] SO (KIFIGQa LdzzaKAy3d O2YLI yASa G2 R2 oSaGds

New Imperatives For a New Media

LGQa y20 GKFG 2 dzNJ Y207\f—$Y@NBA§|&¢3VRSREVRETUSL}(UJK
need to retool their models Y R G KSANJ YFEN] SGAy3ad 'yR F2NJ . H. a
adjusting to this new normal, bitmbracing it in all of their practices and programs.

For marketers, the advent of mobile indeed means that our ecosystem just got exponentially larger,
with more opportunities, more media to integrate, and more best practices to learn. Specifically,
B2Bs the mobile revolution serves them withnew imperatives:
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