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      RRReeevvvooo lll uuu ttt iii ooonnn   AAAfff oooooottt    

²ƘŜǘƘŜǊ ƻǊ ƴƻǘ άƎƻƛƴƎ ƳƻōƛƭŜέ ƛǎ ȅŜǘ ƻƴ ǘƘŜ .н. ǇǊƛƻǊƛǘȅ list, the mobile revolution is expanding at an 

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

changes the current order in a relatively short period. With 5 billion mobile subscriptions worldwideτ

eclipsing the combined penetration of PCs, landlines and TVsτ 5 billion apps downloaded in 2010 alone, 

and $5 billion in sales in the three quarters following iPad's launch, mobile not only qualifies as 

revolutionary, but also firmly stakes claim to being the 

most sweeǇƛƴƎ ǎŜǘ ƻŦ ƳŜŘƛŀ ƻŦ ƻǳǊ ǘƛƳŜΧ or any time. 

Make no mistake, in the technology lollapalooza of the past 

decade, digital and social media are merely the warm-up 

acts to the blockbuster headliner that is mobile. 

ά²Ŝ ŀǊŜ ƛƴ ǘƘŜ ŜŀǊƭȅ ƛƴƴƛƴƎǎ ƻŦ ŀ ƳŀǎǎƛǾŜ ǇƘŜƴƻƳŜƴƻƴέ 

explains famed Technology Analyst Mary Meeker. And 

Google VP of the Americas, Dennis Woodside, forecasts, 

ά¢Ƙƛǎ ƴŜǿΣ ƘǳƎŜ ǘŜŎƘƴƻƭƻƎȅ ƳŀǊƪŜǘ ǿƛƭƭ ǘǊŀnsform almost 

ŜǾŜǊȅ ƛƴŘǳǎǘǊȅΦέ  

Albeit lofty, these statements are also altogether logical: 

Mobile iǎƴΩǘ Ƨǳǎǘ ŀ ǇŀǊǘ ƻŦ ƻǳǊ Řŀƛƭȅ ƭƛǾŜǎΤ ƛǘΩǎ ǇŜǊǾŀǎƛǾŜ in 

ŜǾŜǊȅ ŀǎǇŜŎǘ ƻŦ ƻǳǊ ŘŀȅǎΦ ²ƘŜǘƘŜǊ ǿŜΩǊŜ ŀǘ ƘƻƳŜ ƻǊ ŀǘ 

work, mobile is how we connect and communicate with 

one another, conduct tasks both extraordinary and 

mundane, organize our personal and professional 

information, and access and evaluate the information that 

leads us to make purchases. 

But B2B companies have been slow to move into mobile. 

And the irony is stark, given that mobile is the one set of 

media that is most used by their target audiences. Ask any 

ǇǊƻŦŜǎǎƛƻƴŀƭΣ ƛǘΩǎ ƴƻǘ ǘƘŜƛǊ ƭŀǇǘƻǇΣ ¢± ƻǊ ƳǇо ǇƭŀȅŜǊ ǘƘŀǘ 

they cannot live ǿƛǘƘƻǳǘΣ ƛǘΩǎ ǘƘŜƛǊ ƳƻōƛƭŜ ǇƘƻƴe. 

aƻōƛƭŜ ŘŜǾƛŎŜǎΣ ƘƻǿŜǾŜǊΣ ŀǊŜƴΩǘ ǘƘŜ ǎǘƻǊȅΦ ¢ƘŜȅΩǊŜ Ƨǳǎǘ ǘƘŜ 

screens. In the mobile revolution, what is most importantτ

yet not widely understoodτƛǎƴΩǘ ǘƘŀǘ ǿŜϥǊŜ ŎƘŀƴƎƛƴƎ ƻǳǊ 

technology, but that this technology is changing us. The 

mobile revolution is defined not by a mass conversion in 

communications devices 

but the sea change that 

mobile media is driving across the needs, expectations, and 

thresholds of today's consumer and business audiences.  

× Video Clip: How Mobile Changes Us 

aƻōƛƭŜΩǎ ²ƻǊƭŘǿƛŘŜ DǊƻǿǘƘ ¢ŜŀǊΥ 

Â 5.3 billion mobile subscriptions 
worldwide (ITU/2010) 

Â 60 million U.S. smartphones in 2010, 
110 million by 2015 (eMarketer/2011) 

Â 5 billion mobile apps downloaded in 
2010 (Apple/2010) 

Â $15 billion in apps sales in 2011 
(Gartner/2011) 

Â Enterprise Mobile apps to surpass 
traditional apps by 2015 (IBM/2010) 

Â $5 billion in iPad sales in 3 
Quarters (Apple/2011) 

Â 70+% of executives under 40 classify 
mobile as primary communications 
tool (Forbes/2010) 

Â Over 50% of Execs prefer business 
purchases on mobile Web vs. phone 
(Forbes/2010) 

Â 240% growth YOY in mobile social 
networking (Comscore/2010) 

Â Apps to hit $35 billion worldwide by 
2014 (IDC/2010) 

Â 64% of B2B decision makers read  
Â email via mobile devices (Marketing 

Sherpa/2007) 
Â 1 billion reading email on mobile 

devices by 2013 (Radicati Group/2010) 
Â 72% of U.S. workforce already mobile, 

75% by 2013 (IDC/2010) 
Â Mobile as 'first-screen' for all Web 

usage between 2013 (Gartner/2010)  
or 2015 (Morgan Stanley/2010) 

Â Tablet sales grow from 21 million   
units in 2010 to 168 million units in 
2014 (Yankee Group/2011) 

Â Tablets to generate as much traffic in 
2015 as entire global mobile network 
in 2010 (Cisco/2011) 

× Video Clip: aƻōƛƭŜΩǎ aƛƴŘ-Blowing 
Numbers 

http://www.mobilemarketer.com/cms/news/advertising/9052.html
http://www.mobilemarketer.com/cms/news/advertising/9052.html
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The marching orders for B2B are clear: Align your marketing with the profound, permanent shifts that 

mobile is driving across your core audiences... or risk yoǳǊ ŎƻƳǇŀƴȅΩǎ ǊŜƭŜǾŀƴŎŜ ƛƴ ŀ ōǳǎƛƴŜǎǎ ǿƻǊƭŘ 

forever changed by anytime, anywhere, always-on media.  

Revolution, anyone? 

   LLLiii fff eeelll iii nnneee   ttt ooo   LLLiii vvveeelll iii hhhoooooodddsss   

Whereas the Internet brought  us  business  information on a vast 

level, and social media enabled us to make new business 

connections across the globe, mobile ensures that we remain 

connectedτand always workingτno matter what our location. 

The statistics are nothing short of surreal: a global embedded 

base of 5-billion mobile subscriptions, bolstered by a 40% growth 

rate in smartphones for 2011, compounded by a whopping 240% 

year-over-year surge in mobile social networking, and topped-off 

with 100% growth forecast for tablet computers this year. In fact, 

mobile integration represents the most sound business case that 

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 stay competitive in a 24-7 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 

άŘƛǎŎƻƴƴŜŎǘέ ǿƘŜƴ ǘƘŜȅ ŀǊǊƛǾŜ ŀǘ ǿƻǊƪΧ when exactly the opposite is true.  

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 

communications tool. Mobile, then, is a veritable lifeline to 

ǇǊƻŦŜǎǎƛƻƴŀƭǎΩ ƭƛǾŜƭƛƘƻƻŘǎ. 

Even traditional enterprise-computing giant IBM predicts that mobile 

applications will surpass traditional platforms in the enterprise market 

by 2015 as the popularity of smartphones and tablets continues to 

ǎǳǊƎŜΦ ¢ƘŜǎŜ ƳƻōƛƭŜ ǘŜŎƘƴƻƭƻƎƛŜǎ ŀǊŜΣ ƴƻ ŘƻǳōǘΣ ǘƻŘŀȅΩǎ ōǳǎƛƴŜǎǎ ǘƻƻƭǎΦ 

Perhaps most profound: mobile is set to trump laptops and desktops as 

ǘƘŜ άŦƛǊǎǘ ǎŎǊŜŜƴ ŘŜǾƛŎŜέ ŦƻǊ ŀƭƭ LƴǘŜǊƴŜǘ ŀŎŎŜǎǎ ōŜǘǿŜŜƴ нлмо ŀƴŘ нлмрΦ 

LǘΩǎ ƴƻǘ ǘƘŀǘ ōǳǎƛƴŜǎǎ ŀǳŘƛŜƴŎŜǎ ŀǊŜ άƎƻƛƴƎ ƳƻōƛƭŜΣέ ǘƘŜȅΩǾŜ ŀƭǊŜŀŘȅ 

gone mobileτƴƻǿ ƛǘΩǎ .н.Ωǎ ǘǳǊƴΦ 

(Note: statistics cited in above section sourced in Page 1, sidebar) 

× Video Clip: Lifelines to Their Livelihoods 

In the technology 
lollapalooza of the past 
decade, digital and social 
media are merely the warm-
up acts to the headliner that 
is mobile. 
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   LLLiii vvviii nnnggg   (((aaannnddd   WWWooorrr kkkiii nnnggg)))    iii nnn   TTTwww ooo   WWWooorrr lll dddsss   

We now live (and work) in two worldsτthe physical and the virtualτŀǘ ƴŜŀǊƭȅ ŀƭƭ ǘƛƳŜǎΦ ²ƘŜǘƘŜǊ ǿŜΩǊŜ 

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 

reacǘƛƻƴǎ ǿƛǘƘ ƻǘƘŜǊ ŦŀƴǎΣ ƻǊ ŀǘǘŜƴŘƛƴƎ ƛƴŘǳǎǘǊȅ ǘǊŀŘŜǎƘƻǿǎ ŀƴŘ ǎŎŀƴƴƛƴƎ ŜȄƘƛōƛǘƻǊǎΩ vw ŎƻŘŜǎ ǘƻ ǎŀǾŜ 

their contact information to our phones, we live in two worlds simultaneously. 

Yet we rarely stop to think about how often we toggle between those two worlds. Nor do we realize 

Ƙƻǿ ǉǳƛŎƪƭȅ ǿŜΩǾŜ ōŜŎƻƳŜ ŀŎŎǳǎǘƻƳŜŘ ǘƻ Ƙƻǿ ƻǳǊ ǇƘȅǎƛŎŀƭ ŀƴŘ ǾƛǊǘǳŀƭ ǿƻǊƭŘǎ Ŏƻƴǎǘŀƴǘƭȅ ŎƻƴǾŜǊƎŜΦ .ǳǘ 

B2Bs must begin paying attention to how the lines between virtual and 

physical worlds are blurringτand understand how business markets no 

ƭƻƴƎŜǊ ƳŀƪŜ ǘƘŜ ŘƛǎǘƛƴŎǘƛƻƴ ōŜǘǿŜŜƴ ŀ ōǊŀƴŘΩǎ ƻŦŦƭƛƴŜ ŀƴŘ online presence. To customers ƛǘΩǎ Ƨǳǎǘ ǘƘŜ 

brand, no matter the medium. More to the point, B2B marketers must ensure that their brands are 

equally present, and equally 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, 2010). Whether 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 in-car navigational systems, we are 

a media-savvy society that consumes information at mind-

boggling levels. 

!ƴŘ ǿƘƛƭŜ ǿŜΩǊŜ ŎƻƴǎǳƳƛƴƎ ƳŜŘƛŀ ƳƻǊŜ ǘƘŀƴ ƘŀƭŦ ƻǳǊ ŘŀȅΣ ǿŜΩǊŜ 

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. 

   NNNooowww   III ttt ΩΩΩsss   TTTrrr uuu lll yyy   PPPeeerrr sssooonnnaaalll    

In the high-touch, highly personal selling environment of B2B, relationships are everythingτespecially 

given that the B2B landscape is punctuated by high-priced offerings, long sales cycles, and complex 

contracts. Whereas our market is smaller 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 to 

our businesses annually.  

No wonder executives have forever sought relationship-building tools that 

bring them closer to the Holy Grail of 1:1 marketing. Now, finally, that 1:1 

medium is here, and its name is mobile. 

!ŦǘŜǊ ŀƭƭΣ ǿƘŀǘ ƛǎ ƳƻǊŜ ǇŜǊǎƻƴŀƭ ǘƻ ȅƻǳ ǘƘŀƴ ȅƻǳǊ ƳƻōƛƭŜ ŘŜǾƛŎŜΚ LǘΩǎ ŀƭǿŀȅǎ 

× Video Clip: The Way We Live Now 

Itôs not that business 

audiences are ógoing 

mobileô, theyôve already 

gone mobileðand now 

itôs B2Bôs turn. 
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switched on, always on your person, and it's personally customizable in every way. While email 

newsletters often sit in inboxes for weeks, more than 90% of text messages are readτon average within 

three minutes of receipt (SinglePoint, 2011). 

Moreover, between their impressive processing power and 

ƳȅǊƛŀŘ ŦŜŀǘǳǊŜǎΣ ǘƻŘŀȅΩǎ ǎƳŀǊǘǇƘƻƴŜǎ ƘŀǾŜ ƳƻǊǇƘŜŘ ƛƴǘƻ 

ŎƻƳǇǳǘŜǊǎ ǘƘŀǘ άƧǳǎǘ ƘŀǇǇŜƴ ǘƻ ŀƭǎƻ ǊƛƴƎΦέ ¢ƘŜȅ ŀǊŜ ǘƘŜ ŦƛǊǎǘ 

ǘǊǳƭȅ ǇŜǊǎƻƴŀƭ ŎƻƳǇǳǘŜǊΥ ¢ƘŜȅΩǊŜ ŀƭǿŀȅǎ ƻƴ ƻǳǊ ǇŜǊǎƻƴΣ ŀƴŘ 

personally customizable in most every wayτfrom the 

ringtones and 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.  

Because mobile is so personal, however, it is the one 

medium that marketers cannot use without first being 

ƛƴǾƛǘŜŘ ƛƴ ōȅ ǘƘŜƛǊ ŀǳŘƛŜƴŎŜǎΦ 9ǎǇŜŎƛŀƭƭȅ ǎƛƴŎŜ ƛǘΩǎ ƛƭƭŜƎŀƭ ǘƻ 

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 SMS alerts, finding and downloading apps, scanning QR 

ŎƻŘŜǎΣ ƻǊ ǘŜȄǘƛƴƎ ǘƻ ǎƘƻǊǘŎƻŘŜǎ ŦƻǊ ƳƻǊŜ ƛƴŦƻǊƳŀǘƛƻƴΣ .н.ǎ ǿƛƭƭ ƴŜŜŘ ǘƻ ŜŀǊƴ ŀ ǇƭŀŎŜ ƻƴ ǘƘŜƛǊ ƳŀǊƪŜǘǎΩ 

most personal of devices. And they must continue to provide value and remain sensitive to overloading 

the ƳƻōƛƭŜ ŎƘŀƴƴŜƭΧ ƻǊ ǘƘŜȅ ǿƻƴΩǘ ōŜ ƛƴǾƛǘŜŘ ōŀŎƪ. 

   
TTThhheee   NNNeeewww    NNNooo rrr mmmaaalll :::    HHHiii ggghhheeerrr    EEExxxpppeeecccttt aaattt iii ooonnnsss   MMM eeeeeettt    

LLLooowww eeerrr    TTThhhrrr eeessshhhooo lll dddsss   

Instead of a society that looks ahead, we are now a culture that 

constantly (and literally) looks downτbecause the amount of activity in 

our days, and the opportunities for our businesses, is depicted by the 

levels of activity occurring on our mobile screens. Put another way: the 

data that we send, store, and receive on our smartphones is always 

viewed as a priority. 

CƻǊƎŜǘ ǘƘŜ ƳŀǊƪŜǘΩǎ Ƙŀōƛǘǎ ŦƻǊ ŀ moment and look at your own. When 

was the last time you held an in-ǇŜǊǎƻƴ ŘƛǎŎǳǎǎƛƻƴ ǿƛǘƘ ŀƴ ŜȄŜŎǳǘƛǾŜ ǿƘƻ ŘƛŘƴΩǘ ŎƘŜŎƪ Ƙƛǎ ƳƻōƛƭŜ ŘŜǾƛŎŜ 

at least once (if not three times) while speaking with you? When was the last time you attended a 

meeting without your smartphone? 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 spends lisǘŜƴƛƴƎ ǘƻ ȅƻǳΧ ƻǊ 

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 social-media channels, we prefer our information in easy-to-

In the new normal, itôs 
not only companies that 
are pushing the 
envelope, but the 
market thatôs pushing 
companies to do better, 
and far faster. 
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consume bite-sized SMS messages, and we absolutely positively expect to get the information we want 

ǘƘŜ ƛƴǎǘŀƴǘ ǘƘŀǘ ǿŜ ǿŀƴǘ ƛǘΧ ƴƻ ƳŀǘǘŜǊ ǿƘŜǊŜ ǿŜ ŀǊŜ ǇƘȅǎƛŎŀƭƭȅ ŀǘ ǘƘŜ ǘƛƳŜΦ Lƴ ŀ ƴǳǘǎƘŜƭƭΣ ǿŜΩǊŜ ƳƻōƛƭŜΣ 

and ǿŜΩǊŜ ŦŀǊ ƳƻǊŜ ŘŜƳŀƴŘƛƴƎ ǘƘŀƴ ŜǾŜǊ. 

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

plummeted. The amount of time that users will wait for a Web page to load had already declined a 

startling 50% in just three yearsτfrom 4 seconds to 2 seconds (Forrester, 2009). And mobile users do 

not tolerate a difference in wait times on their mobile phones vs. their desktopsΤ ƛŦ ŀƴȅǘƘƛƴƎ ǘƘŜȅΩǊŜ ƭŜǎǎ 

forgiving while mobile. For B2Bs, these precipitous declines are especially profound. After 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, real-time is the only speed. Even beloved brands like Google are retooling 

their offerings to deal with our growing levels of impatience. Whereas it used to take seconds to yield 

ƻǾŜǊ ŀ Ƴƛƭƭƛƻƴ ǊŜǎǳƭǘǎ ǘƻ ǎŜŀǊŎƘ ǉǳŜǊƛŜǎΣ ǘƘŜȅ ƴƻǿ ŀǇǇŜŀǊ ƛƴǎǘŀƴǘŀƴŜƻǳǎƭȅΦ DƻƻƎƭŜΩǎ ǎŜŀǊŎƘ 

enhancement, Google Instant, displays search results while users are still 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. 

DƻƻƎƭŜ ŜȄǇƭŀƛƴǎ ǘƘŀǘ ƛǘϥǎ άǇǳǎƘƛƴƎ ǘƘŜ ƭƛƳƛǘǎ ƻŦ ƛǘǎ ǘŜŎƘƴƻƭƻƎȅ ǘƻ ƎŜǘ ōŜǘǘŜǊ ǎŜŀǊŎƘ ǊŜǎǳƭǘǎΣ ŦŀǎǘŜǊΦέ .ǳǘ ƛƴ 

this high-expectation, low-ǘƘǊŜǎƘƻƭŘ ǿƻǊƭŘΣ ƛǘΩǎ ƴƻǘ ƻƴƭȅ ŎƻƳǇŀƴƛŜǎ ǘƘŀǘ ŀǊŜ ǇǳǎƘƛƴƎ ǘƘŜ ŜƴǾŜƭƻǇŜ ōǳǘ 

ǘƘŜ ƳŀǊƪŜǘ ǘƘŀǘΩǎ ǇǳǎƘƛƴƎ ŎƻƳǇŀƴƛŜǎ ǘƻ Řƻ ōŜǘǘŜǊΣ ŀƴŘ ŦŀǊ ŦŀǎǘŜǊΦ 

   NNNeeewww   IIImmmpppeeerrr aaattt iii vvveeesss   FFFooorrr    aaa   NNNeeewww   MMM eeeddd iii aaa   

LǘΩǎ ƴƻǘ ǘƘŀǘ ƻǳǊ ƳƻōƛƭŜ ǎƻŎƛŜǘȅ ƴŜŜŘǎ ǘƻ ǘŜƳǇŜǊ ƛǘǎ ŜǾŜǊ-ƛƴŎǊŜŀǎƛƴƎ ŘŜƳŀƴŘǎΤ ǊŀǘƘŜǊΣ ǘƻŘŀȅΩǎ ōǳǎƛƴŜǎǎŜǎ 

need to retool their modelsτŀƴŘ ǘƘŜƛǊ ƳŀǊƪŜǘƛƴƎΦ !ƴŘ ŦƻǊ .н.ǎ ǘƻ ǎǳŎŎŜŜŘΣ ƛǘΩǎ ƴƻǘ ŀ ƳŀǘǘŜǊ ƻŦ ƳŜǊŜƭȅ 

adjusting to this new normal, but embracing 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, for 

B2Bs, the mobile revolution serves them with 5 new imperatives: 

 

× Video Clip: The New Normal 
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