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businesses both online and in the real world. 

The past year has seen an explosion in both smartphone adoption 
and location-based services i.e. geolocation. Consumers are using 
their mobile devices to actively engage with locations in entirely new 

the addition of real-time location to the marketing equation enables 

the moment—the moment when they are present and engaged at a 

Based Services (LBS) market through the marketing lens. We 
discuss the challenges startup companies will face in achieving 

the Location-Based Engagement (LBE) channel and provide a 
thorough overview of different types of engagements. 

Abstract

What are Location-Based 
Services?

A location-based service (LBS) is an 

accessible with mobile devices through 
the mobile network and utilizing the 
ability to make use of the geographical 
position of the mobile device.

LBS services can be used in a 

include services to identify a location 

discovering the nearest banking cash 
machine or the whereabouts of a 
friend or employee. LBS can include 
mobile commerce when taking 
the form of coupons or advertising 
directed at customers based on 
their current location. They include 
personalized weather services and 
even location-based games.

“The global market for location-based 
services (LBS) is projected to reach 
US$21.14 billion in annual revenue 
by 2015, registering 1.24 billion 
subscribers. The market in the short to 
medium term period will be driven by 
factors such as development of GPS, 
proliferation of GPS-enabled touch-
screen phones, growing popularity 
of mobile commerce, and increasing 
usage of Location based Social 
Network Services, Location Based 
Shopping Applications, Location 
Enabled Search, and Location Based 
Mobile Advertising.”
— Global Industry Analysts,
www.strategyr.com
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Location-based technologies are well on their way to disrupting the 

whereby new media technologies have triggered massive shifts in 
consumer attention from one medium to another. 

which continues to this day. Social technologies followed and drove 

interaction were fundamental. Large-scale social networks then 

from stationary computers to mobile devices as a more frequent and 
popular means of accessing the Internet. Each of these disruptions 
has built to this point: the shift from traditional location-based 
channels to mobile location-based services. 

Mobile devices are consuming our attention at an unprecedented 

on our mobile devices. Instead of picking up a table tent or browsing 

services on our mobile devices.

accordingly. This is especially vital if real-world locations and 

prerequisite to developing location-based strategies.

Introduction

“Forty percent of American adults 

according to a study from Pew 

older that was released on July 7. 
‘The smartphone has really 
penetrated the mainstream of 

a Pew research specialist.

54 percent used their devices to 

11 percent made a purchase.
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Facebook Places 
– The Foundation 
of Location-
Based Social 
Networking 
(LBSN)

Facebook Places will have the most disruptive effect on LBS 
since the introduction of the iPhone. Whereas the iPhone and 

is introducing both the software and the behavior—the social 
gesture—to more than 500 million people worldwide (initially 
launching in the US with exclusive access via the iPhone app and 
mobile web at touch.facebook.com). Though it will still take time 
for the bulk of these users to become familiar with and adopt this 

Checkin” feature. This is one of several types of “location-based 
engagement” that is possible through mobile applications running 
on smartphone devices. We classify this as a shallow engagement 

the location is being used to notify friends about our current 
whereabouts. The place is incidental. 

Facebook Places also offers the option for users to express 
positive sentiment toward a location through the “Like” button and 

and videos is certain to follow. These additional actions represent 
deeper engagements by making the location itself the focus of the 
engagement. If a brand has registered its individual Facebook Place 

these consumers. 

Unique to Facebook in the LBSN space is the ability to “Tag” friends 
and check them into the same place. This enables one to share not 
only their personal whereabouts but that of friends. This is an opt-

that Facebook can address the privacy issues of encouraging 
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have a multiplier effect in terms of the value and depth of these 
engagements.

social checkins) will continue to limit mainstream adoption. That 

early adopters of social checkins tend to be exceedingly valuable 

cream of the crop and ought to be engaged accordingly.

The Facebook Places infrastructure is based on dedicated Place 
Pages for each and every location. This is where all checkins and 
related activities are aggregated. If a business has one location—

Fan Page into one. Facebook does not currently offer a solution for 

(Section VII) addresses this on many levels. 

How will Facebook Places disrupt location-based marketing and the 

based marketing and business strategies.

The Social Foundation: 1. 
now a feature. The social checkin will soon become a commodity 
not unlike the status update. Given that Facebook has the 

Facebook Places
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marketers and developers can proceed to build upon it. Because 

 
The Rising-Tide Effect: 2. By introducing hundreds of millions 

Facebook is serving as the catalyst for a new consumer 
behavior: engaging with locations via smartphone devices. In 

places—via smartphones. Rather than discouraging competition 

good for everyone.
 

Branded LBS Apps: 3. Certain brands are now in a much better 

vacuum. Facebook Places will supercharge this trend and drive 

 
4. Every business location should now 

Facebook Places
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Beyond Social Networking: 5. Though the social aspect of LBS 

for a minority of the overall market. Despite the availability 

remain a niche activity until the privacy risks are offset by an 

provide the value and relevance that global apps like Facebook 

more fun and engaging. Just as the checkin is but one feature of 

we can assume that the social gesture of “checking in” will extend 

and even moods or psychic states such as what one is experiencing 

when Foursquare users checked into the Northeast heat wave of 
2010 aka Heatpocalypse.

Facebook Places
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Marketers –
Challenges and 
Opportunities

As the location-based services (LBS) market matures and enters the 

this new channel and maximizing the opportunities. The rise of social 
media over the past few years provides some context and can be 
helpful in understanding and addressing these challenges. 

Few will disagree that engaging and managing the social media 
channel is vital to any brand in 2010. The same could not be said 

crossing into the LBS space. But the dynamics and challenges 
of LBS are such that it ought to be addressed separately and 
approached as a channel unto itself. 

Quantifying the Opportunity: 1. 
to gather enough data and insight to make sense of it from a 

silos with limited access. Marketers need ways to monitor 

relative and absolute values in comparing one LBS provider to 

LBS By the Numbers (of Users)*

* These represent estimates from 

information.

3 Million

3 Million

4 Million

3.1 Million

3 Million

3 Million

150 Million (Mobile Users)
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2. 
cannot utilize LBS effectively until individual providers (or the 
space as a whole) offer a large enough audience to justify 

are spread across the globe. Unless a business or brand is 

to thousands. The solution is to leverage as many platforms as 
possible to create depth.

3. As powerful as geolocation can be for 

technology. Its real-time nature and the number of players in the 
LBS space further complicate this. For brands with hundreds 

Marketers
Ways Mobile/Smartphones Are Used While 
Food Shopping, Mar 2010
% of US internet users who use their mobile/smartphone whilein a store.

Compare Prices
53%

Get/Redeem Coupons/Discounts
44%

Get Nutritional Information
28%

Read Product Reviews
22%

Visit The Food Company’s Website For Information
22%

www.eMarketer.com

Source: Deloitte, “2010 Consumer Food Safety Survey,” May 11, 2010

117811
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Marketers Not to mention the possibility of developing applications for the 

for some time to come.

Cohesive Strategies: 4. 

and standalone applications. In order to maximize the potential 

comprehensive location-based strategies. These will utilize 
multiple LBS providers in conjunction with complementary 

in real time.

Return on Investment: 5. One of the most compelling aspects 

the clear path to commerce or some meaningful conversion. 
The ability to reach consumers in the moment when they are 
both present and engaged offers an unparalleled opportunity 

lifelong customers. The challenge of quantifying and realizing 

certain to follow.  
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Location-Based 
Service (LBS) 
Providers – 
Challenges and 
Opportunities

individual players and the industry as a whole face a number of 

channel for marketers. 

Critical Mass: 1. The quality that makes this space so 
compelling also makes it uniquely challenging. It is much more 
straightforward for location-agnostic web companies to achieve 
critical mass than for those bound by location. The geographic 
nature imposes limits on reach and relevancy for location-based 

but by the local or regional measure. This is compounded 
by tremendous competition in LBS and the subsequent 
fragmentation of the marketplace.

Competition: 2. As location becomes an adopted feature in services 

will have to respond accordingly. Native LBS companies will enjoy 
certain advantages in terms of brand positioning and the fact that 

and collaboration.

Privacy: 3. 

issues present the greatest barrier to mainstream adoption 
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LBS Providers

must make security and privacy management a top priority 
and then prove it. The whitespace opportunity and key to 

Resources: 4. Given that nearly every company in the LBS space 

This translates into lost opportunities not only for the providers 

powerhouses a distinct advantage in building out their location-
based offerings. The LBS industry should look to ecommerce 
and online publishing for network-based models that enable 

Microsoft 15.1 % 13.2 % - 1.9

RIM 42.1 % 41.7 % - 0.4

Apple 25.4 % 24.4 % - 1.0

Google 9.0 % 13.0 % 4.0

5.4 % - 0.6Palm

Share (%) of Smartphone Subscribers

Feb - 10 May - 10 Point Change

100.0 % 100.0 % N / A
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Monetization: 5. 
location-based services can evolve from simple features and 
applications into sustainable businesses. Each service has 

making the transition amounts to meeting each of the above 
challenges while creating sustainable value for consumers 
and marketers alike and generating revenue accordingly. The 

rate of response will be directly proportional to the relevance of 

can speed revenue generation by not only providing additional 
streams but also assisting in the discovery process itself i.e. 

LBS Providers

via smartphones. Pursuant to leveraging LBS for the purposes of 

Location-based services provide a number of ways to reach 

and point-of-purchase…with the notable addition of making a two-way 
connection. It is a new way for consumers to engage with brands and 
products and for brands to connect with consumers — in the moment.

Location-Based 
Engagements – 
The New 
Channel
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of a unique moment i.e. a personal experience attached to a 

become a meaningful part of it. 

person simply states their presence or associates him or herself 

Segmenting and ultimately serving customers based on their LBE 
history will be quite valuable for all parties. 

the various types of engagements with examples of the services 
that offer them and how they might be valued. By no means is this 
list comprehensive.

Location-Based
Engagements
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The Social Checkin: 

anyone who happens to be listening. Twitter Places also offers a de 

makes this a shallow engagement in terms of the location itself yet 

one can be valuable to a marketer. 

The Game Checkin: Location-based gaming is quickly becoming 

this space is certain to grow as companies seek to differentiate 
themselves and go beyond the checkin. Non-LBS companies may 
also export virtual games to the real world using Facebook Places 
as a gateway and platform. In addition to the geo-social apps that 

are places of business. By integrating real-world places into mobile 

periods of engagement. 

The Deep Checkin: The simple act of checking in represents a 
shallow engagement. While it is magnitudes greater than a non-

Location-Based
Engagements
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string multiple locations together with a common theme. And with 

the “Like” button. These additional steps signal a deeper connection 
with the location and offer corresponding opportunities to respond 
and reciprocate. These types of engagements are more valuable 

The Solo Checkin: It is possible to check-in to a location without 
sharing that information with anyone but the app maker and possibly 
the location itself. The CauseWorld app from ShopKick does 
exactly this. The incentive is driven by points (Karmas) that can be 
redeemed for tangible rewards such as planting a tree or donating a 
book. This is a deeper engagement than a social checkin because 
the location itself is the primary objective (notwithstanding the 
rewards). The absence of social sharing may reduce the net value of 

checkin (with the social option) has more mainstream potential and 
more readily lends itself to loyalty-rewards programs. 

automates solo checkins through a proprietary hardware solution. 
Select partners such as Best Buy integrate these application-sensing 

them into the location when they enter the store. Users can then earn 
rewards points (kickbucks) and gain access to promotions. 

The Product Checkin: Smartphones are changing how consumers 

Location-Based
Engagements
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or the company itself can attach coupon offers and other promotions. 

The Commerce Checkin: Services like Blippy and Swipley enable 
one to share their purchases with friends. When this occurs at a 

The Moment Capture: This type of LBE is driven by content 
creation and information sharing. It consists of any combination 

such that it is geographically relevant. Through the Twitter Places 

rich-media content that can be discovered accordingly. The problem 
with Twitter is the level of noise and geographically irrelevant 

is a major challenge. Facebook will clearly move in this direction 

structure. Pegshot is a startup that enables users to “peg” moments 

location-based publishing will experience tremendous growth and 
provide ample opportunity for advertising and branded content.

Location-Based
Engagements
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The 
MomentFeed 
LEA Platform –
Location-Based 
Business 
Intelligence

Location-based engagement data is the basis of our proprietary 

management across the entire LBS market. We call it the Location 
Engagement Analytics (LEA) platform. 

to understand the full extent of these engagements for their given 
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The MomentFeed 
LEA Platform

all points in their distribution network. The problem is that the LBS 
market is highly fragmented. Hundreds of millions of engagements 
are going unnoticed and unappreciated. And because the world 

engagement that need to be monitored. The MomentFeed LEA 
platform is designed to bring order to LBS space for marketers 

The LEA platform provides global as well as granular access to 
location data. It enables marketers to measure engagements and 

quality (level of engagement). It is designed to address the many 
challenges that marketers and LBS providers are facing today as 
well as the challenges to come. 
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LBS Base – 
Insights, Analysis, 
and Information

based services companies. This is the LBS Base. It includes in-
depth analysis and insight about how each company and application 

those interested in location-based marketing.

Note: All pages may not be live.

http://momentfeed.com/brightkite/
http://momentfeed.com/dehood/
http://momentfeed.com/doubledutch/
http://momentfeed.com/foursquare/
http://momentfeed.com/facebook-places/
http://momentfeed.com/loopt/
http://momentfeed.com/google-buzz/
http://momentfeed.com/mytown/
http://momentfeed.com/gowalla/
http://momentfeed.com/placepop/
http://momentfeed.com/pegshot/
http://momentfeed.com/twitter-places/
http://momentfeed.com/shopkick/
http://momentfeed.com/stickybits/
http://momentfeed.com/scvngr/
http://momentfeed.com/where/
http://momentfeed.com/whrrl/
http://momentfeed.com/yelp/
http://momentfeed.com/wereward/
http://momentfeed.com/brightkite/
http://momentfeed.com/facebook-places/
http://momentfeed.com/loopt/
http://momentfeed.com/gowalla/
http://momentfeed.com/pegshot/
http://momentfeed.com/google-buzz/
http://momentfeed.com/mytown/
http://momentfeed.com/dehood/
http://momentfeed.com/foursquare/
http://momentfeed.com/doubledutch/
http://momentfeed.com/whrrl/
http://momentfeed.com/placepop/
http://momentfeed.com/twitter-places/
http://momentfeed.com/shopkick/
http://momentfeed.com/stickybits/
http://momentfeed.com/scvngr/
http://momentfeed.com/wereward/
http://momentfeed.com/where/
http://momentfeed.com/yelp/
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About 
MomentFeed, 
Inc.

MomentFeed provides location-based marketing solutions that 

based engagements with a goal of reaching consumers in the 
moment—the moment when they are both present and engaged 

and exciting channel. 

Location-based technologies are changing the way consumers 

in real time across a wide array of services and applications. In 

offered through the MomentFeed Location Engagement Analytics 
(LEA) Platform. 

Contact MomentFeed

www.MomentFeed.com
Email: momentfeed@gmail.com
Phone: 310-494-6617
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Conclusion Will location-based services go from hype to the Holy Grail? 

take? That depends on a number of factors. Chief among them is 
how quickly brands move to pioneer and develop this new channel. 

brands and local businesses taking the initiative to activate the 
channel by encouraging their customers to participate and engage. 

One of the more compelling qualities of location-based 
technologies is that brands can leverage the existing LBS 

and promoting their own applications that offer one-of-a-kind 

is truly a rising-tide effect for the entire industry. 

that dominant players will emerge as they have with Facebook 
and Twitter respectively. This is partly due to the fact that location 

LBS needs for many. It also has to do with the variety of location-

especially if location becomes the holy grail of marketing and can 

networking and more like the publishing industry: a handful of big 

ones. Why? Because among the things that location is changing 
are the competitive dynamics of web-based businesses. 

What are the key takeaways for 

Understand the LBS space as a 1. 

one or two services
 

Monitor and measure the entire 2. 
LBS space

 
3. 

location-based strategies
 

Create new ways to engage 4. 
consumers in the moment
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