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A location-based 
service (LBS) is an 
information and 
entertainment service, 
accessible with mobile 
devices through the 
mobile network and 
utilizing the ability to 
make use of the 
geographical position 
of the mobile device 

Location Based 
Services 

LBM bridges the 
gap between all 
forms of 
marketing media. 
Inclusive of social 
media, internet, 
and real life 
interaction 

Location Based 
Marketing 

“It’s about the horizontal integration of all 
media around the engagement of a 

consumer in a specific place” 



What Is The LBMA? 

An International trade association that 
thinks location-first, and then seeks to 
explore the mix of marketing media 
necessary to reach the consumer or 
customer in a specific place. 



What Are We About? 

1.  Research 

2.  Education 

3.  Collaborative Innovation 



Why Should You Get Involved? 

1.  We are growing fast (250+ members) 

2.  Operations in NY, SF & Amsterdam with 
Singapore and Sao Paulo coming 

3.  We are member-based & member driven 

4.  This Week In Location Based Marketing 

5.  We want your help (re-branding) 

6.  Location Lab and Place Registry 



Founding Sponsors & Media Partners 



Event Sponsors 

Location Based Digital Ad Network



Consumer Centric LBM 

Using mobile phone to 
share… 

• Where you are 
• What you’re doing 
• With your network 
• To get more info. 
• And change your 
experiences 



Brand Centric LBM 

Using location to 
engage consumers… 

• Where they are 
• Target your message 
• Offer deals/incentive 
• Drive increased sales 
• And measure ROI 



Who Uses Location Services 

• 80% male 
• 70% 19-35 yrs. old 
• 70% college grads 
• 38% considered 
influential 
• 20% more likely to do 
mobile research 



Online Consumer Evolution 



Why Do They Use Location Services? 



Why Do They Use Location Services? 



Why Should I Care? 



The Future IS already here 



Measuring Location Based Success 

Adarsh Pallian – Founder & CEO 
Geotoko Inc. 
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Location-Based Marketing Success 
MEASURE 

Check-in and tweet using #LBMA 



Adarsh Pallian 

www.geotoko.com 

•  CEO, Geotoko.com 
•  Founded Geotoko in May, 2010 
•  Located in Vancouver, BC 
•  @pallian on twitter 



“simply put, location changes everything.” 
- matthew honan, wired magazine 



“simply put, location changes everything.” 
‐ ma%hew honan, wired magazine 

The Check-in Landscape 



5 Billion Mobile Users Worldwide in 
2010 

FOURSQUARE 
7+ million users, 2 million daily check-ins, 
60% US and 40% international 

FACEBOOK PLACES 
30+ million Facebook Places users,  
1.5 million local businesses on FB Places 

60% of consumers now search for deals digitally before shopping 



THE PROBLEM Managing and measuring check-ins, tips, 
reviews, photos and tweets your 

customers leave across all your locations… 



THE PROBLEM … could be a problem. 



Welcome, Geotoko 



Geotoko provides an easy-to-use 
web-based dashboard for businesses 

to create, manage and measure 
their location-based marketing programs 

across multiple platforms and venues. 



01 Create 

Build and distribute deals 
and promotions on multiple 
LBS like foursquare and 
facebook places. 

•  Sweepstakes 
•  Daily Giveaways 
•  Instant Win 
•  Loyal Visitors 
•  Door Crashers 
•  Club card 

02 Track 

Aggregate in-depth, real-time 
data to deliver meaningful 
metrics, actionable insights 
and measurable ROI 

•  Intelligence (heatmap) 
•  Geo-Score 
•  Demographics 
•  Location analytics 
•  Social influence 
•  Behavioral patterns  



Lets talk analytics. 



Location Intelligence 



Location Intelligence 



Location Intelligence 



Social Influence 



Check-in Details 



Check-in Details 



Check-in Details 



Check-in Details 



Check-in Details 



Batch Location Upload 

Large businesses can monitor LBS traffic and 
engagement from multiple sources across  

hundreds or thousands of locations 
with just a few clicks. 



What about ROI? 

Marketers at companies with a  
social media strategy in place  

are twice as likely to report that their 
initiatives are producing quantifiable profits. 

Source: R2Integrated (April 2010)  



01 Create a strategy 
Evaluate internal resources, past performance and future objectives. 
Extracting location-based marketing ROI requires patience, preparation and 
foresight. 

02 Establish Metrics  
Take advantage of our analytics platform and customize this arsenal to 
reflect the organization’s broader business goals and a formalized plan for 
geo-social analytics. 

03 Benchmark 
Create performance targets before launch and continuously monitor both 
internal progress and external developments (activity of competitors) in the 
geo-social space. 



Welcome to the future 



Thank You 

adarsh@geotoko.com 
778 858 4967 

@pallian 



The Panel 
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Event Sponsors 

Location Based Digital Ad Network



What’s Next? 

1.  LBMA NY – April 12th 

2.  LBMA Amsterdam – April 28th 

3.  LBMA Toronto – May 5th 

Get involved  
Join the LBMA today! 


