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Tactically Using 
Place-Based Applications

August 2011

Logistics
Ask questions!  Otherwise I’m speaking to a black hole!

Use the Raise 
Hand button

Enter questions 
into the Chat 
with Presenter
box

Make the slideshow 
or demo bigger
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Logistics

I’ll doing some wholesale muting and unmuting, but you 
can do it yourself as well.

*6 to 
Mute*7 to Un-mute

Wait for the recording to begin…
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Introduction

Andrea Berry
Idealware’s
Director of 
Partnerships and Learning
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Introductions- Case Studies

Elyse Poinsett
Rosenbach Museum and 
Library
Marketing and Special 
events Associate

Amanda Inderbitzen
Kimmel Center for the 
Performing Arts
Marketing and Communications 
Specialist

What in the world are place-based apps?

1. Find Location

2. Check In

3. Redeem for Deals
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The Personal User

The Nonprofit User
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The Tools

Foursquare

www.foursquare.com

• The most popular social “check-in” app
• Can add tips to your check-ins and read 

tips that others leave for theirs
• More for fun/socializing than for research
• Discounts and deals

• The most popular social “check-in” app
• Can add tips to your check-ins and read 

tips that others leave for theirs
• More for fun/socializing than for research
• Discounts and deals
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Gowalla

www.gowalla.com

• Attractive interface.
• Can build “trips” for others to follow.
• Can be useful for “on the street” research, but 

main focus is fun and social check-ins.

• Attractive interface.
• Can build “trips” for others to follow.
• Can be useful for “on the street” research, but 

main focus is fun and social check-ins.

Yelp

www.yelp.com

• Strong on venue research and user reviews.
• Useful concise venue summaries
• Active user forum for questions and answers.

• Strong on venue research and user reviews.
• Useful concise venue summaries
• Active user forum for questions and answers.
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Facebook Places…soon to be changed

www.facebook.com

Facebook is changing this feature:
• “Places” to be converted to “Pages”
• Check-ins broadcasted to your Facebook 

network, but it seems that we may loose the 
ability to easily see where our friends are

• Can add photos to your check-in & tag friends
• Can add location to your status update & photos
• More for fun/socializing than for research

Facebook is changing this feature:
• “Places” to be converted to “Pages”
• Check-ins broadcasted to your Facebook 

network, but it seems that we may loose the 
ability to easily see where our friends are

• Can add photos to your check-in & tag friends
• Can add location to your status update & photos
• More for fun/socializing than for research

Google Maps

www.maps.google.com

• Strong on venue research 
• Widespread tool use
• You can claim location and add info
• Includes Wikipedia, Trip Advisor and other links

• Strong on venue research 
• Widespread tool use
• You can claim location and add info
• Includes Wikipedia, Trip Advisor and other links
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Other Players in the Field

Ask yourself: is this tool worth my time?

Functions
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Growing Traffic and Building Relationships

Traffic: Get on the map!

Where do 
you show up 
in a search?

Are you 
there at all?
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Traffic: Show your traffic

Traffic: Generate traffic
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Relationships: Friend-to-friend

Relationships: Reaching out to new supporters
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Relationships: Identifying strong supporters

Relationships: Customer Service
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Case Study:
Rosenbach Museum and Library
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BloomsdayDr. R's Library

Decorative Arts Collection
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Picking from the Pile

1) Keeping my eyes open.

2) Reading Mashable, etc.

3) Paying attention to what 
evaluation tools are

interfacing with.

The Rosenbach’s Social Media Bar

Our least popular source 
of check-ins

(But Yelp has more to offer, like page 
views, reviews , yelp deals)

Our most 
popular check-

in tool
My “Watch List” 
includes…

Runs itself since 
we merged it with 

page
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Lobby 
Screen

Visitor Services Desk
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I’m watching….

D.I.Y.

1) Adjust your expectations
Clues: How many people open your e-news on a smart 
phone? How old is your average visitor/attendee? 

2) Redemption : unlock : check-in Ratio
If your offer is “good,” ideally this ratio should approach 1:1:1 
for  a single check-in offer. 

3) Redefine success by growth
Keep track of check-ins per day? Per week? As a percentage 
of correlated attendance figures?
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� WARNING! Keep a record of campaign-
specific data or lose it?

� Immediate gratification-style offers 
DOUBLED our check-in rates

� If people actually “claiming” their deal 
(after unlocking it) is low...adjust your 
deal

� If results are modest: set it...and forget it. 
Re-think quarterly? Twice a year? Time is 
money.

� Keep a tab on group deals to see if sites 
begin folding location-based offers into 
their realm

“Set it…
and forget it!”

- Ron Popeil for 
Showtime Rotisserie

5'���	�
�*
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Case Study:
Kimmel Center for the 

Performing Arts

Kimmel Center for the Performing Arts
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Managing Multiple Locations

Managing Multiple Discount Campaigns
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Discounts as a Recruitment Tool

Issues Can Come Up…
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Monitoring Success

Does it make sense for you?
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Do you have a physical place?

What is your audience doing?

Getting Deals

Checking In

Telling Others

Playing Games

Getting Together
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What are your goals?

Attracting New Constituents
Driving Foot Traffic

Bringing In New Business
Providing a Custom Service

Creating a New Avenue for Communication
Strengthening Relationships

Taking The Next Step
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Which ones should you use?

What is your audience using?

What are your goals?

What exactly do you want to do?

What do you have time for?

Claim your location and set it up!
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Discounts and Deals

Attract New Customers Encourage Customer Loyalty

Set it free…

… and see what happens
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Check back in to see how you’re doing

Questions?


