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24 ROUGH NOTES

Mobile is the one platform that can 
put your business directly and immediately in the 

hands of your customers and prospects before, 
during and after events happen.

MOBILE MOMENTS: ARE YOU READY?
A three-step process for developing your mobile platform

F 
irst it was the “web.” Then it was “social.” Now 
it’s “mobile.” The pace of technological change 

is daunting. If you were late to the party for the 
first two, you better not be late for mobile.

Mobile has fundamentally transformed every 
element of consumer behavior. And it’s trans-
formed how businesses engage with shoppers and 
buyers. From my perspective, the mobile trans-
formation is good for insurance agencies. That’s 
because mobile is the one platform that can put 
your business directly and immediately in the 
hands of your customers and prospects before, 
during and after events happen. I call them 
mobile moments.

Mobile: What and why?
Generally speaking, when people refer to 

“mobile,” they mean smartphones and tablets. A 
smartphone has advanced features that basic fea-
ture phones lack. Manufacturers include Apple, 
Samsung, Motorola, HTC, LG, Nokia, BlackBerry, 
Erickson and others. How a mobile device functions 
depends on its operating system. More than 90% of 
smartphones in the U.S. run on Google’s Android or 
Apple’s iOS. BlackBerry and Windows Mobile each 
have a small market share.

Today, some 240 million mobile phones are used 
in the U.S. Up to three-quarters of mobile phone 
users are using smartphones. And these are your 
customers and prospects.

There’s a phrase that’s been coined by Flurry 
Analytics, a firm that analyzes how people use 
“apps”—the programs that drive smartphone opera-
tions. They say, “It’s an app world. The web just 
lives in it.” Their data show that, on average, U.S. 
consumers spend more than 2.5 hours a day on 
smartphones and tablets—with 80% of that spent 
inside apps and the rest on the mobile web.

According to Flurry, overall app use in 2013 
posted a 115% year-over-year growth. This was led 
by a 203% increase in the use of messaging and 
social apps, followed by a 149% jump for utility and 
productivity apps.

Let’s cut to the chase: People are using 
smartphones to get things done. While very few 
business verticals deserve real estate on a smart-
phone, I’d say insurance is one of them. Although 
clients may not engage with insurance agencies 
often, when they do, it’s usually because some 
event—or mobile moment—has occurred and they 
need you right away.

With a mobile app, you can be there for them in 
a meaningful way with just one tap of the screen.

A mobile marketing app lets you engage with 
clients in ways that complement your website, 
using interactive elements your website doesn’t 
offer. Believe me when I say “If your local agency is 
not there for your clients in a meaningful way on 
their smartphone, another agency will be. Or, worse 
yet, your clients will soon be riding a wave-runner 
with GEICO’s Maxwell, the pig.”
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Mobile strategy for agents
There are three steps you should 

take to engage clients on the mobile 
platform. A good first step is to opti-
mize your website for viewing on a 
mobile device. Sometimes this is also 
called a “web app.” The boundar-
ies between “website” and “web app” 
become somewhat blurry when the 
developer implements some functional-
ity into the web page. Web apps and 
mobile apps are different things; we’ll 
discuss mobile apps later.

There are a few reasons to opti-
mize your site for viewing on a mobile 
device. First, it enhances your current 
web efforts. Second, it makes it easier 
for clients to use your website on a 
mobile device. Finally, it is important 
in driving mobile search results. That’s 
key, because mobile searches are pro-
jected to overtake desktop searches 
before we know it.

The second step is to build a 
“responsive” site, to achieve a mea-
sure of consistency across devices. 
Doing so creates a similar experience 
for users across platforms. While 
responsive web design brings consis-
tency and improves user experience, 
there is a downside. It can lead to 
slower load times and potentially 
pushes too much information for 
effective mobile use.

It’s important to understand that 
websites—response or otherwise—are 
not apps. I’ll say it again: web-
sites—even responsive websites—are 
definitely not apps. They have different 
functionalities; that’s why people use 
apps rather than websites for banking, 
travel and a host of other things.

This leads to the third step 
in the strategy: get your agency a 
really good mobile marketing app. 
It’s important to do your homework 
before deciding which app is right 
for you. And again, it’s important to 
understand what mobile apps are 
and the increased functionality they 
offer, compared to websites, even 
responsive ones.

True mobile apps are downloaded 
onto a mobile device, usually from 
Apple’s iTunes App store or Google’s 
Play store. They actually incorporate 
features native to the device. They 
serve a specific purpose and provide 
features and benefits available only via 
the mobile application.

There are a number of reasons to 
offer a good mobile app. First, employ-
ees end up taking a lot fewer calls 
for bill payment and inquiry and cus-
tomers are happier because they get 
immediate gratification through the 
app’s self-service features.

Second, you’ll derive the same 
benefits—more, actually—with claims 
transactions. Customers can report 

and check on claims quickly. Data 
show that the longer it takes to report 
claims, the higher the ultimate payout. 
Faster reporting that requires less 
employee intervention creates happy 
clients, lowers claims payouts and is 
an all-around win for your agency.

A third reason grows out of the first 
two: your staff will have more time 
for other tasks. Whether that means 
selling more, rounding accounts, main-
taining database integrity, or some 
other important functions, the app 
frees up employees to address them.

Finally, apps drive better two-
way communication. With your 
contact information at their finger-
tips, customers can reach you when 
and where they need. You have a 
dashboard that lets you reach out to 
customers—one-on-one or en masse—
in the same manner, whenever and 
wherever. And you can do so legally; 
when they download the app, they 
give you permission.

In summary, a mobile app is a pro-
active tool that provides customers and 
prospects certain benefits and services 
not available on your website. At the 
same time, it also provides data and 
functionality back to the agency that 
can help facilitate better communica-
tion and increased revenue.

As you start your exploration, 
be wary of firms that say they don’t 
build apps but rather mobile web-
sites. There’s probably a reason for 
that: they may not have the skill set 
to build native mobile apps. There 
are many digital marketing firms 
that tell insurance agencies that all 
they need to do to engage clients 
and prospects on a mobile platform 
is optimize their website for mobile 
viewing. That’s just plain wrong. And 
if it’s the advice you’re receiving, 
look elsewhere.

In my next column, we’ll dig deeper 
into mobile and look at questions to 
ask when building a mobile app and 
features you’ll want to incorporate. In 
the meantime, work on the first two 
steps—optimizing your website and 
making it responsive—and start think-
ing about the third. ■

The author
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