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Facebook Deals Out Another LBS Game 
Changer

Summary: This week Facebook announced 
a new “Deals” feature that will be part of its 
mobile Places product. Places allows users to 
check in to local merchants and points of in-
terest. As Places signified a notable user facing 

move, Deals closes the loop on the advertiser 
end of the equation. It puts a business model 
and backbone behind Places by allowing mer-
chants to create and manage promotions that 
drive check-in activity. 

Back in August, Facebook joined 
the emerging location-based services 
check-in space by launching Places. 
The Foursquare-like feature lets 
mobile users check in to any place in 
Facebook’s Places database (powered 

by Localeze). Check-ins are sent back to users’ Facebook 
walls and show up in their friends’ news feeds as a form 
of current status.

Corresponding Place pages (mobile and online) 
exhibit details of the location, news feed, pictures and a 
list of people who have checked in lately. Businesses can 
claim these, and Facebook’s 1.5 million existing local 
business fan pages will be phased into Place pages. 

Facebook Chief Executive Officer Mark Zuckerberg 
described the product’s drivers as helping users share 
where they are, who’s around them and what’s happening 
nearby. This is a key evolutionary step and has been 
under development for months, including rumored 
Foursquare acquisition attempts. 

Put another way, Places solidifies Facebook’s presence 
in the offline (real) world. This counters the longstanding 
irony of Facebook, and most social networks, facilitating 
virtual social interaction sometimes at the cost of the 
real-life version. 

But with Places, “where I am” adds a dimension of 
relevance to the “what I’m doing” that has become 
a centerpiece of the Facebook experience (i.e., status 

Analyst: Michael Boland   Document: Advisory #10-05

Facebook’s iPhone App, 
Featuring Places

SOURCE: FACEBOOK (2010) 



  A N A L Y Z I N G  M O B I L E  W E B  A N D  C O N T E N T  D E L I V E R Y                      1 1 . 0 5 . 1 0

 Mobile Local Media

2

BIA/Kelsey | 15120 Enterprise Court, Chantilly, VA 20151 | Telephone: (703) 818-2425  
Fax: (703) 803-3299  | E-Mail: tkg@kelseygroup.com  | Copyright © 2010 BIA/Kelsey. All Rights Reserved.

update) — especially for its 200 million mobile users.
Viewed in light of Facebook’s 1.5 million, and 

growing, relationships with local businesses, it’s suddenly 
an interesting position to put together buyer and seller 
in locally relevant ways.

Specifically, Places creates additional touch points to 
local establishments with the hope of further solidifying 
the social network’s positioning with SMBs. This much 
can be gathered from the landing page set up to explain 
Places and promote it as an entrée to Facebook ads:

Places creates a presence for your business’s physical 
store locations — encouraging your customers to share 
that they’ve visited your business by “checking in” to 
your Place. When your customer checks into your 
Place, these check-in stories can generate powerful, 
organic impressions in friends’ News Feeds, extending 
your brand’s reach to new customers.

Once you claim your Place, you’ll be able to 
advertise it just as you advertise your Facebook Page. 
To advertise your Place, click “I want to advertise 
something I have on Facebook” in the ad creation flow 
and choose your Place from the drop-down menu.

For those familiar with Google’s local efforts, this may 
sound a lot like Google Places. Facebook didn’t reach 
very far to set apart the value proposition (and name) of 
its Places feature. Indeed, Facebook Places represents an 
inflection point in what will be a longstanding battle 
between the two tech giants for mindshare, traffic and 
local merchant ad dollars. 

It’s a Deal
Places’ monetization took new life this week when 
Facebook announced that Deals will join the Places 
product family. It was positioned as a way for users to 
discover local promotions and for merchants to drive 
check-ins and foot traffic. 

In addition to the aforementioned Place pages that 
businesses will be able to claim and manage, the Deals 
platform will add a simple back-end management 
dashboard. This will include the ability to create and 
manage promotions and incentives for checking in. 

These take form in redeemable coupons offered on 
mobile Place pages and activated with check-ins. In 
list views of nearby places, yellow icons indicate which 

merchants in proximity of the user are offering deals.
Currently, there are a few flavors of these deals: 

individual discounts, free merchandise or rewards, 
friend deals (requires friends to claim the offer 
together), loyalty deals based on frequency, and 
charity deals that involve business pledge donations 
predicated on check-ins. 

Having both local and national components, 
Deals will be available at first to 22 premium (brand) 
partners and 20,000 SMBs. Examples provided by 
Facebook include:
 24 Hour Fitness: Donating $1 to Kaboom to 
support children’s health for everyone who checks in 
to its fitness clubs.
 Alamo Drafthouse Cinema: Hosting a free screening 
for whichever of its movie theaters gets the most check-
ins and giving free souvenir Facebook Places pint glasses 
just for showing that you’ve claimed the deal.

Facebook Place Page
SOURCE: FACEBOOK (2010) 
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 American Eagle Outfitters: Offering 20 percent off.
 Chipotle: Giving its Facebook guests two entrées for 

the price of one.
 Gap: Giving blue jeans to the first 10,000 customers 

to claim its deal.
 Golden State Warriors: Inviting those who check in 

to an exclusive event with a basketball player on the 
NBA team from Oakland, California.

 Harrah’s: Offering a complimentary nightclub 
admission, buffet or other gift to people who stop by 
any of its 10 Las Vegas resorts.

 H&M: Offering 20 percent off.
 JCPenney: Giving $10 off any $50 purchase.
 Lululemon: Sharing the gift of yoga by giving guests 

a pass to a local yoga studio.
 Macy’s: Offering 20 percent off select merchandise.
 McDonald’s: Giving $1 per customer to the Ronald 

McDonald House Charities.
 North Face: Donating $1 to the National Park 

Foundation for every person who checks in at a North 
Face store or National Park.

 The Palms: Upgrading your room or extending your 
weekend at the hotel another night — on the house.

 REI: Donating $1 to a local conservation nonprofit 

when you visit its stores.
 San Francisco 49ers: Giving 
to the first 200 fans who check in 
the opportunity to buy tickets to a 
subsequent football game for just 
(you guessed it) $49.
 Starbucks: Donating $1 per guest 
to Conservation International.
 TAO and LAVO: Adding you and 
a friend to an upcoming guest list at 
one of the nightclubs for checking in.
 Texas Tech: Giving away 100 
pairs of tickets.
 University of California at 
Berkeley: Letting football fans who 
check in form the human tunnel 

through which the players run.
 University of Nebraska: Inviting attendees to a 

meet-and-greet with a Husker living legend.
Currently, businesses can create deals for free. 

Facebook positioned them as providing the benefit of 
bringing in more users and also developing advertiser 
relationships that will bear fruit in other ways, such as 
display advertising.

But more likely, Facebook is keeping the Deals 
platform free and simple to get the ball rolling and will 
flip the monetization switch soon — similar to what 
Foursquare and others in the check-in space are doing. 

“It starts to solve an age-old problem that local 
businesses have always had,” said Emily White, director 
of local at Facebook. “They’ve been told they need 
to be online. But it hasn’t always been clear what the 
benefit is.

“That’s what this Deals platform allows. It’s turning 
those fans, those visitors, those eyeballs into real dollars, 
real people and real business.”

Killer App
Facebook’s entrance sends ripples — if not tidal waves 
— across the embryonic check-in space. The question 

Facebook Deals, Caffeinated
SOURCE: FACEBOOK (2010)
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is whether it will have a positive or negative impact on 
other players.

Much of the speculation in the wake of Places’ 
August launch has in fact centered on whether it will be 
a “______ killer” (insert Foursquare, Gowalla, Loopt, 
MyTown, Yelp, etc.).

But ultimately, it could do more good than 
harm to Foursquare and other check-in services. A 
major challenge for geosocial services is mainstream 
penetration. Foursquare, for example, has fewer than 4 
million users despite its tech media adoration. 

Meanwhile, Facebook’s entrance to the space pushes 
the idea of “checking in” to half a billion users. This 
will indirectly shed mainstream light, awareness and 
education on mobile geolocation services.

The Places API is also available to these players to 
pull in and push out check-ins. Gowalla and Loopt, 
for example, have already integrated “read” and “write” 
APIs and see Places as more of a platform to aggregate 
content and users.

“There are a lot of check-in services and Facebook is 
a platform on which to publish that information,” Andy 

Ellwood, director of business development for Gowalla, 
told BIA/Kelsey. “A check-in is just saying ‘I want to 
engage and here’s where I am.’ Our job is to build more 
engagement and interaction around that.”

Facebook has indeed commoditized the check-in, but 
branding, design, features and unique local data will save 
these smaller players. Foursquare is big on this idea, and 
Gowalla has differentiated itself through design, local 
“Highlights,” Photos and Trips, among other things.

With Deals, Facebook has now positioned itself for 
this same facilitation role on the advertiser side. Just as 
it has with users, its reach will enable it to “mainstream” 
claiming a listing and creating deals.

Deals will also virally spread much further than 
they do within Foursquare’s much smaller social graph. 
Unlocking deals, publishing them to your wall and 
sharing them with friends will boost deal (and thus 
merchant) exposure via network effect. 

Put another way, the acts of checking in (users) 
and managing deals (merchants) are now exposed to a 
massively larger segment than Foursquare or anyone else 
could reach through their own marketing channels or 

social graphs. Will this exposure “rise all boats” is the 
question?

It’s our belief that it will help services whose 
monetization relies on merchant participation. 
Ironically, this includes competitor Google Places, as 
Facebook evangelizes the merits of claiming a profile 
and investing limited resources rather than spending 
much more on traditional advertising. 

Further in support of location-based deals is the 
merchant demand that Groupon has proved to exist. 
Like Groupon, many LBS deals are based on the 
cost of acquiring a customer — an investment in 
which many merchants have shown interest, versus 
traditional or faith-based advertising.  

Final Thoughts: The Great Experiment
Facebook Places will likely take the role of platform 
and audience aggregator, rather than “killer.” It will 

Aggregated Local Content 
Within Places

SOURCE: FACEBOOK (2010) 
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bring check-ins to the mainstream, but the question is 
whether they will be met with open arms or a collective 
“who cares?” While check-ins have become standard 
issue for the mobile elite of San Francisco and New 
York, do they have the staying power to be a new form 
of communication on the mainstream stage?

So far that hasn’t been the case. Pew reported this 
week that an average of 7 percent of Americans use 
check-in services, which is consistent with previous 
data from Forrester Research that only 4 percent of U.S. 
online adults use these services.

This paltry adoption is mostly due to lack of exposure. 

If anyone can push the act of checking in to the masses, 
it’s Facebook with its 500 million global users. However, 
there’s no guarantee it will catch on. 

Facebook Places only ensures that the check-in 
— as a social phenomenon and centerpiece for deal 
distribution — is given a proper audition. If it doesn’t 
change the world in the ways many pundits believe it 
will, it can’t be said it was for lack of exposure.

It’s a classic “if you build it, will they come?” scenario. 
And the check-in’s fate as a form of LBS currency hangs 
in the balance. The coming months will provide the 
ultimate experiment of the wide-scale appeal of the local 

check-in, once and for all.
For argument’s sake, if it does reach mainstream 

awareness and penetration, the next question is, who 
will be the winners? The answer lies in the fact that the 
check-in, like the local review, will mostly be a feature 
and not a business.

It will become an expected element of most 
mobile and social LBS products, rather than the 
solo component of a few. But in order to stave off 
fragmentation and “check-in fatigue,” we believe a few 
sources will federate check-ins from many services.

The survivors in this second tier will differentiate 
with niche markets, verticals or other forms of 
branding. Likely candidates include Foursquare, 
Loopt, Gowalla, MyTown and Yelp. 

And the clear front runner for the central repository 
that aggregates, federates and rules them all is clearly, 
at this point, Facebook. MLM


