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HipCricket is one of the lead-
ing mobile marketing companies  
used by broadcasters today. Since 
launching in 2004, it has been con-
necting radio one-on-one to its lis-
teners through producing interac-
tive mobile marketing campaigns. It 
has helped take radio from getting 
feedback from a couple of hundred 
callers, to getting responses from 
thousands and potentially millions 
of text users. 

And it’s not just about touching 
more listeners. These campaigns 
generate new revenue for clients, 
which in addition to radio includes 
television, name brands, and agen-
cies. Names like Clear Channel 
Radio, Premiere Radio Networks, 
Cumulus Media, Triad Broadcast-
ing, Perry Broadcasting, Sandusky 
Broadcasting, Katz Media Group, 
Beasley Broadcast Group, Bonnev-
ille International, Cox Radio, NBC, 
Coca Cola, Staples, and others are 
all on the HipCricket client list.

In the four years since launch-
ing, HipCricket has implemented 
more than 17,000 mobile market-
ing campaigns. These campaigns 
help to increase listener and con-
sumer loyalty by tapping into the 
behaviors and interests of 136 mil-

lion Americans. HipCricket is an 
Innovator in radio because is has 
helped change the playing �eld, 
allowing radio to compete on mul-
tiple platforms for revenue. 

Radio-Info.com talked with one 
of the founding members of Hip-
Cricket, CEO Ivan Braiker. A 30-
year veteran of the broadcast in-
dustry, Braiker has managed and 
owned radio facilities and networks. 
He shares his thoughts on the role 
HipCricket—and mobile marketing 
in general—has played in moving 
our industry forward.

RI: When you �rst considered the 
concept of mobile marketing, what 
was your initial vision for how it could 
be used for radio broadcasting?

listener, and a marketer. 

There has always been this tension 
between programming and sales in 
radio. What I saw in mobile market-
ing was a way to serve both goals: 
programming needs and also be 
revenue generating. Programming 
loves it because it’s a touch point 
to stay connected with the listener, 
while the advertiser also gets some-
thing positive from it.

RI: How has mobile marketing 
transformed radio broadcasting in 
its short history?  How do you see 
it being used and changing radio in 
the future?

Ivan Braiker: It has been an evolu-
tion, and it will take more time to see 
its full potential. For some stations, 
they saw the potential and adapted 
the tool very quickly into what they 
were already doing. For others, it 
may take longer for them to see the 
bene�ts of mobile marketing. One 
example of a success was in a rela-
tively smaller market, Evansville, IN. 
We did a quick-start, intensive train-
ing program with the sales team, on 
how they could use the tool to bet-
ter serve advertisers. In one week, 
they had written up a half million 
dollars in mobile campaigns. The 
great thing about a mobile cam-
paign is that it can be a sales-only 
tool, and programming never has to 
be involved if it doesn’t want to be, 
but I haven’t run into a programmer 
yet who didn’t “get it” and want to 
use it.

At HipCricket, we also took a mul-
tiple department approach, talking 
to programming and sales both, 
not just one or the other. For most 
stations, NTR is where the revenue 
growth is. And both programming 

Ivan Braiker: When it was �rst pre-
sented to me by [Director of Sales] 
Graham Knowles, and Iain Simms
 I thought it was amazing and 
envisioned the potential power it 
could have as a sales tool. 
That was in late 2003, and we 
still didn’t have cross carriers [text 
messaging that could translate be-
tween different carriers]. But as soon 
as it was available, the reality of mo-
bile marketing was born. I thought 
this would be a way for radio to stay 
in contact with its listeners and at 
the same time, create compelling 
interactive elements with advertis-
ing. This would be interactive with-
out the web. It would be immediate 
communication between a station, a 

What I saw in mobile 
marketing was a way 
to serve both goals: 

programming needs and 
be revenue generating.



r a d i o - i n f o . c o m  : :  r a d i o ’s  i n n o v a t o r s  / /  s e p t e m b e r  2 0 0 8  / /  n a b  a u s t i n  / /  h i p  c r i c k e t

RADIO INNOVATORS

SMS (Short Message Service) 
becomes available to cell phone 

customers in Europe and Asia

The first cross-carrier of a SMS 
shortcode campaign is used by 

the Lebatt Brewing Company

Approximately 300 million 
text messages are sent 

per day in the U.S.

2000 2002 2002

HipCricket is formed by 
founders Ivan Braiker, Graham 

Knowles, and Eric Harber

2004

Approximately 2.5 
billion text messages 

are sent daily in the U.S.

Today

WPOW “Power 96” Miami, conducts a 
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and sales are involved in some as-
pect of NTR. In the future things like 
mobile marketing and other NTR will 
be the standard form of revenue.

RI: Who are the greatest bene�cia-
ries of mobile marketing? —Radio, 
the clients, or the users? 

that sense, radio is a bene�ciary as 
well, because this new service is il-
lustrating just how effective radio is to 
reach consumers—whether it’s over 
the air or in other delivery systems. 
Everybody talks about Social Net-
working and its interactive potential. 
Well, radio is and always has been 
the biggest social network out there. 
Radio is the most personal of all the 
mass media out there. Let’s use it to 
our greatest ability. Marry the radio 
with the mobile device—everyone 
has one.

RI: Can you tell me some of the most 
interesting and successful campaigns 
HipCricket has been involved with?

Ivan Braiker: People have heard 
about the School Spirit Contest that 
WPOW did in Miami. They had over 
four million listeners text in—and 
doubled their data base in about 
two weeks. 

The station that I mentioned earlier in 
Evansville—in addition to the half mil-
lion dollars they brought in, they also 
brought in 40 new accounts over the 
subsequent weeks. In Salt Lake City, 
Simmons Media did a campaign for 
Brad Paisley tickets. Listeners could 
text in, and they got a response, 
which was an ad from a client. The 
advertiser received an 80% return 
response and so they decided to 

sponsor all text contesting for the 
next year. In Knoxville, a client sta-
tion started using mobile marketing 
as an ad tool to sell to clients, and 
they wrote up $100,000 in business 
in one day. 

For radio, it’s about 
utilizing one of its 

most valuable assets: 
its data base.

“

”
Ivan Braiker: The truth is, the user, 
and that is what makes it so good 
for the radio station and its clients. It 
gives the user the ability to have an 
immediate call to action. It’s not like 
they call on the telephone, and get a 
busy signal. They can get a coupon 
immediately, just by texting. It’s fast, 
immediate and convenient. We’ve all 
heard that today’s generation want 
their information, their music—what-
ever it is they want—now, on their 
time, not on anyone else’s. That’s why 
we see things like TiVo, and On De-
mand becoming so popular. 

For radio, it’s about utilizing one of its 
most valuable assets: its data base. 
Radio used to sell the data base. 
Now broadcasters are realizing they 
have more to offer marketers. So, in 

RI: In what ways do radio broad-
casters fail to embrace new ideas 
or innovations?

Ivan Braiker: Radio has been so 
beat up the past few years. When 
you go to them and discuss the ca-
pabilities and possibilities of a prod-
uct, they are excited. You tell them, it 
will cost you X amount of dollars, but 
you could end up making XX amount 
of dollars. But because it’s going to 
cost them, the excitement wanes.  
They are afraid of spending any mon-
ey for fear of losing their jobs. The in-
novation is out there, but broadcast 
companies need to take a chance 
and invest in their future.

-DH

More about HipCricket at 
www.Hipcricket.com

Radio is the most 
personal of all the 
mass media out 

there. Let’s use it to 
our greatest ability.
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