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MARKETING

By any measure, Verizon’s marketing of its fiber optic 
service offering has been highly successful. Entering 
metropolitan markets strongly dominated by cable, the 

company achieved penetration rates of about 35 percent in 
only a few years. Yet the marketing method it used was some-
thing of a blunt instrument – until now. 

Typically, Verizon markets the same bundles to everyone 
in much the same way, though it concentrates advertising in 
areas where it is launching services. In multiple dwelling unit 
(MDU) properties, Verizon markets through direct mail and 
email, and it assigns local sales representatives to interact with 
leasing agents and consumers. Last November, however, the 
company tried out a new “hyperlocal” marketing campaign 
aimed at young, tech-savvy consumers in the Washington, 
D.C., metropolitan area. 
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WAshington As A test MArket 
When the District of Columbia awarded Verizon a video fran-
chise in early 2009, the company committed to make FiOS 
TV available throughout the district over the next nine years. 
That rollout is now well under way, and FiOS is also available 
in many of the suburbs around Washington. 

Washington is an ideal test market because it’s big but not 
too big. A pilot project there can yield reliable results at a price 

that doesn’t break the bank. Its other advantages include a siz-
able population of young professionals.  

Because of the presence of the federal government, the 
metro D.C. housing market – especially for MDUs – has re-
mained one of the few bright spots in an otherwise gloomy 
national market, with many under-40 professionals occupying 
rental apartments and condos. (Overall, more than 21 percent 
of D.C. metro residents live in MDUs.)

Armed with smartphones and tablets, these “technowledge-
ables,” as Verizon refers to them, are a sophisticated bunch who 
want the very best of everything, from gadgets and clothes to 
entertainment. The company’s marketing research showed that 
young people who live in apartments or condominiums con-
sider the Internet and TV their primary sources of entertain-
ment and use wireless devices to stay connected at or away from 
home. They spend an average of 14 hours per week online.

tArgeting the trendsetters
To reach these trendsetters, Verizon launched a two-pronged 
effort. First, it identified their favorite haunts and made an 
effort to advertise to them there. Chris Anderson, director of 
marketing for Verizon’s telecom division, explains that, though 
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Verizon already did a good job of reach-
ing consumers in their homes, “What we 
wanted to do in areas with high concen-
tration of opportunity was to elevate the 
message and be a little more pervasive.… 
Out-of-home advertising is a key ele-
ment. We’re reaching them where they 
spend their time – in gyms, bars, restau-
rants, movie theaters and mass transit.” 
The advertising venues are all close to 
MDU buildings where FiOS is avail-
able, and the advertising images feature 
the sort of young, hip customers that 
FiOS is targeting with messages such as 
“Looking for reliable roommates with 
the most reliable Internet” and “Wanted: 
Small studio and huge bandwidth.” 

“Strategically, we see FiOS as an 
amenity like a doorman, a view or a 
gym,” Anderson notes. “We want to 
bring FiOS into that same class of con-
siderations and demonstrate why it’s so 
important to have FiOS in the building.”

Friend Me, FolloW Me
The second prong of the marketing 
campaign involves reaching young pro-
fessionals through digital media. One 
technique is behavioral targeted adver-
tising, which delivers online and mobile 
ads based on user search and navigation 
behavior. Another technique involves 
communicating through these users’ fa-
vorite social media – Foursquare, Twit-
ter and Facebook. “Social media are very 
important to this segment,” says Ander-
son, “so we incorporated an idea … le-
veraging Foursquare: We identified the 

50 hottest bars and restaurants, working 
with Curbed [a lifestyle-oriented web-
site whose Eater section features news 
and reviews of bars and restaurants], 
and we created some special deals and 
offers.” To create local buzz, Verizon 
even worked with merchants to place 
chalk drawings on sidewalks outside the 
FiOS 50 locations.

Consumers obtain exclusive deals 
and discounts by checking into Four-
square and mentioning FiOS at any of 
the FiOS50 venues. Passing the FiOS50 
link on to family and friends results in 
additional special offers. The FiOS50 
venues are also promoted via Facebook 
and Twitter. Anderson says social media 
“allow us to engage with [young apart-
ment dwellers] on an ongoing basis.” 

tAiloring the Bundle
The advertising and the social media 
campaigns aim to drive consumers to 
the Verizon website and induce them to 
subscribe to FiOS services online. A mi-
crosite, or landing page, for the market-
ing campaign shows the Washington-
area MDUs where FiOS is available as 
well as the FiOS50 venues. 

However, unlike traditional FiOS 
advertising, which promotes the triple 
play and highlights FiOS TV, this cam-
paign promotes a double play of Inter-
net and TV and emphasizes the Internet 
product. (Verizon tries to upsell cus-
tomers to landlines later.) “This group is 
consuming a lot of video online,” says 

Anderson. “There’s a lot of opportunity 
to drive new sales.”

For developers whose MDUs are 
targeted, the campaign provides an op-
portunity to benefit from Verizon’s mar-
keting effort at no cost. Verizon’s adver-
tising essentially promotes the buildings 
to renters or buyers; if owners have mar-
keting agreements with Verizon, they 
also derive ancillary revenues from the 
campaign.

Anderson says the marketing team 
works closely with the Verizon Enhanced 
Communities sales force dedicated to 
Washington-area MDU properties. The 
campaign is designed to enhance VEC’s 
efforts, not to replace them: “We make 
sure that there’s synergy and alignment 
with what we’re doing at the mass level.” 

looking to the Future
Because the campaign is new, its success 
hasn’t been evaluated, but Anderson 
says initial indicators are “very positive.” 
One indicator is the amount of time 
visitors spend at the microsite, which 
is about double the time spent at other 
landing pages. “That tells us people are 
interested,” he says.

Verizon is planning similar cam-
paigns in the Washington metro area as 
FiOS expands there and also in the New 
York, Philadelphia, Dallas-Fort Worth 
and Los Angeles markets. It is also con-
sidering targeting other demographic 
segments, such as Hispanic customers. 
Anderson says, “There’s a high opportu-
nity for sale in that segment, specifically 
in MDUs.… Clearly you’d use different 
messaging and a different creative ap-
proach, there’s a language consideration, 
and your tactics would be very different, 
but it’s the same kind of idea – looking 
at a specific wire center or ZIP code and 
doing a 360-degree, hyperlocal message 
of engagement.” v

resources For  
Verizon Fios hyperlocAl  

MArketing cAMpAign

Microsite: www.musthavefios.com
Foursquare page: foursquare.

com/fios50
Twitter hashtags: #FiOS, 

#MusthaveFiOS, #FiOS50

The microsite for the FiOS50 campaign shows Washington-area MDUs where FiOS is available  
as well as hot spots for local entertainment.


