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In Loco Media is a Brazilian start-up that developed an innovative indoor geolocation 

technology that enables advertisements directly to mobile devices. As implied by its 

denomination, geolocation is the ability to automatically identify the geographical position of 

an object based on data collection mechanisms. This tracking technology enables In Loco 

Media to deliver advertisement to mobile devices at specific locations and in a much more 

precise way than competing alternatives currently available to the global market.  

In Loco’s technology uses Wi-Fi networks and sensors that equip mobile devices – namely the 

accelerometer and that of magnetic fields1 – as sources of information to locate devices in 

indoor areas with a one- to three-meter accuracy. The entrepreneurs argue that the accuracy 

of In Loco’s technology is thirty times higher than that of the Global Positioning System - GPS 

used by the renowned application Waze and by Google Maps. In addition, In Loco’s technology 

consumes, in a day, 0.5% of a battery’s charge. This is three thousand times less than a 

traditional GPS device, allowing the algorithm to operate uninterruptedly.  

In Loco was created in 2011 from a project carried out by students at the Informatics Centre 

of Federal University of Pernambuco, Brazil (Centro de Informática da Universidade Federal de 

Pernambuco) and its current clients include Coca-Cola, L’Oreal, McDonald’s and Nespresso. 

Selected in 2015 by the Startup Academy as one of the ten most promising start-ups of the 

world’s advertisement market, the company holds today the largest Brazilian mobile 

inventory, namely fifty million users and five billion prints per month.  

 

 

 

                                                           
1 The accelerometer measures the inclination and the movement of mobile devices. Magnetic field sensors 
operate as a compass.  
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Federal University of Pernambuco 

 

2012 
  Recife’s Digital Port - PE 

 

2012 
Naspers Group investment and 

expansion to São Paulo 
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                                                  Image 1. Awards and titles won by In loco's visibility decision and network of partnerships 
 

In Loco has signed agreements with the most downloaded applications available. Its 

technology is now embedded in six hundred different applications and is operational as soon 

as users install them. So far, the company has developed three applications using its own 

technology. The first, In Loco Media, offers advertisers more assertiveness in their campaigns.  

The second, Engage, is a CRM tool (Customer Relationship Management tool) that enables 

the identification of the ideal context to interact with clients by means of an application. The 

third application, In Loco ID, prevents frauds based on knowledge on the user’s habits.  

Image 2. Some In Loco Media costumers 

 

2014 INDOOR LOCALIZATION COMPETITION MICROSOFT 

2015 STARTUP ACADEMY 

CANNES LIONS INNOVATION 

2015 MMA THE SMARTIES AWARD 

2017 MOBILE MARKETING ASSOCIATION 

THE SMARTIES LATAM 

2017 MEDIA POST 

DIGITAL OOH AWARDS 
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THE VALUE OF IN LOCO MEDIA CHOICES 
 

In order to apply the VoC framework to the analysis of In Loco’s business model, we will start 

from the choices related to the ‘management’ component. Next, we will follow the normal 

flow to include the remaining components.  It is worth to mention that the starting point 

chosen will depend on how the analyst wants to direct his or her focus. Since a recursive effect 

takes place among components, one should keep in mind the possible impacts components 

may have on each other. 

As for the management, since the beginning the founders of the company decided to be 

present at the most important start-up contests, as a way of increasing their company’s 

visibility, improving its technology and business model and favouring the process of funding. 

In this particular aspect, the choices made by the management involved basically the search 

for visibility and the model of business partnerships as depicted in Figure 1.  

 

Figure 1. VoC In Loco: ‘management’ component 

 

The focus on management reveals two possible ways, namely its influence on resources and 

on positioning. Flowing from management to resources, participation in contests opened the 

door, in 2012, for an immersive training program (boot camp) at Stanford University that 

attracted investments and increased applicability of the technology. Still in 2012, the company 

attracted investments from Naspers and expanded its operations into São Paulo.  Its 

openness, as well as proximity to other entrepreneurs, allowed the company to develop, in 

2013, competences in e-commerce operations. In addition, In Loco established partnership 

with the owner of an application that had two million users, in an attempt to open room for 

advertisements.  In 2012, the Buscapé group invested an undisclosed amount to become a 

partner in the business.  
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At the end of 2017, In Loco acquired GetEscala, a marketing-for-growth consultancy company. 

But this one was only the second acquisition made by the company in less than one year, since 

they had already acquired the Recife-based start-up Eloquent, specialised in the development 

of digital businesses. These partnerships, relations and investments enabled the company to 

expand its capacity and resource base and improve the performance of its technology and 

development teams. In addition to this network of relations, the customer base, the portfolio 

of advertisers and the contractors of advertising campaigns, to whom the company gains 

access through the applications, are also important assets. In 2017, the company reached the 

fifty-million-user mark.  Figure 2 illustrates the choices, with regard to the ‘resources’ 

component and taking into consideration the influx from ‘management’. 

 

Figure 2. VoC In Loco: ‘resources’ component  

 

On the other hand, the choices made in the ‘management’ component also influence and 

enable another perspective, namely the one that observes the effect upon the ‘positioning’ 

component. It is clear that resources also impact positioning, but management acts as a 

mediating variable in the face of said relationship. Choices relative to the positioning of In 

Loco prioritise service to retail companies that deal directly with end consumers (B2C), as 

compared to advertising agencies, which are the targets of its In Loco Media and Engage 

applications. With regard to the In Loco ID application, major clients are the banks. The 

company takes part in the design of advertising campaigns and in the definition of how the 

offered technology may potentiate results, ensuring the visualisation and the engagement of 

the specific public the campaign intends to reach. Figure 3 depicts the addition of the 

‘positioning’ component to the description of In Loco’s business model, following the VoC 

framework method. 
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Figure 3. VoC In Loco: ‘positioning’ component  

 

Finally, the value offer combines the choices relative to resources and positioning made in 

management. Thus, the company signed agreements with other applications in order to 

embed its technology, which becomes active whenever the user installs said applications. In 

Loco Media provides enhanced assertiveness to advertisers’ campaigns. The client will pay to 

In Loco only if the user is attracted to its physical store and stays there for at least five minutes. 

The value offered by this application is, therefore, the possibility of a much more precise 

segmentation. This happened to a vendor of sunscreen creams. The company focused its 

efforts on users exposed to sunlight during summer in beaches, parks and clubs, and on those 

who where inside points of sale such as drugstores and supermarkets, thus potentiating the 

chances of a purchase. The second application, Engage, identifies the best context for an 

interaction via application with clients. For instance, a taxicab application discovered that it 

was not being able to engage clients in places such as airports and bars. Based on this 

diagnosis, the application started to offer promotions using geolocation, thus increasing the 

number of trips. The value offered by In Locos’s technology also suggests the possibility of 

identifying the location of users even when they are not using the application. Finally, In Loco 

ID offers help in the prevention of frauds based on knowledge on the habits of users. Two 

digital banks already employ the offer. Figure 4 shows the value offer and completes the field 

reserved to In Loco’s business model choices. 
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Figure 4. VoC In Loco: ‘value offer’ component  

 

Since the value offer materialises the internal and external choices of the company relative to 

its marketing activities, it is the connection point to the consequences of said choices. From 

this point, the value of the choices made by the company may then be assessed.  

The VoC relates the value created to the compilation of competitive advantages for the 

company relative to its competitors in the market. In this sense, the value created by In Loco 

resides in the higher accuracy and in the lower consumption of battery charge compared to 

Waze’s and Google Maps’ GPS. In addition, according to the CEO of the company, what 

differentiates the Brazilian start-up is the fact that it relies on the paradigm of privacy. In Loco’s 

technology maps patterns without disclosing the identity of consumers, something that even 

large companies such as Google, Facebook and Apple are still not able to do. Google bets on 

the ‘beacon’ technology and is investing approximately US$ 10 milliard. The most successful 

developer of indoor location systems, Facebook, achieved in 2017 only sixty per cent accuracy 

when compared to In Loco. With this same objective, Apple has acquired two companies – in 

2011 and in 2014 – but still has not introduced anything related into the market. Figure 5 

identifies these competitive advantages with the value created by In Loco’s choices.  
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Figure 5. VoC In Loco: ‘created value’ component 
 

 

With regard to the value appropriated by the company, that is, to the economic and financial 

data that indicate how much of the launched value offer and of the value created in the market 

the company was able to capture, In Loco’s revenue reached US$1.5 million in 2015. In 2016, 

revenue increased to reach US$ 5 million and, in 2017, it more than doubled, totalling US$ 12 

million. It is worth mentioning that the company hired its first employees only in 2013, after 

the first investment was made. In 2014 it launched its first application – In Loco Media – but 

the market did not adhere to the idea at that time. Considering VoC recursiveness, the 

appropriated value increases, to some extent, the available base of the ‘resource’ component. 

Values for the period 2015 - 2017 are shown in Figure 6 as appropriated value. 

 

Figure 6. VoC In Loco: ‘Appropriated value’ component  
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As for the generative value, that is, In Loco’s ability to keep on generating value in the future 

– taking into consideration value offer, created value and capture – it can be noticed that the 

development of the technology shows potential to reach international markets. The 

acquisition of GetEscala was part of a strategy of expansion and growth into the United States, 

India and Singapore, and strengthens its team’s expertise in markets specialized in start-ups. 

In addition, knowledge acquired with the unsuccessful experience of 2013 - after Naspers 

investment, when shopping centres were seen as targets for the use of the technology – 

generated momentum that favoured the launching of a new value offer. This new offer, 

derived from the same technology, emphasised advertising and immediately started to 

generate cash. The company’s leaders noticed that e-commerce’s greatest advantage relative 

to ordinary retail is the ability to analyse the behaviour of users. This offers considerable 

potential for generating value by means of assertiveness and continuous adjustment of the 

advertises vis-à-vis the consumer, a possibility of tracking and collecting data that did not exist 

within the physical realm. This increases the potential for generating value by means of 

ubiquitous computation – the idea of the omnipresence of computing – a tracking ability that 

opens innumerable possibilities of use.  Therefore, even considering that offline retail is ten 

times bigger than online, until then there was no way of knowing whether advertisements 

were really taking people to the stores or not. In Loco’s technology has changed and will 

continue changing this scenario for its own and for other businesses sakes because holding a 

valuable data base on consumers’ locations, frequency and trajectories,  the company has 

created a collaborative platform that exhibits a multiplication effect.  

It is worth reminding that perception of this value was responsible for In Loco`s repositioning; 

the company abandoned the shopping centres and migrated to the kinds of public already 

indicated in VoC’s ‘positioning’ component. 

On the other hand, the use of the technology in the already-mentioned applications Engage 

and In Loco ID shows the company’s ability to look for the appropriation of its generative 

power. The potential for the use of the geolocation technology in different applications and 

in different markets is enormous, and the company has to prove the business models feasible 

and make the necessary adaptations in order to ensure maintenance and growth of its 

generative ability to appropriate. At the same time, it must prevent competitors from getting 

hold of a significant part of the potential value of the developed technology and of its possible 

innovations.  

 Figure 7 synthesises In Loco’s generative value. 
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Figure 7. VoC In Loco: ‘generative value’ component  

 

Finally, to conclude the flow of consequences of In Loco’s choices concerning the business 

model, VoC analyses the distributed value. It encompasses both tangible and intangible 

benefits to the remaining stakeholders (except for the shareholders, who have been included 

in the analysis of the appropriated value). The above-mentioned generative value of the 

collaborative platform created by In Loco also results in distributed value, because the 

platform creates new windows of opportunities for entrepreneurs who wish to have access to 

a 50-million-user platform and launch new businesses. Thus, a relationship with an even 

greater stakeholder public is created, increasing the company’s potential for generating, 

capturing and distributing value. As for the value distributed to clients, considering the fact 

that they are also stakeholders, VoC analyses two examples. In the first example – that of 

Mondelez, owner of brands such as Oreo, Trident and Lacta - In Loco’s job helped convert 68% 

of the clicks in physical visits to the shelves of the supermarkets in 17 days of campaign. In 

Loco has also addressed social issues. Upon invitation of the advertising agency named 

W3haus and together with the NGO Criola, the geolocation technology was applied to a 

campaign against racial discrimination. The initiative impacted more than four hundred 

thousand people living in areas from which racist posts were coming.  This is an example of 

success in achieving not only the clients’ objectives but also social distribution of value. 

Results, though not always measurable, are nonetheless very impacting. Figure 8, adding the 

‘distributed value’ component, completes the VoC analysis of In Loco. 
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Figure 8. VoC In Loco: ‘distributed value’ component  

 

Examining the architecture of the offered value and its impact on stakeholders, the business 

model as a cognitive tool may help a company to be more realistic with regard to the value of 

an idea (Baron & Ensley, 2006). In this particular, it differs from the business model as a static 

representation of the status quo (Schrauder, Kock, Baccarella, & Voigt, 2017). The VoC analysis 

points directly to the use of business models, when trying to make sense of both the past and 

the present (sense-making) and to open new perspectives for the future (sense-giving). It 

fulfils, therefore, the major task of an analysis framework, that is, “identify relevant variables 

and issues to which users must respond in order to draw tailor-made conclusions that may 

favour a company or a particular segment of the market” (Porter, 1994, p. 55). 
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