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AsMobile Marketer’s Outlook 2009 proves, marketers under-
stand the need to integrate mobile into their multichannel brand-
ing, customer acquisition and customer retention plans.

Several trends are emerging as mobile matures into a medium that,
while not without flaws, is a more palatable option than other market-
ing channels in use. The emphasis, however, should be on mobile’s
complementary nature – it gives legs to other channels, including retail,
online, television, print, coupons, radio, outdoor, direct mail and
insert media.

Top of the trends list is the consumer’s growing comfort with consum-
ing news and content on mobile phones, along with exchanging SMS
text messages, shopping for products and services, checking email,
playing games, conducting mobile banking transactions and searching
for retail locations or driving directions.

Indeed, the mobile channel’s use as a location-enabling tool is quickly
becoming evident to brands, ad agencies, retailers and, most
importantly, consumers.

Marketing mobile
Marketers must remember that mobile cannot, and must not, be treated
like other mass mediums out there.

Mobile is a highly personal channel, with attendant sensitivities and
double opt-in permission requirements.

So it’s not the quantity that should matter for marketers looking to in-
corporate mobile into their multichannel marketing plans. It’s the
quality – and that’s where mobile excels.

While the economy could be better, that hasn’t stopped consumers from
quickly shifting to mobile many tasks that previously were conducted
on computers.

The choice for marketers and ad agencies then is not to deliberate
whether to have an SMS program or mobile banner ads or a mobile
Web site or a mobile coupon program or a .mobi domain or an
iPhone/BlackBerry/Android application.

Instead, the decision to be made is which one of these options – or a
combination – is relevant for the brand in its efforts to reach consumers
through multiple, relevant touch points.

Smart marketers and agencies will think like smart fishermen: fish

where the fish are. Consumers have already moved to mobile, and are
staying there for a long time.

Marketers should focus this year and next on using mobile – especially
SMS and applications – to build databases of consumers who have
opted in not once but twice to receive targeted offers, alerts and infor-
mation from marketers.

Amarketer without a mobile loyalty program in 2009 or 2010 will risk
losing customers to competitors who have such efforts in place.

Essential reading for brands, ad agencies, publishers
Mobile Marketer’s Mobile Outlook 2009 is a must-read for executives
working at brands, ad agencies, media and publishing firms, mobile
marketing service providers, nonprofits, carriers and other marketing
decision-makers.

This edition, our second, will give the reader a lay of the land of what
to expect in the world of mobile marketing, media and commerce. The
articles and commentary spell out the opportunities and the
challenges ahead.

We owe many thanks to the senior executives from mobile marketing
firms who spent time and effort working with us in the production of
this Classic Guide. The players mentioned in these pages are key to the
growth of mobile marketing.

Associate editor Giselle Abramovich and staff reporter Dan Butcher
worked hard to produce this work of intelligence that will no doubt
leave the reader smarter, if not wiser, about the opportunities ahead.

Art director Rob DiGioia also slaved to ensure that the edition’s read-
ing experience was effortless and eye-friendly.And director of ad sales
Jodie Solomon was hard at work, too.

Please read this edition from cover to cover. Reach out to the marketers
mentioned. Send Mobile Outlook 2009 to colleagues, friends and
clients. It works best when smart advice is shared with smart people to
produce smarter thinking. It will certainly get your smartphone ringing.

TThhee ffuuttuurree ooff  mmoobbiillee mmaarrkkeettiinngg iiss bbrriigghhtt
EEDDIITTOORR’’SS LLEETTTTEERR

Mickey Alam Khan   mickey@mobilemarketer.com

http://www.mobilemarketer.com/newsletter.php
http://www.mobilemarketer.com/cms/general/1.html
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Where’s mobile marketing
headed in 2009, especially in
an economic downturn that

has affected spending at all levels? 

In this Q & A with Mobile Marketer’s
Mickey Alam Khan, former Mobile
Marketing association president Laura
Marriott and her successor, Mike Wehrs,
weigh in on the issues and opportunities
ahead. Both agree on one point: that
mobile marketing has nowhere to go but
grow. Read on.

What’s 2009 going to turn out like for
mobile marketing?

Laura Marriott: As MMA Global and
European Chairman Russell Buckley [vice
president of global alliances at AdMob]

states, “2009 promises to be another big winner for mobile as more and
more marketers discover how our industry delivers value in these
demanding economic times. For companies looking to achieve concrete
objectives in 2009, incorporating mobile into the marketing mix is
going to be essential.” And I cannot agree more. Despite the economic
downturn, we can expect continued global investment in mobile
marketing across all mobile media types.

Mike Wehrs: Regardless of the economy, we will see a growing
sophistication in the use of mobile marketing as more companies and
marketing firms work in increasingly creative ways with the medium
within the context of larger integrated marketing campaigns.  

Lessons learned abroad will be applied in the U.S.  Lessons learned at
home will be applied, too.  

As an industry, we are in a maturation cycle, learning from each other
about what works well and what does not.  The MMA is leading the
way with best-practice approaches to the medium.

Did 2008 live up to its expectations in terms of mobile marketing
growth and adoption?

Ms. Marriott: Yes. 2008 laid a foundation for consumer engagement
and interactivity more so than we have ever seen before. Devices like
the iPhone, with its ease of use, created new opportunities where
consumers could access mobile services much more easily, resulting
in unprecedented increases in mobile Web utilization. 

Existing strong segments for mobile marketing including text alerts,
participation TV and downloads remained strong. However, we saw
increased enthusiasm around mobile advertising, location services,
mobile banking, couponing and mobile charitable fundraising. 

We are truly seeing a broader diversification of the types of mobile
services that marketers are deploying and a greater focus on quality of
the interaction with the consumer. Excitement around mobile
advertising and new devices created the industry stir in 2008.

Overall, it is great to see the industry’s commitment to establishing
guidelines and best practices. The MMA issued its first edition of the
Global Mobile Advertising Guidelines in April 2008, as well as the
Global Code of Conduct. These are important steps to enabling
multinational campaigns for the marketers and, again, simplifying their
market entry.

GGlloobbaall iinnvveessttmmeenntt iinn mmoobbiillee mmaarrkkeettiinngg wwiillll ccoonnttiinnuuee

OOUUTTLLOOOOKK
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I think what we saw in 2008 were two excellent examples of mobile
marketing breaking out to the mainstream public in ways that should be
highly encouraging to mobile marketers everywhere.

Mr. Wehrs: First, we had our first presidential campaign leverage
mobile platforms to communicate key messages, generate support and
drive voting decisions.

President Obama’s use of mobile was nothing short of groundbreaking
for our industry. He created an ObamaMobile site with a mobileWAP
page and an official downloadable iPhone app. He created BarackTV
with tremendous amounts of video content.

All partisan politics aside, one could make an argument that mobile
and social media have now become a critical element of the campaign
process and doing it well clearly makes a difference in who wins
an election.

Second, the same sort of groundbreaking campaign occurred in the
entertainment industry with the mobile marketing campaign for the
movie “The Dark Knight,” the latest Batman film.

While there was obviously a great deal of viral marketing for the movie
besides mobile, one example of the film’s mobile campaign was that
you could literally vote for Harvey Dent, one of the movie’s characters.

After submitting your mobile phone number, you got a phone call from
Dent himself proclaiming that “we can take back Gotham.” There were
also text sweepstakes and numerous mobile applications for accessing
video content for the film.

Point being, in 2008 there were tangible, mainstream examples of the
power of mobile marketing.

What case do you make for mobile in an economic downturn when
budgets are being slashed left, right and center?

Ms. Marriott: There is a lot of speculation around how the economic
downturn will impact the mobile industry and although many of us
would love to say that there will be no impact, that is not the reality.

We have all already seen our sponsorship and advertising dollars
impacted and expect that discretionary spending will continue to be
cut back.

I am confident in saying that those brands who have spent on mobile
will continue to spend there. But those new to the industry may hold
back in the short term.

MMA membership has continued to increase, which is a strong
indicator of the health of mobile marketing providers whom
we represent.

Mr. Wehrs: When a content owner or brand owner considers
advertising, they are most interested in reinforcing brand, creating
awareness or driving someone to buy a good or service.

The channels available to an advertiser range from print to broadcast to
online to mobile. The mobile channel represents a very targeted channel
to a very personal device that an individual carries with
them everywhere.

The pure benefits of mobile (e.g., location, information) combined with
the personal and highly targeted nature of the mobile device make it
very attractive to advertisers and marketers.

These characteristics and attractive factors do not go away in a troubled
economy. In fact, advertisers will become more critical when they
decide which channel gives them the best return and mobile indeed
represents a very high conversion rate potential.

Downsized budgets notwithstanding, the challenge is not making a case
for mobile, but rather finding the most optimum way to leverage it for
maximum return on investment.

Which areas of mobile marketing need attention in 2009?

Ms. Marriott: My top three areas of focus are more mobile knowledge
experts, greater case study sharing and creation of guidelines around
mobile measurement.

Mobile knowledge experts! There is a huge need in the industry to pass
our collective mobile expertise off to new entrants to expand the
knowledge base of those able to evangelize.

More case study sharing! Already a strong proponent of information
sharing, the MMA encourages all marketers to continue to share their
successes and failures regardless of size of campaign, target
demographic or results. Remember, the rising industry tide will sail
all ships.

Measurement. Yes, mobile has been challenged with creating consistent
metrics and reporting in order to drive greater spend in the mobile
channel – like all media in its early days. The MMA has launched its
Measurement Committee and hopes to release its guidelines for Mobile
Web Measurement early in the third quarter of 2009.

I would also encourage the mobile industry to continue to ‘Keep It
Simple’ and cut out the jargon and the technology in the preliminary
discussions with those considering mobile. Leveraging the tools
provided by the MMA can help.

Mr. Wehrs: As with any emerging market, the MMAneeds to help its
members validate the efficacy of the medium to companies and
marketing firms that are or should be participating in mobile marketing.

In other words, we need to build and present a compelling business
case to adopt mobile marketing as part of an integrated marketing
campaign. This case must provide demonstrable return on investment.

We need proven industry veterans to share their war stories through
case studies, then demonstrate return on investment through effective
measurement.
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Beyond that, though, and this issue is a tricky one, we need to stimulate
creativity and new ideas in mobile marketing, both in the content 
and delivery.  

Why is Urban Spoon one of the top iTunes app store downloads?
Because it presents functional value in finding restaurants and performs
that task in a cool, kitschy way by shaking an iPhone like maracas.

As far as 2009, we are in-progress with a multi-year education and
evangelism campaign to champion mobile marketing, and we need to
continue to highlight what works so that the industry as a whole gains
greater awareness and adoption.  

That highlighting will occur via the MMA Web site, special committees
that will work on best practices and standardization
issues, thought-leadership events that enable
sharing of ideas, evangelizing the medium through
traditional publicity and social media mechanisms,
and much more.

What is the Mobile Marketing Association doing
this year to evangelize mobile?

Ms. Marriott: Education and evangelization of
mobile is one of the key roles the association plays
– educating not only those new to mobile but also
providing opportunities for those already involved
to enhance their knowledge or to participate in the
establishment of the guidelines and best practices
to help simplify market entry for others.

The MMA will continue to emphasize the following
evangelization activities in 2009:

· Central, easy to use resource for industry
education and knowledge. The Mobile Marketing
Association Web site (http://www.mmaglobal.com)
is the leading resource for market research, case
studies, articles, guidelines and best practices, as
well as white papers on how to get started in mobile
marketing. 

More importantly, the site is a great resource on
how to learn from the experiences of others to
ensure success in your own initiatives. 

The MMA relaunched its Web site in November 2008 and the new site
provides greater features and functionality in an easy-to-use format. 

The MMA has also created online communities on LinkedIn and
Facebook – as well as our own member’s only area – which allows
members and on public sites non‐members to band together to address
their outstanding questions.

· Create Educational Tools/Guidelines & Best Practices. The MMA
Committees and Staff team continue to develop the guidelines and best

practices for our industry in order to ensure consistency of consumer
experience and simplification for all players in the ecosystem. If you
are interested in being a leader in developing our industry, get
involved today.

· Offer the industry’s leading event for mobile marketing, the
Mobile Marketing Forum (http://mobilemarketingforum.com).
The MMA Mobile Marketing Forum, the industry’s leading event for
mobile marketing, will expand its series in 2009 to offer more events
in developing markets, including South Africa and India. 

In North America, the MMF East, hosted in New York City in June,
continues to be our largest event, drawing over 800 participants.

· Expand our annual attitude and usage study.
The MMA expanded the markets for the study in
2008 to include four major geographical regions as
well as an expansion of markets in some regions.
We expect to further refine the methodology for the
study in 2009 and offer this as a benefit to 
MMA members.

· Focus on driving local education initiatives.
The MMA has launched local councils in three new
markets in 2008 including Ireland, South Africa and
the U.K. 

One of the key mandates of the local councils is to
expand on building the industry through education
and evangelization in their local market. Local
efforts will be critical to driving greater interest and
adoption in the mobile channel and we applaud the
efforts of all those involved to date.

A few new activities for the MMA in 2009 include:

· Launch of a mobile marketing DVD tool kit.
Produced in partnership with BnetTV.com, the
MMA will release a DVD Tool Kit which contains
all of the tools necessary to kick-start a mobile
marketing campaign.

· Revamp of MMA industry newsletter. Already
a source of great industry information, the MMA
will launch an updated and revamped newsletter to
share all the latest and greatest news of the industry

and association with members worldwide.

Mr. Wehrs: The MMA has historically done a great job at providing
its members, as well as the wireless industry as a whole, with
tremendous resources to understand and participate in successful
mobile marketing programs. 

This initiative starts with educational resources available on the MMA
Web site, includes participation in and coordination of several industry
events a year globally, in addition to the guidelines, best practices and

“...consumers

are hungry

for easy-to-

use mobile

devices that

enable them

to expand

their 

community –

wherever

they are.”



other foundational elements that have made MMA the success it has
become in such a short time. 

For 2009, we will have those same initiatives.  In addition, we will
introduce new and innovative programs that will catapult the MMA
into broader awareness and give member companies a way to better
leverage their participation in the organization. 

We are very excited about the year ahead and have spent a lot of time
and effort to unveil what is coming next.

There is a sense that wireless carriers aren’t fully on board with
mobile marketing and commerce. Your take?

Ms. Marriott: In the United States, there is some concern around the
role the wireless carrier will play on a go-forward basis, particularly in
regards to evolving business models. 

A large number of our MMA members have expressed concern over
the proposed changes to business models for standard- and premium-
rate SMS messaging. These members are concerned about both the
timing of a change, as well as the long-term impact on their businesses. 

The MMA continues to remain committed to ensuring the health and
prosperity of the cross‐carrier short code environment and is committed
to the Consumer Best Practices (CBP) Guidelines as the bedrock of
consumer protection principles for the mobile marketing ecosystem.

To respond to these pressures, the MMA has launched an initiative
called “How to Cultivate a Sustainable Industry for Mobile Marketing
in the United States.”

The initiative has support and participation from all parts of the mobile
ecosystem, including the wireless carriers. 

Our goal will be to propose ideas on how to foster growth, identify
opportunities and recommend options for the industry to consider as it
evolves over the coming years with an outcome to develop viable
business model recommendations for the industry collectively to
consider in creating a healthy and sustainable mobile channel. 

We are at a crossroads for the industry in the U.S. and it takes
collaboration from all players to ensure long-term viability and success.

Mr. Wehrs: This is an issue of effective collaboration, understanding
the rules of engagement between wireless carriers and other players in
the mobile ecosystem and creating an understanding that business
models must be fostered that make sense for all parties concerned.  

Revenue streams, profit participation, and management and tracking
must be resolved in any business models that arise.  

The MMA is in the early stages of fostering collaboration among its
members to address this topic.

Are manufacturers on track with the mobile devices they 
are debuting?

Ms. Marriott: If you gauge consumer reactions to devices like the
iPhone, Google’s Android-enabled G1 and the BlackBerry Storm , you

can see that consumers are hungry for easy-to-use mobile devices that
enable them to expand their community, wherever they are. 

These new devices give consumers the opportunity to access the Web
in a way that they never had before and enable advertisers to create
made-for-mobile formats to maximize the opportunity for the brand to
engage the consumer. 

So, yes, manufacturers are certainly bringing greater innovation and
creativity to the forefront in the handset market and I look forward to
seeing what’s next.

Mr. Wehrs: The answer is a big, resounding “yes!”  Have you seen the
new Palm touchscreen phone that was launched at CES?  

There’s Apple 3G iPhone, Research In Motion's latest BlackBerry
devices and T-Mobile’s G1, the first phone based on the Google-backed
Android operating system.  

I’d say that manufacturers are responding in a very consumer-friendly
game of one-upmanship with regard to new feature sets, ease-of-use,
functionality and third-party applications.

What does it mean for mobile marketing?  Speaking generally, much
broader consumer adoption of smartphones that represents a huge,
growing opportunity to reach targeted audiences with rich 
marketing content.

Is there enough quality content on mobile sites for mobile
advertising to thrive?

Ms. Marriott: Yes, I definitely believe there is sufficient compelling
and relevant content accessible to mobile devices today to drive
consumer interest and engagement with the mobile channel, absolutely. 

One remaining issue to broadscale consumer adoption is that the
pricing packages are still too steep in some markets for consumers to
deem mobile Web accessible from a sheer cost perspective.

Mr. Wehrs: On sites where value-added content has driven large
subscriber bases that can be demographically targeted, you better
believe it.  It continues to be an exercise in branding and appealing to
a target audience.  

For example, a site like Myxer has done a great job of tapping into the
13-24-year-old youth market through its music-oriented content and
secured more than 16 million users in less than three years.  

Now, McDonald’s, Starbucks, album launches and studio movie
releases regularly advertise on Myxer’s Web site as well as its mobile
platform.  It’s just one example among many where branded content for
a targeted audience is reaping big rewards.

Are mobile marketing campaigns working, meaning are they
generating ROI and results that encourage marketers to include
mobile as a permanent buy in the media mix?

Ms. Marriott: When brands like Adidas, Procter & Gamble or
Coca‐Cola stand up in a public forum and state their commitment to the
mobile channel, we can only assume that they are achieving the results
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they are looking for with mobile. 

For example, a case study presented by BMW at the Mobile Marketing
Forum in London, BMW shared how a MMS campaign in Germany,
promoting the use of winter tires sent to 117,000 mobile consumers,
generated $45 million in sales – or a return on investment of
approximately $750 dollars for every dollar spent. 

With that kind of return, why wouldn’t advertisers add mobile to their
marketing mix?

We encourage marketers to establish mobile as a line item in their
budgets and not simply make mobile a portion of digital or interactive
spend. Greater visibility into the investment in and success of mobile
will help encourage adoption.

Mr. Wehrs: Industry studies in late 2008 indicate that mobile/SMS
marketing recall rates were extremely high compared to other forms 
of media.  

One study of 500 active mobile users found that 96 percent of them
remembered a promotion’s call-to-action and more than a third reported
that the promotion made them more likely to buy the brand’s product
or service. 

Equally important, more than a third of them told a friend about 
the message.  

The survey also found that nearly 60 percent of consumers are
interested in receiving mobile coupons and nearly 40 percent would be
willing to receive location-based, time-related offers and coupons.  

So, you can get the sense that consumers are responding to mobile
marketing, as long as it provides value to them.

Then, of course, you have analyst firms such as ABI Research
predicting that the mobile marketing space will grow from $1.8 billion
in 2008 to $24 billion by 2013.  

In an independent survey of large financial services, retail and
manufacturing brands by U.K.-based mobile operator Telefonica O2,
the percentage of budgets spent on mobile marketing and
communications is set to increase almost 150 percent by 2013.  

Regardless of which report or survey you believe, we’re talking about
massive leaps in the proven and predicted viability of the medium.

What could upset mobile’s apple cart in 2009?

Ms. Marriott:An overall reduction in collaboration from all parts of
the ecosystem could impede our mobile industry’s growth in 2009. The
industry must collaborate to drive creativity, health and innovation in
a manner that will ultimately drive revenue for all parts of 
the ecosystem.

Mr. Wehrs: Greater adoption of mobile marketing will occur in 2009
and beyond, regardless.  It’s just a matter of how quickly the adoption
will grow.  

Severe global financial crises that affects the worldwide economy

would slow adoption to be sure.  Lack of ecosystem collaboration
would slow things, too.

Which industry sectors understand the value of mobile marketing
and which ones need more convincing?

Ms. Marriott: The sectors which were the early adopters of mobile
marketing were financial services, automotive, travel, entertainment
and consumer packaged goods. 

These industries understood the mobile value proposition and many
new sectors have learned from their expertise.

Mr. Wehrs: There are several industries that are ahead of the curve,
such as entertainment, in all its forms, from sports to music to film. 

In so many industries though, there are specific brands that are first
adopters.  McDonald’s, American Idol, ESPN, Starbucks and numerous
banks are some of the first brands that come to mind.

How does the United States compare with other markets in mobile
marketing progress?

Ms. Marriott: If one removes the markets of Japan and South Korea
due to their advanced stage of development, the globe is experiencing
rapid uptake of mobile marketing services in both developed and
developing countries alike. 

The United States certainly has a leadership position in the areas of
image based-video, television and mobile Web – each of which is
experiencing significant uptake in adoption. 

The U.S. is also doing well in mobile advertising, seeing investment in
all mobile media types. 

However, creativity and innovation is consistent around the globe and
one can find innovative campaigns and stellar results in markets all
over the world. 

A greater sharing of these global successes will help to drive adoption
in all parts of the globe and ensure all can benefit from the 
collective expertise. 

Mr. Wehrs: It’s really more granular than which country is in the lead.

Other countries and regions may be more mature with respect to the
adoption of mobile marketing than the U.S., but does that mean that
they are leveraging the medium in a more sophisticated manner than
American brands?  

If there was an Olympics for mobile marketing campaigns, the U.S.
could compete for the gold.  

Highly branded companies and other entities, such as the Obama
presidential campaign, already are achieving incredible results through
mobile marketing and will continue to do so. 

Other countries certainly are doing very innovative things, too, and it
is the function of the Mobile Marketing Association to be the forum
where these approaches and their effectiveness are discussed. �

MOBILE OUTLOOK 2009                                                                                                                                                                                   Mobile Marketer 9



MOBILE OUTLOOK 2009                                                                                                                                                                                 Mobile Marketer 10

UU..SS.. mmoobbiillee aadd rreevveennuueess ttoo
rreeaacchh $$333300 mmiilllliioonn iinn 22000099
By Mickey Alam Khan

Anew report claims that U.S. mobile advertising revenues from search
and display is projected to grow to $3.1 billion in 2013, an almost 20-
fold increase from $160 million last year.

Mobile local search advertising revenues – a
subset of overall mobile ad spend – is also
projected to grow from $20 million to $1.28
billion during the same period, according to
The Kelsey Group’s Mobile Local Media
Forecast (2008-2013). This marks a projected
compounded annual growth rate of 130.5
percent for mobile local search ad revenues
compared with 81.2 percent for overall mobile
ad revenues.

“We see the growth of mobile and local search
will be tied to the growth of the mobile Web,”
said Mike Boland, program director for mobile

local media at Kelsey, Princeton, NJ.

“Tied to that, the local portion of mobile search, both search volume and
revenues, will be considerable because of mobile’s form factor – the local
awareness and the portability of the device makes it conducive to looking for
things to do, buy or see locally,” he said.

“In that respect, the local portion of mobile search volume will be greater than
the local portion of online search volume.”

Local touch
Indeed, the percentage of mobile searches with local intent is projected to grow
from 27.8 percent in 2008 to 35.1 percent in 2013, Mr. Boland said in his report
titled, “Going Mobile: The Mobile Local Media Opportunity.”

In terms of revenue, the percentage of mobile searches with local intent is
projected to grow from 50.3 percent in 2008 to 56.1 percent in 2013 – not a big
jump, but already coming off a large base.

“So far we’ve seen most of the advertiser interest and activity happen with
large or national brand advertisers, whereas SMB [small to midsized business]
advertisers have limited advertising inventory at a local level,” Mr. 
Boland said.

“That’s because the relatively low volume of mobile searches are spread thin
at the local level based on the many different categories and locations that
mobile users can search, and that results in limited ad inventory at the local
level,” he said.

“Looking forward, that will probably scale up with the growth of mobile search
over the next five years.”

The potential for mobile’s use in local marketing is not limited just to search.
Kelsey estimates that nearly 15 percent of iPhone apps are local, leaving room
for much growth.

Web of growth
Meanwhile, Kelsey’s analysis of the growth of mobile advertising revenues 
shows a gradual progression.

Per the market researcher, U.S. mobile ad revenues will double this year to
$330 million. It is expected to reach $720 million next year, $1.54 billion in
2011 and $2.26 billion in 2012.

Of that amount, U.S. mobile search ad revenues will grow fourfold this year to
$81 million, from $20 million in 2008. The comparable numbers for 2010,
2011 and 2012 are $242 million, $564 million and $905 million, respectively.

Kelsey’s projections for mobile Web users and total handsets handsets for the
United States make for an interesting snapshot.

Per the data, there were 54.5 million mobile Web users last year – one-fourth
of wired Internet users – compared with 266.4 million handsets.

The market researcher expects the number of mobile Web users to grow this
year to 63.6 million, while the handsets will inch up to 274.7 million.

Mr. Boland forecasts that there will be 73 million mobile Web users next year
and 279.9 million handsets.

For 2011, he is projecting 82.3 million mobile Web users and 285.5 million
handsets. The comparable estimates for 2012 are 91.7 million mobile Web users
and 291.2 million handsets.

The number of handsets in 2013 is expected to plateau at the previous year’s
level, but the number of mobile Web users is expected to grow to 95 million.

Google, what else?
“I believe that because the mobile Web is becoming more and more like the
online Web that we know, with more and more devices that can render more
HTML pages, we’ll see a lot of online user behavior carry over in the mobile
environment,” Mr. Boland said.

“For example, Google’s current market share of mobile searches is eerily
similar to its online share of search – and that’s about 63 percent in both cases,”
he said. “So, Google is positioned well to be the front door of mobile search,
just like it is online.”

That pattern of behavior will affect advertising decisions, too.

“On the advertiser side, [Google] has already begun to integrate tools within
AdWords to target mobile searchers,” Mr. Boland said. “As it makes that
prowess easy and more seamlessly integrated with online campaign
management, it could be likewise positioned well to capture a commanding
share of mobile ad revenues.

“I think that because the mobile device is closer to the point of sale we’ll see
a lot of interesting product-search applications that tie in cost-per-action or
promotions such as coupons for items purchased,” he said.

“These will involve data such as point-of-sale inventory systems of retailers
that tell mobile users exactly what items are on the shelves right now and for
what price.

“One interesting example is TheFind, an iPhone application. We’ll see more of 
these that pull in the data feeds of companies, like Crillion and 
NearbyNow.” �

Mike Boland,
program director,
Kelsey Group
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By Giselle Abramovich 

The mobile advertising sector demonstrated strong growth and
traction in 2008, and made large steps forward in fulfilling its
promise and potential forecasted in recent years by 

industry experts.

The reason for this growth is simple:
consumer usage of the mobile Web has
risen dramatically, leading to huge
increases in the amount of mobile ad
impressions available. Mobile ad networks
such as Millennial Media, AdMob,
Quattro Wireless, JumpTap, Ringleader
Digital and the Nokia Media Network
have benefited from this rapid increase in
impression inventory as publishers
develop their product offerings and in-
house mobile ad sales capabilities. 

“We estimate the potential value of new impression inventory in 2008
to be in excess of $100 million, a dramatic increase from the previous
year,” said Paul Palmieri, president/CEO of Millennial Media,
Baltimore, MD. 

“Mobile ad networks are healthy and growing, based on the business
activity currently in our pipeline, the organic deals we are working on
and the responses to RFPs we are seeing from agencies,” he said “We
do not anticipate a slowdown in the volume of RFPs issued.”

This may be a function of how far mobile has come, or perhaps mobile
is no longer being viewed as an experimental marketing tactic. It could
be a combination of both, Mr. Palmieri said. 

Ad networks are catalysts
Regardless, wireless carriers, publishers and brands have invested
heavily in this market and are seeing results. It is these companies that
are changing the game in advertising. 

“It seems that 2008 has been the year of mobile ad networks,” said Tom
Henriksson, head of Nokia Interactive Advertising, Boston. “We’ve
seen quite a few pop up, all with different areas of focus. 

“It has seemed to me that what advertisers are looking for is simple
though, at least in idea – they want to advertise on the networks that
offer them a wide reach and a quality inventory, to reach the most
customers and those most likely to interact with the brand and
ultimately make a purchase,” he said.
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Executives agree that mobile advertising expenditures will continue to
increase well into 2009.

Even in this tough economy what advertisers need most is media that
meets their objectives and performs. Mobile is proving an effective
medium for many advertisers.

If advertisers cut back on spending in other mediums, they look to
mobile for its inherent accountability, for measurement and
its efficiency.

Forecasters are reporting cuts in traditional media and increases in
interactive spending, so mobile ad spending will increase even more
in 2009, Mr. Palmieri said.

“For many clients mobile advertising is a more efficient spend than the
wired Internet,” he said. “Advertisers invest in mobile for much higher
click-through rates, better cost-per-action and lower absolute cost-
per-reach.

“It is a better business model than Internet spending, but currently at a
smaller scale,” he said. “We will continue to see advertisers concentrate
their spending with mobile ad players which have large scale, and with
those that can deliver this larger opportunity with accountability and
efficiency as they shift spend from traditional media.”

More mobile ad campaigns
Millennial Media believes that 2009 will see more recognizable
consumer brands make a deeper commitment to mobile advertising
with the launches of more comprehensive, edgier and creative
campaigns that uniquely engage mobile users in fresh ways.

No doubt, 2009 will see a greater emphasis on measurement and
analytics to properly demonstrate the quantifiable results and benefits
of mobile advertising.

Many of these technologies are relatively new, so there will be wider
deployment in 2009. It is important to showcase results for mobile
advertising to grow.

“As advertisers struggle to reach personalized targeting with traditional
media such as print and TV, mobile advertising is becoming an
increasingly attractive channel for brands,” Mr. Henriksson said.

“Analyst predictions for the size of the market range between $5
[billion]-$15 billion per annum by 2011,” he said.

“As far as mobile ad networks go, I think 2009 will bring an even
bigger focus on targeting. Mobile is very unique in that it is a very
personal medium, and brands want to capitalize on this uniqueness by
targeting their advertisements in as detailed a way as possible.

“As location-based services become widespread in 2009, location-
based advertising will also become a reality.”

Inventory increasing
Plentiful mobile ad inventory is available, according to Millennial
Media’s Mr. Palmieri.

The executive believes that 2009 will see a continued increase in supply
as well.

However, one important consideration to keep in mind is that not all
mobile inventory carries the same value.

“There is a fair amount of mobile ad inventory available when
considering volume only,” Mr. Henriksson said.

“However, we still see somewhat of a constraint in the availability of
high-quality, brand-safe mobile inventory, especially from the point of
view of advertisers looking for a simple buying experience,” he said.

“The focus of the Nokia Media Network is to aggregate premium
mobile inventory on a global basis to make the lives of advertisers and
media agencies easier.”

Publishers value third parties
Are publishers more open to letting third parties serve ads on
their sites?

Mr. Palmieri said that most are open to third-party ads, while a select
few are not.

Some publishers still treat their mobile sites as a science project. But
for most it is a real part of their business, developing sound mobile
media strategies for maximizing the value they can derive from their
audience.

Since most publisher sales teams are not yet mobile experts, they rely
on mobile ad networks to sell this inventory on their behalf, according
to agreed-upon rules of engagement.

Over time, these publishers will become more able to sell inventory
directly, while at the same time the amount of inventory will continue
to rapidly expand.

“Joining a mobile ad network provides a unique value proposition to
publishers,” Mr. Henriksson said. “The value chain for mobile
advertising is currently complex for both advertisers and publishers.

“The ad network acts as a hub and simplifies the value chain,” he said.
“Advertisers pay to reach mobile users, and the ad network shares the
revenue with the publishers in the network.”

In 2009, mobile advertising will continue to grow in prominence,
stature, importance and revenue. Mobile ad networks will play a critical
role in driving that growth.

“We feel that more brands and their agencies will look past mobile as
an experimental medium and make larger commitments to broader,
more frequent and more creative campaigns,” Millennial Media’s Mr.
Palmieri said.

In 2008, Millennial Media worked with a wide range of major brands,
including, Subway, Foot Locker, Disney, Nikon, Paramount Pictures,
Callaway Golf and Stella McCartney.

Nokia Media Network worked with big brands such as Hyundai, Dolce
& Gabbana, Ford and Unilever in Brazil. It did some work with
Compaq in Asia-Pacific.

Naysayers? Ignore.
Mobile advertising has its share of detractors, although these largely
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remain a minority voice.

These critics will continue to remain vocal heading this year, so it will
be necessary to counter those sentiments with facts, strong analytics
and other proof points that clearly demonstrate the value and benefits
of mobile.

Another challenge comes in the form of developing stronger analytics
and measurement tools to help the mobile marketing industry showcase
that value.

“We need better techniques and technologies to make this happen,
although many of these solutions are already available and will be
deployed soon in conjunction with campaign launches,” Mr.
Palmieri said.

An ongoing challenge in mobile advertising and for mobile ad networks
is that of consumer privacy.

“However, if you look at the history of all major forms of media,
including TV, radio and the Internet, you’ll find that advertising did not
destroy the consumer experience, but instead fueled the development
of high-quality content that consumers wanted to spend time with –
and not pay for,” Nokia’s Mr. Henriksson said.

“A publisher attracts advertisers by providing reach to a large
audience,” he said. “The way to attract a large number of eyeballs is to
offer high-quality content and services.”

More openness, more cooperation
Mobile ad networks will assist advertisers in reaching consumers at the
most useful point in time – when they are looking for the information,
at the point of sale.

Advertisers will be able to have richer conversations with consumers,
who will be presented with useful advertising content.

“The mobile device will tell you where your favorite products are
stocked, guide you there with mobile maps, give you special offers and
allow you to pay for these,” Mr. Henriksson said.

Mr. Palmieri sees a lot of opportunities in the space as well.

“We are at a distinct crossroads in the evolution of mobile advertising,”
Mr. Palmieri said. “We have the unique opportunity, in 2009, to serve
as a driving force in the space’s rapid growth and development.

“To make this happen, we need more openness, greater cooperation
and increased communication among companies throughout the
ecosystem,” he said.

“Many players are realizing that the swelling tide can lift all boats, but
that a deeper commitment to open systems and communication will be
necessary to achieve this.”� 12
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By Giselle Abramovich

In 2008, brands transitioned from testing the waters to embracingthe mobile medium.

Major brands have stepped up their efforts and invested in mobile to a
point where it is a functioning line of business for them.

“Mobile advertising has increasingly become a two-way street,
providing a link for engagement between customers and companies,”
said Bob Kraut, vice president of marketing communications at 
Pizza Hut. 

“Rather than simply giving customers information, companies are using
mobile advertising as a way to provide customers with meaningful
brand engagement,” he said.

“In 2009, you’ll see an increase in people
using mobile devices to make purchases.
Mobile advertising will give consumers a
way to immediately interact with Pizza
Hut by placing an order entirely from their
mobile devices.”

In 2008 Pizza Hut introduced Total
Mobile Access, giving its customers the
ability to order from Pizza Hut via mobile
Web and text messaging. 

“We are the first national pizza chain to offer both of these platforms
for ordering,” Mr. Kraut said.

Yahoo clients such as American Airlines have upgraded their mobile
sites from predominately informative (e.g., track the status of a flight)
to truly utilitarian and immersive (e.g., a user can purchase flights, and
even standby and upgrade all from the mobile Web experience).

Yahoo has seen aggressive moves from the automotive sector globally,
with brands such as Jaguar, Ford, Chevy, Toyota, Mini, Porsche and
Citroen running mobile ad campaigns.

The automotive category is not only deeply investing in mobile, but
hitting its target audience with Yahoo’s targeting capabilities.

Meanwhile, the “iPhone effect” continued in 2008, not just with
competitive handsets launching, but in terms of marketers seeking out

such audiences to promote their applications to users on the go.

“MasterCard ran an integrated campaign with us on the PC [and]
mobile Web, their Facebook application [which Yahoo built] and
iPhone application to develop a holistic approach to helping their
consumers track shopping wish lists for the 2008 holiday season,” said
Michael Bayle, senior director of global mobile advertising at Yahoo,
Sunnyvale, CA.

Mr. Bayle suspects more brands on the Fortune 500 list develop their
permanent mobile presence at “m.brand.com.”

As the industry moves beyond the sampling stages of 2008, marketers
really want to understand if they are hitting the mark and acquiring the
right users.

“We are very much behind this movement and the more the industry
can acknowledge the value of the consumer after the click, the better we
can attract dollars into this mobile medium, which we believe to be as
efficient, if not greater, than the
digital medium,” Mr. Bayle said.

As marketers appreciate the
connection they can have with
consumers on mobile, they will
begin to assemble mechanisms
to tap into these fan bases more
often directly.

There are encouraging signs.
For example, entertainment
marketers can air a movie trailer
in the theaters with an invitation
for an SMS reminder closer to
the theatrical release date.

“I think you will see a large push towards merging these kinds of
marketing tactics to the direct marketing efforts and loyalty programs,”
Mr. Bayle said.

As with the PC, but on a faster pace, 2009 is going to see a further
allocation of media budgets towards richer experiences, but not just
rich media.

There is a growing interest to capitalize on the engagement
opportunities available with consumers and mobile. Expect to see
further innovation incorporating mobile-only elements such as location
and the physical world.
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While Mr. Kraut believes there has not yet been a company that really
hit it out of the ballpark with mobile advertising, Mr. Bayle could think
of a few campaigns that really hit the mark.

“Chex Mix really hit the mark with a campaign they are running on
our mobile fantasy football experience [http://m.yahoo.com/fantasy],”
Mr. Bayle said.

“Appreciating that mobile first and foremost remains a communication
device and capitalizing on the competitive nature of fantasy football
fans, Chex tied in their celebrity relationships with football legends like
Barry Sanders and Desmond Howard to allow
users to send ‘Smack Talk’ to competitors in
their leagues,” he said.

Upon filling a quick form with the mobile
phone number for the recipient, Chex would
instantly generate a call to that consumer with
the smack talk from the voice of the legend.

Mr. Bayle was also impressed with
MasterCard’s campaign in 2008.

The payments franchise leveraged a PC
microsite on Yahoo integrated closely with a
Facebook application, all tethered to an
iPhone application, allowing MasterCard
users to find goods and create the wish lists
they wanted for the holidays.

Cardholders were also able to share that list
with their Facebook friends and browse the
lists of their friends.

The user-base could take all this information
in a very functional iPhone application and
actually make purchases.

Yahoo worked with an impressive list of
global brands in 2008, often times helping
them with their first mobile campaign.

In addition to brands from the automotive
sector, Yahoo worked with the likes of Pepsi, KFC, Cheerios, Procter
& Gamble, Paramount, Showtime, NBC, ESPN, Visa, MasterCard and
Walmart.

As for Pizza Hut, the company said the mobile will be an integral part
of its multichannel strategy.

“Some of our most loyal customers are in the 18-29 demographic and
are always among the first to embrace new technology,” Mr. Kraut said.
“Mobile is a space where we can connect with our core customers.

“Ever since our first pizzas came out of the oven in 1958, Pizza Hut has
always been seen as a category innovation leader,” he said. “So, mobile

technology is a space where we can continue to grow that reputation,” 
he said.

Both Mr. Bayle and Mr. Kraut believe that there will be challenges in
2009.

The tough economic climate will affect mobile advertising and
marketing in 2009.

“Budgets and mindshare are going to be challenges in 2009,” Mr. Bayle
said. “Especially in a tough economic environment, marketers will need

to trust their instincts that mobile works to
continue to make the case to allocate dollars
to this medium. 

“It’s always safe to fall back on what
marketers know works, but now is the time
to invest and demand greater transparency
and proof that their dollars spent in mobile
far outperform from an efficacy standpoint
traditional media and even PC media at
times,” he said. 

As a mobile advertiser, Pizza Hut will face
challenges in 2009 as well.

“The biggest challenge is to create mobile
applications that are meaningful and useful
for users,” Mr. Kraut said. “Technology that
looks cool but serves no true function fails
to make a lasting impact.  

“Our challenge is to listen to our customers,
find out what sorts of innovations are
important to them and deliver based on that
feedback,” he said. 

Consumer acceptance of mobile advertising
will be a reality in 2009, according to 
Mr. Bayle. 

“With increased competition in the
marketplace, consumers will have more

choices when it comes to finding a handset that meets their needs and
an affordable voice and data plan that will allow them to explore the
wonders of the mobile Internet,” Mr. Bayle said. 

There will be many opportunities for brands to deliver their message on
the mark to these consumers who will end up spending increasing
amounts of time on mobile phones at the expense of traditional media.

“As mobile technology becomes more sophisticated – with companies
such as Apple and BlackBerry upgrading the capabilities in their mobile
devices – there will be more opportunities for companies to create
applications that are meaningful and useful to customers,” Pizza Hut’s
Mr. Kraut said. �
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By Dan Butcher

Despite obstacles—industry fragmentation first and foremost—
mobile banking and payments are gradually approaching the
tipping point for mass-market adoption.

Mobile Marketer's Dan Butcher interviewed seven major players in
the mobile banking and payments space to get their views on the state
of the industry and what they expect in 2009. Here is what they had 
to say.

What is the current state of mobile banking and payments in the
United States?

Steve Kietz, executive vice president of growth ventures/innovation
and CEO of Mobile Money Ventures for Citi, New York: Mobile
banking is emerging as an indispensible business asset for banks to
retain customers and reach unbanked segments.

While the uptake of mobile banking has been better in the Asia-Pacific
countries as compared to the U.S., it has slowly but surely gained
importance for banks and other players of the ecosystem that are
delivering mobile financial services.

James Anderson, vice president at MasterCard Mobile Center of
Excellence, Purchase, NY: Mobile payments are currently in the
transition phase from evaluation to commercialization. 

Trials that have been underway across the U.S. to understand the
technology and gauge market interest have been very successful,
generating enthusiasm and positive feedback from consumers.

For example, in January 2008, MasterCard launched a mobile payments
trial using MasterCard PayPass contactless payments technology with
U.S. Bank in Spokane, WA. A majority of participants reported that the
technology was easy to use, secure and efficient.

Given this positive feedback and the fact that mobile phones are such
an integral part of consumers’ lives today, the time is ripe for mobile
payments. Enhanced network speed, the prevalence of smartphones
and improving handset security are all making it possible to conduct
mobile payments and other financial services applications on 
mobile phones. 

As a result, issuers are now also looking at how they can translate these
factors into commercial offerings.  Currently, all the parties involved in
mobile payments and related mobile financial service capabilities are
working together to bring these services to market.

Virginia Garcia, Miami, FL-based senior research director of cross-

industry research services for Tower Group:We feel there are two
parts to this question—mobile banking and mobile payments.

The current state of the U.S. mobile banking space is vibrant, both in
terms of consumer adoption and business investment. Consumers
continue to gravitate toward mobile banking offerings and as more
financial services companies offer or refine these services, we believe
this trend will continue in 2009 and well beyond.

Furthermore, in today’s difficult economic climate, financial services
institutions are under pressure to cut IT spending, but expenditures on
mobile banking have remained a bright spot.

In 2009, TowerGroup believes financial institutions will move beyond
the phase of early experimentation to embrace mobile banking
strategies within the context of enterprise channel management and
customer relationship management, requiring investments in
integration platforms versus single-point solutions that were prevalent
until now.

Mobile payments in the U.S. are still in their infancy. We had seen some
interesting trial activity in this space in 2008, but mobile payment
services remain fragmented.

In fact, we believe that the dominant type of mobile payments today—
handset-oriented purchases such as the download of games and
ringtones—will remain the predominant form of mobile payment in
the years to come.

It will still take several more years before mobile contactless payments
can make a sizable dent in the market and give plastic a run for 
its money.

In the near term, we see the U.S. mobile payments market in a phase
of customer familiarization buoyed by edge solutions like alerts and
notifications, mobile marketing and location-based couponing.

Jean-Louis Carrara, vice president of
telecommunications for Gemalto North
America, Addison, TX: We are just
starting with mobile banking. So far, a lot
of money has been spent with little or no
returns for all involved: banks, operators
and providers.

The U.S. environment is very fragmented.
Mobile banking applications are launched
on phones with their own implementation
on each OS. A lot of banks go at it their
own way, and then finally operators with
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different technologies have to certify every phone with the embedded
application.

In this context it is difficult to reach economies of scale and the
investment is huge before the consumer market can be accurately read
to evaluate the returns.

In contrast, we have been much more successful in other countries
where the applications are deployed on a single platform—the SIM—
with end-to-end security with a handful of banks and operators.

In Colombia, for instance, we have reached 5 million transactions in
just a year after the market introduction, and we only have 130,000
users out of 30 million users. About half the transactions are balance
inquiries and these would be costly in a country without much online
banking penetration.

When I present these transactions statistics to colleagues in the U.S.,
they seem envious.

As for mobile payments, Near Field Communications trials have shown
that technically, everything can be achieved securely and reliably.

Gemalto has acted as a trusted service manager (TSM) and an NFC
SIM provider for GSM Association trials worldwide. We have
downloaded all sorts of credit cards and transport tickets into 
SIM cards. 

We are taking advantage of our secure manufacturing processes
existing around the world to create SIM, credit and debit cards, and
also to operate over-the-air downloads.

Compared to mobile banking, mobile payment is still in its infancy, but
is showing better signs of maturity toward a global standard. Standards
just got approved and we should expect a number of phones worldwide
starting mid-2009.

For mobile payment to take off, consumers have to be confident that all
banks, operators and phones are compatible—that’s the only way to
change consumer behavior.

We base our mobile payment solution on standards, whether based on
the SIM or not, so that all players can benefit from economies of scale
and wide availability of phone models. 
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We expect multiple phone models based on the standards to be
available by mid 2009, mostly for the Asian markets.

Haridas Nair, senior director of mCommerce for Sybase 365,
Dublin, CA:We are seeing an awful lot of interest in mobile banking
from the Top 300 banks in U.S. In tier 2 and tier 3, we’re seeing a lot
of interest in getting started with SMS, or browser-based mbanking.
Payments are at a strategic level and we see interest from banks in
the roadmap.

Amit Bhojwani, general manager of mobile banking for VeriSign
Messaging and Mobile Media, Mountain View, CA: Financial
institutions continue to offer mobile banking, using a combination of
SMS, WAP and downloadable client solutions. SMS-based solutions
are seeing the highest adoption, followed by WAP and downloadable

client offerings.

2008 was a successful year
for mobile banking and has
set the stage for mobile
payments in the U.S. As
banks and their customers
get increasingly familiar
with the mobile channel in
the U.S., VeriSign
continues to see increased
adoption of mobile banking
services, with over 35
percent growth in usage
from Q2 2008 to Q3 2008.

However, the mobile
banking and payments
ecosystem in the U.S.
remains fragmented due to
an ever-increasing number

of stakeholders and rapid changes in mobile products and services.

Given current global economic conditions, we expect this ecosystem to
gradually mature in 2009 and beyond, setting the stage for mass
adoption of mobile financial services.

Ramy Mora, vice president of marketing for Obopay, Redwood
City, CA: Demand from consumers for convenient means to send
money to family and friends continues to grow quickly, particularly as
services become more widely available.

How successful was 2008?What are some of the challenges you are
now facing?

Citi’s Mr. Kietz: The birth of Mobile Money Ventures in 2008, a truly
innovative initiative in the mobile finance space, is a testament to Citi's
commitment towards innovation. MMV's milestones of offering an
Android-compatible solution and a customer deployment that include
a customized mobile banking application that takes advantage of
iPhone 3G innovations is an indicator of a successful year.

Citi also announced a strategic relationship this year with mobile
commerce enabler Firethorn Holdings LLC to enable Citi credit card
members to easily and securely access real-time account information
anytime, anywhere on their wireless handsets.

Working with Obopay, a Silicon Valley startup, Citi became the first
bank in the U.S. to launch a person-to-person mobile money-transfer
service in 2007. Since then, Citibank has become the first bank in the
U.S. to integrate person-to-person mobile phone transfers into our
checking and debit accounts.

Later in the year, India and several other Asian markets are setting the
stage for another market transformation by launching instant, secure
and highly affordable cross-border remittances via mobile phones.

So Citi has had a number of successes this year.As far as challenges go,
we see widespread customer adoption of mbanking as a challenge, as
well as an opportunity.

MasterCard’s Mr. Anderson: 2008 was a successful year for
MasterCard in the mobile payments space, as we continued to
demonstrate leadership.

For example, we recently launched MasterCard Over-the-Air
Provisioning Service (OTA) to help banks personalize cardholders’
mobile devices and prepare them to become payment devices.

The service lets card issuers transfer a MasterCard PayPass application
onto handsets that are equipped with Near Field
Communication technology.

Using the technology, a customer can personalize their payment
account over a mobile network and immediately begin purchasing
products simply by tapping their phone near PayPass-enabled terminals
at any of the nearly 135,000 merchants that accept MasterCard PayPass
“tap & go” payments.

In terms of challenges, we are constantly focused on how we can help
create a mobile payments ecosystem that rewards all parties in a way
that they feel is adequate and representative of their
respective contributions.

As MasterCard works to refine a business model that works for
everyone—consumers, financial institutions, mobile operators and
merchants—we are working with all of the necessary players to drive
mobile payments forward.

Gemalto’s Mr. Carrara: 2008 was a successful year. We achieved our
goals to finish the standards so the handsets could be built in time for
next year.

On the product side, we have a complete TSM offering to support the
full download of payment cards and a range of NFC SIM cards that are
being certified by the payment associations.

At the same time, we have developed our presence on multiple markets,
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educating the multiple stakeholders on the maturity of the solutions,
especially in terms of security. In the process, Gemalto has become the
commercial TSM in Taiwan with two operators, running transit,
payment and smart-poster applications in the SIM and
handsets markets.

In NorthAmerica, we just kicked-off a pre-commercial trial in Canada
with Rogers, the largest operator, and with RBC, the largest bank.

We also just finished demonstrating over-the-air loading of Citi credit
cards into AT&T SIM in a coast-to-coast trial, showing full
compatibility with the existing contactless point-of-sale readers.

Sybase’s Mr. Nair: 2008 was a very successful year for Sybase 365
and we credit much of this success to the growth of our
mbanking platform.

VeriSign’s Mr. Bhojwani:VeriSign has seen significant traction of its
mobile banking services in 2008 and we expect this growth to continue
in 2009.

A number of leading financial institutions around the world can now offer
customers the convenience of doing mobile banking by leveraging VeriSign's
mobile banking services,many ofwhich choseVeriSign in 2008.

Of note, VeriSign is currently working with seven of the top 10 U.S.
banking brands, three of the top five credit card issuers, a global leader
in online payment solutions, major banks in India and a number of other
financial institutions around the world

The biggest challenge in driving the growth of our products and
services can be attributed to the lack of comprehensive mobile
standards tailored specifically for financial institutions.

To overcome these challenges, VeriSign is leading several initiatives
with various stakeholders in the mobile financial services ecosystem.

Obopay’s Mr. Mora: This has been another very successful year in
both of our markets, the U.S and India.

We paved the way for increased adoption of mobile payments through
alliances with financial institutions such as Citibank, Fidelity and
MasterCard. As an industry first, Citi is now offering and marketing
Obopay’s person-to-person mobile payments service directly linked to
customers’ Citibank checking accounts.

Obopay also introduced a prepaid card in partnership with Bancorp to
allow Obopay’s mobile payment customers an easy way to access their
Obopay funds and make purchases anywhere MasterCard is accepted.

The partnerships we have with Citi andMasterCard are two examples of how
consumers can use Obopay for the instant sending, receiving and spending of
money through their mobile phone. Using cell phones for payment is easy and
convenient.

Is the market moving toward mass-market adoption of secure

mobile payments?

Citi’s Mr. Kietz: At Citi we expect that over time, customers will
embrace person-to-person and consumer-to-business payments. As the
applications become more prevalent, the value proposition will become
more advantageous to both the parties.

MasterCard’s Mr. Anderson:We believe so. We continue to receive
feedback from consumers that their mobile device is the one where they
want and expect to see payment functionality in the future. Mobile
phones are now ubiquitous in the marketplace—always there and
always on.

As consumers increasingly look to use their mobile phones for more
than telecommunications, they are becoming more comfortable with
the security of mobile payments. Security is a critical component of
building consumer trust in emerging mobile payment services.

By using the MasterCard payments infrastructure and payments
franchise as a foundation for our programs, we can deliver a level of
mobile payments security and trust equal to that enjoyed by consumers
who use payments cards today.

Gemalto’s Mr. Carrara: Yes, we are moving toward mass-market
adoption in developed countries. Not all users will adopt new
technologies and it will take time. It is just like online banking, except
we still don’t feel as secure with online banking as we will with
mobile payments.

Sybase’s Mr. Nair: We see the initial uptake happening in different
markets around the world. Just like the Internet, it will take a little time
for users to get comfortable with it, but the models are starting
to appear.

VeriSign’s Mr. Bhojwani: Mobile banking will see mass-market
adoption in the next couple of years. The adoption of secure mobile
payments is also increasing, although mass-market adoption is still a
few years away.

The mobile payments ecosystem is fragmented and lacks standards
across technologies and geographies, leading to the inability of key
stakeholders to agree on a viable business model. However, mobile
banking can be leveraged as a stepping-stone in driving adoption of
mobile payments.

Obopay’s Mr. Mora:Yes, absolutely. With more than 262 million cell
phones in the U.S., consumers are keen to find practical and convenient
ways to send and receive money when they needed, wherever they
may be.

What does consumers' acceptance of mobile banking and payments
mean for mobile commerce?

Citi’s Mr. Kietz: The consumers' acceptance of mbanking/payments
means a bigger market share for various players of the ecosystem, one
in which there is deepening of customer relationships and gaining
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revenue with the underlying goal of enhancing the end user's
banking/payment experience.

Mobile commerce is heavily reliant on the ability of various players of
the ecosystem to work together to provide a common platform and
business model.

MMV's full-service platform can be integrated with various industry
players to empower the consumers to interact with the phone to meet
their banking and payment needs in a convenient, secure and 
reliable manner.  

Gemalto’s Mr. Carrara: It means that we will truly start entering into
the mobile commerce era. With phones easier to browse with and soon
transact with, we will start using our phones as key enablers to our
digital lives.

The wireless operators have the ability to secure wireless transactions
better than any online transaction. If they get it right, we will be safer
paying on the Internet with our cell phones than we would ever be with
our online PCs.

That’s what is at stake. Once this is established and we all have some
credit cards in our phones, we will be ready for the next steps of the
mobile wallet. I don’t think any of us really knows what new
applications will arrive as a result.

Sybase’s Mr. Nair: It validates the opportunity and establishes the
market. All the activity also enhances the market awareness, which in
turn helps vendors like Sybase to capitalize on the opportunity, as we
are uniquely positioned with messaging, an mbanking platform and
implementation services.

VeriSign’s Mr. Bhojwani: Consumer acceptance of mobile banking
bodes very well for mobile commerce. 

As consumers get incrementally comfortable with the quality and
security of mobile banking services, mobile banking will become a
necessity, rather than a convenience.

Adoption and evolution of mobile commerce will see significant
growth as consumers begin to realize the power of mobile via the
anywhere, anytime experience.

Obopay’s Mr. Mora: It means more convenience, faster, affordable,
and instant access to cash for consumers and merchants when they
needed, wherever they may be. 

What are the opportunities you see going forward? Where will
mobile banking and payments be in 2009?

Citi’s Mr. Kietz: As mobile devices continue to get more
sophisticated, financial institutions and carriers will have the
opportunity to enhance customer loyalty and enrich customer
experience by delivering innovative applications such as 
mobile banking. 

At Citi’s Mobile Money Ventures, we believe that mobility will
continue to transform the way banks interact with customers to ignite
customer engagement unlike any other channel.

Mobility will be a requirement both to retain customers and to reach
new market segments with unique needs and expectations previously
unmet by traditional banks and delivery channels.

MasterCard’s Mr. Anderson: We expect progress along the
commercialization path that we are on. Our objective is to build a
business model that works for all parties.

Mobile is not just a payment product but a vehicle by which to deliver
other value-added services.

There are six distinct areas of opportunity in the mobile space and we
are developing solutions to address all of them, including contactless
payments, mobile commerce, money transfers and person-to-person
payments, mobile top-up and reload, information and mobile banking,
and marketing and rewards.

The OTA service is MasterCard's latest move in the mobile space, and
we will continue to develop and partner to offer more services in all of
these fields. 

Mobile payment is still in its infancy, but we see 2009 as a year of
tremendous momentum as the market continues to evolve and grow.

TowerGroup’s Ms. Garcia: We believe there are multiple
opportunities for mobile banking and payment services in the short
term, and some of these include:

Urgent payments – We believe consumers will pay for the convenience
of being able to make immediate payments via their handset.

Mobile remittance – The remittance market is approaching $400 billion
annually, and we believe there is ample opportunity for mobile to add
value to the sending and receiving of remittances.

Mobile P2P payments – Consumers are becoming comfortable with
sending money to other individuals via the Internet, and we believe this
trend will be extended into the mobile space, capitalizing on the
convenience value of immediacy.

Corporate cash management – Most of the mobile banking offerings
to date have been focused on the consumer, but there is considerable
opportunity to extend mobility into the corporate cash 
management area.

Mobile remote deposit capture – TowerGroup believes this is a service
that would be of value to a large number of self-employed individuals
and small businesses.

Integration – Integrating mobile into existing architecture would help
to make the services more of a part of the overall corporate strategy,
enhance the customer experience and allow the institution to cross-sell
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using this new medium.

We believe that in 2009, the market will begin to move from the
familiarization phase, which allows end users to get comfortable with
mobile financial services and provides them access to basic information
and services, to the convergence phase, which will allow for a more
robust mobile offering, in essence extending services that are currently
limited to online to the mobile phone.

And while IT spending on mobile will be under increased scrutiny, we
believe financial services institutions will continue to invest in mobile
banking and payment solutions.

In 2009 mobile banking will move from a nice-to-have to a must-have
value driver of customer retention and acquisition.

Gemalto’s Mr. Carrara: In 2009, we expect to see further national
implementations to support mobile payments. What has started as a
global initiative will become part of the local markets.

We expect that in 2009, groups of operators and other service providers
will start working together to create national implementations and
mostly discuss business models that can benefit all players.

The market will still be in its infancy and probably insignificant in
terms of number of users, but it will enter an important phase of
maturity by crafting important deals between the players and setting
the stage for national investments in the handset availability.

Since handsets are almost all subsidized in the U.S., which is not
always the case elsewhere, operators have a gating role in creating a
park of addressable NFC handsets in their customers’ hands.

They will also be the first ones to receive customer care calls in case of
issues. In other words, if operators are not convinced of their ROI, they
will not let the market get equipped.

Sybase’s Mr. Nair: We see a significant shift towards implementing
SMS and browser banking. Early on there was a rush to rich client, but
banks seem to have realized the value of the SMS-based channel for
alerts and communication. We expect to see implementations of
payments in 2009 towards the latter part of the year.

VeriSign’s Mr. Bhojwani: The significant traction VeriSign saw in
mobile banking in 2008 will continue in 2009. Financial institutions
will look to expand their mobile strategies to include other key product
lines such as investment banking, mortgage and brokerage and even
leverage the mobile channel into advertising and marketing plans.

Given current economic conditions, banks will look to leverage
monetizable innovations in the mobile arena, such as location-based
services, ad-sponsored messaging and even some smartphone
applications. As a result, we expect to see innovations in the mobile
payments market in 2009 that will ultimately lead to tangible adoption
of this channel in the coming years.

Obopay’s Mr. Mora: Our goal is to turn every mobile device into a
payment device, and opportunities exist in continuing to develop
partnerships with financial institutions and mobile partners, as well as
entering additional international markets.

Just as banks have evolved to provide convenient online services to
customers, we see greater adoption both from banks and mobile
partners as they continue to provide products which cater to their
customers’ mobile lifestyles. �

i
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By Dan Butcher

Because mobile advertising is still in its formative stages and the
ecosystem is fragmented, figuring out what it will cost to run
an effective mobile marketing campaign can be daunting.

The most important factor for marketers to keep in mind is the goals of
the campaign and which mobile channels are best suited to attain those
goals. About the only consensus in the mobile industry on this topic is
that there are many variables to consider and that costs range widely
depending on the scale and complexity of the campaign.

“This ranges so broadly that it is hard to cite in any meaningful way,”
said Jason Spero, vice president of marketing at mobile ad network
AdMob, San Mateo, CA.

Many industry insiders claimed that a basic mobile campaign can be
launched for much less than an online, print or television effort.

“Surprisingly, SMS alert, WAP mobile Web site, mobile banner ad
campaigns and pre-roll/post-roll mobile video ad campaigns are not as
expensive as one would think,” said Edward Lang, senior vice
president/general manager of mobile for Playboy Media Group, Los
Angeles.

Another industry executive claimed that a bare-bones SMS/text alert
campaign can be launched for a few hundred dollars – excluding the
cost of the common short code – and that a basic mobile Web/WAP
campaign can be launched for several thousand dollars.

For example, Barack Obama created his campaign mobile Web site for
$7,000, albeit that was highly subsidized.

However, those figures are definitely at the lowest end of the spectrum,
and it is questionable how much benefit brands can get from just
dipping their toe into the mobile pool.

A professional mobile site, with respectable advertising, publishing or

commerce functionality, should cost anywhere from $30,000 to
$40,000. Add to that the monthly-fee cost of maintaining the site, which
depends on the service provider.

Another consideration is whether the marketer is outsourcing the
mobile Web site, as was done in the early days of the wired Internet, or
running it in-house. If handled within the company, add the cost of a
mobile manager’s salary – roughly $80,000 or so. 

In the case of President Obama, the mobile Web site was but one
element of a multifaceted, multichannel marketing campaign.

Typically, the more channels a brand uses and the more types of media
a brand takes advantage of, the more effective the campaign.

Price ranges
A more realistic ballpark figure for the most basic mobile marketing
campaign is around $25,000, although sophisticated mobile campaigns
run well into the seven figures.

A small SMS-based campaign can be built for less than $10,000. 

However, for an effective two-month, opt-in SMS campaign, a brand
is more likely to spend in the range of $50,000 to $100,000.

For brands, the mobile database of opt-in consumers alone may be
worth that price.

In addition, SMS is most effective when used in conjunction with other
channels, such as traditional media, the wired Web and the mobile
Web/WAP.

A basic WAP microsite campaign can be launched for anywhere from
$5,000 to $15,000 on the low end, depending on a brand’s requirements
and goals.

On the other end of the spectrum, for a sophisticated mobile Web
campaign that may include mobile commerce, store locators and
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booking engines, it can cost anywhere from $100,000 for a good mobile
Web presence to $500,000 for a fantastic one.

When budgeting for a well-branded mobile Web/WAP campaign or
application for all carriers and handsets, brands should plan for a
ballpark figure of $250,000 and three months to six months’
development time.

As for mobile advertising, cost-per-click (CPC) rates vary drastically,
anywhere from one cent to $15, depending on how targeted the ads are
and whether they are imbedded in a mobile Web site or a text message,
among other factors.

For the most part, rates tend to be on the lower
end of that spectrum.

In comparison, wired Web CPC rates typically
range from 60 cents to $20. 

Mobile cost-per-acquisition (CPA) rates tend
to top out around $2.

Mobile cost-per-thousand (CPM) rates also
vary widely. They typically range between $15
and $30, although they can go as low as $4 or
$5 and as high as $150.

CPM rates depend on how targeted, actionable,
interactive and measurable a campaign is.

There is speculation that CPM rates will
decrease as the amount of mobile ad and
content inventory increases.

Compared to traditional media and wired Web
advertising, mobile is claimed to typically
deliver better ROI.

How about cost per engagement?
One industry executive suggested that
everything can be broken down into cost per
engagement.

“Eventually, everything can be broken down
into effective cost per engagement,” said Jon
Jackson, CEO of Mobile Posse Inc., 
McLean, VA. 

“Instead of looking at simply CPMs or reach,
smart marketers are looking at the effective cost for every engaged
consumer they can get and making a purchasing decision based on
that,” he said.

On a CPM basis, mobile advertising is still far cheaper than traditional
advertising, but tends to be more expensive than online advertising. 

However, focusing on a bottom-line CPM can distract marketers from
the fact that their effective cost per engagement is far less in mobile
than in traditional advertising, and the results are more immediate 
and measurable.

When executed correctly, mobile campaigns are a cost-effective option.

The measurability and response rates achieved via mobile are
significantly higher than those achieved via traditional or 
online advertising.

The reality is that mobile advertising works
best in tandem with traditional and 
online advertising.

Many vendors sell integrated cross-media
mobile campaigns in conjunction with
publishing partners.

While mobile should be considered a
complementary channel, not necessarily a
standalone solution, it has become an
indispensible element of brands’ 
marketing mix.

“ROI depends on a brand’s goals,” said Paran
Johar, chief marketing officer of JumpTap,
New York. 

“If a brand is trying to develop a large-scale
brand awareness campaign, certainly other
media—sight, sound and motion, print, online,
radio and TV—may do better,” he said.

“If you are trying to quantify metrics, then
mobile has the advantage. Mobile is not a
standalone medium—it’s most effective as a
complementary part of a larger 
multichannel campaign.”

Another top executive agrees.

“On a CPM basis, mobile advertising is still
far cheaper than traditional advertising and
more expensive than online advertising,” said
Zaw Thet, CEO of 4Info, San Mateo, CA. 

“That said, the measurability and response
rates obtained on mobile are significantly

higher than in traditional or online advertising,” he said.

“The reality is that mobile advertising works best in tandem with
traditional and online advertising support, which is why we frequently
sell integrated cross-media mobile campaigns in conjunction with our
publishing partners.” �
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By Dan Butcher

Despite the economic slowdown, carriers are optimistic about
this year.

Smartphones, mobile data services, mobile applications and openness
are all significant trends that carriers see continuing on into 2009.

Mobile Marketer's Dan Butcher interviewed each of the four major
carriers to get their views on what they expect from 2009. Here is what
they had to say.

Economic slowdown
Jenny Bridges, Dallas, TX-based spokeswoman for AT&T
Mobility: In this economy of less, AT&T offers more to its customers,
and will continue to throughout the year.

For example, we recently announced that select smartphone customers,
as well as AT&T Laptop Connect customers, have free access to all
AT&T WiFi hot spots. 

In addition, we launched a line of quick messaging phones—four
devices with full QWERTY keyboards—that are priced very
attractively at $48-$99.

They’re a terrific option for customers who want a full keyboard for
messaging but don’t need access to corporate email or other premium
business features.

Our voice packages start as low as $39.99 monthly and texting plans
starting at $5 monthly.

Ian McKerlich, director of mobile Web and content for T-Mobile,

Bellevue, WA: Our customers, citizens of this country and other
countries, are feeling the pinch, and it will have an effect, but mobile
phones are becoming less of a luxury item. It’s the primary
communication device for most people, which is working in our favor.

These are challenging circumstances, and
every retailer and provider will have to
work harder to earn customers’ business.

James Fisher, spokesman for Sprint,
Overland Park, KS:We believe we offer
the best value among carriers, which is
crucial in this economic environment.

You will soon see us begin to highlight the
savings that individual subscribers and

families can see in our unlimited data plans, compared to 
our competitors.  

Financially, to this point we’ve seen a great deal of resilience in our
wireless business despite a backdrop of obviously challenging 
macro-conditions.

We are seeing some impact among business customers and less impact
on consumer customers as wireless phones are considered a 
consumer necessity.

Our ability so far to generate cash and maintain cash reserves has been
key to our stability in an economic environment where credit for
businesses is tight.

The credit mix of our base is solid, with about 83 percent of our post-
paid customers being prime, and currently we’re encouraged by the
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payment and collections trends we’re seeing.

Still, we’re continuing to watch leading indicators very closely and will
be prepared in the event that conditions begin to deteriorate. 

Debbie Lewis, spokeswoman for Verizon Wireless, Basking Ridge,
NJ: The wireless sector of the technology industry has been a great
source of innovation and growth for the past several years, a trend that
should continue into 2009.

Our customers are asking for devices that do more—more email, more
entertainment, more messaging—and the growth of smartphones in our
portfolio addresses those needs, as does the wide variety of services
Verizon has introduced over the past year.

Future of mobile data services
Sprint’s Mr. Fisher: Data is a key area of growth
because, as we say in our “Now Network”
messaging, customers want to have information and
access to data now, whenever they need it, wherever
they are. We believe we’re the best positioned carrier
to offer that.

AT&T’s Ms. Bridge:We’ve seen strong growth
in mobile data and we expect this to continue as
more customers choose smartphones and other
devices that provide them access to the Internet,
email and other data applications.

Customers want to have access to all the
information they need when they’re on the go and
we’re providing that for them.  

T-Mobile’s Mr. Kerlich: We’re very bullish
about mobile data services. We’re launching a
fairly dramatic makeover of our mobile Web
experience, T Zone, relaunching it into Web2Go
and extending it from low-end devices to top-of-
the-line smartphones.

It’s a consumer-oriented open Internet experience,
a mobile-optimized on-deck portal, but if they
want to go out on the open Web, we’re not going
to hold them back. This is more about device
capabilities. More and more high-quality browsers are coming into our
lineup in ’09.

With the G1, we have a plan for 35 unlimited texting and picture
messaging and IP services over both the 3G network and devices with
WiFi, with complimentary access to T-Mobile’s Hot Spot
http://hotspot.t-mobile.com/network 

We have a relationship with airports, certain retail establishments and
hotels, as well as our Hotspot at Home product.

Verizon’s Ms. Lewis:We expect to see even more diverse applications

make their way to the mobile environment, especially as consumers
increasingly use their wireless phones to address the tasks of daily life.  

But, at the end of the day, we can't ever forget the importance of the
network that's behind all this innovation.

Reliability, speed and our network will continue to be the No. 1 focus
of Verizon Wireless in 2009.  

Stance on openness
T-Mobile’s Mr. McKerlich: The emergence of the term openness has
become part of the common vocabulary. It is important, but the story
underneath it is innovation. The amount of change we’ve seen in the
mobile industry in just two years is astounding.

Who would’ve thought that three of the biggest
names in mobile would be Amazon, Google and
Apple? They are three very top-shelf Internet
brands that have made their mark on the mobile
industry in partnership with brands like us.

Openness means that companies can partner easily
and consumers get faster innovations and 
better features.

The iPhone is innovative, but not very open, while
BlackBerry is innovative in its own way, but not
necessarily open. The T-Mobile G1 with Google
is certainly innovative and very open. 

People are excited about all three, which provide
different experiences.

Each of them is an Internet brand and has elements
of Internet experience at their core, which will be
very important in 2009.

We’re also excited about mobile applications.

We believe prior efforts have been about shrinking
down the experience to the lowest common
denominator, while our apps strategy delivers an
experience that is familiar to consumers, but

wherever possible goes above and beyond.

We will continue to come out with handsets with attributes that are
assets, as opposed to liabilities, handsets that are location-aware, with
a sense of presence and the permission to interrupt you during your
day, both tangible and intangible assets.

We want to open up to third-party developers, with some guard rails,
but we feel that will bring more innovation and other products and
services as well. 

We’re really excited to be working with Google on the G1. People are
lining up outside our stores. It has been really well-received by our
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customers. We’re very pleased with the reception.

AT&T’s Ms. Bridges: Our approach to openness is to give customers
maximum choice—choices in operating systems, devices, applications
and services.

We offer all of the major OS platforms—BlackBerry, Java, Mac OS X
Leopard (iPhone), Microsoft Windows Mobile, Palm OS and Symbian.
And we’re always open to adding new ones, if there’s consumer
demand for it.

AT&T allows its customers to use any device on
the AT&T network—all they need is an AT&T
SIM card.

Our customers have the freedom to switch
devices at any time – a key way we’re giving
our customers the most choice when it comes
to devices. 

We’re also open in terms of applications,
offering the best in video, messaging, music,
email and business applications.

In 2004, we launched our content store,
AT&T MEdia Mall. We offer more than
100,000 choices within MEdia Mall,
including games, apps, ringtones, graphics
and other content to personalize 
your phone.

We also index thousands of applications
for search on MEdia Net, our on-deck
portal, and we let our customers download
virtually any third-party application
without restriction.

We don’t offer just one way to listen to music, or watch
video, or play games.

Looking at music specifically, we have more digital music partnerships
than any other provider.  

Whether our customers prefer Napster or iTunes or Pandora or eMusic
or MobiVJ—the list goes on—the choice is theirs.

We’ve also gone far to advance the huge ecosystem of third-party
developers.

We were the first wireless carrier to make our architecture guide
publicly available to apps developers. 

We also maintain a develop relations program, devCentral
(http://developer.att.com).

DevCentral is a members-based community that we maintain for

developers who want to interact and learn from each other.

We also launched a Web site (http://www.att.com/choice) to serve as
a resource to both developers and consumers.  

Sprint’s Mr. Fisher: Internet regulation, particularly regulation of
carrier network management practices, will decrease Internet
performance for the average customer, increase costs for consumers
and divert resources from innovation and growth.

Because Sprint is open, Sprint customers:  
• Enjoy full HTML browsing on their phones,
with Google as their search provider;
• Experience personalized Web browsing
with Sprint Web – relevant information is
pushed to the customer;
• Can choose to download name brand
applications and services from the Internet,
while other carriers limit applications to
those sanctioned by the carrier; and 
• Are not limited from using the personalized
computing power of their mobile phones. By
contrast, other carriers control what customers
can access and do. 

Verizon’s Ms. Lewis:Our Open Development
Initiative is a year old—we've already certified
several devices and see continued interest from
many different companies interested in bringing
even more devices to our labs.

The year ahead
AT&T’s Ms. Bridges: We’re cautiously
optimistic. We’re not as far along on on-deck
advertising, because we’re focusing on adoption,
then there will be more room for mobile ads.

We’re mindful of the first wave of advertising on the
fixed Internet, several years before it became a multibillion industry.

In mobile the development will probably be a little bit faster, but it’s
going to take a while to mature. 

As viewership and usage go up, the key is working with the ecosystem
to make sure the user experience is as good as possible. 

We have to avoid the growing pains of the Internet, such as pop-ups,
spam and other forms of advertising that are less appealing.

I’m excited about 2009, I think we’re going to see a lot more mobile
Internet adoption.

The demand for third-party innovation has reached a critical mass, our
devPartner Community Program http://developer.t-mobile.com/site/
global/home/p_home.jsp is a way for a company to submit an app 
for certification. 
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Right now it takes far too long for these partners to get on our catalog
and get on our deck, and we want to make it a click-through agreement,
a digital signature.

We want to be the easiest carrier to do business with for partners
interested in innovation.

Web2go is a set of Internet discovery tools that lets consumers rank
apps andWeb sites, letting them tell us what we should populate in the
prime spots.

We’ll get better at targeting that and give consumers different recom-
mendations based on past behavior. We let our consumers choose.

There’s a lot of energy in mobile apps right now, which is a way to
create more innovative products and services and bring the Internet into
people’s hands in a new way they haven’t had before.

There will be many opportunities for our consumers and our partners
in the year to come.

Sprint’s Mr. Fisher: Clearly data usage is one of the dominant trends,
and it plays a big role for Sprint because we believe we are best
positioned to capitalize on the expected growth in wireless data usage.

Today we have the highest data revenue per user in the wireless
industry on the Sprint network, and we have centered our marketing
on generating growth in data.

We are offering the lowest price among national competitors for
unlimited data in our simplified and very popular $99 “Simply
Everything” pricing plan.

We are teaching customers how to use all of the data components on
their phones in our stores through our “Ready Now” program. We are
creating handsets with “One Click” capabilities that allow you to
customize your screen and get to any favorite application with just
one click.

On top of that, a third-party study has shown that Sprint has the most
reliable data network.

All of this is contributing to our growth in data usage, and our ability
to retain high-value customers, who are more likely to stay with us if
they have a data plan. We see this trend continuing in 2009.

Smartphones go hand in hand with data usage and we are seeing strong
growth in that area.

With the quality of our network, improvements in customer service and
the focusing of our marketing efforts on making it easy and affordable
to use data services, we see this as an area of great potential
going forward.�
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By Giselle Abramovich 

In 2008, more merchants from more retail categories emerged fromthe sidelines and took advantage of the mobile commerce
opportunity. An increasing number of merchants are now skipping

market tests and going straight to system-wide roll-out when
introducing mobile capabilities.

When thinking about a company that
really nailed it with their mobile
commerce initiatives, mobile coupon
company Cellfire brought up Stage Stores.
The retailer ran a mobile coupons
campaign in July 2008 using 
Cellfire’s service.

“Stage incorporated a mobile call to action
across their marketing mix to include a
mobile call-to-action,” said Brent Dusing,

CEO of Cellfire, San Jose, CA. “Visitors to the Stage Store Web site
and recipients of the circular were directed to unique offers available on
the mobile phone.  

“As a result, Stage was able to bridge traditional, digital and mobile
media in a single campaign,” he said.

The apparel and accessories retailer promoted back-to-school savings
with a mobile coupon campaign at three of its regional retail brands—
Bealls, Palais Royal and Stage.

Shoppers were able to get exclusive deals on fashion and footwear at
398 Stage Stores retail locations in Arizona, Arkansas, Colorado, 

Kansas, Louisiana, Mississippi, Missouri, New Mexico, Oklahoma 
and Texas. 

Stage Stores delivered unique discounts to Cellfire users every two
weeks through Sept. 1 as part of an integrated marketing campaign
during the back-to-school season.

Consumers were alerted to various sales and opportunities to get mobile
coupons via in-store signage and online advertising. 

Stage Stores tagged all of its existing print, television and radio
advertising with a call-to-action urging consumers to sign up to get
additional discounts through Cellfire.

Cellfire’s database of opted-in customers received Stage Stores’ 
call-to-action.

Stage Stores is a retail chain that sells brand-name apparel, accessories,
footwear and cosmetics in small and midsize towns and communities
via 707 stores in 35 states.

Consumers can get the mobile coupons by subscribing to Cellfire's
service at http://www.cellfire.com

Or, consumers can send a text message with a keyword for the
appropriate retail brand to short code 22888 to receive instructions on
how to access the offers on their phone.

Cellfire’s client base includes Hollywood Video, Enterprise Rent-a-
Car, Sears Portrait Studio, Taco Bueno, Hardee’s, Wiener Schnitzel and
Extreme Pita. 
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The company has also run campaigns for Supercuts, McDonald’s,
Kroger, General Mills, Kimberly-Clark, Caribou Coffee and Valvoline.

Caribou Coffee used Cellfire to run a mobile coupon campaign to drive
traffic to its retail shops.

The second-largest company-owned gourmet coffeehouse operator,
Caribou let consumers receive coupons for $1 off any large drink or a
free drink with the purchase of a pound of coffee by using the 
Cellfire service.

Quick-lube chain Valvoline Instant Oil Change conducted a mobile
coupon campaign offering consumers the opportunity to save during
the economic slowdown.

Valvoline tapped Cellfire to help make mobile coupons accepted at all
107 Valvoline Instant Oil Change centers in Cleveland, Minneapolis
and St. Louis. 

Mobile phone users can save money with exclusive offers on oil change
or preventative services. 

Additionally, fast food giant McDonald’s used mobile coupons in parts
of the western United States timed with the launch of its new iced
coffee beverage.

The McDonald’s mobile phone discount promotion ran in 113
restaurants across Utah, western Wyoming and eastern Nevada.

The promotion offered consumers free ice coffee when they used
mobile coupons at participating McDonald’s locations. 

This is a common ploy used by Cellfire's clients in the quick-service
restaurant category, of which McDonald's is part.

“There are several key trends we anticipate in 2009,” Mr. Dusing said.
“First, we expect to see more consumers interacting with mobile
marketing as they learn about the capabilities their phones already have
and acquire newer more capable handsets.  

“Second, we expect to see more advertisers activating more of their
media with a mobile call to action.  Media buyers are looking to achieve
more with less,” he said. “Mobile fits the bill as it enables advertisers
to get more interaction from an advertisement for a longer period of
time by allowing the consumer to take it with them on their 
mobile phone.   

“Finally, given the tough economic times, we expect even more
businesses to leverage mobile couponing as a vehicle for engaging

consumers given they are highly desired incentives that drive
transactions at the point of sale.”

Cellfire recognizes that brands will face challenges in 2009 in terms of
mobile commerce 

Brands will continue to have more ideas and opportunities presented to
them than they will have the resources to execute.  

“Their biggest challenge will be sorting through this to determine which
are most effective at driving results,” Mr. Dusing said. “We think what
we do – mobile couponing – is a proven successful model with less
uncertainty and positive results.

“In 2009 we plan to continue to serve our large and growing user-base
by providing them with compelling offers in their neighborhood that
they can access and redeem using their mobile phone,” he said. 

“We plan to do this through partnerships with brand and merchant
advertisers, as well as with the great relationships we have with our
carrier and ecosystem partners.” �
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By Giselle Abramovich

2008 marked an increasing recognition that a mobile experience is
different than that of a PC. 

The Weather Channel and Condé Nast’s Style.com are examples of
content providers that adapted to the opportunities that mobile brings. 

“In 2008 more companies were building compelling mobile Web sites
and applications,” said Louis Gump, vice president of mobile for The
Weather Channel Interactive, Atlanta.

“The launches of the iPhone App Store and Android Market have
brought applications to the forefront,” he said. “In addition, the
increasing availability of 3G makes all content, on the mobile Web and
in mobile applications, better for all users.” 

Style.com launched its first iPhone application in late August, timed to
coincide with the Spring/Summer '09 fashion shows that began in New
York in early September. 

To date, Style.com had more than 150,000 downloads of the application
and, significantly, more than 3 million advertisement views.

The Weather Channel Mobile introduced an advanced mobile weather
application for the Android platform.  Available through the Android
Market on the T-Mobile G1 phone, the application gives users the
ability to view fully customized weather maps, detailed conditions and
forecasts, local video and severe weather alerts.  

“MLB, USA Today and MSNBC are great examples of content
providers doing it right,” Mr. Gump said.  

For Style.com, and for the other Condé Nast brands, the iPhone is a
great platform. It combines form and function in a way that's uniquely
suited for the brand’s content. 

The iPhone screen is unfettered by physical keys, so it becomes the
perfect slate for full-bleed fashion photos and hi-resolution videos. 

The App Store – being part of iTunes – has an audience of millions,
pre-trained to search and download, giving access to an audience that
augments online viewers.  

“The biggest comment on the very positive reviews of the Style.com
app, in iTunes, is that users want to see men's fashion shows, too,” said
Eleanor Banco, associate director of public relations for Style.com and
Men.Style.com at Condé Nast, New York. 

“I think it's fair to expect we'll give the users what they want,” Ms.
Banco said. “We're very bullish on the smartphone space in general,
because we see it as a swiftly growing segment of the market, and well-
integrated with our user-base.”

Rapidly increasing adoption of smartphones will yield a large increase
in the use of mobile Web and applications, according to Mr. Gump.  

What are some of the challenges that content providers face in 2009?
“The economy is the one overriding challenge faced by all,” Mr. Gump
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said. “However rapidly increasing consumer interest will provide a
major lift even in this environment. 

“Mobile advertising will be relatively strong in a challenging economy
and will be an opportunity – especially as so many consumers sample
content on mobile devices for the first time in 2009,” he said. 

The sales of iPhones just surpassed the sales of Motorola Razrs in the
third quarter of last year, which is significant. 

Users of iPhones are voracious Internet users, with more than 80
percent using the mobile Web by some accounts. 

Meanwhile, according to Nielsen, as of May 2008 there were 40 million
active users of the mobile Internet in the United States. In other words,
it has achieved mass scale.

“A challenge for us, and other content providers in this space, will be
finding an effective and efficient way to develop and deploy for
different smartphones,” Ms. Banco said. “We are definitely keen on the
open source models, like Android, and are curious to see if they are as
big a hit as iPhone apps.”

Mobile advertising will grow impressively in 2009.

However, the challenge will be to understand consumer wants and then
match them with the advertisers that fit them best.  

“We will see improved mobile metrics in 2009 that will demonstrate
that these ads work,” Mr. Gump said. “We will see that mobile is an
ideal platform for branding, and leading brands will recognize that at
a time when they need results-oriented brand-building.  

“We are already seeing this now on the Weather Channel with big
brands like Allstate, Land Rover, Bank of America and Clorox,”  
he said.

Ms. Banco said dynamic ad serving into applications, and gleaning
meaningful data from them, is another surmountable challenge. 

Another issue for content providers is rising above the increasing noise.

“How do you remain fresh and relevant in an increasingly crowded app
space,” she said. “In terms of opportunities, we think they're bountiful.” 

Style.com just scratched the surface, with the Style iPhone application,
of taking advantage of what the platform has to offer. 

“It's easy to imagine utilizing native features like GPS and camera to
make apps even more relevant for our audience,” Ms. Banco said.  

What’s the Weather Channel’s mobile strategy going forward?

“Our strategy is to meet and exceed the expectations of our customers
on multiple wireless devices and platforms – primarily from mobile
Web, which we believe will be the hub for most customers’ experience
with The Weather Channel Mobile.” �
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By Dan Butcher

Brands are increasingly thinking of mobile not in terms of a one-
off campaign, but as a valuable tool for remarketing to and
building an ongoing relationship with their customers..

In fact, many are calling mobile the ultimate customer relationship
marketing tool. The proof is in the pudding.

In 2008, brands such as Coca-Cola, Pizza Hut, Harrah’s casino chain,
IKEA and even Barack Obama launched customer loyalty, rewards and
CRM campaigns via the mobile channel.

Mobile coupons have become a common incentive for consumers to
participate in these types of initiatives.

In October 2008, Alltel announced that since the launch and promotion
of its My Circle service, it has seen a 285 percent growth in customer
communications.

Acxiom Corp. released a case study highlighting the role of its
customer intelligence services in Alltel Wireless’ My Circle direct
marketing campaigns. The carrier claims that the market responded
enthusiastically, with My Circle’s popularity contributing to consistent
year-over-year revenue growth.

“Alltel has seen a 285 percent growth in customer communications
since we partnered with Acxiom,” said Tara Llewellyn, director of

direct marketing for Alltel Wireless, Little Rock, AR. “Their services
have enabled a dialogue, giving us opportunities to highlight the
benefits to customers of products like My Circle.

“We leverage low-cost communications where we can, and we’ve had
lots of success with texting,” she said. “SMS is great from a cost
perspective and it delivers results."

American Airlines, Delta Air Lines and British Airways have all
allowed customers to book flights, check flight status and check in via
the mobile Web, reducing over-the-phone CRM costs.

Marketing companies such as abInventio, bCode, Bango, V12 Group,
Air2Web, InfoUSA, Thanks Again, RocketBux, Ameribase, Lighthouse
List Co., Mortech, SiteSpect Inc., Nuance Communications, MyClick
Media, FranklinCovey, Kroll Direct Marketing, Usablenet and a host of
others offer mobile services of some kind.

Mobile Marketer's Dan Butcher interviewed three major players in the
space to get their views on what they expect from 2009. Here is what
they had to say.

What part do you anticipate mobile playing in the future of your
business? 
Simon Chamberlain, senior vice president and general manager of
advanced advertising for mobile and real-time marketing at
Experian, Costa Mesa, CA: Experian Marketing Services serves a
large and diverse group of clients worldwide across a variety of
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industries. We support these clients with targeting and segmentation
technology and services to help them successfully reach their customers
across channels with highly relevant and profitable 
marketing messages.

Our approach to customer engagement enables our clients to optimize
their marketing mix specific to individual customer interests, behaviors,
buying propensity and channel preferences. These services range from
strategy and design to data management and analytics through to
channel-specific activations and ongoing marketing program
management.

With the emergence of mobile as an effective means for immediate,
direct customer contact, we have invested in bringing our clients the
services needed for success in that channel as well. We begin with the
premise that each client should have a customer-centric strategy that
seeks to understand which media channels their customers use and
prefer, and how to best reach them across those chosen channels.

In the case of mobile marketing, advances in functionality and usability
of the mobile handset, coupled with its vast penetration, mean that the
channel has become an accepted mainstream marketing medium. For
this reason, it is vital that we assist our clients in formulating clear
strategies to address the mobile channel in the context of existing multi-
channel marketing programs.  

Joe Stanhope, vice president of platform strategy at Alterian,
Chicago:Alterian is committed to supporting all channels for outbound
and inbound marketing as part of a comprehensive marketing mix.
Obviously this must include mobile due to its global ubiquity,
tremendous growth in developing countries, ongoing technical
innovation and high degree of personal access.

As devices, networks and penetration increase, mobile devices will
become the premier mode of communicating with customers in a
relevant and timely manner.

As we approach this tipping point, Alterian is proactively expanding
its capabilities to enable the execution and analysis of mobile
messaging alongside established channels.  Longer term, we envision
supporting a complete ecosystem for mobile marketing, including
execution across multiple mobile methodologies, content management,
analytics and multichannel integration.

Rick Sizemore, chief strategy and business development officer,
MultiMedia Intelligence, Scottsdale, AZ: The future is our business,
and mobile is a big part of what we see going forward. We see trends
in the mobile space that are making it a more comprehensive device
and we have been talking about it for years now.  

Mobile is the most personal of devices and the most useful to the
masses. This will continue and become more integrated.

For example, many here in North America are just starting to do
banking on their phones in large numbers. In some areas of this country
you can now text payments to parking meters so you don’t get ticketed.

But what was old is now new.

For almost a decade, Quick Response Coding (QRC) has been used
primarily in Japan, but now other Asian countries are allowing handset
users with cameras to get information off of pretty much anything on
which you could display a 2D image. The consumer can take a picture
to get info. Northwest Airlines has used this is in Asia for years. Now
in Asia, it has gotten even more advanced.  

Mobile phones equipped with Near Field Communications-Universal
Subscriber Identity Modules (NFC-USIM) that can pick up information
on a host of things are now being tested.  

Smart posters are also currently being tested. This gives the consumer
not only information on a specific movie, but it can also load clips
directly to the handset. If that isn’t interesting enough, you can also get
an access code that can be transferred to some equipped Hitachi
HDTVs to view the clips and trailers in HD. Applications here are
limitless based on needs. 

So this technology has been used in other parts of the world for some
time now. Research In Motion was the only operating system here in
the U.S. that could handle QRCs, but there was no market for it here
until now.  

SnapTell has been available for a while now. It isn’t attached to an
operator and allows marketers very fast time-to-market campaigns.

Point being, our company will be using mobile devices for all they 
can be. 

What is the current state of the mobile industry? 
Experian’s Mr. Chamberlain: In a word, fluid. Speaking of only the
U.S. market for the moment, the huge investment into the sector
continues to drive rapid innovation.

Some mobile technologies such as SMS are quite mature and so you see
consolidation and accepted standards of practice. But the broad set of
mobile channel technologies and the packaging of those for different
purposes are rapidly evolving across a large number of vendors.  

Marketers are mostly in experimentation mode. The word “mobile” can
mean many different things when a marketer is planning a specific
program and looking at the many options available.  

Proactive marketers are beginning to piece together appropriate uses
of what is possible. There are obviously marketing innovators and
leaders who may be beyond this point.

Our best marketing clients are working from a concrete strategy and
using the tactics where appropriate to execute specific elements of the
overarching strategy. But most marketers are trying out different tactics
to see what sticks and what moves the needle.

Consumers continue to upgrade devices and seek out utility. The iPhone
and its look-alikes have had an inescapable impact on volume of mobile
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Internet usage and demonstrate consumers’ appetites for useful
applications and permanent connectivity. 

While mobile phones themselves are old hat, exposure to marketing
content on the mobile device is not. So, consumers haven’t yet made
clear what they will and won’t tolerate when the channel is 
more saturated.

Alterian’s Mr. Stanhope:Mobile marketing has achieved a high level
of mindshare in recent months, particularly as adoption in the North
American market accelerates. There are still a number of issues around
cost, privacy and integration with traditional campaigns that need to
be resolved. We currently see most clients and
agencies beginning their educational process
for mobile, and ensuring that the capabilities
will be available to them when they are ready
to dip their toes in the water.

MultiMedia Intelligence’s Mr. Sizemore:
Christmas may have exceeded expectations in
some areas but margins were being slashed on
so many products that it was an ugly close to a
very ugly year. People are more focused on
college tuitions going up in the double digits. 

What are your expectations for 2009?
Experian’s Mr. Chamberlain: Every major
marketer will either be actively planning
mobile programs or executing them, though
most will continue to be narrow in scope. The
current macroeconomic environment is going
to slow the rate of growth in mobile marketing
spend for 2009, but we would expect mobile
to continue to grow notwithstanding. 

From a thematic perspective in the U.S., we
expect SMS to certainly remain a mainstay in the mobile marketing
space in 2009. However, we also believe the mobile Internet, mobile
applications and high-utility widgets will start to occupy the mindshare
of leading marketers. These approaches support richer branded
interactions with customers and can reduce marketing costs, so they
will ultimately be more attractive.

Mobile social networking continues to be an area of exploration with
strong interest and enormous potential, but it is still early for significant
marketing use.  We would expect some marketers—probably
retailers—to successfully leverage location-based services at scale as
part of their loyalty programs where they can operate within a clear
permission structure or expose on-demand features. But, privacy
concerns will continue to mean that this area needs to be 
navigated carefully.

Alterian’s Mr. Stanhope: Starting in 2009 we expect to see many
more organizations—brands and agencies—start piloting mobile
marketing in earnest and widespread adoption for full-scale marketing
by 2010.

MultiMedia Intelligence’s Mr. Sizemore: 2009 is going to be a
difficult year for all in this space. Cable, satellite and other service
providers’ mobile plans are going to be cut back. [The] $100 all-you-
can-eat plans are already causing the industry pain—just ask.

This economy is hurting and that means a lot of cool phones that are
hitting the market now will see some resistance based on price. Even
high-end giveaway phones will have to be subsidized so much it will
be painful. Now they may move, but services will be kept to
manageable levels.  

The irresponsible people that ran wild with sub-prime loans were the
ones fueling the U.S. economy for the last
couple of years. That ride is over, they are
tapped and it appears the rest of the world
is as well. So the outlook is prudence,
restraint and budgeting. No frills. Now for
the masses that cool phone they got last
year is good enough. Just ask yourself
why Apple cut production by 50 percent
for the fourth quarter of 2009. 

Do you think that marketers will finally
appreciate the value of mobile for
customer loyalty programs i.e. will these
types of mobile initiatives become 
more common? 
Experian’s Mr. Chamberlain:
Absolutely. We believe that consumers
will continue their clear direction toward
being always on and always connected.
Loyalty programs will respond to and help
support this. As in all other marketing
channels, extending elements of a loyalty
program and your brand’s relationship
with a customer to the mobile device in a

way that is respectful and provides the customer an element of value or
utility is a win-win. Marketers who do that well will be rewarded by
their customers.  

Alterian’s Mr. Stanhope: In the long term yes.  Mobile is not likely
to become a tool for large-scale acquisition marketing.  It is far better
suited for ongoing customer marketing, including loyalty marketing,
transactional marketing and service provision.

Organizations will learn to take advantage of the inherent advantages
offered by mobile for these kinds of programs as consumers begin to
demand it, and as marketers master mobile marketing from a skills
perspective in the context of other channels and programs.

MultiMedia Intelligence’s Mr. Sizemore: I look at things in a little
different manner. If it is true that people’s credit accounts are tapped,
what now? CLPs all of sudden become a way for people to buy things
with the added benefit to the participating vendors of not having to pay
credit card fees. Did you know that American Express is now a bank? 
So these programs could grow in 2009, like reality TV did when the
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writers’ strike hit and shutdown that industry. The cell phone could
become the new transaction king.

What is the future/potential of mobile databases?
Experian’s Mr. Chamberlain: Standalone mobile databases are not
very compelling. Managing a dialogue with a consumer via a mobile
device requires much more than just a mobile database and the ability
to present messages in the mobile channel.

Mobile devices are intimate to consumers, and while their close
proximity to consumers implies great potential for marketers, it also
means consumers will demand greater control and relevance in mobile
marketing content. Effective and responsible mobile marketing requires
a broader understanding of each customer’s needs, preferences and
interests as well as an understanding of the channels they prefer to be
communicated in.

Understanding your customers and optimizing your marketing mix to
reach them at the right time, with the right message through the right
channel is critical to your long-term customer engagement strategy.
This is why we approach marketing from a multichannel and
programmatic perspective, integrating mobile and other touch points
into a more natural dialogue with customers. 

To accomplish this, marketers need consumer-centric databases that
centralize data from multiple sources to deliver a more holistic, 360-
degree view of their customers. And they need the ability to flexibly
access and expose that data for consumer-level decision-making and
messaging in specific marketing activations. With these capabilities,
marketers can make smarter consumer-level decisions and create and
deliver highly relevant and meaningful messages across all channels.

Alterian’s Mr. Stanhope: Mobile will become a critical component
of the CRM system or customer database, i.e. contact information,
contact history and preferences. It will also become a major data point
in customer targeting and development of content.

MultiMedia Intelligence’s Mr. Sizemore:Databases are already being
leveraged by companies, although we know for the first time that
everything is against the market.    

Will ‘09 be flat? If so databases can be of value, but based on need,
meaning lower costs.

Will ‘09 be down?  If so and a mobile database/CRM initiative is
already paid for, it will be used, if the resources that manage it are still
employed. If it’s not already in place, it will not be purchased.

Will ‘09 be up? If so, then the answer is yes and it will expand. And the
markets are ripe for this type of marketing. 

Opt-in is one thing, but opt-out has to be easy, or subscribers
will push back on the operators and it could become an issue
with lost customers. �
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By Dan Butcher

Mobile email is making strides in the consumer space as
traditionally business-oriented manufacturers such as
Research In Motion are increasingly targeting consumers.

In addition, the iPhone has done as much or more than any device in
promoting the benefits of mobile email access.

“Our expectation and feeling is that 2009 will
be the year of consumer mobile email—at last!”
said Lars Aase, vice president of marketing at
Momail, Stockholm, Sweden. “For example,
we are in talks with more than 40 carriers
around the globe regarding mobile email
services based on Momail.

“Email will be the third mobile communication
channel, after voice and text, therefore it will
also be a channel that is used more for mobile
marketing,” he said.

What trends will we see in the space?

“As far as trends, phones are getting better user
interfaces—thanksApple—and many more will
have touch screens,” Mr. Aase said.
“Provisioning will get easier, and more carriers
will offer nice all-you-can-eat mobile data
subscriptions.”

Many marketers are taking a wait-and-see
approach to see how the scale of mobile email develops and what
opportunities there may be in 2009. It is unclear how the economy may
affect the space in the coming year, but industry insiders are
expressing optimism.

“The current state of mobile email is getting better and better,” said
Mr. Aase. “Consumer mobile email is still in an early stage with quite
a few players, as too many are offering client-based solutions and trying
to reposition themselves.

“Carriers are still afraid to promote mobile email and to announce their
offerings, but we see a big change here and many carriers will launch
mobile email services in 2009,” he said.

Alltel Wireless is attempting to make email easily accessible and more
convenient for its subscribers with Alltel Mobile E-mail. The mobile
email application letsAlltel customers access theirWeb-based personal

and work email accounts, contacts and calendar events from their
Windows Mobile smartphones and other select Alltel handsets.

“Alltel Mobile E-mail was introduced to create a better experience for
the customer,” said Eric Hutchins, product manager of e-mail solutions
for Alltel Wireless, Little Rock, AR. “With easy setup instructions,
email icons right on the main and multiple account access, it’s easy to
have access to email while on the go.

“Most customers use at least one email account
– personal or work – and to have this ability
with any kind of Alltel device makes it a great
increase to the Alltel plans and offers,” he said.

The application can be downloaded directly to
handsets without additional software or support.

Alltel Mobile E-mail is sold as a
subscription service.

Google has introduced Gmail for mobile
version 2.0 for JME-supported and
BlackBerry phones.

The company said its strategy is to make the
experience faster and more reliable for users.

“We re-architected the entire client to push all
the processing to the background, greatly
improve the client-side caching scheme and
optimize every bottleneck piece of code we

came across,” said Derek Phillips, software engineer on the Google
mobile team, Mountain View, CA.

Domain registrar GoDaddy.com has partnered with Microsoft to
expand its email offering to mobile devices, to help clients improve
worker productivity and communications regardless of physical
location.

The new email plans from GoDaddy.com, including Personal Outlook,
Outlook with Mobile and Group Outlook with Mobile, give its clients
the ability to manage all of their online services via mobile devices.

“Given the strong market share of Go Daddy, especially with the small- to
medium-sized businesses, expanding our email offeringwas the logical next
step for our customers,” said Jonathan Cottrell, general manager of
productivity applications for Go Daddy Group Inc., Scottsdale,AZ.

Email deliverability and optimization service Pivotal Veracity has
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launched the first online cross-platform email design guide for what
works and what doesn’t in major email client platforms.

The guide incorporates more than 6,000 design elements across most
Web-based computer and mobile email clients.

“There is very little documented about what the capabilities are of
traditional email clients such as Comcast.net, Yahoo, AOL and
Outlook,” said Deirdre Baird, president/CEO of Pivotal Veracity,
Scottsdale, AZ. “There is almost nothing documented about mobile
email clients. 

“With our Cross Platform Design Guide, we've jumped from a veritable
black hole of information in terms of what works in mobile email
clients to a rich mountain of information,” she said.

Pivotal Veracity has also added new technology to optimize email for
the Apple iPhone and the BlackBerry Enterprise Service.

The addition to the Phoenix-based company’s eDesign Optimizer
service is intended to improve the rendering, usability and performance
of email. 

Email service provider Responsys uses Pivotal Veracity’s eDesign
Optimizer for mobile email rendering for clients such as Continental
Airlines. So does another email service provider, Silverpop.

With this addition, emails can now render in more than 100 different
email clients such as AOL, Yahoo, Microsoft Outlook, Lotus Notes 
and Sohu.

Mobile messaging provider Oz has introduced an email service for
smartphones called SmartMail.

With SmartMail, consumers can send and receive emails more
efficiently from their mobile devices. SmartMail is designed especially
for smartphones running Windows Mobile and Symbian.

“Oz’s strategy is to provide mobile operators with a fast, easy way to
deploy new mobile messaging services with low total cost of ownership
while enabling them to deliver the appropriate features and price points
for their subscribers,” said Michel Besner, senior vice president of
marketing for Oz Communications, Montreal, Quebec, Canada. 

“Oz’s research has identified a large and growing prosumer market
made up of savvy consumers, home business and small business
individuals who heavily rely on mobile email to manage their lives and
businesses,” he said. 

Momail has launched a Mobile Postman to mobilize Hotmail, Gmail
and Yahoo Mail to make it easier for users to access their email
accounts while on-the-go. 

While there are many email users on the Web, the same is not true for
mobile email, which requires a download of an application or a client
server. This could be time-consuming and is a reason for low mobile

email usage. 

"The three big email providers together have 600 million Web mail                   
accounts and only 2 to 3 percent are mobilized, mostly by business
professionals by their company-paid BlackBerrys," Mr. Aase said. 

Momail now supports email accounts including Hotmail, Gmail, Yahoo
Mail and other Internet service provider mail. 

With Momail as the Mobile Postman, users can combine all email
accounts into one mobile superinbox. This is possible through
Momail’s MMOPE-technology. 

While there are many positive signs, including the increase adoption of
smartphone, challenges remain.

“One challenge is getting carriers to promote the use of mobile email
to get needed volumes of users,” Mr. Aase said. “They are still afraid
that it will cannibalize their text-message revenue, which is bull!”

Marketers also need to be wary of consumers’ privacy concerns so that
their messages are not perceived as spam.

“Anti-spamming laws may apply, but more importantly, even if I have
‘almost accepted’ getting spam on my PC, I don’t accept it on my
mobile phone, because it is such a personal device,” Mr. Aase said.

There are several other challenges to address.

“Provisioning of mobile email and mobile data is still a hurdle and must
get easier,” Mr. Aase said. “Client-based solutions working on a
selection of devices is a hurdle. 

“U.S. carriers and big international carriers are taking out or blocking
device vendors’ built-in email support, forcing consumers to use their
special email clients,” he said. “It’s a big hurdle—it takes too long to
get approved and that too few carriers are offering decent mobile 
email services.”

“Ease of use is still an issue—making sure that it will work on most
devices—as is lack of fixed mobile data charges in all-you-can-
eat plans.

“And why is battery life on smartphones still so poor?”

Despite these challenges, 2009 will present many opportunities in terms
of marketing via mobile email.

“Distribution is cheaper, and you can attach almost any type of content
to an email, from ads and pictures to a promo song or video,” Mr. 
Aase said. 

“With mobile email applications, mail and attachments like promotions,
coupons and invitations stay in the mobile in-box, as opposed to
needing to connect via the mobile Web to get the messages,” he said.
“One advantage mobile email has over SMS is that there are no
limitations as far as message length.” �
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By Dan Butcher

The ascendance of an ad-supported model and the popularity of
the iPhone have led to impressive growth in the mobile 
gaming industry.

Is mobile gaming on the verge of entering the mass market? Mobile
Marketer's Dan Butcher interviewed two major players in the ad-
supported mobile gaming space to get their views on what they expect
from 2009.

“IPhone plus ad-supported content plus the rise of
successful independent studios/publishers equals
finally some innovation,” said Michael Chang,
cofounder/CEO of Greystripe, San Fran-
cisco, CA.

There is a lot of optimism in the mobile
gaming space at the moment.

Greystripe claims that since 2006,
more than 100 million of its mobile
games have been downloaded.

“The past year has seen significant
strides in mobile gaming, in terms of
new players entering the market and
user-base growth,” said Roberto Chaves,
CEO of Didmo, Stockholm, Sweden.
“Initially popular with casual/console gamers,
mobile gaming has seen a shift in demographics to
incorporate more mass-market audiences.”

However, publishers remain challenged with getting consumers to
download and buy games on their mobile phones.

“It’s been quite stagnant, to say the least, maintaining a 5 percent
download rate over the years, and we’re faced with the challenge of
increasing this number and getting more consumers interested in
downloading and playing,” Mr. Chavez said.

“The iPhone helps, as it pushes consumers to do more with their
devices and, ultimately, try out more games and applications,” he said.

Didmo drives consumers to try mobile games for free, not with a
limited trial version, but with a full version of the game with 24-
hour access.

“Didmo not only achieves very successful ad campaigns and high ROI
during a time when advertisers need to spend their dollars wisely, but

it also drives consumers to try and play more games, ultimately with an
option to purchase,” Mr. Chavez said. “Easy access to games is what
we need to increase consumer awareness and game downloads, and
Didmo is in a position to do so.”

When it comes to the demographics of mobile gamers, publishers are
reporting some surprising figures.

Unsurprisingly, Greystripe reports that 70 percent of its users are
between 18-44.

The surprising fact is that they are split evenly between
males (51 percent) and females (49 percent).
Forty-two percent have household incomes of
$78,000 or more and 20 percent earn
$165,000 or more.

Fifty-seven percent have children and
87 percent are the primary decision-
maker for household purchasing
decisions or share in the decision-
making role. Also, 10.7 percent are
using the iPhone.

According to Greystripe’s October
2008 Consumer Insights Report,
iPhone game players prove to be part of
a coveted demographic in the 

advertising world.

Greystripe’s iPhone games are the most popular
among the sought-after 18-to-34-year-olds, with 48

percent of users falling into that category.

Additionally, this demographic is well-educated and affluent, with 80
percent having attended college and 46 percent making more than
$78,000 a year.

Most importantly, these users are accessing the mobile Web and playing
games more frequently than has previously been seen.

Seventy-five percent of iPhone game players access the mobile Web at
least once a day, while 66 percent use it more than once a day. 

Greystripe’s data discloses that 87 percent of game players on both
feature phones and iPhones are involved in the purchasing decisions
in their families, with 73 percent of these respondents using the mobile
Web at least once a day.

Based on statistics gleaned from Didmo’s network, including both its
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mobile site at http://wap.didmo.com and its recently launched mobile
gaming community Web site at http://www.didmo.com, 73 percent of
Didmo mobile gamers are below the age of 34, with the typical user
being a 26-year old female.

The shocker? In terms of gender distribution, 60 percent of Didmo
users are female, with 40 percent male.

In the case of both Greystripe and Didmo, 100 percent of their games
have advertising, an indication of the prevalence of the ad-
supported model.

Many consumers who are not hardcore gamers and would never pay to
download a game are happy to view ads in return for free 
gaming sessions.

“However, we do have a number of publishers only interested in game
sales and we are prepared to meet the needs of this market,” Mr. Chavez
said. “Unlike many of our competitors, Didmo’s model respects a
publisher’s right to monetize their offerings by maintaining control of
the downloaded game with strict 24-hour access, rather than providing
unlimited access subsidized by advertisements.

“In addition, our game publisher partners have the opportunity to earn
a share of the revenues generated from advertisement campaigns
delivered with the game, as well as actual game sales,” he said. 

Greystripe provides full-screen, rich media ads from brands such as
Walmart, JCPenney, New Line Cinema, Yahoo, Best Buy, Jeep 
and Zagat.

Mobile site developer and ad network Quattro Wireless has partnered
with Greystripe to provide online gaming and in-game advertising
across select publisher sites, starting with CollegeHumor.com.

CollegeHumor.com is the first of Quattro’s network to deploy
Greystripe’s mobile gaming option on its site at 
http://www.collegehumor.com and to create a new ad-inventory
opportunity for advertisers.

Media giant NBC Universal has added Greystripe’s entire catalogue of
ad-supported mobile games to NBCU’s mobile Web properties.

Greystripe is also distributing select NBCU mobile game titles from
Bravo, the Sci-Fi Channel and NBC to users through their 100
distribution partners.

This partnership, which was announced at CTIA Wireless I.T. &
Entertainment 2008, signals NBCU’s expanding commitment to mobile
content, including gaming and cross-platform distribution for Java-
enabled phones and Apple’s iPhone.

Didmo provides full-screen, full-color ads with click-to-action
capabilities, currently wrapped around full versions of mobile games
that are timed for 24-hour access.

These ads are served dynamically and run for four seconds when the
game is launched and at its close.

Didmo has served mobile advertising for brands such as Unilever, 7-
Eleven, Activision and Twentieth Century Fox.

7-Eleven Inc., one of the leading convenience store chains, has
achieved a 7.5 percent click-through rate in a mobile game pre-roll 
ad campaign.

The 7-Eleven campaign is running on a random variation of games on
the Didmo ad-delivery platform. With the new partnerships Didmo has
allowed the 7-Eleven franchise to extend its ads to more games.

Greystripe has conducted specific studies with numerous brands and
claims that it sees a global click-through rate of 9.1 percent.

For example, Greystripe said that New Line Cinema saw a 19.3
percentage-point increase in awareness of their film “The Golden
Compass,” as well as a 9.5 percentage-point increase in intent to see the
film and a 14.5 percentage point increase among respondents 18-24 in
their intent to see the film. 

RadioShack saw an 8.4 percentage point increase in unaided brand
awareness, a 5.9 percentage point increase in respondents that agree
RadioShack is a “Top Wireless Store.”

According to Greystripe, the campaign outperformed mobile norms for
unaided brand awareness and purchase consideration.  

Didmo claims that its advertisers are achieving click-through rates
anywhere from 5 to 10 percent on their ads.

“We attribute this to a high-impact ad format showcasing a full-screen
ad for four seconds in anticipation of a free game loading,” Mr. Chavez
said. “As the ads don’t interfere with the gaming experience, end users
are more likely to respond positively.”

Despite the successes of mobile gaming, some challenges remain. 

“Greystripe has solved the main challenge for the big brand advertisers,
which is the perception that mobile is difficult to purchase, has limited
creativity and is difficult to audit,” Mr. Chang said. “Greystripe has
solved all of these and are gearing up for a fantastic 2009.”

Making a familiar analogy, Didmo compared the current state of mobile

“Seventy-five percent of iPhone game players
access the mobile Web at least once a day...”



to the Internet a decade ago.

“Mobile advertising, although steadily and swiftly gaining ground, is
still a new medium and advertisers are understandably cautious,” Mr.
Chavez said. “We can compare this to the reluctance of companies to
advertise on the Internet ten years ago. 

“Many companies are still in the trial stage, getting their feet wet where
mobile advertising is concerned, allocating small budgets to the
medium, as compared to other more proven channels,” he said. “That
said, once clients experience the 5-10 percent click-through rates that
Didmo can achieve over the basic WAP banners and are exposed to
research suggesting mobile advertising is more effective than other
standard Internet efforts, they convert to believers and we gain a larger
piece of the overall advertising budget.”

The mobile phone is such a personal medium, a device people carry
with them everywhere, and with advances in technology, its uses are
expanding well beyond voice communication.

“Mobile advertising providers must pay careful attention to the level of
intrusiveness of the advertising to win over clients and end users,” Mr.
Chavez said. “Didmo believes the key is to provide free entertainment
content in exchange for engaging advertisements that don’t interfere
with the user experience.”

There are many opportunities for advertisers in the mobile gaming
space, and publishers are optimistic for 2009.

“2009 will show the blurring of Web and mobile digital budgets and
mobile will become mainstream,” Mr. Chang said. “Ad-supported
mobile applications and games will be the norm in 2009.”

There are significant opportunities for:
• Developers to retain control of their IP while spurring purchases

with timed full version trials, which helps to increase awareness of
products and increase downloads
• Mobile to gain a larger share of the ad budgets with high ROI

despite an overall shrinking budget
• Growth in mobile-game penetration in the wake of the iPhone

and awareness through free game downloads. Higher penetration will
result in higher demand, increase in revenues from game sales and
wider ad penetration
• Developers and publishers to further understand the impact of

ad-subsidized gaming and balance the new revenue stream of ad
dollars generated by the delivery of the games
• Mobile carriers, handset manufacturers and mobile software

platforms to jump on the bandwagon with their support, while taking
a piece of the action

“The steady influx of competitors into the marketplace and big-name
advertisers jumping on board will contribute to significant growth for
the sector in 2009,” Mr. Chavez said. “We expect Didmo to be a large
part of the mobile game advertising movement in 2009.” �
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By Giselle Abramovich

The New York Times has developed a mobile site for its media
brand, launched a text-messaging service to distribute news,
introduced a downloadable mobile iPhone application and even

lets readers shift content between their computers and mobile phones.

The mobile site at http://mobile.nytimes.com gives users with a nose for
news access to the media giant’s news, features and columns right from
their mobile phones. The site is optimized for mobile phones and lets
users scan headlines and read the full text of all articles from 
today’s newspaper. 

“In 2008, we saw improved data plans that better supported mobile
browsing [and] incredible growth and success of products such as the
iPhone, iPhone App Store, the iPhone data plan and the Amazon
Kindle,” said Robert Z. Samuels, director of mobile products at the
New York Times Co., New York. 

The New York Times’ mobile site also lets users get stock quotes, check
movie show times, search for articles, search for real estate listings and

email and text articles to friends.

The mobile.nytimes.com site gives users access to all the top stories
from the main sections of NYTimes.com, including blogs and the Most
Emailed list, as well as the ability to retrieve stock quotes and market
indices, search movie show times by ZIP code and retrieve New York
Times movie reviews.

Amazon Kindle is a portable reader with a high-resolution electronic
paper display that looks and reads like real paper, even in bright
sunlight. Subscribers to the Kindle edition of the New York Times get
the paper wirelessly auto-delivered daily.

“With The New York Times as one of the top periodicals on the
Amazon Kindle in 2008, the ecommerce trend has clearly appealed to
a large print-reading mobile audience,” Mr. Samuels said.
“Additionally, options for smartphones increased along with varied data
plans from different carriers such as AT&T’s 3G network.  

Times crossword puzzle lovers can solve their favorite puzzles via
mobile phone or PDA. 
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AT&T subscribers can buy the game online, go to att.com/mediamall
or text NYTX to 386 from their mobile phone.

To access news, users can text a keyword to 698698 (NYTNYT) and
they will receive the latest three articles from their chosen section or the
most recent column from their favorite columnist.

The Times is using the mBlox platform for SMS messages.

Articles can be accessed on any type of
mobile device. The text message
keywords appear in the appropriate
sections of the newspaper. And the
services are free to use. Standard
carrier charges may apply.

In April 2008, the New York Times
introduced new technology that lets
readers shift content between their
computers and mobile phones.

The publisher’s ShifD application will
let consumers update information from
any Web browser via text message
from a mobile phone or through a
mobile Web browser. Users can also
move such content by using a
downloadable application called
Adobe AIR.

“We see a future for device-
independent media, with convergence
around the user experience and not any
particular delivery platform,” said
Michael Zimbalist, vice president of
research and development operations
at the New York Times Co., New York.

What ShifD does is cut the need to
separately save content to both a PC
and a mobile phone. Also, the content
is saved to the reader’s ShifD account and automatically updated on
all devices.

Consumers can add and save content through ShifD in three categories.
The first is Notes, where they can save items such as grocery lists or
book titles. Next is Links, which lets them save links to articles or to
other sites for viewing later. Finally, there is Places, which saves
addresses with corresponding maps.

What’s the Times’ outlook for mobile in 2009?

“In mobile Web advertising in 2008, we saw more blue-chip advertisers
in the market and more advertisers have reached a full-fledged
ecommerce, mobile experience for users,” Mr. Samuels said. “For
2009, we expect to see multiple viable app platforms and continued

expansion of mobile ecommerce such as integrated bar codes. 

“We also expect to see enhanced video distribution that will allow for
more monetization opportunities and continued use of network
advertisers in the mobile space,” he said. 

“We will also look to browser enhancements, including Flash and full
HTML browsers for mobile to deepen engagement and present more
advertising prospects.”  

The media giant predicts that the
leaders in the mobile media space will
continue to be in the areas of news,
weather, sports, video, social
networking, entertainment 
and gaming.

The Times expects challenges in 2009.

“Creating applications for the multiple
client app platforms such as iPhone,
RIM-BlackBerry, Android, Symbian
and Windows Mobile is expensive,
resource-intensive and challenging,”
Mr. Samuels said. 

“Creating hybrid on-the-go Web
experience, greater than most current
WAP experience but suited to small
screen full HTML browser such as the
iPhone and G1-Android will be of
greater importance in 2009 and
beyond,” he said.

The New York Times will be
introducing more products this year
and will expand the features of existing
products. 

The Times also expects more features
and functionality on the mobile Web

site and may create a site specifically for the iPhone. 

Expect more SMS, video specifically for Android, BlackBerry,
Windows Mobile and advertising models.

“We expect continued growth in mobile Web and mobile app offerings
and favorable data plans, and devices that continue to advance all of the
opportunities presented in 2008,” Mr. Samuels said. 

“Other Amazon Kindle-like devices will increase media company’s
efforts and product offerings in 2009,” he said.

“We expect to see more competitors in this space and, as a result,
advertisers taking notice and looking for a play in the 
device category.” �
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By Giselle Abramovich

Some of the biggest brands had notable SMS initiatives in 2008,
cementing the notion that messaging is an effective
marketing medium.

SMS is expected to generate $177 billion in global services revenues
in 2013, according to ABI Research, New York. ABI also said SMS
will account for 83 percent of all mobile messaging revenues
through 2013.

“If there was one universally broad trend we’ve seen emerge in 2008,
it would be that companies nationwide are finally beginning to
understand how cost-effective, targeted and ROI driven mobile
marketing can be,” said Shira Simmonds, president of Ping Mobile,
Englewood Cliffs, NJ.

“We’ve seen a complete shift in the mentality of these clients with
respect to mobile marketing,” she said. “What was once a fairly
misunderstood form of marketing in terms of its pricing and strategy
has now emerged as an essential marketing tool considering the
significant role technology plays in the average U.S. consumers’ life,”
she said.

SMS is the leader in the mobile marketing space because it is the one
aspect of mobile that consumers are used to. The mobile device is the
first screen for Generation Y. It is their lifeline and a significant
opportunity for brands that covet this audience.

Nielsen reports that more than half of mobile Web users are less than
30 years old.

According to Pew Internet &American Life, young consumers would
find it hardest to give up their mobile (62 percent) over Internet (52
percent) and television (33 percent).

The same Pew report says 96 percent of GenerationY has done at least
one of these activities: texting, instant messaging, photo-taking/sharing,
sending email or taking video.

Major players in the SMS arena are 4Info, mBlox, iLoop, Ping Mobile,
MX Telecom, ChaCha Mobile, Sumotext, HipCricket, Cellfire, Flytxt,
and mobileStorm. NeuStar is the common short code registry.

There have been a lot of notable SMS campaigns in 2008.

For example, Coca-Cola Co. ran a mobile loyalty campaign via the
ChaCha mobile answer service to generate interest in its loyalty
program and Coke Zero soft drink.

Using ChaCha’s service to deploy ads, Coca-Cola saw a 5.2 percent
click-through rate, compared to 1 percent to 2 percent
industry averages.

Mobile coupons are good for the environment and let’s face it, everyone
likes to save a buck or two.
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Fast-food giant McDonald’s Corp. used mobile coupons when it
launched its new iced coffee beverage.

Many SMS campaigns ask consumers for a double opt-in. The users’
information is then stored in a database for future remarketing from 
the brand. 

For example, Hawaiian Airlines ran a mobile sweepstakes that awarded
winners with a vacation. 

Commercials on Cox Media’s network of cable channels encouraged
viewers to text keywords to the short code 269411. Ping Mobile
powered the campaign.

Hawaiian Airlines and Cox
Media were able to build a
mobile database that could be
used for remarketing purposes.

Brands such as Playboy leverage
all available mobile channels to
develop successful brand
engagement and 
promotional campaigns. 

“To develop successful brand
engagement and promotional
campaigns, we leverage all
available mobile and online
channels and consumer-marketing tools, including SMS database/calls-
to-action/coupons/promos, SMS alerts, WAP/mobile Web, ad
platforms/networks and mobile ad agencies,” said Edward Lang, senior
vice president and general manager of mobile at Playboy Media Group,
New York. 

Rock the Vote ran a mobile messaging campaign that drove 80,000
unique visitors to the organization's WAP site. 

Rock the Vote tapped 4Info to power the campaign. 4Info helped Rock
the Vote reach teens with messages about the importance of making
their voices heard.

“Mobile marketing no longer plays second fiddle to more traditional
forms of marketing,” Ms. Simmonds said. 

“In the past, when there are few dollars to spare and executives were
in the creative mood, mobile was thought to be a neat add-on
component to an existing marketing campaign,” she said  “Now, as
these same executives begin to see the remarkable results and relatively
inexpensive features of mobile, they feel comfortable using it as a
standalone strategy.”  

Not only are the big players entering mobile either.

Vocelli Pizza, a gourmet style pizza chain, was looking to increase
revenue and stimulate repeat business. It decided to create a television

ad promoting a mobile coupon for a half-priced pizza. This campaign
was a great success. 

The coupon redemption rate was 56 percent with 30 percent opting in
to receive additional offers from Vocelli. 

The pizza chain noted a 10 percent increase in business during the
campaign and added that repeat business had spiked. 

Also, Scream County Haunted Forest in Tulsa, OK, set out to create a
campaign that would target the 18-34 demographic. Its objective was
to increase 2008 attendance and create awareness in the Oklahoma

City/Tulsa area. 

The brand decided to promote a
Text2Win sweepstakes via TV
spots for four general admission
tickets – a $72 dollar value.
Result: 1,202 users texted in
from this area, with 57 percent
opting-in to receive more offers
from Scream County. 

The fair reported a 25 percent
increase in attendance from the
previous year.

Ford Motor Co., an established
car manufacturer, sought to build

awareness in the Hispanic market as well as to promote the new 2008
Ford Focus. 

The objective was to create interactivity between print advertisements
and mobile to build a mobile database for re-marketing. 

The solution was to promote a three-day “Driving Vacation Spree” via
various Hispanic publications. Users were able to enter through mobile,
online or mail-in. Fifty-seven percent entered via in-paper ads, 22
percent entered via SMS and 21 percent entered via the Web. 

In the process, thousands of numbers were collected for the Ford
mobile database.

“One trend we anticipate in 2009 is mobile marketing companies will
look to expand their target audience,” Ms. Simmonds said. “This holds
true especially with the U.S. Hispanic market given their heavy 
mobile usage. 

“Ping, for example, has partnered with ImpreMedia, the No. 1 Hispanic
news and information company in the U.S., and white-labeled our
PingRewards community coupon portal into ImpreRewards.com – the
first mobile coupon site in Spanish,” she said.

“We are anticipating heavy mobile coupon usage in the upcoming year.
Given the current state of the economy, more and more consumers are
looking for ways to save and are turning to couponing as a means
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towards that end.” 

Barack Obama’s text message revealing his pick for vice president
remains the most notable example of short code marketing in the U.S.
But according to a report by Nielsen’s telecom practice, Americans
should expect to see more text-message marketing in the future.  

Texting is immensely popular both in the U.S. and abroad, so marketers
have ramped up their use of the medium to engage consumers.

At 57 percent penetration, there’s still plenty of room for SMS use to
expand in the U.S. both in terms of penetration and sheer quantity,
considering that penetration of texting
has surpassed 75 percent in a number of
European markets, according 
to Nielsen. 

A number of contributing factors such
as all-you-can-eat data packages, smart-
phones and QWERTY keyboards are
on the rise in the U.S. and will help
further drive text adoption and use.

Nielsen’s report notes that so far
marketers have used short code
marketing in a range of ways, including
simple information messaging, rewards
programming, couponing and even
direct SMS purchasing.

Subway, Arby’s, Jiffy Lube, Best Buy,
Papa John’s, Village Inn and other
major brands have also provided
special offers th rough tex t  and
mult imedia messaging.

Short codes are also changing the way
Americans engage with 
traditional media.

Participation TV falls into this realm—
with American Idol being the most
prominent example of viewers
engaging with a TV program over 
text messaging.

Radio listeners are also
increasingly being called to action
via text message.

“SMS has greater reach than other mobile channels, as it works on
nearly every handset, and is generally adopted by users more quickly
than mobile Web,” said Zaw Thet, CEO of 4Info, New York. 

“We have found that event-based alerts such as the score at the end of
a game and non-event-based alerts – daily health tip – perform equally

well in terms of consumer response to advertising,” he said. 

A significant challenge mobile will face in 2009 will be the economy. 
Companies will be looking to reduce their spending and this will mean
that there will be a bigger pool of marketing companies fighting for a
smaller pool of ad dollars. 

“The challenge will be to convince these executives that even though
mobile is somewhat untapped, putting these ad dollars into mobile
versus other media is a safe, effective and a relatively inexpensive
strategy,” Ms. Simmonds said.  

Another challenge mobile faces in 2009
will be the strict 
carrier regulations. 

U.S. carriers make it difficult and time-
consuming to provision short codes,
hindering many companies from getting
campaigns set-up in time. 

“Ping’s system was developed with this
challenge in mind and makes it easy for any
client to set-up new campaigns
instantaneously on existing provisioned
short codes,” she said.

In a recent Brandweek issue, a study was
published showing that around 70 percent
of chief marketing officers said they would
be testing mobile in 2009. 

However, only 4 percent of those CMOs
knew how to effectively introduce mobile
into their campaign strategy. 

“From its inception, Ping’s strategy was
always to provide as much or as little hand-
holding as the client needed,” Ms.
Simmonds said. “We’ve encouraged our
account managers to develop a meaningful
relationship with our clients and take pride
in the positive feedback we have received. 

“Because mobile is a fairly new technology,
our strategy is to offer complete support for
our clients, from creative brainstorming to
training, campaign set-up, monitoring and

optimization, and reporting,” she said.

Ms. Simmonds also said that Ping will encourage clients to promote
more essential consumer goods. 

“With the current state of the economy, more and more people will be
turning to couponing and will be looking for ways to save on the
essentials for themselves and their families,” Ms. Simmonds said. �
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By Dan Butcher

While mobile television is still in its early days in the United
States, it has progressed quickly over the past year and
already offers great opportunities for marketers.

With all of the major networks, many cable channels and several other
big brands supplying content for mobile TV, taken with evolving
handset technology, the U.S. mobile TVmarket is ripe for an explosion.

“Consumers are being rewarded when they revisit mobile
entertainment,” said Matt Milne, senior vice president of sales and
marketing for MediaFlo USA, San Diego. “The beauty of the Flo TV
service is its ease of use—just push one button and the service launches.

“It is a mass-market service that is designed to appeal to a wide range
of consumers, and we have aggregated content that represents the best
of TV—news, sports, entertainment and children’s programming,”
he said.

MediaFlo, a subsidiary of Qualcomm Inc., initially rolled out with
Verizon Wireless in March 2007.

The company’s Flo TV service features content from CBS, NBC,
MSNBC and CNBC, Comedy Central, ESPN, Nickelodeon, Fox and
Fox News.

The company is optimistic for the continued growth of the mobile TV
and video space.

“We have shown what is possible with our success to date, but this
really is only the beginning for mobile entertainment,” Mr. Milne said.
“In fact, subscriber usage is healthy and rising.”

“We continue to increase subscriber adoption by adding new markets,
enhancing programming and adding exciting new devices,” he said.

MediaFlo provides Flo TV in more than 60 markets, and it plans to
continue adding more.

“As a result of market expansion, the mobile TV experience in the U.S.
is actually more advanced than anywhere else in the world—in effect
we've leapfrogged other regions in terms of our mobile TV
infrastructure,” Mr. Milne said.

“As more American consumers realize this, we are confident that
adoption will accelerate, and mobile TV really will become a critical
element in the consumer entertainment experience,” he said.

MediaFlo USAcites third-party research to validate its optimistic view
of the market for mobile TV.

North American revenues from mobile TV broadcast and streaming
services are projected to rise from $140 million in 2008 to more than
$2.8 billion in 2013, according to Informa Mobile TV’s October
2008 edition.

The number of mobile TV subscribers in NorthAmerica is projected to
exceed 119 million by 2013, also according to Informa.

MediaFlo envisions a broad core demographic for mobile TV.

“We find that the people who love mobile TV are people who love
regular TV,” Mr. Milne said. “We believe the demographics to be split
between men and women, and between the 18-49 age range.

In June, the traditional TV industry is going fully digital in the U.S.,
which is an opening for mobile TV industry.

“We believe the digital TV transition will be our single largest growth
accelerator, though with our platform and content, there are a number
of exciting opportunities available to us for expanding the reach and
depth of the mobile entertainment experience,” Mr. Milne said.

“The transition will dramatically increase consumer access to live
mobile TV, and will in turn make it a more attractive and economically
viable proposition for entertainment companies, brands and device
manufacturers,” he said.

“As we expand our footprint to subscribers nationwide after the DTV
transition, entertainment and brand companies will be able to deliver
original advertising content to a wide range of people,” he said. “It
won’t just be an interesting distribution channel for original content—
it will be an essential channel for original content.”

Despite many positive signs, there are various challenges facing mobile
TV companies in terms of getting partners and consumers to invest in
the space.

“Other regions of the world, particularly Asia, have been quicker to
adopt wireless data services in general, including mobile video, in part
because of the more aggressive rollout of advanced wireless networks,”
Mr. Milne said.

“In the U.S., however, consumers have until recently been limited to a
diet of downloadable mobile video clips with poor picture quality,”
he said.

MOBILE OUTLOOK 2009 Mobile Marketer 46

CCoonnssuummeerr eenntteerrttaaiinnmmeenntt
wwiillll ddrriivvee mmoobbiillee TTVV

TTEELLEEVVIISSIIOONN



“The mobile video experience became associated with long waits for
content to download, progress bars, buffering, and confusing navigation
menus. This was an unfortunate introduction to mobile entertainment
for many.

“Consumers expected more than that—they wanted a mobile TV
experience comparable to the one they enjoy at home—a crystal-clear
image, great programming and an intuitive interface.”  

MediaFlo and its competitors have been working to satisfy all of these
requirements to realize the potential of mobile TV.

Ramping up its mobile presence, lingerie retailer Victoria’s Secret now
has its own branded mobile TV channel.

ESPN has tapped MediaFlo to bring coverage of NASCAR, the X
Games and the Wimbledon tennis tournament to mobile.

One of MediaFlo’s major competitors is mobile
television service provider MobiTV Inc., which
has surpassed the 5-million subscriber mark,
indicating a growing demand for rich
media content on mobile phones.

“The adoption rate in the industry
continues to grow as the devices get
more media-centric,” said Charlie
Nooney, chairman/CEO of MobiTV,
Emeryville, CA. 

MobiTV offers more than 50 channels
nationwide. The lineup includes live
TV, premium and primetime
programming, video on-demand and
satellite and digital music 
services programming.

The channel lineups differ by wireless carrier partner.

MobiTV offers its services on more than 350 handsets across 20 carrier
networks, including AT&T Wireless, Sprint, Telus, Rogers, Bell Canada
and Alltel.

MobiTV also launched a vertically focused mobile media 
application, Mobi4Biz.

Along with an increase in subscription numbers, MobiTV experienced
an unprecedented level of interest in last year’s presidential election.

Large numbers of subscribers used their mobile devices to tune into
the ABC News Now, CNBC, CSPAN, Fox News and MSNBC
broadcasts of the presidential debates and Election Day news 
on MobiTV.

There was a 111 percent increase over average daily viewing during
the third presidential debate and a 373 percent increase for 

Election Day.

Those numbers not only indicate exciting times for U.S. politics, but for
mobile TV as well.

MobiTV has partnered with Media Excel to jointly offer video delivery
capabilities to tier-one and tier-two service providers overseas. 

Service providers will be able to leverage high capacity video services
over mobile and broadband networks.

MobiTV’s Optimized Delivery Server for scalable high-capacity video
delivery was combined with Media Excel’s industry-leading video
encoding and transcoding appliances to provide an IP video tool.

MobiTV subscribers are able to tune into the industry’s largest lineup
of live television, premium and primetime programming, video-

on-demand and satellite and digital music services.

The brand’s offerings include primetime shows
from all major networks, in addition to
content from CNBC, MSNBC, Animal
Planet, USA Network, Bloomberg
Television, Access Hollywood, The
Weather Channel and The 
History Channel. 

The interest in mobile TV continues
to snowball.

TiVo Inc. has announced TiVo
Mobile, a mobile-optimized Web site
that lets consumers browse, search and
discover television shows, regardless of

mobile platform, carrier or browser. The site
at http://m.tivo.com can be accessed with any

Web-enabled handset. Mobui is powering the
mobile site.

VH1, a music channel within the Viacom family, launched a mobile
application that brings VH1 celebrities and viewers closer together than
ever before. 

This application unites the mobile phone and television in a new way,
creating interactive mobile communities where people can watch and
discuss popular VH1 programming in real-time with friends, fans and
even celebrities.

Cable TV provider Cox Communications plans to launch a wireless
network as part of its three-screen strategy.

In 2009, Cox Communications will add wireless offerings to its bundle
of entertainment and communications services that already include
digital cable, high-speed Internet and landline telephone offerings.

This move ups the ante on the competition between cable companies
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and phone companies.

Meanwhile, Verizon Wireless V Cast Video is a video content 
delivery service.

With V Cast Video, consumers can experience full-motion video clips
to stay abreast of the latest news, sports scores and plays, weather and
entertainment from their mobile phone.

For customers who have the latest version of the V Cast Video Client
software, version 4.0, there are 12 categories of video content to choose
from: What's Hot, Music, Sports,
Hollywood, News, Comedy, TV, Net’s
Best, Lifestyle, Latino, Election '08 
and Kids.

Verizon Wireless’s V Cast subscribers
were able to stay informed and in touch
with all of the live 2008 election coverage
using their mobile phone.

Verizon Wireless offered customers two
ways to watch live, up-to-the-minute
Election 2008 coverage with V Cast
Mobile TV and V Cast Video. Coverage
included breaking news and commentary
during live simulcast programming from
NBC, MSNBC, CBS and ABC.

Mobile-video provider QuickPlay Media
said mobile phone subscribers were
tuning in to TV and other content in larger
numbers in the third quarter.

QuickPlay said that the number of videos
downloaded increased 87 percent from
the previous quarter and that consumers
had increased their average monthly
downloads by 42 percent.

Telecommunications infrastructure
provider Nokia Siemens Networks
recently joined the Mobile DTV Alliance
to help speed the global deployment of
mobile digital TV.

The MDTVA’s main goal is to bring more market stakeholders together
to help make mobile digital TV a global mass-market service. 

“The MDTVA is continually looking for likeminded companies, such
as Nokia Siemens Networks, that share our vision for driving the
adoption and implementation of mobile digital TV, while concentrating
on an open and interoperable common service layer to speed up
availability of live services and avoid market fragmentation,” said
Kasey Farrar, White Plains, NY-based communications manager of
services and software for Nokia.

Nokia Siemens Networks participates in the development of open
mobile TV standards to facilitate service adoption by both carriers and
consumers.

The MDTVA wants to unify the market under a common service layer
to bring economic benefits and improve the consumer experience,
which is critical to driving mobile TV services toward mass adoption.

The MDTVA publishes the North American Mobile TV
Implementation Guidelines and serves as a primary collaboration forum
between companies of various industries interested in mobile TV

deployments, imple-mentations and
global testing. 

There are three key aspects of the
MDTVA’s implementation guidelines. 

The first is an interoperable technical
foundation that builds on the efforts of
the Open Mobile Alliance. 

The second is support for multiple
broadcast systems under a consistent
service layer.

The third is expanded content protection
options, which support the application
of a wide range of business models to
many types of entertainment content. 

The Mobile DTV Alliance is an open
industry consortium that selects and
promotes the best practices and open
standards to deliver broadcast television
to mobile devices in North America 
and globally.

Leading companies from across the
mobile business system and
entertainment value chain collaborate in
the MDTVA.

Sponsor members include Disney,
Microsoft, Nokia and SES Americom.

The MDTVA is committed to promoting mobile DTV technologies,
applications and services and ensuring an end-to-end ecosystem to
facilitate the success of mobile DTV worldwide.

“All of our members contribute to the MDTVA's big-picture strategy
for the mobile DTV market and each, whether board or contributing
members, help identify gaps in the ecosystem that must be filled in
order to speed up availability of live services and avoid market
fragmentation,” Mr. Farrar said.

“As for board of director companies including Nokia, Disney,
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Microsoft, and SES Americom, each provides their respective expertise
in mobile technology, content and digital standards,” he said.

Nokia is investing heavily in mobile TV. 

“The current state of mobile TV is the land of opportunity,” Mr. Farrar
said. “There are a couple of different flavors of mobile TV out there
right now, and this adds to market fragmentation in not only
experiences, but content—and building out a network is 
still costly.

“Knowing those challenges, the MDTVA encourages the harmonization
of a common service layer across all bearer technologies,” he said. “The
MDTVA works with other organizations to help facilitate the common
layer, and its technology-agnostic commitment to mobile DTV which
focuses on providing a complete ecosystem that will decrease costs and
increase service provider deployment.”

Nokia expect to see large strides in the mobile TV
space over the course of 2009.

“Ultimately, the consumer experience will be rich
in affordable content ranging from free local
programming to premium channels and new
interactive opportunities,” Mr. Farrar said.
“Consumers will be able to access content anytime
and anywhere, over different bearer technologies
delivered via a common service layer for a 
seamless experience.

“Similar to other technologies, through economies
of scale components become cheaper, competition
forces innovation and consumers will become more
familiar with the possibilities mobile TV will offer,” 
he said.

It is clear that there will be many opportunities going forward in the
mobile television space—including excellent marketing and 
advertising platforms.

“In 2009, the mobile TV landscape will be characterized by a vibrant
creative community delivering original programming, seamless
integration into the long-awaited three-screen model, big-brand
advertising campaigns engaging the consumer in as-yet-unknown ways
and widespread consumer acceptance,” Mr. Milne said.

As far as monetization strategies, a subscription-based model continues
to dominate the space, although ad-supported mobile TV content is
gaining traction. It will continue to gain steam in the coming year.

“The opportunities for mobile entertainment as a programming,
marketing and advertising channel are becoming increasingly clear to 
programmers and providers,” Mr. Milne said. “Mobile entertainment is

pervasive, personal, provides a 24/7 connection with consumers and, as
we’ve proven with Flo TV, is now free of the experiential compromises

that plagued the category for so long.

“Marketers and advertisers are recognizing that mobile gives them an
opportunity to engage with customers in new ways, a trend that will
become increasingly significant in the coming years as services become
more targeted and interactive,” he said. 

“The mobile phone is one of the most, if not the most, personalized
device that a consumer carries. Inherently, this offers brands
unparalleled access to consumers.”

New advertising formats, such as mobile-specific advertising content,
consumer interaction with ads, audience segmentation and
addressability, are just a few approaches marketers can leverage. 

“We intend on taking advantage of this unique relationship by evolving
our platform to enable much more relevant
advertising for consumers through intelligent
targeting, while continuing to protect consumers’
privacy,” Mr. Milne said. “We look forward to
pioneering these new targeting capabilities with the
assistance of our partners and the advertising
community.” 

Today, MediaFlo operates in a similar fashion to a
local broadcast affiliate or local cable company. 

The advertising inventory is shared between the
content provider and MediaFlo. MediaFlo inserts its
ads into designated time slots within the content.

“To the consumer, this appears as no different from
watching TV in front of their 36-inch flat-screen at
home,” Mr. Milne said. “As we evolve our service
and platform capabilities, we will look to make

these ads more measurable, relevant and interactive. 

While Media Flo has not publicly disclosed its advertising model, the
company is looking to already established models for guidance in
pricing and ROI.

“As we evolve the platform to support some of the advanced
advertising functions, we will continue to evolve our pricing models
to best fit our goals and our partners’ goals,” Mr. Milne said. “MediaFlo
has linear advertising on our service today with some measurability.

“As innovation continues around our technology platform, there are
three areas of focus around advertising:  measurability, relevance,
targeting and interactivity,” he said. 

“As live mobile TV becomes a nationwide staple of the consumer
entertainment experience after the DTV transition, and exciting
developments such as interactivity and integrated data services nearing
readiness, it’s clear that mobile will play a unique role in advertising
and marketing campaigns.” �
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By Dan Butcher

What opportunities will the boom in mobile music offer
marketers in 2009?

From the success of Apple’s iPhone and Verizon Wireless’ V Cast with
Rhapsody to the advent of mobile radio and digital rights management-
free full-track downloads, mobile music has progressed far beyond
ringtones—although those aren’t going anywhere either.

“The mobile full-track music market is a very dynamic space in which
the impact of IP-based music services is growing daily,” says Lewis
Ward, research manager of wireless communications and mobile
entertainment for IDC, a research and analytics firm based in
Framingham, MA.

“While the economic downturn and a number of other factors have
tempered growth in 2008, mobile network operators that deliver the
right mix of cross-category services at the right price point should be
able to find a loyal and receptive audience.”

Mobile Marketer's Dan Butcher interviewed five major players in the
mobile music space to get their views on the state of the industry and

what they expect from 2009. Here is what they had to say.

What is the current state of mobile music in the U.S.? How has it
gotten better?

Massimiliano “Max” Pellegrini, CEO of Dada Entertainment:
Revenues from mobile music are increasing across the board. It was
reported by Ofcom that mobile music downloads now account for more
than half of all digital music revenue in several European countries.
The U.S. is catching up quickly.

The iPhone demonstrates beyond a doubt that when the product is right,
people are more than happy to use their handset as their primary music
storage device. This is something we at Dada Entertainment had long
believed would eventually be the case, but which hadn’t been
practically confirmed until now.

Matthew Feldman, CEO of Versaly: As a personalization provider,
our strength is wallpapers, but our view of the mobile music
marketplace is three-fold: 1) Ringtones and ringbacks (short clips); 2)
Music videos; and 3) Full-track downloads. 

Ringtones are still, and will continue to maintain, the No. 1 position
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by a large margin for years to come. 

With the emergence of iPhones, I feel full-track downloads will pick up
steam in 2009, followed by music videos. However, music videos will
continue to be primarily a streaming product and not compete 
for downloads.

Joe Kennedy, CEO of Pandora: Mobile music's greatest star, the
ringtone, faded over the past year while a new star, the iPhone – and all
of the apps it brought with it – emerged. 

Outside of those two areas – ringtones and the iPhone – mobile music
remains a category in which high hopes have never come to fruition as
the reality of 1) Poor hardware, software and user interface design and
2) Generally overpriced products – $2 for a single track of music? – has
largely killed consumer interest in the phone as a mobile music device.

The combination of the iPhone’s brilliant hardware, software and user-
interface design and numerous free applications – for example, 2
million Pandora users just on the iPhone, just in the U.S. – have
demonstrated that the potential for mobile is real when all of the pieces
are brought together.

Andrew Fisher, CEO of Shazam: Music on the mobile continues to
surge, driven by the popularity of devices like Apple’s iPhone 3G and
the T-Mobile G1, along with a slew of smartphones that offer the ability
to identify, purchase and, of course, listen to music anywhere. 

Additionally, innovative streaming music deals between service
providers and subscription services are allowing consumers to connect
with music in the moment, whenever and wherever they hear it. 

This is leaps and bounds beyond what was possible just a short time ago
when digital music players were the closest we were to music being
truly mobile. The interactivity enabled by mobile phones is a game
changer for the music industry and any company with a stake in it. 

Nathan Thompson, manager of mobile marketing for The
Orchard, New York: For years, the common complaint in music was
“the carriers are too stringent” or “the carriers are holding 
everything back.” 

While there may have been some truth to such thinking in the past, the
market is changing quickly. Music service providers and carriers are
increasingly working together to offer music and entertainment that
customers want, while monetizing the offerings and meeting 
industry guidelines.

Some conflicting priorities have limited mobile music in the past,
namely confusion and disagreement over the touch points – meaning,
places where the customer is exposed to music, for example,
merchandised on a list such as “New Music,” or presented in a
television or magazine ad – and uncertain “rules of engagement”
between music service providers and consumers.

While not every issue has been resolved, these discrepancies are

increasingly being sorted on a case-by-case basis. 

At the end of the day, carriers and music service providers are uniting
behind a single best interest: providing robust mobile entertainment
services to consumers. Such a small store – i.e. a mobile phone or
device screen – has fundamental, inherent challenges, but as design
gets more sophisticated and access and transfer speeds get faster, the
customer experience will improve. 

What artists are using the mobile channel in a brilliant way?

Shazam’s Mr. Fisher: We’ve seen a lot of experimentation over the
past couple of years. 

In the U.S., Jay-Z was a pioneer in this regard when he partnered with
Nokia in 2003 to release a branded phone that came bundled with his
latest album in MP3 format, which was sold at non-traditional outlets
such as music retailers.

Artist Mike Jones used to wear a T-shirt with his mobile number on it
for fans to call and leave messages or hear updates. 

Over time, we saw labels get smart and offer fans easy access to
ringtone downloads with album purchases. 

Today, it seems that not a day goes by when a label or artist isn’t signing
a new deal with a mobile company to reach a bigger fan base or provide
mobile access to music, updates and more.

There are many new innovative campaigns being launched right now,
but it’s a safe bet to say that mobile music tie-ins with social networks
will be where a lot of progress is made in 2009. 

The Orchard’s Mr. Thompson:Warner really showed creativity and
leadership with the last Madonna record. They offered exclusive pre-
release access to the record and other related Madonna content, like
master tones, ahead of street date  as part of a global push with
Vodafone, which reportedly  reached over 250 million customers,
which is very significant in the industry.

Rascal Flatts is another group using text and voice in a big way. They
have over 100,000 core fans who get regular voice mail and text
messages from the band, and they are building direct access to their
most enthusiastic fans that will pay dividends through this album cycle
and will serve to increase the next.

These kinds of creative campaigns are the tip of the iceberg, but
demonstrate a key tenet of success in the mobile channel When fans
have access to something absolutely free as a marketing premium, this
allows the artist to continue to reach the goals of long-term
monetization and audience growth. 

Hoping to sell a ringtone to someone once or twice in an album cycle
isn’t a compelling business model. Artists like Madonna and others are
at the forefront of a mobile ecosystem with long term and recurring
revenue potential.
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What is your core demographic?

Dada’s Mr. Pelligrini: Dada.net’s core customers are male with an
average age of late twenties. Our consumers are very music-savvy and
look to Dada not only for the latest ringtones but to complete their
entire music library with tracks from across every genre of music.

Versaly’s Mr. Feldman: Our primary demographic is males ages 18-
34. Our secondary demographic is males and females ages 16-39.

Pandora’s Mr. Kennedy: 18-44, both men and women.

Shazam’s Mr. Fisher: Shazam has been offering premium, leading
music discovery services on mobile devices for more than five years,
always with a simple goal: help anyone discover music while they’re
out living life, and make it easy for them to capture and share those
music moments wherever they are. 

Shazam is incredibly easy to use, so while we get amazing feedback
from users of all ages, our sweet spot is currently 18-35-year-olds,
predominately mobile savvy, into social networks, creating digital life
caches and with very keen interest in music. 

The Orchard’s Mr. Thompson:At The Orchard, our demographic is
as diverse and vast as our artists. 

The Orchard’s catalog is one of the most expansive in the world, and
by the very nature of the breadth of our offering, we inevitably have
compelling music that is relevant to any carrier in any market, targeting
any customer sub-segment.

The key is our expertise in navigating this catalog: identifying the right
music to promote, and then creating relevant merchandising programs
and consumer messaging to market our artists.  There’s no such thing
as a one-size-fits-all promotion.

Our objective is to marry our catalog, extensive sales and customer
data and our global users as explicitly and thoughtfully as possible and
over time, deepen our relationship as a trusted marketing partner with
the world’s leading mobile companies.

What are some of the challenges you are facing in terms of 
mobile music?

Dada’s Mr. Pelligrini: The main challenge is to get all the parts of the
ecosystem working properly, and working well together. 

Specifically, we need carriers to open up their networks to permit full-
track downloads not just from their on-deck properties. 

We need the content owners not to charge too much for the rights to
distribute their content directly over the mobile networks.   

And we still need handsets that make the experience of acquiring,
owning and listening to music on them a pleasure rather than a chore.

Versaly’s Mr. Feldman: Top 40 dominates everything and it’s hard to
convince operators and off-decks to devote any shelf space or channel
assignments to smaller bands or music genres.

Pandora’s Mr. Kennedy: The iPhone has demonstrated that there is a
great appetite for mobile music when highly capable hardware and
software, great user-interface design and the right price – which, in the
case of radio, is advertising-supported, free to the consumer – all come
together. Our biggest challenge has been putting all four of these 
elements together.

Shazam’s Mr. Fisher: Shazam provides a service that aims to connect
people with music wherever they are. 

To do this, we maintain a deep music database that rivals any other
player in the industry. 

As music fans’ tastes become continually diversified and extremely
eclectic in the face of the ongoing digital music revolution, we are
challenged to work tirelessly to offer the most comprehensive music
database possible, complete with artists and music of all styles and
genres from countries around the world. 

In December 2008, we announced that we expanded our music
database by 30 percent to 8 million songs in an effort to include the
largest collection of tracks from North America, Asia and Europe. This
was in direct response to recognizing how important it is to meet this
challenge so that we can continue offering our users the best 
experience possible. 

The Orchard’s Mr. Thompson: Thankfully, the biggest challenge is
no longer the carriers. 

Today, the challenge is giving fans something interesting and valuable,
and ensuring that in the process, we are able to monetize it and drive
monetary value for our artist and label clients, carrier partners and not
just “exposure.”

We work together with carriers to draw on music as an important and
growing part of their overall business, and we spend significant time
developing opportunities that complement their strategies.

We are consistently focused on acquisition, retention and long-
term value.  

In addition, there are very innovative business models springing up
from handset manufacturers that will push the business forward,
encouraging all participants to innovate. 

Mobile music certainly faces challenges, but it is an exciting time of
innovation and opportunity for entrepreneurial companies with the right
operator relationships.

What are the opportunities you see going forward? Where will
mobile music be in 2009 and beyond?
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Dada’s Mr. Pelligrini: There are many opportunities for the future of
mobile music. Over-the-air (OTA) downloads will be the next
important innovation for the industry. 

Products that embed music into consumer electronic products – like
Nokia’s Comes With Music – is another important trend that will
continue to next year.

Versaly’s Mr. Feldman: Mobile social networking is evolving and
focused social networking sites, specifically in music, are being
created. This will help drive smaller concerts and excitement around
lesser known bands.

With the emergence of iPhones, I feel full-track downloads will pick up
steam in 2009, followed by music videos. However, music videos will
continue to be primarily a streaming product and not compete 
for downloads.  

I also feel playlists on non-iPhones need to increase in popularity.  Plain
VOD or single play is not user friendly. Mobile needs to offer similar
features to radio and iPods.

Pandora’s Mr. Kennedy:We are fundamentally optimistic about the
future of mobile music.  

The hardware and software hitting the market now are finally capable
of enabling a great user interface, and everyone seems to be learning the
lessons of pricing and value that the successes and failures of the
iPhone App Store have taught.

Advertisers such as Target, Best Buy and SAB Miller’s Anheuser-
Busch, as well as HP and Nike, have already embraced the Pandora
mobile advertising platform and seen excellent consumer response to
their mobile ads with click-through rates more than five times
typical Web click-through rates.  

Shazam’s Mr. Fisher: We believe that music discovery on mobile
phones is the key to driving more digital music purchases, ringtone
downloads, concert tickets, merchandise and more. 

Take one look at these increasingly popular “360” deals that are being
made with artists like Madonna, and it is clear that the industry is no
longer relying on music sales alone to drive profits and revenue. 

The mobile music business will be a key contributor to growth, sales
and overall artist awareness and fan excitement as we head into 2009
and beyond. 

The Orchard’s Mr. Thompson: The biggest success this year was
apps. Much of this was driven by the iPhone, clearly. 

While that is interesting, it’s a sign of a much greater opportunity of
mobile becoming much less reliant on personalization, a la carte
ringtone and track sales, and realizing its larger potential as a way for
bands to build audiences and fans to interact with their favorite artists
untethered from the computer in their bedroom. �
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By Dan Butcher

2008 was a watershed year for handset manufacturers, with
smartphones capturing the imagination of many U.S. consumers.
This has been a boon for mobile marketers.

In the past, BlackBerry and Windows Mobile Web-enabled handsets
were considered enterprise devices for business professionals.
However, as Apple’s iPhone demonstrated the strong appeal of
smartphones for consumers, more manufacturers looked to develop
Web-enabled handsets with consumer-oriented features 
and functionality.

“During 2008 we saw a couple of new entrants in the mobile handset
market that innovated and proved successful, driving existing players
to develop new handset designs and form factors,” said Ian Fogg, an
analyst for Forrester Research, London. 

“HTC’s G1 and Apple’s iPhone continue to innovate in the handset
market, showing a different ways of doing things, and the others are
responding,” he said.

In the wake of the iPhone’s success, BlackBerry maker Research In
Motion made a concerted effort to add consumer-friendly applications
and features, and many original equipment manufacturers released
handsets to compete with the iPhone.

In addition to the T-Mobile G1 with Google and the iPhone 3G, 2008
saw the release of the BlackBerry Storm and 8830, Samsung Instinct

and BlackJack, LG enV, Incite and Voyager, Nokia’s E71, N79, N85,
N95 and N97, new versions of Palm Treo and Centro, Motorola Q and
Helio Ocean (now branded Virgin Mobile USA).

This year, Sprint will start selling the Palm Pre.

“As we’ve seen with many of those players, touch screens are
becoming a mainstream feature of high-end handsets,” Mr. Fogg said.

“Smartphones were niche devices, designed to be used one-handed,
and that’s changed with the entry of Apple and Google into the market,”
he said.

“BlackBerry responded with Storm and Nokia responded with its new
mid-market N97 flagship touch screen device, which doesn’t require
consumers to use the touch screen because it has complete one-
hand usability.”

In addition, QWERTY keyboards have also become a mass-market
feature, not just a business or enterprise email feature.

“RIM has driven the smartphone market, and before that to a lesser
extent Palm did,” Mr. Fogg said. “RIM repositioned to aggressively
target the consumer space, and again we’ve seen some of the other
players respond.

“The G1 is primarily a consumer-focused phone with consumer
services such as Google’s online address book,” he said. “The Nokia
N97 has a slide-out QWERTY keypad, but it’s very much a consumer
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entertainment device.”

It is not just in the United States, but also overseas where QWERTY
keyboards are expanding beyond just a business feature.

“You always hear that the U.S. is behind other parts of the world, but
things sometimes work the other way around,” Mr. Fogg said. 

“The U.S. is innovating in the mobile device space – QWERTY started
out in U.S. as a consumer feature, and it’s starting to become that way
elsewhere as well,” he said.

“Google and Apple are U.S. companies that are
innovating in the handset space, new designs that
are causing established players to innovate. Both of
those companies were known for other things when
they launched into the handset market with a
version of the smartphone that’s proved successful.

“Innovation is happening in the U.S., which is
driving innovation outside the U.S.”

Mr. Fogg projects that the percentage of U.S.
wireless subscribers that have an entertainment-
centered mobile phone will grow from 35 percent in
2008 to 52 percent in 2013.

Also, he projects the percentage of U.S. subscribers
that have productivity, business and email-focused
handsets will grow from 8 percent in 2008 to 13
percent in 2013.

“These advanced handsets are becoming
mainstream in the U.S. market,” Mr. Fogg said.
“One of the key things to keep in mind is that
‘smartphone’ is very much an industry term, but
consumers don’t really understand what that means.

“What consumers understand are features – ‘Does it have a touch
screen, can I install my own stuff on it?’ he said. “We’ll see more Web-
enabled handsets that are smartphones, but aren’t marketed as such.”

It is a truism that consumers care about features. They want to be able
to install their own applications, play music, check their social networks
and email accounts.

“Smartphone features that we see today across high-end and some mid-
level handsets, we will soon see on low-end handsets,” Mr. Fogg said.
“Smartphone is dead as a consumer term, but now all phones are
becoming smartphones.

“Many of these features that appeal to consumers, they don’t
necessarily use them in the way the industry expected or wanted,” he
said. “Cameras are a great example—the industry thought this was
great, they could monetize this through MMS and video sharing, but
what we find is that consumers like taking photos, but they don’t

necessarily send them via MMS. 

As they become mainstream, some features that are attractive to
consumers will offer marketing and monetization opportunities, but
some won’t.

Flat-rate, all-you-can-eat data plans are key for mobile marketers to
achieve mass-market reach.

“You have to look at it on a case-by-case basis,” Mr. Fogg said. “Just
because a consumer has a handset with features doesn’t mean they have

the right flat-rate data plan they need to send photos
to friends and spend loads of time on the 
mobile Internet.

“Marketers need to understand what the whole
environment is to develop a good strategy,” he said.
“In the U.S., consumers in multiple areas can find
flat-rate data plans, and other parts of the world are
embracing flat-rate plans, which have wide appeal
to consumers and are something that should
continue to grow during 2009.

“To understand that from a marketing point of few,
you don’t just have to understand the penetration of
those flat-rate plans, you have to understand the
overlap between data plans and functions to
understand what the audience is for 
mobile marketing.”

The scale of the U.S. wireless market is such that
even relatively small percentage of the market – for
example the iPhone – equates to a large number 
of individuals.

“The challenge to mobile marketing is whether they
need reach across a large segment of the population

by basic technology that the bulk of handsets support, such as SMS,”
Mr. Fogg said. “Alternatively, do you want to target savvy smartphone
consumers—they may make up the minority of all wireless subscribers,
but they are a large niche of the overall wireless population.

“Which of those segments you market to depends on the objectives of
the campaign,” he said. “There will still be large numbers of
smartphone users in absolute terms due to the fact that the iPhone and
BlackBerry have been selling well. The G1 had a successful launch and
is doing well, but it’s still a minority.”

Marketers have to recognize the current state of the market, while at the
same time planning for the future.

“Marketers have to look at where the market is today, not where it will
be in two years’ time,” Mr. Fogg said. 

“However, as those Web-enabled devices become more common, they
have to know how to market to that segment so they’re not left behind
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by their rivals,” he said.

As everyone is aware, the economic downturn will affect
handset manufacturers.

“The wider economy is going to have an impact on the replacement
cycle and the kinds of handsets people choose—they may go for a
cheaper handset if and when they choose to upgrade,” Mr. Fogg said.
“People are going to reduce the amount they’re spending on a
monthly basis.

“However, if the wider economy is doing badly, it’s
not likely that we would see consumers giving up
their mobile phone, because it’s such a key part of
life—it’s way down on people’s priority list of things
to give up,” he said. “It’s essential to people’s
lifestyle, so overall wireless adoption will stay very
strong and it’s even likely to grow.

“The replacement cycle and how much consumers
spend will come under pressure if the economy stays
weak, though.”

Basically, OEMs are taking a wait-and-see approach,
although in an intensely competitive space, they are
forced to continue to innovate and invest in new
handset models.

“The down economy won’t necessarily have an
immediate impact on consumer spending—the key
decision points are after their contract is up,” Mr.
Fogg said. “It won’t impact the wireless market in a
major way immediately—it will have more of an
immediate impact in other parts of the economy.

“The challenge for manufacturers is that they’ve got
to keep innovating—they need to keep adding
exciting new features that consumers plan to pay for
to stay ahead of competitors and make carriers
happy,” he said. “They will come under pressure to
keep prices down, because mobile operators are the
main customers of OEMs, and carriers are looking for
something that’s better than what the consumer had
last year or the year before.

“Equally, carriers are saying we have to keep costs down—we want
exciting new features, but don’t add dramatically to costs, which is
obviously a difficult tightrope to walk.”

There are a host of other challenges as well.

“During a downturn, those that do innovate, those that invest in
research and development, will be in a better place when the economy
recovers, [compared with] those that cut back on R&D now [and] that
will show in their product in two or three years when the economy will
have recovered,” Mr. Fogg said. “This money needs to be spent now for

the long-term success of the business.

“Handset manufacturers need to make sure that R&D spending
continues so products aren’t weakened and to ensure long-term health
of the business,” he said.

Weathering the Storm
Despite the economic downturn, Research In Motion Ltd. gave a
surprisingly optimistic forecast for holiday sales of its Black-
Berry smartphones.

RIM has reported its third quarter results for the three
months ending on Nov. 29, 2008, which were pretty
much in line with expectations. It also announced 2.6
million new customer additions in the third quarter.

The device manufacturer has spent aggressively to
support its consumer push, which has been
successful. But the large investments have had an
effect on profit margins.

In addition, sales going forward are uncertain, as it is
unclear what effect the recession will have on the
handset market.

Even in a down economy, enterprise mobility
initiatives will be a priority this year, according to
Forrester Research.

“Mobile applications and solutions let enterprises cut
costs and improve employee productivity or worker
efficiency – all important initiatives in a constrained
business environment,” writes Forrester analyst
Michele Pelino in the report “Predictions 2009:
What’s In Store For Enterprise Mobility.”

“In contrast, mobile initiatives will have a lower
priority for small and medium-sized businesses,”
she said.

While RIM’s BlackBerry – traditionally strong in the
business/enterprise market – has made inroads into
the consumer market, Apple’s iPhone is making

inroads into the business/enterprise market.

Forrester predicts that the iPhone will continue to make a significant
dent in the enterprise mobility market in 2009, "particularly among
small and medium-sized businesses, which typically don't have as strict
IT requirements as large enterprises or widespread line-of-business
application deployments," according to Ms. Pelino.

Forrester sees iPhone adoption reaching 10 percent of the small to mid-
sized businesses.

“In contrast, the BlackBerry Storm will give larger enterprises that
already support BlackBerry an alternative solution,” Ms. Pelino said.�
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By Giselle Abramovich 

The true power of mobile search has yet to be realized, and this
year will bear witness to a sea change in the way consumers and
businesses use the SMS medium. 

Last year’s most visible trend was the use of mobile as a viable
marketing tool. Some of the world’s biggest organizations threw their
weight behind text-based communications to quickly spread a call-to-
action to their customers or constituents.

“Unfortunately due to burdensome carrier regulations, arbitrary gate-
keeping and the insistence on culling half of all SMS transactions, 2008
was also fraught with frustration for companies looking to innovate and
offer new services in the mobile space,” said Antony Radbod,
marketing director at NearU Search, Pasadena, CA. 

The current state of mobile search
Companies spent 2008 working to make the desktop paradigm work
on a small screen with the top search players Google, Yahoo and
Microsoft focusing on mobile Web search. 

SMS-driven search required memorization of keywords and special
characters, which didn’t drive the best user experience.

“Voice search using existing and new voice recognition software
surfaced as well, although there is still a lot of work to improve the
technology,” said Susan Marshall, vice president of marketing at

ChaCha, Carmel, IN.

Even though some large numbers are
being quoted when describing SMS
searches, the vast majority of these are
simply directory look-ups.  

The true power of mobile search has not
been realized yet. But it will be in 2009.  

“Driving this on the aggregate will be the
trickle-down effect for technologies that
were once only available to those with deep pockets,” Mr. Radbod said.
“Thanks to new tools anyone will be able to take advantage of mobile
to grow their business.   

“Look also for big leaps in text-to-purchase transactions,” he said.

Outlook for 2009
In 2009 the mobile search industry will see providers experimenting
with different business models, including free, pay-per-use and
subscription-based search. 

“As the mobile Internet becomes more ubiquitous, we will see new
search applications and widgets,” Ms. Marshall said. “Voice
recognition software will improve as the major players – carriers and
search providers – work to perfect the technology.
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“Local and content-specific search solutions around verticals  –
restaurants, directions, sports, music – will also emerge and then
collapse when users want one search solution for all content,” she said.

End-user privacy and business best practices are the biggest challenges
mobile search faces in maximizing true return on investment. 

To use data on individuals, permission needs to be explicitly obtained.  

But in SMS conversations, it is easy to lose the customer with a lot of
back-and-forth talk so there is a need to invent engaging ways to get the
customer’s opt-in and information.  

“Looking again at the aggregate, de-identified information shows us
that text-message marketing is one of the strongest CTA weapons
available,” Mr. Radbod. “But the current climate makes it difficult to
report details behind those aggregate numbers.  

“Not unrelated is the fact that the world’s sales staffers, as well as point-
of-sale systems, are not yet fully tuned-in to mobile coupon redemption,
recording and reporting,” he said. “The opportunities for analytics here
are tremendous.”

ChaCha’s Ms. Marshall believes that perfecting the user experience
and providing consistent, accurate results on a small screen will also be
challenges in 2009.

On the bright side, as more people use mobile search, marketers will
have more measurable and targeted ways to reach users who are at a
true point-of-need while on the go. 

Users searching on their mobile phone really need something and
usually right then — which is much different than simply browsing or
window shopping like on the desktop.

Mobile search’s competitive landscape
“My thought on Google and Yahoo is that they face the same challenges
as they do on the Internet – they are not built for local,” NearU’s Mr.
Radbod said. “Our company was rated one of the few to take Google
down in '09 in a recent comparison.   

According to Ms. Marshall, Yahoo and Ask.com will be looking at
ways to differentiate and pull ahead of Google in 2009.

“They see mobile as a green field where they can innovate and deliver
a better experience,” Ms. Marshall said. “They are leading the charge
to investigate new partnerships, technology and solutions that don’t
necessarily mirror the desktop.”

Ms. Marshall pointed out that leaders in local content, such as
Citysearch, are making great strides providing local content and search
through mobile.

In 2009, the mobile medium will achieve unheard-of levels of
granularity for marketing to specific interests in specific locations, per
Mr. Radbod. 

The mobile device is the place where the Holy Grail of one-to-one
marketing can finally be realized.

“We will see specialized markets grow up around mobile, similar to
the SEM and SEO marketplace that was spawned by online marketing,”
Mr. Radbod said. 

What do NearU and ChaCha have planned for 2009?

“We will continue to focus on improving the quality of the answers
through our human-guided search results,” Ms. Marshall said. 

ChaCha believes that it can improve the quality and speed of answers
with location-based services, user profiling, best-of-breed content
partnerships and specialist matching – matching questions to guides
who have domain expertise.

NearU will be creating tools that integrate its products with feedback
and reporting analysis to ensure that every marketing dollar is
optimized and every customer touch point is a valuable one.  

“The age-old complaint that return on investment is impossible to
measure accurately in advertising is about to die,” Mr. Radbod said.

“We now have the technology to maintain an incredibly intimate
relationship between business and consumers,” he said. �

MOBILE OUTLOOK 2009                                                                                                                                                                                 Mobile Marketer 58



By Giselle Abramovich 

Mobile social networks are seeing rapid adoption this year, as
users are out and about and still want to be connected at 
all times. 

When consumers think about social networks, one comes to mind
automatically: MySpace. Mobile Marketer’s Giselle Abramovich
interviewed John Faith, vice president and general manager of mobile
for MySpace. Here is his outlook on mobile
social networking, its current state and where
it is going in 2009.

What trends did you see in mobile social
networking in 2008?
We have seen very rapid adoption of our
mobile services. Our community is getting
increasingly comfortable accessing exper-
iences on their mobile phones.

We also saw heavy smartphone adoption by
consumers and not just for business purposes. 

Also, we saw the proliferation of application
storefronts on these smartphones. 

This year it has become easy to get mobile
applications on smartphones, which has been
good for MySpace to reach our users with a
more personal experience and allow for 
more functionality. 

Since browser capabilities on devices are still
limited, an application allows for a deeper
integration and can take advantage of the
unique capabilities of the device – access to a
camera API is just one example. Our decision
to develop applications for the iPhone, Android and BlackBerry this
last year was evidence of this trend.

Users have been increasingly interested in video on mobile. This trend
was one of the reasons we recently decided to launch streaming video
on mobile. MySpace Mobile global users can now enjoy MySpace
video content from their video-enabled mobile devices.

What trends will emerge in 2009?
The mobile Web and application market is just now reaching its
adolescence. We expect the application market to continue its 
upward trajectory. 

MySpace is well-positioned with its international sales force, deep
understanding of new media and our redesigned mobile Web site to
lead the mobile advertising market as it grows rapidly in the years 
to come. 

We also believe the mobile advertising market will gain a lot more
traction in 2009. 

What are some of the leading mobile social networks (or networks
that have mobile functionality)?
MySpace is continually innovating in the
mobile arena. We are at over 3 billion page
views per month and over 14 million
MySpace users log onto MySpace Mobile
every month. 

There are also several mobile-only social
networks that have gained acceptance
recently, but we have the advantage of already
having a critical mass online and users don’t
have to recreate a social networking profile
for a mobile experience. 

End users want their social experience to be
device-agnostic and desire the ability to
communicate with their friend network
whenever and wherever they are.

What are some of the challenges that
mobile social networks face in 2009?
One of the challenges for mobile social
networks in 2009 will be maintaining a
quality user experience. 

We are seeing more plays for aggregation of
content and communications and we foresee
a challenge preserving product consistency

and brand loyalty. 

Understandably, we will need to work to maintain our brand identity
everywhere it touches across the mobile experience.

What opportunities will they face in 2009?
We think there is a big opportunity for social networks to take
advantage of targeted advertising in 2009. 

Mobile advertising complements traditional and online marketing
communications providing connection and integration across 
a campaign. 

MOBILE OUTLOOK 2009                                                                                                                                                                                 Mobile Marketer 59

MMoobbiillee ssoocciiaall nneettwwoorrkkss ttaakkee aaddvvaannttaaggee
ooff  ttaarrggeetteedd aaddvveerr ttiissiinngg:: MMyySSppaaccee

CCAASSEE SSTTUUDDYY                                                               SSOOCCIIAALL NNEETTWWOORRKKIINNGG



Mobile is a means of closing the campaign integration loop and
reaching consumers while they are away from the PC. 

Our global sales force is educated about the mobile ecosystem and has
worked with our clients to create a campaign which suits their needs. 

We are also seeing increased interest from our agencies to talk about
mobile and we get inquires about mobile elements of Web campaigns
on a daily basis. We predict this will be a big opportunity in 2009.

What is MySpace’s mobile strategy?
MySpace’s mobile strategy is committed to providing our global
community with tools to discover, share, connect and communicate in
every way they choose. 

2008 was really about focusing on streamlining the functionality of our
users’ online experience and exporting the core communication aspects
to mobile.  

This year we will be aggressively moving into rich contextual content
and geo-spacial data.

We believe the future of mobile is always free and always ad-supported.
Mobile is a central element of the MySpace business strategy, providing
another channel for our users to connect with each other and for
advertisers to target a highly engaged audience. 

We are expecting that a large part of our traffic will come from non-PC
mobile devices in the near future. 

In 2009 you’ll see us continuing to innovate with mobile advertising
and provide our clients with compelling campaigns. 

Beyond monetization, we’re also very committed to the iPhone,
Android and BlackBerry platforms. We consider these important
platforms to drive deep user engagement and to showcase the sexiest
things we can do with MySpace in mobile. 

With our WAP product, we’re always looking to expand our mobile
functionality. Our longer-term mobile strategy is to become enablers
of social content and the mobile social portal that creates contextual
relevancy around content. 

Can you talk about a successful marketing campaign that ran on
a mobile social network?
We’ve had great initial success in selling mobile advertising campaigns.  

Our major clients in North America include Ford, Saturn, Warner Bros.
and Toyota. 

Mobile ad campaign call-to-actions examples include email
registration/mobile number, click-to-call, find a store or dealer,
coupon/voucher for in-store redemption, download free content, video
streaming, learn about a product, et cetera. 

We have worked with multiple ad networks to create an advertisement
delivery platform that can manage campaigns at a global level and
deliver the reach to our user base that our clients are looking for. �
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By Giselle Abramovich

2008 was a turning point for the mobile industry. Never has there
been a year with more innovative software and technology
created for mobile phones. 

The launch of on-device application discovery portals and storefronts
is probably the most notable. Leading the pack is Apple's App Store
with more than 27,000 applications and 800 million downloads.

“Carriers, device manufacturers and ecosystem vendors are all
scrambling to catch up with this user experience enhancement,” said
Jeff Orr, senior analyst of mobile content at ABI Research, Oyster 
Bay, NY.

“Consumption of Internet and email is finally shifting to mobile.” he
said. “The first killer app for mobile devices is the experience itself –
the ability to perform functions typically reserved for home and office
broadband without the location restriction. 

“With the introduction of larger, touch-screen displays and Web
browsing experiences akin to the desktop, smartphone users are
converting habits, including email and personal search, to mobile.”

Additionally, decreasing mobile-voice revenues have wireless carriers
searching for new revenue streams. 

Data and non-voice revenue are extremely important growth areas. 

According to ABI Research, fragmented proprietary services and
expensive services hindered the early success of mobile video and
television in the United States with nearly 50 percent of survey

participants say they have never tried video or TV on their video-
enabled handsets. 

“But to me, 2008 is the big pause because of the economy,” said Joe
Porus, vice president of Harris Interactive, Oakland NJ.  “I think some
things we expected in mobile advertising has hit a speed bump and
2008 was not a banner year.” 

Expected trends for 2009
ABI Research expects exponential growth in the number of mobile
device applications. 

This growth will come from a few key areas: Support for each
application across a greater number of mobile opertaing systems,
increased focus on developer networks by carriers and local-language
versions of popular applications.

The growth will also come from trial and paid applications artificially
doubling the total available.

“As developers fight for awareness in an increasingly crowded pool, a
greater number of single-feature applications are also likely to appear
instead of feature-rich versions,” Mr. Orr said.  

Focus on analytics will increase in 2009. 

With the applications space growing, the analytics will span
applications, content and marketing activities. 

“Game developers want to know that users get stuck passing level 8, or
give up on the game after 10 hours of playtime – analytics answers
this,” Mr. Orr said.  
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More retailers will understand the importance of having made-for-
mobile sites and mobile marketing campaigns in 2009. 

Because of the slowing economy consumers will choose to shop
without lengthy in-store visits. 

Mobile facilitates convenience and immediate awareness of inventory
availability. It makes it unnecessary to visit every store looking for the
exact item. 

“Mobile campaigns incorporating permission marketing, location-
awareness and ‘act now’ incentives will
ask consumers to participate in dynamic
promotions,” Mr. Orr said. 

Mr. Orr also believes that comparison
shopping via mobile will become hip.

Mobile cameras capture bar codes or
product photos, which are parsed by
online servers to locate the best deal 
and availability. 

Some retailers will fight this by banning
mobile phone use in stores rather than
encouraging more visits to bricks-and-
mortar facilities. 

The mobile device will become the new
universal remote. 

More people will search for content,
download movies, buy a DVD, turn off the
lights, and set the alarm. 

The mobile device will take on home
automation and entertainment.

“I think we are going to see a continuation
in mobile life expansion,” Mr. Porus said.
“More people will go with their cell phone
and disconnect their landlines.

“I think the work force is going realize that a mobile workforce is a
cost-reduction,” he said. 

The biggest opportunities are with teenagers and tweens. 

“Our research suggests they are demanding mobile technology,” Mr.
Porus said. “The next big wave of innovation will be driven by them,
they were born into it.”

Challenges in 2009
Solidifying the business opportunity to mobile carriers will be one of
the main challenges next year. 

As more of the mobile traffic moves to Internet instead of voice or
carrier-owned walled gardens to deliver services, the opportunity to
monetize mobile content may diminish. 

“Subscriptions for premium content remain attractive, while carriers
struggle to see the value for them to carry the additional traffic.” Mr.
Orr said. “New business models are needed to motivate change.”

Mr. Orr also said that traditional consumer electronics vendors could be
challenged by the increased popularity of application content on 
mobile devices. 

For example, the appeal of developing
games for the iPhone and other mobile
platforms distracts from the master plans
of console kings Nintendo and Sony. 

“The challenge for 2009 is essentially the
economy,” Mr. Porus said. 

Opportunities in 2009
Applications and advertising will blur as
brand managers look to mobile to build
community and affinity. 

What is the opportunity for American Idol
fans in the off-seasons? Could user-
generated content accelerate the
qualifying process and keep fanatics
tuned in? Is a BMW driving experience
possible over a mobile device? Could a
campaign invite "connected" drivers to
see the manufacturer's latest innovations
in person, while giving them something
they want to continue interacting with
mobile afterwards? 

“With an ATSC M/H specification for
mobile broadcast distribution ratified in
early 2009, mobile video and mobile TV
in the United States will achieve
readiness for mass market adoption,” said

Steve Wilson, principal analyst of consumer video technologies at 
ABI Research. 

“Handsets and portable consumer electronics devices will lead the
charge,” he said. 

According to Mike Wolf, research director of digital home at ABI, the
continued evolution of mobile device form factors could impact
consumer demand for mobile content. 

“New classes of devices, such as mobile Internet devices (MIDs), offer
larger screens and when coupled with a free-to-air video service or
usable video download storefronts, adoption of mobile video would
accelerate,” Mr. Wolf said. �
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by Gonzalo E. Mon

As more companies experimented with mobile marketing in
2008, many found themselves struggling to figure out how

laws written before mobile phones existed
— and, in many cases, before the Internet
existed — apply in the new wire-
less world.  

As a consequence, 2008 saw an increase
in legal challenges against mobile cam-
paigns.  Although 2009 may bring answers
to some of the questions raised in 2008, it
will likely raise new questions as well.
Mobile marketers need to pay close atten-
tion to these legal developments.  

Text messages
Many marketing campaigns involve promotional text messages. These
messages are governed by either the CAN-SPAM Act or, more likely,
the Telephone Consumer Protection Act, depending on how the mes-
sages are sent.  

Although the requirements vary depending on which Act applies, the
key in most cases is to obtain permission before sending the messages.
Make sure people know what they are agreeing to.  

For example, when seeking permission, you should clearly disclose

that the consumer is agreeing to receive messages from you on a mo-
bile device and that the consumer may incur charges.  

The consequences for getting this wrong can be significant.  

Over the past few years, a number of companies have been challenged
for sending unsolicited text messages.  

For example, in September 2008, apparel-maker Timberland agreed to
settle a class-action lawsuit filed against itself and GSI Commerce in
which consumers alleged they had received unsolicited text messages.  

As part of the settlement, the companies announced they would put $7 mil-
lion — a record in these types of cases — into a fund to pay consumers who
had to pay text message fees as a result of receiving  the messages.  

Expect these types of lawsuits to continue in 2009. 

Fortunately, however, these lawsuits are relatively easy to avoid. 

Your legal counsel can help you determine which laws apply and what
needs to be disclosed where, but ensuring you get permission before
sending the messages and promptly honoring opt-out requests goes a
long way towards preventing the complaints and lawsuits that have
plagued other mobile marketers.  

Premium charges 
Over the past few years, there have also been a number of lawsuits re-
sulting from unexpected charges on mobile phone bills.  

Not only have these lawsuits been filed against the companies impos-
ing charges, but in 2008 the Florida Attorney General also challenged
AT&T Mobility over advertisements run by a third party.  The AG al-
leged that the ads touted “free” services but buried disclosures about
costs in the fine print.  

As part of the settlement, AT&T agreed to pay $2.5 million and to pro-
vide an estimated $10 million-worth of rebates to consumers.  

In addition to these payments, AT&T is required to include various pro-
visions in its contracts with mobile advertisers.  

Among other things, AT&T must require advertisers to disclose costs
of a free offer at the outset of the offer and provide specific disclosures

on various parts of the order flow.  

AT&T must also prohibit marketers from requiring consumers to re-
ceive text messages unrelated to the purchased content and from using
pre-checked boxes for acceptance of terms.  Although the settlement
only applies to AT&T, the Florida AG is pushing other wireless carri-
ers to agree to similar terms.  

In May 2008, the Florida AG’s office announced it was developing a
“zone system” that would dictate where and how terms should appear
on a mobile flow.  

For example, price disclosures should appear within a certain number
of pixels from a submit field, in a minimum font, and in a color that
contrasts with the background.  
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agreeing to receive messages from you
on a mobile device...”

LLEEGGAALL
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The AG is currently working with various parties in the mobile ecosys-
tem to try to get buy-in on the system. Expect the final guidelines to be
unveiled in 2009.  

Although the system could impose additional requirements on mobile
marketers, it could also have the benefit of bringing some clarity to this
murky area.  

Mobile sweepstakes 
It is unlawful to require consumers to make a payment to enter a sweep-
stakes.  

However, it is generally lawful to offer a sweepstakes in which people
can enter through a method that involves a payment as long as there is
also a free method of entry.  The free method of entry must be clearly
disclosed and all entries must be treated equally.  

Recently, marketers ran sweepstakes in conjunction with the American
Idol, The Apprentice, Deal or No Deal, and 1 vs. 100 television shows.
These sweepstakes allowed consumers to enter by sending a text mes-
sage that was subject to a 99-cent charge or by filling out a free online
entry form.  

Last year, plaintiffs filed class action lawsuits in California and Geor-
gia arguing that the sweepstakes violated lottery and gambling laws,
notwithstanding the free method of entry.  

In April 2008, the Georgia Supreme Court determined that text message
fees do not constitute gambling consideration.  

Although the decision is a victory for mobile marketers, it is too early
to celebrate or to conclude that it is safe to charge premium text fees for
entries in sweepstakes, even with a free alternate method of entry.  

There are still class actions pending in California and the defendants
may face tougher battles there.  

We can hope for favorable decisions in 2009, but because each state
has its own laws, a favorable decision in California doesn’t necessar-
ily shed light on how other states would view this issue.  Consult with
your legal counsel before offering any mobile sweepstakes.  

New frontiers 
In 2009, we can expect to see marketers leverage new technologies
such as Near Field Communication for payments and location-based
services to deliver geo-targeted offers and other benefits.  

Because these technologies are so new, there are no clear legal guide-
lines yet.  Expect regulators to pay close attention as the technology
develops, though, and to pass new regulations or challenge practices
they consider deceptive.  

Mobile marketers must remain vigilant so that they can identify
changes to the legal landscape and quickly adapt their marketing cam-
paigns accordingly. �

Gonzalo E. Mon is an attorney with Kelley Drye & Warren, a 
Washington law firm. Reach him at gmon@kelleydrye.com

Case in point.

We invite marketers to 
send in case studies on 
how mobile marketing 

campaigns, mobile content
efforts and mobile 

commerce initiatives have
worked or not. These case
studies will be an in-depth

drill-down into the 
campaign’s strategy, tactical

execution and results. 

Editor@MobileMarketer.com

Mobile Marketer


