
Executive Summary: While 2009 is shaping up to be a tough year for retailers and consumers—as well as for
marketers and advertisers—digital media, including mobile marketing, is poised to be a solid engine of growth in the
national ad market.
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2008 was the year in which mobile media began to catch up
with the hype, as both consumers and advertisers embraced
mobile technologies like never before.The recession, in fact,
might prove to be just the catalyst needed to shift advertisers’
plans to include the mobile channel. eMarketer forecasts that
advertisers will spend $3.3 billion on mobile advertising in
2013, up from $760 million in 2009.

The true turning point for the industry was the introduction of
the smartphone, heightened by Apple’s iPhone launch in 
mid-2007. Handset-makers are being propelled to develop
consumer-friendly mobile phones that offer more than just
calls and texts. No longer restricted to business users,
smartphones that provide access to e-mail and the Internet
are becoming part of popular culture. Marketing strategies for
these devices include banner, display and video ads, as well as
the unique niche of application marketing.

The development of third-generation (3G) mobile broadband
networks has led to phones armed with better connection
speeds, full HTML browsers and Wi-Fi connectivity.Those, in
turn, have contributed to the rise in mobile Internet browsing.
Another critical factor is pricing plans that take the mystery out
of data usage and encourage unlimited mobile content
consumption. Now marketers are becoming free to employ
ads without fear of overage charges.

Key Questions
■ How will mobile advertising fare in a down economy?

■ Can marketers count on smartphones to expand 
mobile’s reach?

■ How will changes in mobile usage and spending patterns
affect marketers? 
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US Mobile Advertising Spending, 2008-2013 (millions
and % change)

2008 $648 (35.0%)

2009 $760 (17.3%)

2010 $995 (30.9%)

2011 $1,410 (41.7%)

2012 $2,390 (69.5%)

2013 $3,330 (39.3%)

Note: includes mobile message advertising, mobile display advertising and
mobile search advertising
Source: eMarketer, February 2009
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For additional information on the above chart, see
Endnote 102123 in the Endnotes section.



The eMarketer View

Advances in technology and the economic

recession played key roles in shaping the US digital

marketplace in 2008.And 2009 is shaping up to be

a challenging year for digital media—but it will also

be a year of major opportunity for businesses with

effective digital marketing strategies. Mobile

Internet penetration and engagement will continue

to soar, providing new channels for advertisers and

marketers to reach consumers.

“Even without having the economic situation
as it is, I think more and more operators,
content providers and handset-makers are
recognizing that the mobile Internet will be
a very important play for each of them to
grow their revenues and get additional
profits in-house.” —Christian Seider, senior
managing consultant, IBM Global Business Services, in an
interview with eMarketer, November 2008

Three important factors are converging to make the mobile
industry a more desirable channel for marketers:

■ Better phones.The iPhone represents a radical change in the
way the mobile industry works,not only with its design and ease of
use,but because it is allowing users to escape many of the
restrictions previously imposed by the mobile carriers,opening the
device to a wide range of advertising. Its powerful Web browser
and numerous application options are causing a dramatic shift in
the way users receive and interact with marketing messages.New
models of smartphones using Windows Mobile,Palm,RIM and
Google’s Android operating systems are following suit.

■ Improved networks. The major US carriers (AT&T,Verizon
Wireless and Sprint) have successfully implemented most of
their 3G network footprints, resulting in a tremendous amount of
bandwidth for the advanced browsers powered by
smartphones.The mobile experience has thus shifted closer to
the online experience.According to a ConStat survey conducted
by The Kelsey Group, nearly 20% of US mobile users have a
smartphone equipped with a browser that can view the “real
Web” as well as WAP sites.Those users are also spending more
on unlimited text and data plans.

■ Greater content. US mobile subscribers increasingly access
the Internet from their mobile phone, taking advantage of 
near-seamless connectivity for e-mail, social networking, games,
mobile video and downloaded applications.The expectation
now is for an open Internet, not the walled garden of the past.

These developments are transforming the way marketers reach
and interact with mobile users.There are now many methods for
marketers to reach their audiences, most of which are showing
strong signs of growth.

The mobile phone is slowly becoming an advertising medium, with
ads appearing in nearly all aspects of mobile usage. eMarketer
forecasts that advertisers will spend $3.3 billion on mobile
advertising in 2013, up from $648 million in 2008.

And those ads are becoming less controlled by mobile operators.
According to Nielsen Mobile’s September 2008 survey, most users
have encountered mobile ads while accessing the Internet, e-mail
and instant messaging (IM).The mobile experience is beginning to
mirror the online world, and many of these ads are appearing on
mobile devices via the Internet, rather than through channels
approved by the mobile operators.

Marketers must tread with caution, however.The mobile phone is
a highly personal device and consumers are wary of accepting
ads, especially in a post-telemarketing world. Relevance and
opting in will be the key for mobile marketing campaigns, more so
than for any other medium.

Mobile Advertising and Usage 2
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Mobile Ad Spending 

In the short term, mobile advertising spending

growth may be hampered by the current

economic climate, along with the rest of the

advertising sector. eMarketer forecasts that

advertisers will spend $3.3 billion on mobile

advertising in 2013, up from $760 million in 2009.
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For additional information on the above chart, see
Endnote 102123 in the Endnotes section.

Ad spending estimates vary widely, which is not surprising given
the difficulty in measuring such a nascent market.At the low end,
MAGNA estimates spending will be $298 million in 2009, while at
the high end, JPMorgan projects spending will reach $2.2 billion
this year. Farther out, however, there is some agreement that the
market will reach about $3 billion in 2012–2013.

102306

For additional information on the above chart, see
Endnote 102306 in the Endnotes section.

Most mobile ad spending currently goes toward text messaging,
followed by search and display.According to Kelsey, SMS
accounted for $100 million of 2008’s mobile ad spend, with mobile
search reaching $39 million and display coming in at $20 million.

By 2013, however, Kelsey expects things to look completely
different, with search accounting for $2.3 billion in spending,
display ads coming to $567 million and SMS $270 million.

Marketer Usage
In an August 2008 Epsilon survey, before the financial crisis set in,
29% of marketing executives expressed an interest in adding
mobile as a tactic to their marketing mix, behind social media,
blogs and podcasting.

098522

Another August 2008 survey of ad agency executives, by 
Reardon Smith Whittaker, predicted that mobile would be the
second-most-popular advertising and marketing tactic in 2009,
following the Web as top choice.
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US Mobile Advertising Spending, 2008-2013 (millions
and % change)

2008 $648 (35.0%)

2009 $760 (17.3%)

2010 $995 (30.9%)

2011 $1,410 (41.7%)

2012 $2,390 (69.5%)

2013 $3,330 (39.3%)

Note: includes mobile message advertising, mobile display advertising and
mobile search advertising
Source: eMarketer, February 2009
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Comparative Estimates: US Mobile Advertising
Spending, 2008-2013 (millions)

eMarketer*, February
2009

Forrester Research,
May 2008

JPMorgan*, January 2009

The Kelsey Group, February
2009

MAGNA, July 2008

Myers Publishing LLC,
March 2009

2008

$648

-

$1,613

$160

$209

$655

2009

$760

-

$2,233

$330

$298

$714

2010

$995

-

$3,217

$720

-

$980

2011

$1,410

-

-

$1,540

-

-

2012

$2,390

$2,800

-

$2,260

-

-

2013

$3,330

-

-

$3,110

-

-

Note: *includes mobile message, mobile display and mobile search
advertising
Source: eMarketer, February 2009; various, as noted, 2008 & 2009
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New Media Marketing Tactics that US Senior
Marketing Executives Are Most Interested in Adding
to Their Marketing Mix, August 2008 (% of
respondents)

Social media* 42%

Blogs 35%

Podcasting 31%

Mobile phones and PDAs 29%

Note: n=175; *includes word-of-mouth, social networking sites, viral
marketing, etc.
Source: Epsilon, "Epsilon CMO Survey," September 8, 2008

098522 www.eMarketer.com

Most Popular Advertising and Marketing Tactics in
2009 According to US Advertising Agency Executives
(% of respondents)

Web 33%

Mobile 15%

Viral 12%

SEO 11%

Word-of-mouth 9%

TV--broadcast/cable 5%

Print 2%

Direct mail 1%

Banner 0%

Radio 0%

Other 11%

Note: n=246; numbers may not add up to 100% due to rounding
Source: Reardon Smith Whittaker (RSW), "2009 Agency Outlook Report,"
January 20, 2009
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Mobile Ad Spending 

A more recent PermissionTV survey of US marketers, published in
December 2009, found that 17.4% of respondents planned to
focus their online budget on mobile, trailing online video, social
media, search and other tactics.

100583

Further, an October–November 2008 Advertiser Perceptions survey
found that 51% of US advertisers planned to increase mobile ad
spending in the next six months, second only to the Internet. Only
12% indicated they planned to decrease mobile spending.

099755

MarketingSherpa found in a September 2008 survey, however, that
just 13% of US marketers said they would be increasing mobile
marketing spending.While the actual ranking is less important in
this study—because multiple online tactics were offered as a
response and the number of respondents was small—more
marketers, 20%, said they planned to decrease spending on mobile.

099905

Given that ad spending on mobile is already so low and used by
relatively few marketers, it is unlikely that spending will decrease
very much overall. Since there is little to cut from budgets, there is
not much to be gained in terms of cost-savings.

The real potential of mobile will not be reached until 2010 and
beyond, according the majority of marketers surveyed in Q2 2008
by William Blair & Company.The fall 2008 financial crisis and
worsening recession have likely delayed that anticipated
progression significantly.

096853

Tactics on Which US Marketers Plan to Focus Their
Online Marketing Budget in 2009 (% of respondents)

Online video 66.8%

Social media 41.6%

Search 34.1%

Podcasts/Webcasts 32.0%

Rich media 30.5%

Banner ads 22.8%

Mobile 17.4%

Other 6.8%

Source: PermissionTV, "Online Video Survey Results," December 17, 2008

100583 www.eMarketer.com

Change* in Advertising Spending According to US
Advertisers, by Media, October-November 2008 (% of
respondents)

Increase No change Decrease

Internet 68% 25% 7%

Mobile 51% 37% 12%

Cable TV 27% 49% 24%

Magazines 18% 47% 35%

Outdoor 17% 54% 30%

Broadcast TV 16% 51% 33%

Radio 16% 49% 35%

Local newspapers 11% 47% 42%

National newspapers 9% 43% 48%

Note: n=1,001; *in the next six months
Source: Advertiser Perceptions as cited by MediaPost, November 19, 2008

099755 www.eMarketer.com

Change in Marketing Spending According to US
Marketers, by Tactic, September 2008 (% of
respondents)

Adding Reducing

Web 2.0 (social network marketing) 48% 20%

E-mailing to house lists 48% 14%

Paid search on Google, Yahoo!, etc. 27% 33%

Telemarketing 18% 22%

Online display advertising 16% 43%

Mobile marketing 13% 20%

Direct mail 12% 52%

Event marketing 8% 57%

Radio/TV ads 6% 83%

E-mailing to rented lists 6% 43%

Print advertising 4% 60%

Note: n=382
Source: MarketingSherpa, "Marketing and the Economy Survey," November
25, 2008

099905 www.eMarketer.com

Year When Mobile Advertising Will Become a Major
Advertising Medium According to US Marketers* (%
of respondents)

It has already 3%

2008 5%

2009 31%

2010+ 61%

Note: *members of the Chicago Interactive Marketing Association (CIMA)
Source: William Blair & Company, "Interactive Marketing Survey," July 8,
2008

096853 www.eMarketer.com
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Mobile Ad Spending 

“Marketers want to reach consumers that
they’re not reaching on television, in print or
online.There are a lot of mobile consumers
now who use their mobile device as their
primary place to access information and
news.You could reach consumers you can’t
otherwise reach.” —John Hadl, founder and CEO,
Brand In Hand, in an interview with eMarketer, January 2009

In the meantime, however, some marketers have been dipping
their toes in the mobile waters.

■ Jaguar and Land Rover are planning to spend a collective 
$1.6 million on mobile advertising for 2009—a full 60% of parent
company Tata Motors’ total mobile budget—according to
AdMob, the advertising network behind their mobile campaigns.
Eric Bader, managing partner of Brand In Hand, as quoted in
Advertising Age, believes that such million-dollar mobile
campaigns will become standard in future quarters, and that the
smaller-scale buys of recent years were not in proportion to
mobile’s growth and the interaction rates of mobile advertising.

■ Amazon is taking advantage of the recession to launch a new
service that will alert consumers by text about low-priced items
of the day. Customers will be able to purchase the item by
texting back “buygb” or by following a link in the message to the
Amazon mobile site.The company also recently launched an
iPhone application that helps consumers comparison-shop and
make purchases directly from their phones.

■ Wal-Mart, Target, the Gap and Sears have all implemented
SMS promotional campaigns to directly engage consumers in
real time. Over the next year, expect to see more sectors taking
advantage of the mobile advertising medium.

Consumer Attitudes About Mobile Advertising
Given the personal nature of mobile, consumers are somewhat
reluctant to receive marketing messages on their phones.This is
evident from the results of a January 2009 ChoiceStream survey,
which found that 35% of Internet users were interested in
receiving personalized ads—much fewer than were interested in
such ads on the Internet (73%) or on TV (72%).

101008

However, a Transverse survey conducted by iGR found that with
the right incentives, some 62% of subscribers would be willing to
receive ads.

099770

US Internet Users Who Are Interested in Receiving
Personalized Ads, by Media, 2006-2008 (% of
respondents)

2006 2007 2008

Internet 70% 75% 73%

TV 65% 75% 72%

Mobile phone 24% 38% 35%

Note: ages 18+
Source: ChoiceStream, "2008 ChoiceStream Personalization Survey,"
January 13, 2009

101008 www.eMarketer.com

US Adult Mobile Subscribers Who Would Be Willing to
View Mobile Ads*, 2008 (% of respondents)

Note: n=810 ages 18-65; *in exchange for an incentive
Source: Transverse, "Wireless & Mobile Advertising Survey" conducted by
iGR Inc., provided to eMarketer, November 17, 2008

099770 www.eMarketer.com

Don't know
1.24%

Depends on the
incentive(s) offered

47.59% No
36.46%

Yes
14.71%
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The same study found that more than 70% of respondents would
be willing to view up to five ads per day in exchange for some sort
of incentive.

099774

With consumers looking to cut costs at every corner, advertisers
may well have an opportunity to get their message across in
return for sponsoring or subsidizing services that consumers
would otherwise pay for.

Not all groups are equally resistant to mobile advertising either.
Nielsen found in Q2 2008 that African-American and Hispanic mobile
data users were more likely than average to find mobile advertising
acceptable,particularly if it was relevant to their interests.

101425

Naturally, as consumers become more exposed to mobile ads,
recall levels are going up.

SMS was the most commonly recalled type of ad in Q3 2008, with
60.1 million mobile phone users reporting having seen one in the
three months prior, according to Limbo and GfK/NOP Research.
Mobile Web ads were recalled by 31 million respondents.

099405

Hispanics and those ages 18 to 34 were more likely than average
to recall seeing a mobile ad in Q4 2008, according to Limbo and
GfK/NOP.African-Americans in this study were marginally more
likely than average to recall an ad.

101360

Number of Mobile Ads per Day that US Adult Mobile
Subscribers Would Be Willing to View*, 2008 (% of
respondents)

1-2 29.76%

3-5 41.47%

5-7 14.29%

7-10 5.16%

10+ 9.33%

Note: n=810 ages 18-65; *in exchange for an incentive
Source: Transverse, "Wireless & Mobile Advertising Survey" conducted by
iGR Inc., provided to eMarketer, November 17, 2008

099774 www.eMarketer.com

Mobile Advertising Recall and Receptivity Among
African-American and Hispanic Mobile Data Users, Q2
2008 (index)

Recall seeing any mobile ad

Mobile advertising is acceptable

Don't mind mobile advertising that is  
relevant to my interests

African-American

130

133

162

Hispanic

137

144

138

Note: index base of 100 represents all mobile data subscribers
Source: The Nielsen Company, "Multi-cultural Advertising," January 29, 2009
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US Adult Mobile Phone Users Who Recall Viewing
Mobile Advertising in the Past Three Months, by Type,
Q3 2008 (millions)

SMS 60.1

MMS 40.6

Mobile Web 31.0

Audio 21.4

Mobile TV or video 13.4

Mobile radio 9.1

Note: ages 18+
Source: Limbo and GFK/NOP Research, "Mobile Advertising Report: 3rd
Quarter 2008," provided to eMarketer, November 3, 2008

099405 www.eMarketer.com

Demographic Profile of US Mobile Phone Users Who
Recall Viewing Mobile Advertising, Q4 2008 (% of
respondents in each group)
Gender

Male 33%

Female 34%

Race/ethnicity

White 32%

African-American 37%

Hispanic 52%

Age

18-24 47%

25-34 50%

35-49 35%

50-64 21%

65+ 9%

Total 34%

Note: in the past three months; includes location-based service, MMS,
SMS, mobile audio/radio ads, mobile game, mobile TV/video and mobile
Web
Source: Limbo, Inc. and GfK NOP Research, "Mobile Advertising Report: 4th
Quarter 2008," provided to eMarketer, February 5, 2009

101360 www.eMarketer.com
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Similarly, Nielsen Mobile found that in Q2 2008, 16% of text
message users overall recalled seeing a text message ad. Recall
was highest among 13-to-17-year-olds, as well as among Hispanic
and African-American respondents.

100303

Mobile Usage

Mobile phones have already made their way into

the lives of most Americans. Researchers seem to

agree that there were about 265 million mobile

subscriptions in the US as of 2008.A distinction

should be made, however, between subscriptions

(the number of active phone numbers in use) and

subscribers (individual users).

102397

For additional information on the above chart, see
Endnote 102397 in the Endnotes section.

US Text Message Users Who Recall Seeing a Text
Message Ad, by Age and Race/Ethnicity, Q2 2008 (% of
respondents in each group)
Age

13-17 35%

18-24 18%

25-34 16%

35-54 12%

55+ 10%

Race/ethnicity

White 13%

Hispanic 23%

African-American 24%

Asian/Pacific Islander 20%

Total 16%

Source: Nielsen Mobile, "The Short Code Marketing Opportunity,"
December 8, 2008

100303 www.eMarketer.com

Comparative Estimates: US Mobile Phone
Subscribers, 2007-2013 (millions)

BMO Capital Markets,
June 2008

CTIA-The Wireless
Association*,
September 2008

Frost & Sullivan,
December 2008

IE Market Research
Corp., January 2009

International
Telecommunication
Union (ITU),
September 2008

JPMorgan, January 2009

JupiterResearch, August
2008

The Kelsey Group,
February 2009

Office of Communications
(Ofcom)-UK, November
2008

2007

-

255.4

249.0

-

255.4

-

-

-

257.0

2008

226.7

262.7

267.0

-

-

263.1

-

266.4

-

2009

233.4

-

281.0

-

-

268.3

-

274.7

-

2010

240.4

-

295.0

-

-

271.0

-

279.9

-

2011

247.4

-

307.0

-

-

-

-

285.5

-

2012

-

-

316.0

-

-

-

-

291.2

-

2013

-

-

325.0

360.5

-

-

266.0

291.2

-

Note: *June 2008
Source: various, as noted, 2008 & 2009

102397 www.eMarketer.com
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Mobile Usage

The 267 million US mobile subscriptions estimated by Frost &
Sullivan in 2008 equates to a penetration rate of 88%.That is
expected to rise to 104% in 2014.

100536

A more critical number for marketers is mobile subscribers, which
accounts for individuals having multiple subscriptions and more
accurately reflects the number of potential eyeballs. It appears
that BMO Capital Markets and JupiterResearch are both
measuring actual subscribers.

BMO Capital’s estimate of 226.7 million US mobile subscribers in
2008 equates to a penetration rate of 75%, using the latest US
Census Bureau population estimates.

This rate is in line with figures from the Mobile Marketing
Association, which found that 73% of respondents ages 13 and
older and 77% of respondents ages 18 and older were mobile
phone users.The market is close to saturation, especially among
those ages 18 to 44.

099703

Despite the strong penetration, the mobile market in the US
remains fragmented by mobile operators and device type, making
it difficult for advertisers to reach the entire market.Verizon
Wireless’ acquisition of ALLTEL (the fifth-largest carrier), which was
finalized in January 2009, consolidated more than one-half of US
subscribers into the two largest carriers (AT&T is the other).

Mobile Internet Activity
Mobile phones are increasingly being used for more than just
sending and receiving calls and texts. It is easier than ever before
to connect, and the amount of information that can be readily
acquired is staggering. It is therefore a natural progression for
marketers and advertisers to turn to mobile.

Some 54.5 million mobile phone users accessed the Internet via
their phone in 2008 according to The Kelsey Group. By 2013, that
number will reach 95 million.

101967

US Mobile Phone Subscriptions and Penetration,
2004-2014 (millions and % of population)

Subcriptions % of
 population

2004 182.1 63%

2005 208.0 71%

2006 233.0 78%

2007 249.0 83%

2008 267.0 88%

2009 281.0 92%

2010 295.0 95%

2011 307.0 98%

2012 316.0 100%

2013 325.0 102%

2014 333.0 104%

Source: Frost & Sullivan, "Visions 2009: Paradigm Shifts in Mobile &
Wireless Communications," December 10, 2008

100536 www.eMarketer.com

US Mobile Phone Users, by Age, 2005-2008 (% of
respondents in each group)

2005
 (n=2,089)

2006
 (n=2,200)

2007
 (n=1,846)

2008
 (n=2,146)

13-17 53% 58% 61% 58%

18-24 79% 68% 79% 82%

25-34 77% 76% 82% 85%

35-44 74% 74% 88% 85%

45-54 66% 74% 82% 76%

55+ 56% 62% 72% 67%

Total 18+ 68% 70% 79% 77%

Total 13+ 65% 68% 76% 73%

Source: Mobile Marketing Association (MMA), "2008 Mobile Attitude &
Usage Study" conducted by Synovate, provided to eMarketer, November
12, 2008

099703 www.eMarketer.com

US Mobile Phone Subscriptions and Mobile Internet
Users, 2008-2013 (millions)

2008

266.4

54.5

2009

274.7

63.6

2010

279.9

73.0

2011

285.5

82.3

2012

291.2

91.7

2013

291.2

95.0

Mobile phone subscriptions Mobile Internet users

Source: The Kelsey Group, "Going Mobile: The Mobile Local Media
Opportunity" as cited by Marketing Charts, February 24, 2009

101967 www.eMarketer.com
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Mobile Usage

“We’re going to see mobile advertising
become a richer medium.We’re seeing 
more and more devices provide significant
on-device capabilities for doing much more
than merely playing a text message or a
banner ad.” —Eric Litman, chairman and CEO,
Medialets, in an interview with eMarketer,August 2008

The increase in mobile Internet access is apparent from an August
2008 comScore M:Metrics study.The results showed growth in
social networking, e-mail, IM and news downloads, all of which are
data-intensive. In contrast, many traditional operator-provided
services were decreasing in popularity, including ringtones 
and games.

099261

An increasing number of mobile devices, including media players,
gaming devices and Internet tablets, are being used to access the
Internet, according to the International Data Corporation.This
trend will accelerate as Internet connectivity becomes a common
feature of consumer electronic devices.

099640

Though mobile activities are becoming more common across
every age group, millennials (ages 14 to 25) were the heaviest
users in nearly every segment Deloitte surveyed during
September–October 2008. Usage dropped off among baby
boomers (ages 43 to 61) and matures (ages 62 to 75).

100996

Mobile Content and Application Activities of US
Mobile Subscribers, August 2008 (thousands and % of
mobile subscribers)

News and information via browser

News and information via
download

IM

News and information via SMS

Social networking

E-mail (work and personal)

Purchased ringtone

Purchased games

Used network for photos/video

Listened to music

Received SMS ads

Subscribers

36,185

13,274

21,032

18,727

14,947

33,564

20,124

5,478

59,877

19,001

48,943

% mobile
subscribers

15.9%

5.8%

9.2%

8.2%

6.6%

14.7%

8.8%

2.4%

26.3%

8.3%

21.5%

%
change*

1.3%

7.0%

6.1%

4.0%

8.8%

4.5%

-2.0%

-1.0%

-1.1%

-2.2%

-0.5%

Note: three-month average for period ending August 2008; *vs. same
period of prior year
Source: comScore M:Metrics as cited in press release, October 31, 2008
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Mobile Devices Used by US Consumers to Access the
Internet in the Past 12 Months, June 2008 (% of
respondents)

Basic mobile phone 26%

Smartphone 13%

Portable gaming device 8%

Personal navigation device 3%

Internet tablet 2%

Other 3%

Have not accessed the Internet via mobile device 45%

Note: n=3,000 ages 13+
Source: International Data Corporation (IDC) and Openwave, "Monitor,
Manage and Monetize the Mobile Internet," November 18, 2008
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Mobile Activities of US Mobile Phone Users, by
Generation, September-October 2008 (% of
respondents)

Digital camera (still pictures)

Text messaging

Video camera

Games

Internet access

E-mail

Music download

MP3 players

Watch user-generated
videos

Update social networking page

Watch professionally created
content (TV, movies, news)

Download additional games
from Internet

GPS

Millen-
nials

(14-25)

81%

86%

56%

60%

44%

40%

46%

44%

30%

33%

27%

33%

6%

Gener-
ation X
(26-42)

77%

75%

45%

49%

46%

42%

29%

30%

24%

18%

21%

22%

21%

Boomers
(43-61)

59%

55%

33%

27%

26%

27%

16%

14%

12%

6%

12%

9%

7%

Matures
(62-75)

46%

24%

23%

13%

18%

19%

8%

9%

8%

7%

9%

3%

7%

Total

68%

65%

42%

40%

36%

34%

28%

27%

21%

20%

19%

18%

9%

Note: use frequently/occasionally
Source: Deloitte, "State of the Media Democracy Third Edition," provided to
eMarketer, January 12, 2009

100996 www.eMarketer.com
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A range of factors is slowly but surely helping to shift the
demographics:

■ The iPhone and its rivals are increasing consumer expectation
and interest in surfing the real Web from a mobile phone.

■ The ease of use of the new generation of mobile phones makes
them more accessible to older users with little patience for
rooting through complex menu structures.

■ More favorable pricing and increased marketing are adding to
the number of users with unlimited data plans, who are crucial
to marketers that do not want to be accused of forcing
consumers to pay hefty charges to view advertisements.

As these dynamics take hold, mobile usage will move away from
the traditional early-adopter demographics.

Smartphones 
In the wake of Apple’s success with the iPhone, smartphone
manufacturers are beginning to produce devices that deliver the
functionality customers desire for their mobile lifestyles.As a
result, smartphone sales are on the rise, as more consumers make
the switch to feature-rich advanced handsets.

According to a December 2008 IDC report,US smartphone
shipments increased 68.2% from the previous year,and will continue
their growth—even as overall mobile phone shipments decline.

102357

The NPD Group reported in March 2009 that 23% of all mobile
phones sold in the US during Q4 2008 were smartphones, nearly
double the percentage sold during the same time period the
previous year.

102090

These figures are in line with a November 2008 survey by The
Kelsey Group and ConStat, which found that nearly one in five US
adult mobile phone users had a smartphone of some sort.

099589

Today’s smartphones combine video,picture messaging, Internet
access,e-mail and a variety of other voice and data services that can
all be integrated into a personal media experience.These features are
among the top mobile services consumers said they intended to use
in the next two years,according to a November 2008 Tellabs survey.

101890

US Mobile Phone and Smartphone Shipment Growth,
2008-2010 (% change)

2008 2009 2010

Standard mobile phones -13.8% -20.3% -1.2%

Smartphones 68.2% 7.9% 28.4%

Total mobile phones -4.7% -14.8% 6.1%

Source: International Data Corporation (IDC), "Worldwide Quarterly Mobile
Phone Tracker" as cited in press release, March 12, 2009

102357 www.eMarketer.com

US Smartphone Sales, Q4 2007 & Q4 2008 (% of total
mobile phone sales)

Q4 2007 12%

Q4 2008 23%

Source: The NPD Group as cited in press release, March 3, 2009

102090 www.eMarketer.com

Online Methods Used to Access Information About
Brands* According to Young Adult Internet Users in
the US and Worldwide, June-July 2008 (% of
respondents)

Search engines

Favorite sites

Personal start page or homepage (iGoogle or similar)

Portal

Friends via IM conversation or links

Friends via e-mail conversation or links

Social networks

Don't access this type of content

US
(n=991)

47%

18%

14%

19%

13%

13%

11%

19%

Worldwide
(n=12,603)

46%

26%

19%

18%

17%

17%

13%

16%

Note: ages 18-24; *brands, products and services
Source: Synovate, "Young Adults Revealed," provided to eMarketer,
November 2008

099589 www.eMarketer.com

Top Five Mobile Content and Services that US Mobile
Phone Users* Intend to Use in the Next Two Years,
November 2008 (% of respondents)

1. Mobile Internet 49%

2. MMS 38%

3. Photo uploading 34%

4. Software/application downloads 30%

5. E-mail 28%

Note: *who do not currently use mobile content or services
Source: Tellabs survey conducted by The Nielsen Company, February 15,
2009

101890 www.eMarketer.com
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The iPhone and competitors that followed highlighted the
importance of true Web browsing, as opposed to sites tailored to
the limited WAP browser.The resulting spike in user expectations
has led to a rapid increase in the number of US consumers who
have unlimited data plans.

Web publishers that want to tailor their sites for mobile users do
not necessarily have to create WAP Websites for limited browsers.
Instead, there are small touches that distinguish mobile sites,
including clickable phone numbers so the user can connect with
the specific business, and maps that can be translated to work with
GPS-enabled phones.There are already companies in place to help
with this transition, such as dotMobi, which provides tools and
guidance to test and optimize existing Websites for mobile access.

Although smartphone users skew young,according to a Q1 2008
survey by Nielson Mobile,more than one-third are ages 45 and older,
expanding the potential market beyond the under-25 audience that
typically uses mobile phones for premium data services.

096173

In October 2008, comScore Mobile noted significant growth in
smartphone ownership among low- and middle-income users. For
those hit hard by the recession or already enduring tough economic
times, the ability of one device to provide video, music, Internet and
social networking represents a major incentive to eliminate other
costs associated with landlines, cable TV or the Internet.

099259

iPhones 
The introduction of the iPhone sent shockwaves through the
mobile marketplace in ways that are still apparent today.

“The experience of native apps on the iPhone
and other emerging platforms in mobile
devices allows developers and users to do
significantly more with the device than you
can do on the Web.” —Eric Litman, chairman and
CEO, Medialets, in an interview with eMarketer,August 2008

Apple’s App Store opened up the ability to develop branded
applications that engage users in ways that were not previously
possible.As a result, a radically new way for marketers to reach
mobile users was born. For example, Zippo’s lighter application
features a Zippo lighter that can be lit, rotated and blown out.
Users are encouraged to change the lighter’s appearance by
adding emblems and monograms, and to pass it along to friends.

Nearly all of the iPhone’s capabilities—other than the phone—are
mirrored in the iPod Touch.The media player includes an Internet
connection using Wi-Fi that can run most of the same applications
as the iPhone.The total reach for iPhone apps is therefore wider
than just iPhone owners.

US Adult Smartphone Users, by Age, Q1 2008 (% of
respondents)

18-24 10.4%

25-34 29.0%

35-44 24.5%

45-54 18.2%

55-64 13.0%

65+ 4.9%

Source: Nielsen Mobile as cited in press release, June 30, 2008

096173 www.eMarketer.com

Installed Base of Mobile Content and Devices Among
US Low- and Middle-Income* Mobile Subscribers, June
& August 2008 (thousands and % change)

June 
 2008

August 
 2008

% change

Have a smartphone 2,870 3,314 15%

Have an iPhone 266 394 48%

Listened to mobile music 4,682 4,901 5%

Sideloaded music onto handset 3,721 3,768 1%

Used mobile e-mail 6,818 7,261 6%

Accessed news/info via browser 7,934 8,322 5%

Note: three-month averages for periods ending June and August 2008;
*annual income of $25,000-$50,000
Source: comScore Mobile as cited in press release, October 27, 2008

099259 www.eMarketer.com
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Because iPhone subscribers tend to interact with the devices
more than they would with standard mobile phones, they are
therefore more likely to be exposed to marketing messages. In
fact, Limbo and GfK/NOP Research found that iPhone users were
more likely to remember and respond to mobile advertising than
non-iPhone users.

101358

Also impressive: More than one-quarter of iPhone users reported
going to a store or buying a product as a result of mobile
advertising, more than double the rate of non-iPhone users.And
nearly 31% of iPhone users called a toll-free number as a result of
mobile advertising, compared with 15.2% of non-iPhone users.

101361

Many of these statistics can be attributed to exposure, as iPhone
owners are twice as likely to see mobile Web ads and four times
as likely to see an ad while playing a game or using location-based
services, according to Limbo/GfK data.That means advertisers
can more easily reach iPhone users than those with other
platforms.As other smartphones find their way into consumers’
hands, this trend will apply to a growing number of mobile users.

Text Messaging
Text messaging is experiencing rapid growth in the US.The 
number of text messages sent between June 2007 and June 2008
increased by 160%, from 29 billion to 75 billion, according to 
CTIA-The Wireless Association.

097901

The Mobile Marketing Association found that the percentage of
subscribers who used text messages daily increased from 25% to
44% between 2005 and 2008.

099705

US Mobile Phone Users and iPhone Users Who Recall
Viewing Mobile Advertising, by Type, Q4 2008 (% of
respondents in each group)

iPhone 
 users

Non-iPhone
 users

SMS 18.3% 20.2%

MMS 15.2% 8.7%

Mobile Web 18.1% 8.1%

Mobile game 18.0% 4.9%

Mobile TV or video 6.6% 3.8%

Mobile radio 11.1% 3.2%

Location-based services 5.7% 1.4%

Any format 40.9% 33.1%

Note: ages 18+; in the past three months
Source: Limbo, Inc. and GfK NOP Research, "Mobile Advertising Report: 4th
Quarter 2008," provided to eMarketer, February 5, 2009

101358 www.eMarketer.com

US Mobile Phone Users and iPhone Users Who
Responded to Mobile Advertising, by Method, Q4 2008
(% of respondents in each group)

iPhone 
 users

Non-iPhone
 users

Called a toll-free number 30.9% 15.2%

Visited a Website 21.6% 12.7%

Went to a store or bought a product 26.2% 12.2%

Clicked an ad 6.5% 8.9%

Replied to an ad 10.5% 8.1%

Other 1.4% 5.4%

Total 49.0% 29.4%

Note: ages 18+; in the past three months; includes location-based service,
MMS, SMS, mobile audio/radio ads, mobile game, mobile TV/video and
mobile Web
Source: Limbo, Inc. and GfK NOP Research, "Mobile Advertising Report: 4th
Quarter 2008," provided to eMarketer, February 5, 2009

101361 www.eMarketer.com

Text Messages Sent in the US, June 2007 & June 2008
(billions and % change)

June 2007 29

June 2008 75 (160%)

Source: CTIA - The Wireless Association, "Semi-Annual Wireless Industry
Survey" as cited in press release, September 10, 2008

097901 www.eMarketer.com

US Mobile Phone Users* Who Use Text Messaging, by
Frequency, 2005-2008 (% of respondents)

2005
 (n=566)

2006
 (n=659)

2007
 (n=680)

2008
 (n=853)

Daily 25% 26% 34% 44%

Weekly 16% 19% 19% 15%

Monthly 9% 9% 8% 8%

Less than monthly 14% 11% 13% 12%

Total 64% 64% 75% 79%

Note: ages 13+; numbers may not add up to total due to rounding; *with
two-way text messaging
Source: Mobile Marketing Association (MMA), "2008 Mobile Attitude &
Usage Study" conducted by Synovate, provided to eMarketer, November
12, 2008

099705 www.eMarketer.com
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Unlimited text message plans have fueled the rising popularity of
texting. Survey results from MQA and Fiserv found that 56% of
mobile phone users ages 18 to 35 had a text message plan, while
only 32% of those ages 35 and older did.

097900

Consumers’ growing preference for SMS messaging over phone
calls is more than just a shift in communication preferences; it is a
change in how people prefer to process and consume information,
which has an effect on advertising. Given the limited number of
characters in a text message (most are around 140), SMS forces
friends and marketers alike to be succinct and stay on message.

“This is not about blasting stuff that people
aren’t interested in. It is about building a
relationship where people have clearly said,
‘Hey, I want to engage.’” —Jack Philbin, president,
Vibes Media, in an interview with eMarketer, June 2008

A July 2008 survey by the Direct Marketing Association found 
that SMS campaigns had a strong response rate, with 70% of
mobile users surveyed having responded to a marketing text
message, compared with 42% who responded to a survey and
30% to e-mail offers.

096762

Despite the rapid growth of text messaging, North Americans
remain the laggards of the world, due, in part, to the rate structures.

Unlike in countries that have adopted the “calling party pays”
model, US mobile subscribers are charged for every incoming and
outgoing message. Other regions have a much higher incidence of
message-based mobile advertising because consumers are not
charged for receiving marketing messages.

US Adult Mobile Phone Users Who Have Texting and
Data Plans, by Age, April 2008 (% of respondents)

18-34 with texting plan

56% 44%

35+ with texting plan

32% 68%

18-34 with mobile data plan

31% 69%

35+ with mobile data plan

18% 82%

Yes No

Source: Fiserv conducted by MQA Research, September 9, 2008

097900 www.eMarketer.com

US Mobile Phone Users Who Have Responded to
Mobile Phone Offers, by Offer Type, March-April 2008
(% of respondents)

Responded to a text message for a product or service

70%

17%

Participated in surveys sent to my mobile phone

42%

10%

Responded to an e-mail offer for a product or service

30%

7%

Responded to a Web offer on mobile phone's Internet browser

22%

5%

Responded to a coupon offer for a product or service

18%

4%

% of responders to
mobile offers (n=193)

% of all respondents
(n=800)

Note: ages 15+
Source: Direct Marketing Association (DMA), "Mobile Marketing: Consumer
Perspectives," July 2008 cited by Marketing Charts, July 21, 2008

096762 www.eMarketer.com
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This is apparent from a Limbo and GfK/NOP Research study that
found a much higher recall rate of text message ads in India (74%)
and the UK (48%) than in the US (22%).

097639

Mobile Video and Mobile TV
More mobile phones are coming equipped with video and TV
capability. However, subscription costs are high, so users are
bypassing the operators to watch Internet video and user-
generated content.

Two types of mobile video are offered by US carriers: clips and
streaming video (run over 3G mobile networks and broadcast).
Broadcast TV is provided by a Qualcomm subsidiary, MediaFLO
USA, and is offered by AT&T and Verizon Wireless under the
moniker “Mobile TV.”

Mobile video has been offered by US mobile operators since
MobiTV debuted on Sprint handsets in 2003.The quality of the
user experience improved as 3G networks were deployed, and
now nearly every mobile operator offers some type of on-demand
or streaming video content.

In addition, the increase in the number of Internet-enabled mobile
phones has created the demand for online video from mobile
devices.This method quickly dominated US usage, according to
Nielsen Mobile in its January 2009 report, “Tuned into the Phone:
Mobile Video Use in the US and Abroad.”

102290

Azuki Systems’ 2008 Market Survey found that viewing of mobile
video is still low compared with all other video consumption, at
under 2 hours per week.

098671

This low usage can be attributed to the small screen and snack-size
portions favored by consumers, who are more likely to watch
videos on their phones during their down time. However, as the
number of video-capable phones increases, along with the quality
and reach of the videos themselves, video-watching is poised to
become more commonplace in the lives of mobile users.This will be
tied to the utilization of video for richer ad experiences, which users
will discover via links in text messages and banner ads.

“While the most popular forms of mobile TV
and video are genres such as music videos
and movie trailers, which offer short video
snacks, the data also show a nascent
audience for long-form mobile content such
as TV shows.” —Mark Donovan, senior analyst,
comScore, in a press release, October 31, 2008

Adult Mobile Phone Users in India, UK and US Who
Recalled Viewing Text Message Advertising in the
Past Three Months, Q2 2008 (% of respondents)

India (n=1,000) 74%

UK (n=1,000) 48%

US (n=1,000) 22%

Note: ages 18+
Source: Limbo and GfK/NOP Research, "Mobile Advertising Report: 2nd
Quarter 2008," provided to eMarketer, August 13, 2008

097639 www.eMarketer.com

Methods Used to Access Mobile Video According to
US Mobile Video Viewers, Q3 2008 (% of respondents)

Video accessed via mobile Internet 66%

Video accessed via downloaded clips 52%

Video accessed via applications 42%

Video accessed via subscription 42%

Source: Nielsen Mobile, "Tuned into the Phone: Mobile Video Use in the US
and Abroad," January 7, 2009

102290 www.eMarketer.com

Weekly Time Spent Watching Mobile Video According
to US Mobile Video Users, September 2008 (% of
respondents)

0-2 hours 88.2%

2-4 hours 2.8%

4-6 hours 5.9%

6-8 hours 1.6%

8-10 hours 0.0%

10+ hours 1.6%

Note: numbers may not add up to 100% due to rounding
Source: Azuki Systems, "2008 Market Survey," September 30, 2008

098671 www.eMarketer.com
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The viewing preferences for online and mobile video are nearly
identical, according to an August 2008 comScore M:Metrics report.
So marketers looking for the greatest reach in mobile video should
consider using the same techniques as for promoting online video.

099258

The heaviest consumers of video via mobile during October–
November 2008, according to the USC Annenberg School Center
for the Digital Future, skewed male, urban and ages 25 to 34—the
typical early-adopter profile.

101861

Unlike on-demand users, the audience for mobile broadcast (such
as Verizon Wireless’ and AT&T’s Mobile TV) does not have strong
viewing preferences, and is open to watching a wide range of
content, according to comScore.

099260

Poor coverage and high prices are holding back mobile broadcast
video. Delay of the digital TV transition means broadcasters are
taking even longer to vacate their existing analog TV channels.This
will hamper rollout by MediaFLO, which is already hobbled by a
small coverage footprint (only 58 markets are live at this time).
ATSC-M/H, another mobile technology, is expected to be offered
by local broadcasters and is being promoted by the National
Association of Broadcasters. However, there are no plans for a
coordinated national rollout.

The subscription price for MediaFLO (Mobile TV marketed by AT&T
and Verizon Wireless) is $13 to $16 for up to 15 channels, and
requires phones with internal broadcast receivers.Those prices
are similar to unlimited data plans and are a relatively poor value
considering their meager channel selections.

Demographic Profile of US Internet Users, by Time
Spent Watching Online Video on Their Mobile Phone,
October-November 2008 (minutes per day)
Gender

Female 33

Male 38

Age

18-24 31

25-34 40

35-44 35

45-54 31

55-65 33

Education

High school or less 34

Some college or associates degree 41

Four-year college degree or more 32

Location

Urban 42

Suburban 32

Rural 34

Average time spent 36

Source: USC Annenberg School Center for the Digital Future, "Cisco Video
Project Report" commissioned by Cisco, December 17, 2008

101861 www.eMarketer.com

US Mobile Broadcast Video Viewers, by Content Type,
August 2008 (thousands and % of total)

Viewers % mobile
 broadcast

 video
 audience

Music videos 639 32.8%

Full TV/film 622 31.9%

Movie trailers 617 31.7%

Comedy videos 596 30.6%

Weather information 581 29.9%

Local/national/world news 563 28.9%

Sports action or news 561 28.8%

Animations or cartoons 473 24.3%

Entertainment/celebrity news 458 23.5%

TV highlights 425 21.8%

Note: three-month average for period ending August 2008
Source: comScore M:Metrics as cited in press release, October 31, 2008
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US Mobile On-Demand Video Viewers, by Content
Type, August 2008 (thousands and % of total)

Viewers % mobile
 on-demand

 video
 audience

Amateur video clips 1,346 37.9%

Music videos 1,224 34.5%

Comedy videos 1,179 33.2%

Movie trailers 1,074 30.2%

Full TV/film 727 20.5%

Local/national/world news 645 18.1%

Entertainment/celebrity news 629 17.7%

Sports action or news 603 17.0%

TV highlights 598 16.8%

Weather information 581 16.4%

Note: three-month average for period ending August 2008
Source: comScore M:Metrics as cited in press release, October 31, 2008
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Trends to Watch

“Consumer adoption of data plans and the
mobile Internet is the most important trend,
because as more consumers use their
phones for more than voice, advertisers will
follow.This is what happened online.” —Greg
Sterling, senior analyst/founding principal, Local Mobile
Search/Sterling Market Intelligence, in an interview with
eMarketer, January 2009

Mobile users resemble online users. As consumers now do
everything online—communicate, shop, and watch TV and
movies—they will increasingly do so via their mobile phones.
Advertisers would be wise to capitalize on these new
opportunities to reach this audience.

Smartphones will boost traditional Internet advertising
revenues. As the models continue to drop in price and new
entrants emerge—notably the Android devices, Palm’s Pre, and
RIM’s Storm and Bold—a significant portion of ad revenues will
come from mobile Internet users accessing conventional
Websites. Internet advertisers will need to create campaigns that
work with multiple devices and display sizes.

Ad-funded business models will take off, especially in the
discount mobile virtual network operator (MVNO) segment of 
the mobile industry.Young people and lower-income consumers
will be most inclined to accept ads in exchange for minutes or 
text messages.

Texting’s popularity may lead mobile operators to charge
more for text messages. Marketers can also expect increases
in the cost of short codes used for SMS marketing campaigns. In
October 2008,Verizon Wireless announced it was doubling its
price to $0.03 per message, but quickly backed down when
marketing groups complained.As message volumes soar,
however, there may very well be additional price increases that
will raise the costs of text messaging.

Privacy and targeted mobile advertising. In January 2009,
advocacy groups filed a complaint with the Federal
Communications Commission to block or regulate advertiser
access to mobile users’ personal information.Those concerns
have not yet permeated the public’s awareness, and mobile users
have shown little interest about how much personal information
they share as they use their phones for voice, text, downloads and
Web surfing. One reason is that, despite the potential, operators
and advertisers have not yet been able to access the information.
While there have been recent advances in customer tracking,
there is not yet a unified method to gather and use customer
information across international borders, across operators or
even across the various makes and models of mobile phones.

Conclusions

Mobile marketing should not be the first thing to

get cut in a tough economy.While mobile is still

considered an emerging channel, smart

marketers are integrating trackable, quantifiable

mobile components within campaigns to extend

their reach and increase efficacy.

Consumers’ growing reliance on their mobile phones as a
lifeline—to stay informed and in touch—even as they cut back on
other costs, illustrates how essential they are. Smart advertisers
will respond by developing or expanding mobile initiatives to keep
their messages in front of their customers.

This is the beginning of a profound shift in mobile.Users are
no longer tied to the mobile operator’s limited offerings from within
the walled gardens of their content decks.The iPhone was the first
step toward a more wide-ranging Internet experience,a shift
comparable to the online migration that took place in the mid-1990s.

The potential audience is growing rapidly as the penetration
of smartphones increases the demand for mobile Internet access.
Marketing opportunities are expanding in tandem with users with
unlimited data plans who are increasingly interested in new
applications and content.

Mobile Internet surfing requires changes to Websites.
Mobile browsers are better able to deal with HTML Websites than
the restrictive WAP protocol, but many mobile phones lack
JavaScript capabilities, and phone numbers on mobile sites need
to be clickable so users can take immediate action.

Internet video is also mobile video because so many mobile
devices are now able to access Internet content. In addition, the
digital transition for TV will free up airwaves for MediaFLO and
other emerging providers to expand their coverage footprints and
reach AT&T Mobility and Verizon Wireless customers, who
represent more than one-half of US mobile subscribers.

SMS is the future, but proceed with caution. Unsolicited
messages are considered even more intrusive than e-mail spam
and can generate hostility.And while nearly every phone can
receive text messages, the 48% of subscribers who are not paying
for messaging rate plans may be stuck with expensive charges.
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Endnotes

Endnote numbers correspond to the unique 

six-digit identifier in the lower left-hand corner 

of each chart.

102123

102123

Extended Note: Mobile message advertising is defined as
spending on placement in text messages, includes direct
spending on message campaigns as well as spending on
promotional coverage of end-user messaging costs. Mobile
display advertising is defined as spending on display banners,
links or icons placed on WAP, mobile HTML sites or embedded in
mobile applications such as maps or entertainment services (e.g.,
games or video). Mobile search advertising is defined as spending
on sponsored display ads and text links that appear alongside
mobile search results, as well as spending on audio ads played to
mobile phone callers making a directory inquiry.

102306

102306

Extended Note: eMarketer defines the segments of mobile
advertising as follows--Mobile message advertising is defined as
spending on placement in text messages, includes direct
spending on message campaigns as well as spending on
promotional coverage of end-user messaging costs. Mobile
display advertising is defined as spending on display banners,
links or icons placed on WAP, mobile HTML sites or embedded in
mobile applications such as maps or entertainment services (e.g.,
games or video). Mobile search advertising is defined as spending
on sponsored display ads and text links that appear alongside
mobile search results, as well as spending on audio ads played to
mobile phone callers making a directory inquiry.

Citation: Forrester Research cited by Adweek, May 1, 2008;
JPMorgan and company reports, "Nothing But Net," January 5,
2009;The Kelsey Group, "Going Mobile:The Mobile Local Media
Opportunity" as cited by Marketing Charts, February 24, 2009;
MAGNA, "Emerging Media Forecast," July 8, 2008; Jack Myers
Media Business Report, "Advertising & Marketing Investment
Forecast 2008-2010," March 9, 2009

US Mobile Advertising Spending, 2008-2013 (millions
and % change)

2008 $648 (35.0%)

2009 $760 (17.3%)

2010 $995 (30.9%)

2011 $1,410 (41.7%)

2012 $2,390 (69.5%)

2013 $3,330 (39.3%)

Note: includes mobile message advertising, mobile display advertising and
mobile search advertising
Source: eMarketer, February 2009
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Comparative Estimates: US Mobile Advertising
Spending, 2008-2013 (millions)

eMarketer*, February
2009

Forrester Research,
May 2008

JPMorgan*, January 2009

The Kelsey Group, February
2009

MAGNA, July 2008

Myers Publishing LLC,
March 2009

2008

$648

-

$1,613

$160

$209

$655

2009

$760

-

$2,233

$330

$298

$714

2010

$995

-

$3,217

$720

-

$980

2011

$1,410

-

-

$1,540

-

-

2012

$2,390

$2,800

-

$2,260

-

-

2013

$3,330

-

-

$3,110

-

-

Note: *includes mobile message, mobile display and mobile search
advertising
Source: eMarketer, February 2009; various, as noted, 2008 & 2009
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Endnotes

102397

102397

Citation: BMO Capital Markets, "eMerging Video Markets:The
Third Wave of Media," provided to eMarketer, June 2008; CTIA - The
Wireless Association, "Semi-Annual Wireless Industry Survey,"
September 10, 2008; Frost & Sullivan, "Visions 2009: Paradigm
Shifts in Mobile & Wireless Communications," December 10, 2008;
IE Market Research Corp., "1Q09 Mobile Operator Forecast" as
cited in press release, January 16, 2009; International
Telecommunication Union (ITU), "World Telecommunication
Indicators Database," September 2008; JPMorgan and company
reports, "Nothing But Net," January 5, 2009; JupiterResearch as
cited in press release,August 11, 2008;The Kelsey Group, "Going
Mobile:The Mobile Local Media Opportunity" as cited by Marketing
Charts, February 24, 2009; Office of Communications (Ofcom) - UK,
"The International Communications Market 2008" conducted by
Synovate, with contribution from IDATE and industry sources,
November 20, 2008

Comparative Estimates: US Mobile Phone
Subscribers, 2007-2013 (millions)

BMO Capital Markets,
June 2008

CTIA-The Wireless
Association*,
September 2008

Frost & Sullivan,
December 2008

IE Market Research
Corp., January 2009

International
Telecommunication
Union (ITU),
September 2008

JPMorgan, January 2009

JupiterResearch, August
2008

The Kelsey Group,
February 2009

Office of Communications
(Ofcom)-UK, November
2008

2007

-

255.4

249.0

-

255.4

-

-

-

257.0

2008

226.7

262.7

267.0

-

-

263.1

-

266.4

-

2009

233.4

-

281.0

-

-

268.3

-

274.7

-

2010

240.4

-

295.0

-

-

271.0

-

279.9

-

2011

247.4

-

307.0

-

-

-

-

285.5

-

2012

-

-

316.0

-

-

-

-

291.2

-

2013

-

-

325.0

360.5

-

-

266.0

291.2

-

Note: *June 2008
Source: various, as noted, 2008 & 2009
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Related Information and Links

Related Links
comScore m:Metrics
http://www.mmetrics.com 

CTIA-The Wireless Association
http://www.ctia.org 

GfK/NOP Research
http://www.gfknop.com 

Mobile Marketing Association
http://www.mmaglobal.com 

Nielsen Mobile
http://www.nielsenmobile.com 

The Kelsey Group
http://www.kelseygroup.com/ 
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eMarketer serves as a trusted, third-party resource, cutting
through the clutter and hype–helping businesses make sense of
the numbers and trends. eMarketer's products and services help
companies make better, more informed business decisions by:

■ Streamlining research sources and reducing costs 

■ Eliminating critical data gaps 

■ Providing an objective, bird’s eye view of the entire landscape 

■ Better deploying and sharing information across the company 

■ Building solid business cases backed up by hard data 

■ Reducing business risk 

■ Saving valuable time 
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