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1. WHAT IS MOBILE MARKETING?

2. WHICH ARE THE GLOBAL TRENDS?




IS MOBILE MARKETING?




Mobile marketing is the use of
wireless media as an
integrated content delivery
and direct response vehicle
within a cross-media
marketing communications
progranm.

The ahility to connect hrands to
customers via the mobile
phone.




Mobile is rapidly being integrated into multi-
channel marketing strategies

Point of Sale Print/On-pack
Events
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There are numerous variants of mobile
marketing tools in the market today

Text to Win

Voting and Participation TV
Quizzes

Mohile Gontent

Games

Applications
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VR

MMS

Direct Response

Barcodes and Ticketing
WAP Portal or Mohile Internet
Java or On Device Portal




To deliver the right mobile message / offer...

* At the right

* In the right

“Right Knowledge / Perception / Behavior = Right Result”
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2. WHICH ARE THE




By 2008, researchers expect
(GSM Association]

+ Growth in mobile Internet phone sales is expected to
rise from 430 million to 830 million by 2009 (T-
Mobile, Credit Suisse First Boston and Pyramid
Research)

 Glohal market research outlook for mobhile
advertising estimates around $10B hy 2010
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Glohal Trends => Spending today is in majority linked
to text messaging and display ads.

SMS marketing messages '

Messaging

Banner ads on mnhlle rtals
Banner ads on off-portal mobile Internet

Elramfean:iJ mobile applications
Sponsored links within mobile search
Ad-supported content or services
Mobile coupons or bar codes
Content sponsorships or advertorials
In-stream video ads O Having used tactic
Ads on mobile location-based services .g:r;l‘r:‘gm%aﬁ: I‘Een'::gt?;s
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% Highly Interested (8-10) B % Moderately Interested (5-7) % Not Interested (4-1)
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Adults 18+
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QM1. On an overall basis, how interested are you in the Mobile Marketing concept you just read about?




Unlike the teen orientation of other services, 29 to 44 year olds are most
likely to have participated in mobile marketing efforts.

Participated in a Mobile Marketing Effort
2005 = 2006 = 2007
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QM2. Have you ever personally “opted in” or participated in a Mobile Marketing effort?




Significant at every
step of the mohile advertising process...

Have difficulty
measuring:
47%

Can’t find

Percentage of inventory:

Mobile Marketers 41%
Experiencing
Each Problem

Can’t decide
on best tactics:
35%

Mote: Top five responses shown. ~
Guestion: Which of the following problems hawe you experienced in redstion fo your mobile marketing efforts? [(Please select all that apply. )
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Development of (moving froma
one2many to one 2one marketing relationship) => Better advertising
performance

Launch of cross-nen [Sweden, Estonia and Lithuania)
=> Easier media buying

Adoption of ¢ !¢ :s (inalocal level and standards (in a global
level through industry associations like the MMA) => Higher consistency

Adoption of the GSMA Mohile Audience Measurment project to provitde
[ ; (UK, Germany and Sweden) =>
Better media planning

Organization of industry events to coandto
(Best Internet 2008, Mobile Monday, etc.) =>
Better understanding
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