N® and issue date : 70213 - 16/02/2007
Circulation - Unknown

Frequency - 3-per-year
WrisBusRey_70213_33_305 pdf

Page: 3B
Size 85 %

osl maobile content i e ex-
pensive, which menns that
muohile data revenuecs have
b limited by thedr eost o
ey cossumer, As oa o pesuln,
there’s boen no mass adoption of mobile data serv-
joes,” says Didier Kuhn, CEO of mobile ol eechnol-
agy vendur, Sereen Tonke.

Figures from telecam research company Informa,
for example, show that mobile content generaned
8516 hillion for aperatons worldwide in 2005, How-
aver, that eoopares o estimates from hamlset mah-
wr Nokia that put the revenue generated by mobile
vice calls at URS512 hillkon in che same perind,

But the adoption of mobdle advertising, o sub-
shdize the cost of mobile content, condd chande all
thart, aod bring o fised incernae moded oo e
avohile phode.

“Most operntors have strugged to get beyond 10
per cent subseriber buy-in to mobile content servs
lces. No minteer what theyve done on the content
fromt, 1t's heen stuck at this poing for thiee years.
Buat they neow realize that they can raise more money
from advertising, w the poing where sdvertising can

"

vertisers
BOream

There is a growing
belief that mobile
advertising will
not only drive the
consumption of
mobile content,
but also encourage
development of the
mobile internet.

fund the content,” explains Stephen Duntord, CEO
of muhile adverising plaem provider Cellokek,

While S35 arid MM direct marketing have been
around for a few years, the ad-umled model differs
in thag it uses hanner ads ond sponzarship from
heand names o subsidize the eost of data services
such A content, games and viden clips.

For consumers it promizes eheaper, and in some
cases free, mobile content in return for accepling —
relevant and personalized - sdvertising, frir orpuTubis
it affers 4 means o memnetkee mabile comtent while,
for brands and advertisers ic offers them the apportu-
mity b deliver lighly tangeted advermising meassges o

consumers, and toanalyse their responsg,

Getting to the youth market

o the soe sose, dee pmiure ol e molsile clinn-
nel provides advertisers with access to the hard-o-
reach youth marker. “The mobile phono I8 a very
personal device, aml oombined with s ahiliey o
provide ndvertisers with precise comsamer feedhack,
it i o very good advertising chonnel. There are also
viry few micdlums that can resch the vooth narket
a well as moblke, as consumers corry their phones
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with them wherever they are,” explains Pekka Ala-
Pietilil, co-founder and CEO of Blyk, o Europenn nd-
funded moblle operator solely fooused on the 16-24
age group, and due for launch this summer.

The market is still small and at a nascent seage,
bue there is a growing belief thae all the conditions
are [n place for the ad-funded content mode] to grow
scrongly over the next two years and, in turn, drive
the consumption of mobile data services.

“Theres heen a stemdy incrense in mobile data

CONSUMPLOn, Users acocss-
ing the mobile internet and
the number of times they re-
turn. At the same time,

there has been an in-
croase in the amount
of Inventory availahle
to advertlsers on the
mobile internet, and
we're now seeing mo-
bile operators and in-
dependent WAP porals
in- troducing banner and text
ads to their portals.” explains Screen
Tonic's Kuhn, He estimates that in France the mar-
ket for mobile display adverts currently stands ac
around €10-15 millien and in the UK at €5-10 mil-
lion. But believes that within two years the market
will grow to around €130 million in France, while
the UK will surpass that, due to faster adoption of
digital advertising generally, to reach €200 million.

Indeed, the last six to 12 months have seen grow-
ing momentum around moblle advertising. Opera-
tors JUK and Orange, for example, have already
lnunehed ad-funded content on their portals, while
Vodafone, 02 and Virgin are lkely to introduce the
miode] in the first half of chis year.

However, there are still many challenges o over-
come before the model can gain mass adopoion, no
lesast the limit on the amount of advertising invento-
rv avitilable = that is, the number of maobile internet
sites on which to plase adverts.

Operators drag their feet
Operntors are still very selective about the vpes of
mdvertising that appears on thelr own portals, but the
problem is exacerbated by thelr reluctance w encour-
age off-portal web browsing. “A lack of advertising
inventory is still a big restricdon. Its difficult o get
adverts in front of consumers because the operators
are being very selective about the advertising they
carry on their portals,” sayvs Anil Malhotra, senior VP
wl smsarhectig me meshile content speclalist Bango.

At the same tme, maohile operators do not want

e allow competition for advertising revenue from
the growth of off-portal mobile content providers
such as BRC, Conde Nast and [TV, Mark Slade, MD
of mohile advertising agency 4th Screen, believes
suech n prohibitive approach could jeopardize the
ad-funded content model for all parties, as a lack
of advertising space is currently preventing bramnds
from advertising en the broader mobile internet,
“Content lemds the advertising proposition, but a
hig problem is that the operstors control the supply
of inventory, which means that there's not encugh in-
ventory for brands to advertise cn. But [ chink in 2007
we'll see the advertising community start to drive de-
mand for an increase in off-portal inventory,” he savs.
Screen Tonic's Kuhn, agrees: “The operators are
in a great position to leverage and monctize thedr ad-
vertising inventory, and will take the lion's share of
revenue at first. But we're seeing a gradual increase
in the number of non-portal WAP and Java sites
emerging, especially in the UK with companies such
as the BBC, Emap and ITV. They're starting from a
low point, but media houses and content providers
will bulld thelr presence over tdme and cap-
ture a slzeable share of advertising revenue
In the next few years.”

Intruding on

the customer

Another challenge for all parties |s the
igsue of consumer intruston. How @8
a message or advert best dellvered o
the customer in a non-intrusive way®

"I the past, marketers would send
an SMS, which would alert the user
and sit in their inbox unel de-
leted. | would sav that was in-
trusive. Operators are wary of
the Intrusion aspects arcund
mobile advertising, because
thev're worrled It coubd de-
mean thelr brand,” says Malhotra.

As a resulr, operators are only accepting
‘guality” advertlsing that Is relevant, personal-
ized and whereby the brand is set in context with
the content.

Of course, Intruston is not a problem i con-
sumers are recelving content of high value o
them, such as a sponsored video clip of & TV show or
a discounted or free game to download in return for
recelving advertsing messages. However, It could
be problems if there is a proliferation of messages
and banner ads, partcularty If they are unrargered,
across mobile content,







