






As the world turns, 2008 may well emerge as the year mobile mar-
keting began its rise to integrated prominence across an interna-
tional landscape. 

To create a snapshot of the current scene, selected offices in Draft-
fcb’s global network were recently asked to provide answers to comment
the current status of mobile in their marketplace. Draftfcb is an adver-
tising agency of the Interpublic Group of Companies Inc. The questions
asked were:

• What is the state of mobile marketing and media in your 
market? 
• Are consumers receptive to mobile advertising and marketing?
• What are the local challenges for mobile marketing, media 
and commerce? 
• What is next for mobile in your country? 

ARGENTINA
Pablo Poncini, CEO
Draftfcb Buenos Aires

Mobile marketing has yet to take hold in Argentina and is almost
non-existent. 

There are only a few WAP sites and some brands – mainly mobile
brands – communicating via SMS. 

Our client, Personal, a mobile company, aired the first television
commercial on mobile phones last year, one week before it was to appear
on TV. 

Consumers appear to be receptive to mobile ads if they are not too in-
vasive. But there are no marketers who are yet successful in using the
mobile channel for branding or customer acquisition or retention. 

The major challenge for mobile in Argentina is for it to define itself
— and really begin. 

AUSTRALIA
Christine Barnes
Managing Director
Draftfcb Melbourne

The state of mobile marketing and media is definitely growing in
Australia. 

Within three years, more than 50 percent of all Internet access in Aus-
tralia will be via mobile. 

The development of an individual, instant and convincing mobile
connection with a viewer, consumer or employee has allowed mobile
marketing and media to benefit from mobile phone-based technology
solutions. 

Mobile communication is now a serious business, as it is vitally
changing the way businesses interact with their customers — and it is
able to reach all demographics. 

There are also many advantages with mobile being more direct and
personal than traditional communication. 

Based on various case studies, it appears Australian consumers are re-
ceptive to mobile advertising and marketing. 

Very successful results have been reported from the various cam-
paigns targeting different demographics. 

Interesting ways of grabbing users’ attention have been used and
methods such as competitions, interactive games, information and auc-
tions have proved to work very well.

The major challenge is that some people still are reluctant to exper-
iment.

Also, there is the challenge of different browsers. Many marketers
don’t want to be first to market in this area – they want to sit back, let oth-
ers make mistakes and then make their move. 

The Apple iPhone launch was big. Changing the way that we con-
sume media on the phone is going to change the way that brands and
services interact with their consumers. 

Data charges will consolidate and it will be more affordable to
browse. There will be more innovation across the board for brands that
want to be leaders rather than followers in the field. 

Moreover, there will be open source platforms such as Google’s An-
droid, whereby developers will be able to make innovative applications
and upload to a central place for all to download to their phones.

CHINA
Joe Zhou
Business Manager, 
CID department
Draftfcb Shanghai

As one of the fastest-growing marketing channels, mobile market-
ing in China becomes the next major potential consumer pene-
tration method. 

According to research, the number of Chinese mobile phone users is
approximately 600 million. 

Official figures show that the nation's mobile phone users increased
by 40.56 million from the end of last year, and the number is still grow-
ing by 6.76 million a month, on average. 

China’s mobile marketing and advertising sector is on track to grow
55 percent in 2008. 

Looking to take advantage of the mobile medium’s ability to deliver
highly customized and segmented mobile marketing campaigns, major
brand names such as Nike and Coca-Cola have also begun to spend sig-
nificant resources for mobile advertising in China. 

At the same time, new mobile ad agencies and applications devel-
opers have emerged to drive market development.

The current main touching methodologies used are mobile marketing
via SMS, magazine mobile marketing via multimedia message service
(MMS), in-game mobile marketing, mobile Web marketing and mobile
searching. 

Mobile phone users can receive the different types of messages
everyday and the most effective method is MMS, followed by mobile
search, mobile Web marketing and mobile marketing via SMS. 

There are great opportunities for in-game mobile marketing and mo-
bile marketing 3G due to the developed technology, premium service
and market demands. 

Major challenges for mobile marketers in China include the fact that
some of the mobile marketing methodologies, such as mobile television,
mobile video sharing are not able to process efficiently without capable
technological support such as 3G. 

As of now, the Chinese government still has not officially issued the
3G license except to allow testing 3G functionality in two regions. 

Regulation challenges involve stricter anti-spam and personal infor-
mation security regulations, operator-centric business environments, pol-
icy uncertainties and a lack of established third-party monitoring and
measurement organizations. 

AA GGlloobbaall SSnnaappsshhoott OOff MMoobbiillee
MMoobbiillee mmaarrkkeettiinngg aatt ddiiffffeerreenntt ssttaaggeess ooff eevvoolluuttiioonn
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Significantly, the Chinese government has selected Qingdao, Xia-
men and Baoding for 3G before-official-launch trial, which means the
third generation of the mobile service comes to China shortly. 

A 3G network enables the mobile service to widen broadband-packed
data uploading and downloading which will enhance the customer mo-
bile surfing experience. 

The launch of 3G will also create a tremendous amount of mobile
marketing opportunities. 

Current value-add services such as mobile TV, mobile gaming and
mobile music download will offer potential mobile marketing opportu-
nities for marketers to develop as 3G will make these value-add services
more efficient for the existing subscribers. 

FRANCE
Benoit Marcilhacy
Junior Planner
Draftfcb Paris

France counted more than 55 million mobile phones in 2007, repre-
senting a population penetration rate of 87.6 percent. 

Active users of mobile multimedia services are estimated as 17 mil-
lion, as of December 2007, a number which indicates a 14 percent growth
rate since 2006. 

However, it is estimated that only half of that number could be clas-
sified as regular users. About 50 percent of French mobile users, or 26
million, have mobile Internet-ready devices, with 3 million known to
surf on the mobile Internet and 6 million download content on their mo-
bile phones. 

Mobile campaigns in France record a rate of clicks 10 times superior
than the standard Internet. In essence, users are 10 times likelier to click
on a mobile banner than on an Internet banner. 

One-quarter of what we in France call “mobinautes” are ages 15-24. 
Mobile marketing in France has two definitions. 
The first is Push, meaning a promotional message is sent (MMS,

SMS) and contains an advertisement.
The second meaning is Pull, where a link is sent and the receiver

chooses to go or not onto the mobile site. 
An estimated €7 million was spent on mobile marketing in 2006,

with €6.5 million generated by the three principal operators of mobile te-
lephony — SFR, Orange and Bouygues. 

The campaigns on mobile Internet mailing offer downloading logos
and ringtones. SMS campaigns accounted for 33 percent of the total in-
vestment, while MMS accounted for 9 percent. 

These investments were carried out by 41 advertisers, the largest
being France Telecom. 

In spite of all the available equipment, mobile marketing is not yet
very developed. 

Many sites and blogs give the appearance of marketing and everyone
is conscious of this marketing innovation and the potential. Great change
is now being seen as major players realize the advantages of this mar-
keting tool.    

Consumers in France are not reticent about receiving advertisements
on their mobiles — under certain conditions.  

The first is the opt-in option which indicates agreement of the user. 
The second is if the advertising is not intrusive, i.e. it must justify it-

self through its content and bring a real benefit to the receiver. 
A healthy 46 percent of French mobile subscribers declare them-

selves ready to receive advertising if the price of their mobile phone sub-
scription is lower.

There is concern, however, surrounding privacy issues and harassing
advertising. Even young people are leery unless the offers are interest-
ing and beneficial. 

The principal challenge of mobile marketing in France will be to find

balance between effectiveness and non-intrusion to reach a standard of
acceptable and interactive action with customers. 

Marketing will have to exploit the specifics of mobile to the maxi-
mum degree, i.e. diffuse local and precise content in time rather than just
provide additional advertising support. 

The takeoff of mobile in France is likely to happen in 2008. 
The market is already organizing in response to the increasing inter-

est of advertisers. Interactive marketing agencies are creating divisions
to specialize in mobile communication, large media groups are purchas-
ing mobile marketing agencies and audience measuring instruments are
being developed. 

Mobile, in a few years, will integrate with public transportation sub-
scriptions in Paris and its suburbs, with discount cards, badges, mobile
payment, television and more. 

And as mobile becomes more and more important in everyday life in
France, its use as a marketing tool will grow exponentially. 

GERMANY
Oliver T. Hellriegel
Director of Digital Media
Draftfcb Munich 

Mobile marketing is still in an early stage in Germany. 
Being around for only approximately five years, it still lacks a 

common standard. 
Additionally, we have a low user acceptance due to opaque pricing

schemes despite flat rates, which too often do not apply. 
However, network speed is acceptable and since 2007 we have mo-

bile phones that provide good usability for mobile Internet usage. It is ex-
pected that 2008 will be the key to success in mobile marketing.

Most consumers won't use mobile Internet due to high prices. But
some brands did have success with mobile marketing in the past. 

Many campaigns are based on an added value, which leads to a
higher acceptance by consumers. 

The main challenges for mobile marketing, media and commerce in-
clude infrastructure, standards and pricing, on one end (providers), and
on the other, agencies that really understand the benefit of mobile mar-
keting and can turn it into a success story for clients. 

Next up we see location-based services, such as geo-targeting and
behavioral targeting with user benefits. 

INDIA
Satish Ramachandran
Vice President of Interactive
Draftfcb+Ulka Mumbai

India is one of the fastest-growing mobile markets in the world and
that brings immense mobile marketing opportunities for branded 
consumer companies. 

The mobile penetration in India is five times that of landline and is
also higher than that of the personal computer — raising the expectation
that more people in the region will have their first Internet experience on
a mobile handset. 

According to the Telecom Regulatory Authority of India (TRAI),
there were 261.1 million wireless users in India by March 2008, up 58
percent from a year earlier. It is now the second-largest subscriber mar-
ket in the world.

Mobile as a medium is gaining popularity, and with cheaper multi-
media handsets getting into the mix, mobile Internet advertising will to
continue to grow. 

Savvy brands in India recognize the huge untapped potential of this
medium. According to the 3rd Annual APAC Mobile Attitude and Usage
Study of the Mobile Marketing Association, India and China (next page)
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are rated as the most attractive in terms of mobile marketing solutions.
Web search giants such as Google India have big plans to come out

with mobile operating systems as well as mobile phones with specific
features that help them connect the average mobile user to many Inter-
net advertising platforms instantly. Google rolled out its AdSense pro-
gram earlier this year. 

Yahoo India also rolled out its search facilities. 
And Web sites such as Mginger and sms2india are coming up fast

on the Internet. These sites specifically pay users to receive text mes-
sages on their mobile phones after getting their permission.

Local challenges include the reality that India's mobile market is also
a very diverse one, where the bottom-of-pyramid consumers co-exist
with the sophisticated consumers commanding 10 times the mobile
spend. 

As a consequence of low tariffs, service carriers are facing operating
pressures due to low margins. Their only avenue of growth lies in value-
added services comprising music, gaming, contests, videos and anima-
tion clips, email, news alerts and match scores.

Marketers should shift their focus from acquisition to education. 
Brands must realize that this group of consumers needs to be edu-

cated about mobile value-added services in areas such as technology, tar-
iff structures, premium SMS, interactive voice response (IVR) and data
usage. 

In order for value-added services to be adopted by more people, de-
vices that support such use should be offered at lower price points. 

Brands also need to be more innovative in coming up with content.
The two most popular subjects are Bollywood and cricket. Marketers
need to think beyond these topics — and also be able to offer content in
local languages.

ITALY
Elena C. Henking
Account Director
Draftfcb Milan

Mobile marketing has been available for a number of years in Italy
and the major operators are efficient at selling advertising on their 
consumer databases. 

Nokia has also developed a mobile marketing offer, as have some
other companies that manage mobile databases. Microsoft is launching
its offer in Italy right now. 

Mobile does not yet have a broad reach in Italy. It is currently mostly
used for local event messages, contests or the sending of SMS messages.  

Italian consumers have yet to be receptive to mobile advertising and
marketing in great depth. 

Major challenges for marketers include visibility, predictability and
the ability to track results of any campaign. Possible on the horizon might
be a Microsoft platform or Nokia ad center?

JAPAN
Kaori Kijima
Strategic Planning Director
Draftfcb Tokyo

Penetration of 3G mobile phones and fixed rate systems has pushed
the rapid growth of mobile marketing and the media market. 

Various advanced technologies, such as GPS, image-recognition, pre-
paid electronic money, mobile broadcasting and mobile photos have en-
abled advertisers to develop more and more involving/
effective campaigns. 

Consumers are receptive to mobile marketing as long as the adver-
tising and its contents are attractive and create involvement 
for consumers. 

Among the major challenges for mobile marketers is this fact that
they need to focus on direct response from consumers, not merely on
branding. 

Transaction data (e.g. purchase history of each person) could be fur-
ther used for advanced CRM programs.

The next big things for mobile in Japan include larger mobile phone
screen size and data capacity.

PUERTO RICO
Carmen Cedré
Vice President and 
General Manager
Draftfcb San Juan

Puerto Rico’s telecoms industry operates under the same U.S. Fed-
eral Communications Commission and other federal guidelines and over-
sight that any U.S. state does. 

Our telecoms industry infrastructure is mostly at par with that of the
United States. 

Mobile phone penetration in 2007 was estimated at 66 percent, or
2,150,000, of the total population over 12 years. 

However, mobile marketing and media in Puerto Rico is in its in-
fancy. Forty-four percent of mobile phone users in 2007 report having
SMS, but only 29 percent report using this capability. 

Little, if any, local research study on the subject of consumer recep-
tiveness to mobile advertising is readily available at this time. 

However, anecdotal evidence and findings from other related con-
sumer research leaves us with mixed feelings. 

On the one hand, mobile users of all ages clearly complain about
having to pay to participate in the various contests and promotions, pay
for unsolicited SMS promos, offers and ads, and not have a clear, easy
way to opt out of unsolicited SMS. 

On the other hand, local mobile marketing and media industry ven-
dors claim that, in general, business is good. Our own observations co-
incide with these claims. 

It seems some consumers are accepting and participating in some of
these mobile marketing efforts, especially in particular niches such as
entertainment and social networking where the users tend to be 
the youngest. 

But in terms of the general market, overall consumer receptivity to
mobile advertising and use of text messaging is relatively low.

The key challenges that mobile marketers in Puerto Rico 
face include:

• Creating relevant, engaging  promotions-deals-offers 
• Consumer receptivity beyond the 12-24 age group
• Availability and costs of new generation handsets and 
service plans 

• Infrastructure capability limitations
Puerto Rico will probably follow U.S. trends very closely, albeit per-

haps at a slower pace. 
And as is most likely, the wave of new generation of handsets in the

style of the iPhone combined with the proliferation of unlimited service
plans that include the Internet, should help accelerate and widen the
scope of mobile marketing in Puerto Rico. 

SPAIN
Marian Garcia
Account Supervisor
Draftfcb Madrid

Investment in mobile marketing in Spain is projected to be about €16
million in 2008 – 5 percent of online investment – and the forecast for
2012 could be €1 billion. 
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Among a total number of SMS generated in 2007, 35 percent were
premium SMS. 

In 2006 and 2007, Bluetooth campaigns were very popular. Never-
theless, 2D mobile codes are growing in use since 2007. 

That said, only 19 percent of people have activated Bluetooth on their
handsets. SMS pull-push campaigns are still the most used 
by advertisers.

Also, mobile devices are more technologically advanced every year:
94 percent are multimedia, 85 percent have a camera, 68 percent have a
video camera, 75 percent Bluetooth and 35 percent of mobile devices
are already 3G. 

Main wireless carriers – Movistar, Vodafone and Orange – have just
come into the market and are organizing their own mobile marketing de-
partments in addition to carriers and content providers such as Lanetro
and Buongiorno that have lead the sector until now.

Consumers in Spain are receptive to mobile advertising and market-
ing if they obtain something in return – discounts, free tickets or mobile
content for free or cheaper. Otherwise, it can be considered spam. 

Consumers will authorize receiving mobile advertisements as long as
the format is entertaining and creative, if they can choose their brands,
how many contacts they receive and if the SMS/MMS messages have
interesting information. 

Currently there are a great many advertisers investing in 
mobile marketing. 

For our client, Cacaolat milkshake, we transformed mobile devices
into a contest platform. 

When consumers drank Cacaolat, they received a direct gift, but the
game could continue. They could upgrade the already-won gift for a bet-
ter one. Contestants could win amazing gifts such as a Mini Cooper, Ves-
pas, iPods and Sony PlayStations. 

Local mobile challenges in Spain include flat rates for mobile Inter-
net, low rates for MMS and the strategic knowledge to properly integrate
mobile campaigns into the marketing mix.

Mobile Internet access for everybody, as well as mobile television –
current market penetration is 5 percent – are the next big things for mo-
bile in Spain.

UNITED ARAB EMIRATES
Dina Saddeh
Senior Account Manager
Horizon.Draftfcb Dubai

Although the mobile industry is booming in the region, mobile mar-
keting is actually a new addition to the media mix. 

Leading brands have adopted this medium in recent years and the
number of companies actively using mobile marketing is 
growing rapidly.

The most predominant forms of mobile marketing are loyalty serv-
ices (loyalty card member updates, delivery confirmations), real-time
notifications and alerts (banking, finance and stock alerts, travel, service
providers) and direct marketing offerings (promotions, new product an-
nouncements, event and shows, mobile coupons). 

Less prevalent forms of mobile marketing are games and ringtones. 
It is difficult to really gauge how receptive consumers are to mobile

advertising since the predominant nature of mobile marketing in the re-
gion is not response-driven. 

Nevertheless, consumers are inundated with SMS text messages from
brands on a daily basis, often multiple times a day, reminding them of up-
coming events or thanking them for paying their bills. 

The challenge in a culture as diverse as the one in the Middle East
is that it is very important that campaigns take into consideration local
customs and traditions. 

Given the breadth of languages spoken throughout the region, it is not

enough to rely solely on an Arabic or English campaign. But at the same
time, there are so many times you want to touch the consumer with SMS
messages in a short time frame. 

With the predominantly Muslim culture, it is also very important that
mobile campaigns (and campaigns in general) take into consideration
Sharia laws. 

For example, in some countries it is illegal for a Muslim to SMS back
to a campaign in turn for receiving a prize (text and win) as these are
sometimes considered a form of gambling – a sin in the Holy Koran.

What’s next is that as GPS systems become more prevalent, the re-
gion will see an influx of GPS and map-related application and tools on
mobile phones. 

And, in a region where the mobile phone is as disposable as a Num-
ber-2 pencil (only to replace it with a newer and better model), it will be
important for the mobile marketing industry to keep up with the new en-
hancements found on leading mobile phone brands. 

Similarly, the emerging popularity of BlackBerrys makes it important
for regional brands to tailor their site structures so they are viewable on
devices such as the BlackBerry. 

UNITED KINGDOM
Alix Pennycuick
Digital Creative Director 
Draftfcb London

There have been false dawns, but there is a very real sense that mo-
bile marketing is ready to explode in the United Kingdom. 

Technology is finally catching up with marketers’ aspirations for the
medium, and consumers are embracing 3G in the kind of numbers that
suggest mobile will be a key channel in the future. 

Where using the old-style WAP phones was like surfing on a match-
stick, the latest phones offer a rich and exciting experience for users.

On the media side, buying and serving ads is becoming more struc-
tured, although it remains a largely unregulated and slightly 
haphazard arena.  

There have also been some interesting campaigns that show the
medium’s potential.  

French automaker Citroen’s recent heritage campaign combined
video downloads, a highly interactive mobile Internet site, email data
capture, a brochure ordering facility and a dealer locator. It’s a good il-
lustration of how far mobile has come in recent years.

The challenge for the U.K. is partly one of education. 
Advertisers need to understand the medium and what it can offer;

media planners and buyers need tighter standards to help guide them;
and creatives need to get to grips with the unique demands and opportu-
nities that mobile presents. 

There also remains a lack of cross-format consistency which 
needs attention.

For practitioners, lessons learned from direct and online marketing
need to be applied to what is a particularly personal medium. 

Brands are certainly waking up to the potential of mobile, but there
is a definite air of caution as they flirt with its possibilities.

With the iPhone 3G and strong products from Nokia and BlackBerry,
there is a lot to be excited about in terms of technology.  

Content such as music and video will become more attractive as this
progress continues, but the majority of mobile phone users have yet to
really explore the potential of their handsets. This is sure to change, and
as the full reach of the medium is realized it will become ever more at-
tractive to marketers. (next page)
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UNITED STATES
Kim Luegers
Associate Media Dir. of Emerging 
Media, Draftfcb Chicago

Mobile marketing is still in its infancy stage but is definitely grow-
ing and proving to be a viable marketing channel. 

There is a lot of research that shows that consumers, especially those
ages 13-34, are receptive to receiving ad-supported messages over their
mobile phones. 

Moreover, that receptivity increases when there is a perceived value
or payout such as a sweepstake entry, ringtone or wallpaper.

Our client, Hampton Inn, has experienced a good deal of success
with mobile Web advertising as a branding tool. It wanted to connect
with heavy business travelers, for example, and has done so by giving
travelers the ability to book a room at a Hampton Inn by using their mo-
bile phone. 

The No. 1 challenge for mobile marketing is consumer reach. 
Even while millions of people have mobile phones, not everyone has

access to the mobile Web. 
Another challenge includes text messaging and determining the best

way to reach consumers with mobile activation of traditional advertising
campaigns.

As a whole, the mobile industry is still coming into its own. We ex-
pect the mobile Web to tip in terms of its access rate. It will largely rely
on the handsets unveiled by manufacturers over the next few years.

Enslow Kable
Vice President and Director 
of User Experience Insights

Luke Bailey
Executive Vice President and 
Group Creative Director
Draftfcb New York

There are a lot of headlines stating that this is the year of mobile for
the United States. With the mobile penetration predicted to be upwards
of 90 percent by end of 2008, it would be hard to disagree. 

We are seeing the market respond to this opportunity. With new big
players getting into the space, such as Google with Android and existing
players expanding their mobile offering, such as Nokia with Ovi, mo-
bile marketing is sure to come into its own sometime soon. 

Another positive indication is that most of the top brands such as
Coca-Cola, Hewlett-Packard, Ford Motor Co., McDonald’s Corp. and
PepsiCo have jumped in with both feet. They are trying out different tac-
tics and programs and optimizing along the way.

However, while marketers in general are taking notice and are in-
creasingly interested in hearing about mobile programs, mobile is still not
regularly considered in initial channel planning. 

As it has been said before, mobile in the U.S. is in its infancy stage.
It is still very complicated to make a mobile buy. What's the holdup?  

For starters, there are few formally agreed to ad standards, the num-
ber of consumers with data plans penetration is low and privacy con-
cerns are standing in the way of mobile's promise of true one-to-one
marketing. Add to that the slow development of robust location-
based services. 

But once some of these hurdles have been overcome, the mobile
channel will begin to take off.

Consumer and client interest. There are any numbers of studies
from eMarketer and JupiterResearch indicating that people are open to
ad-supported content on the mobile when surfing the mobile Web. 

Consumers are open to a one-to-one communication – click-to-call,

texting and interactive voice response – when it is something they have
opted into.

We believe that people are receptive to mobile marketing that cre-
ates a simple user experience and has an idea behind it that provides
value – a utility application, location-based information or entertainment
on the move. 

A thoughtful simple idea with smart user experience is still key.
While marketers using the mobile channel for branding is not mass

yet, it is taking hold and clients are increasingly receptive to 
test campaigns. 

Brands should and are increasingly starting to use this infancy stage
to gain knowledge of the potential of their brand in this space so that
they are prepared when it takes off.

Local challenges. The local challenges for mobile marketing, media
and commerce include reach, or lack thereof. 

Currently only about 13 percent of U.S. mobile subscribers have data
plans. But new mobile Web-friendly devices such as the iPhone are help-
ing solve this issue. 

Privacy issues with service providers are also challenging to the de-
velopment of targeting and segment buys. Every carrier is in talks with
every major mobile publishing network to define privacy standards and
boundaries. Everyone knows it is in the best interests of all to make 
this work. 

Another challenge is knowledge of the medium. Clients and agencies
still need a lot of education about what is possible, what works, even on
the basics of what mobile marketing is and how it works. 

It is up to us as mobile experts to help get the word out and evangel-
ize the medium. 

And finally, we need to ensure measurability. Not being able to meas-
ure return on investment is a big hurdle. Industry trade groups are work-
ing to develop standards and tools for cross-network comparisons.

In general, we believe mobile will be about content and service
snacking on the mobile. Participants will process small bites of infor-
mation throughout their day, which will augment their reality through
sheer utility, relevance or entertainment value.

Specifics in mobile usage going forward
• With the rise of use of mobile search, an increase in mobile

search engine marketing can't be far behind
• We will see GPS-based marketing/location-based services start

to take hold – they are just too juicy to pass up
• The increase of available 3G networks and handsets will enable

richer media experiences
• Given its prevalence in the rest of the world, the ability to pay

from the phone can't be too far into the future and we believe
this will have great appeal for a specific target market

• It would be remiss not to mention the potential of mobile social
networking. The phone is inherently a communication tool and
since social networking is primarily about connecting with 
others, there is a natural connection between the two that hasn't
fully taken hold.

For mobile, the opportunity is huge and the demand is growing.
While it may not be the year of the mobile, it will be the decade. �

Draftfcb executives listed in this survey contributed toward this global
snapshot of mobile advertising.
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By Mark Emery

Today’s consumer is exposed to 5,000 marketing messages every
day. As advertising trends chase content-distribution innovation,
consumers are perpetually seeking new ways to interact with

their world – minus your expensive advertising impressions. Kids do it
already.

Don Tapscott, author of “The Rise
of the Net Generation: Growing Up
Digital,” suggests that what makes
this generation different from its
predecessors is not just its demo-
graphic muscle, but the fact that this
is the first peer group to grow up sur-
rounded by digital media. 

Put another way, this generation is
the first to wrest controls away from
media outlets and dictate the way the
world interacts with them.

Today’s kids are inherently mo-
bile, and think of technology as the

first screen, not the third one. 
According to a Procter & Gamble mobile strategist, online and mo-

bile marketing saw the highest growth in use of mobile data in 2006. 
Also, the Mobile Marketing Association said teen wireless usage

significantly increased from 2006 to 2007 with advances in mobile de-
vice capabilities, which allow for more accessible mobile content and
data consumption.  

Using mobile to engage this generation requires huge shifts in the
way marketers think. 

Mobile marketing companies are helping brands leverage this mo-
bile penetration to interact with consumers in thoughtful ways. 

The difference between those who do it well and those who don’t
is a realization that mobile should be used to cultivate and shepherd a
brand, not force-feed it. 

There are three types of campaigns that are most likely to attract
this mobile generation. Promotional campaigns use mobile as a partic-
ipation mechanism, rewarding consumers with valuable offers in ex-
change for participating. The key here is to make the offer engaging
and exclusive to mobile. 

Loyalty marketing programs are also well-suited for extension into
mobile. The good ones leverage what is truly unique about mobile de-
vices – the fact they are always on and available, without asking con-
sumers to do anything they could/should do on a wired computer. 

Lastly, transactional mobile campaigns reward consumers with
ringtones and other downloadable content. 

An example of a successful campaign targeting the younger demo-
graphic is a loyalty mobile campaign from retailer bebe. 

By simply adding a mobile opt-in component to its direct mailers
and Web-based loyalty program, bebe developed a mobile database of
tens of thousands of consumers who receive special mobile discounts,
content and VIP access to events. 

Until recently, agencies have idled on mobile, waiting for the
medium to become ubiquitous – with good cause. 

In the past, mobile marketing has been handcuffed due to compet-
ing network technologies, limited device functionality and costly serv-
ices. 

Today’s devices are more capable, cheaper to own and operate on
high-speed data networks. 

Now, brands and their agency partners can interact with consumers
on a variety of mobile mediums, including SMS, MMS, WAP 
and downloads. 

Good mobile marketing companies insulate brands from the tech-
nologies, and allow brands and agencies to focus on the consumer ex-
perience. Today’s mobile generation wouldn’t settle for anything less.�

Mark Emery is director of strategic accounts for mobile marketing firm
Air2Web, Atlanta. Reach him at mark.emery@air2web.com.

CCaammppaaiiggnn aaddvviiccee
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Gain more weight.

Read Mobile Marketer.

Subscribe to the free Mobile Marketer Daily newsletter at 
http://www.mobilemarketer.com/newsletter.php
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