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ad:tech Singapore — Defining the Marketing Landscape of Tomorrow

ad:tech expositions, LLC (www.ad-tech.com), the leading conferences and exhibitions organizer for the
global digital marketing community, today announced it will be bringing back its highly successful
Singapore conference in June this year.

Traditional marketing models are rapidly giving way to more adaptable and flexible frameworks
dominated by digital practices and tools. This is a direct result of the growing importance of the online
medium, characterised by the rise of the e-citizen, online communities, social media and networking
platforms. As a result, these “new” channels have quickly become mainstream, posing a different set of
challenges while offering intriguing new opportunities for marketers.

With the continuing decline of ad spend in many traditional media businesses, budget spend on
interactive media continues to gain momentum and at the same time delivers quantifiable results for the
brand advertiser.

ad:tech Singapore 2009 will bring together brand advertisers, traditional & interactive agencies, portals,
on-line publishers and technology providers, to discuss and define these issues. With the continued
growth in technology and use of digital media, ad:tech offers an unrivalled opportunity to discover new
practices and technologies, and to learn how many of the great names have utilized the net, built brand
recognition and immersed themselves in digital technologies like never before. At the same time,
ad:tech Singapore offers attendees a great networking opportunity and a chance to explore the trends
shaping today's market.

"ad:tech Singapore offers the ideal environment for marketers to debate the enigma of the digital
landscape, and exchange strategies on leveraging the multiple media platforms that digital and online
provide and reach to the increasingly sophisticated audience," said Paul Beckley, Vice President,
ad:tech Singapore. "Time is of the essence in developing an understanding of how the impact and
influence of the digital space on marketing and marketers.”

Key exhibitors at this year’s ad:tech Singapore include Yahoo! SEA, Singapore Press Holdings,
Omniture, Friendster, Nielsen Online and Innity. Media partners include AdLib, AdMap, Media, Brand
Republic, Digital Media and WARC. Association partners include ADMA, HKDMA, MIS, MMA, Mobile
Monday and SEMPO

For more information, please visit www.ad-tech.com/singapore.

About ad:tech: ad:tech expositions, LLC is the leading organizer of conferences and exhibitions for
the interactive marketing community worldwide. ad:tech produces the world's largest interactive
marketing events held in New York, San Francisco, Chicago, Miami, London, Paris, Shanghai, Beijing,
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Singapore and Sydney. ad:tech is produced by dmg world media; based out of the company's
headquarters in Larkspur, California. For listings of exhibitors, speakers, events and upcoming
conference offerings, visit www.ad-tech.com.

About dmg world media: An international exhibition and publishing company, dmg world media
produces over 250 market-leading trade exhibitions, consumer shows and fairs each year and
publishes 45 related magazines, newspapers, directories and market reports. dmg world media
employs 900 people and maintains a worldwide presence through more than 40 offices in the United
States, Canada, the United Kingdom, France, the United Arab Emirates, China, India, Singapore,
Australia and New Zealand. dmg world media is a wholly-owned subsidiary of the Daily Mail and
General Trust plc (DMGT), one of the largest and most successful media companies in the United
Kingdom. Additional information on dmg world media can be found at www.dmgworldmedia.com.
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VeriSign to Address M-commerce Concerns
By Muntazir Abbas

Mobile penetration in India is growing by leaps and bounds, but m-commerce is lagging as it is generally
perceived to be risky. Security gateway provider VeriSign plans to engage with the financial sector to
mitigate risks associated with m-commerce.

VeriSign, which has been providing secure SMS deployments for financial services, payments and
remittances, is confident of leveraging its expertise to address security vulnerabilities, such as identity
theft, phishing, and mobile financial fraud.

According to a Mobile Marketing Association study on mobile attitude & usage in Asia Pacific Markets,
33% of consumers perceive mobile transactions as too risky. The greatest mobile data usage is reported
in India, followed by Korea, Singapore and China.

Speaking to CXOtoday, Louie Stonjanovski, director of regional operations (messaging and content),
VeriSign, said the company facilitates security gateway between network carrier and financial institutions
to ensure SMS as m-commerce medium to be secure and reliable. "We monitor data and malicious codes
and engage operators and banks."

"As mobile subscribers are expected to cross the 500-million mark this year, we're more focused. The RBI
statistics show that nearly $24 billion worth of transaction has been done from January to June 2009, said
Basavraj Nagaraj, senior manager (product), VeriSign India. We'll engage operators and banks and act
as a consultant to educate them," he said.

VeriSign operates in nearly 200 countries and offers security gateways to 700 carrier connections.

Juniper Research predicts that there would be more than 100 million users around the world who use
their mobile phones for international money transfers by 2013.
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Inaugural 'Mobile Innovation Week' Announced for Toronto From September 12-16, 2009

MOBILEINNOVATIONWEEK announce over 100 mobile industry experts are confirmed presenters and
full registration is now underway for MOBILEINNOVATIONWEEK from September 12-16, 2009 in
Toronto. Featured speakers include independent thought leaders, technology experts and leading
vendors from the mobile industry spanning the globe from Asia to Europe to the United Kingdom to the
Americas. Interactive presentations, moderated sessions and workshops will inspire participants to
harness the next wave of service creation, new business models and nascent market opportunities to
serve over four billion mobile consumers worldwide. MOBILEINNOVATIONWEEK anchor events include:

FITC Mobile Developer Conference September 12-14, 2009

Jam packed with information as well as a massive networking opportunity, FITC Mobile 2009 consists of
presentations, demonstrations, and panel discussions, and is one of the only events in the world covering
all aspects of mobile content. With some of the most interesting and engaging presenters from around the
world, it's two days and nights that will leave you inspired, energized and awed! Feature presentations by
Motorola, BlackBerry, Nokia, Samsung, Microsoft, Google, Adobe, iPhone innovators, Palm Pre
evangelists and more.

Mobile Media World 09 September 14-15, 2009

Engaging, exciting and empowering: Mobile Media World 09 keynote presenters deliver the 'state of the
mobile nation' while featured speakers, moderators and panelists take you behind the scenes to explore
the full potential of mass-market mobile commercialization opportunities. No stone will be left unturned
during the two-day event covering every aspect of mobile consumer interests, winning business models
and emerging new media frontiers. Confirmed speakers are executives from Canoe.ca, Deloitte,
Samsung, Rogers Wireless, Sympatico Mobile, Verizon, EnStream, Maritz, Comscore, Motorola, PayPal,
Impact Mobile, CBC, Mobile Marketing Association (MMA), The Globe and Mail, MyThum, OBN.ca,
Carlson Marketing, BSTREET Communications, Canadian Wireless Telecommunications Association
(CWTA), Visa, Yahoo! and more.

Mobile Media World 09 also features ‘first time together in one event' mobile industry experts, authors and
global innovators Tomi Ahonen, Sara Diamond, Ajit Jaokar, Monty Metzger, Lubna Dujani, Michael
O'Farrell and Chetan Sharma.

MobileBiz BootCamp September 16, 2009

From garage start-up to corporate start-up, at the MobileBiz BootCamp you will earn your stripes by
learning from the best in the business. An intensive full day of key insights and fast-track tips delivered by
experienced mobile industry leaders, vendors and supporting organizations focused on creating
exponential value for all delegates to accelerate profitable growth in their mobile business. Featured
speakers from Wind Mobile, Summerhill Capital, Polar Mobile, MaRS, Ontario Centres of Excellence and
more.
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Additional MOBILEINNOVATIONWEEK activities are the ilovemobileweb party - the ultimate mobile
industry networking event of the year - and the Mobile ThinkTank where industry experts come together
to envision the future of mobile in the global economy. Evening receptions are sponsored by the CWTA,
the Mobile Experience Innovation Centre (MEIC) and the Mobile Entertainment Forum (MEF).
MOBILEINNOVATIONWEEK is supported by over ten global mobile and digital media trade organizations
including: CWTA, MMA, MEF, MEIC, MOCOMZ2020, Digital Arts & Technology Association (DATA),
dotMobi Advisory Group (MAG), MobiFest, Mobile Monday, Wavefront BC, Wireless Industry Partnership
(WIP), and produced in cooperation with the Glenn Gould Studio, Ontario College of Art & Design and the
City of Toronto.

The mobile industry is a trillion dollar economy booming with new innovations, mass-market consumer
adoption and a global spectrum of opportunities. With over 50 sponsors, supporters and media partners
from the mobile industry ecosystem in Toronto for five straight days, MOBILEINNOVATIONWEEK is one
of the most significant mobile industry event taking place globally.
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Digital advertising to lower mobile phone costs on consumers
By Tom S. Noda | Computerworld Philippines

Just like traditional marketing practices in print media where newspapers and magazines can afford to
sell copies inexpensively, the same manner is expected to happen in the telco industry space once it
does digital marketing -- the modern advertising technique via the Internet and mobile phone devices.

"If telcos will get revenue from mobile marketing ads, the more they can lower subscription rates to
customers,” said Emmanuel Allix, managing director of mobile advertising firm Pudding Media (Asia
Pacific), during an interview with Computerworld Philippines.

"Mobile marketing through SMS (short messaging system) will definitely bring mobile costs down and it
won't add up to consumer costs because telcos will get revenue from advertisers," he said.

Allix said that with a telco's adoption of digital marketing, it can be compared to a print media who can
place a more affordable price in its copy since it gets revenues from advertising. "A magazine for example
would surely be more expensive if it doesn't have advertisements on it. And for telcos, if they get revenue
from mobile marketing ads, they could lower subscription costs on users."

Allix said mobile marketing is the way to go for companies and telcos in today's global financial crisis,
especially in the Philippines which is known to be the "No. 1 SMS Country" in the world having about 63
million mobile phone users that send over two billion SMS messages per day. He said mobile phone
users globally are four times larger than PC users or Internet users, which is estimated at one billion.

Allix said for mobile marketing firms like Pudding Media, they enable Telcos to monetize mobile inventory.

"Through simple mobile phone functions like ring tones when someone is calling or when you're receiving
text messages, we can insert ads of businesses. And ours is even non-intrusive, permission-based. It is
both opt-in and opt-out," he said, adding that cellpone subscribers will have control on what type of ads or
business or company services updates they want to receive.

Allix describes the Philippines as a "very attractive and compatible market" for digital advertising.

However, according to Danilo Eguia, secretariat manager of Internet and Mobile Marketing Association of
the Philippines (IMMAP), although ad revenues is reported to be about US $3 billion in the Philippines per
year, only 1% of it belongs to digital marketing.

"Mobile marketing definitely has a huge opportunity here in the Philippines. Not only large companies can
benefit from it but also SMEs since digital marketing is more direct and cost effective. You can really
target your potential customers," Eguia said.

IMMAP on Tuesday conducted its 3rd Internet & Mobile Marketing Summit at the SMX convention center
in Manila where it identified the Internet and mobile phone users as the two fastest growing advertising
mediums in the Philippines. IMMAP described digital marketing as a "measurable and results-driven
marketing.
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RP digital marketing council created

By Alexander Villafania
INQUIRER.net

Manila, Philippines — A newly formed digital marketing council aims to establish rules on advertising
campaigns in non-traditional platforms such as mobile phones.

The Internet and Mobile Marketing Association of the Philippines (IMMAP) sealed a deal with the global
organization Mobile Marketing Association (MMA) that leads to the creation of a local council.

The MMA Philippine Council was announced during the IMMAP conference on Wednesday.

Following the lead of the MMA, the local council’s goal is primarily to build awareness on digital marketing
among telecommunication providers, value-added service (VAS) providers, local advertisers, and
advertising agencies.

The council will also work on establishing metrics for consumer usage tracking and revenue impact of
mobile marketing.

Most importantly, the group will also establish best practices standards that should ensure consumer
protection from potential abuse such unwarranted spam, as highlighted during the recent Senate hearing
on alleged “disappearing” phone load.

IMMAP president Arthur Policarpio said the council will also focus on trainings, seminars, and workshops
among mobile industry players.

He added that they would also be forwarding updates on industry trends and researches to government
regulators to keep them informed and have better knowledge of the local industry.

While there have been proposals in Senate and Congressional proposals to regulate certain aspects of
the telecommunication industry, including value added services (VAS) where advertising is more visible,
Policarpio stressed that the goal of the group is also to make it self-regulatory.

Meanwhile, MMA chief executive Mike Wehrs said the Philippines is the second country in Asia-Pacific
country to have a local council after India.

So far, there are nine MMA councils globally, representing 740 companies in various industries.

Wehrs stressed that the MMA is aimed at expanding the opportunities of industry stakeholders in the
marketing space, initially by providing relevant information about mobile marketing strategies.
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Mobile marketing association ties up with IMMAP
Alliance to drive adoption of guidelines and best practice within mobile marketing ecosystem

Manila, Philippines: The Mobile Marketing Association (MMA), today announced that it has entered in to a
partnership with the Internet and Mobile Marketing Association of the Philippines (IMMAP), to launch the
MMA Philippines Local Council.

The objective of the partnership between MMA and IMMAP is to foster the mobile advertising and
marketing industry in the Philippines through local participation from industry stakeholders to drive the
adoption of global standards, best practice and guidelines across the mobile marketing channel in the
country, said a press release.

"The Asia Pacific region provides the MMA with great opportunity to add value to our members and
companies that make up the mobile marketing ecosystem. We have seen a number of successful mobile
marketing campaigns in this region and also identified areas where the regional and global scale of the
MMA can help accelerate the growth of the local industry. The MMA's presence in the Philippines
strengthens our commitment to the market and highlights the potential for growth,” said Mike Wehrs,
president and CEO, MMA.

He added that through their partnership with IMMAP, they aim to support the industry on key industry
issues such as measurement and metrics, best practices guidelines and codes of conduct.

"IMMAP's partnership with the MMA will allow us to further drive increased adoption of mobile marketing
in the country, by bringing together all of the industry's important stakeholders, such as telecom
operators, publishers, agencies, media companies, mobile content and service providers, as well as
advertisers," said Arthur Policarpio, president of IMMAP.

He added that in the coming months, they would work closely with the MMA to craft a strategic action
plan to accelerate growth of the industry at the local level, with particular focus on research and education
initiatives, development of metrics and measurement, adoption of best practices and guidelines, as well
as active partnerships with key local regulatory bodies.

The partnership agreement was signed during IMMAP's third Internet and Mobile Marketing Summit in
Manila this week, which was attended by over 500 industry professionals.

"The Philippines market has a high mobile penetration rate and strong usage coupled with the planned
deployment of 3.5G networks by local operators. The MMA believes that revenues allocated to mobile
marketing in the Philippines will grow faster than Internet marketing in the next 12 to 24 months," said
Rohit Dadwal, managing director — Asia Pacific, MMA.
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Digital advertising to lower mobile phone costs on consumers

Mobile marketing is the way to go for companies and telcos in today's global financial crisis -- By Tom S.
Noda

Manila - Just like traditional marketing practices in print media where newspapers and magazines can
afford to sell copies inexpensively, the same manner is expected to happen in the telco industry space
once it does digital marketing -- the modern advertising technique via the Internet and mobile phone
devices.

"If telcos will get revenue from mobile marketing ads, the more they can lower subscription rates to
customers,” said Emmanuel Allix, managing director of mobile advertising firm Pudding Media (Asia
Pacific), during an interview with Computerworld Philippines.

"Mobile marketing through SMS (short messaging system) will definitely bring mobile costs down and it
won't add up to consumer costs because telcos will get revenue from advertisers," he said.

Allix said that with a telco's adoption of digital marketing, it can be compared to a print media who can
place a more affordable price in its copy since it gets revenues from advertising. "A magazine for example
would surely be more expensive if it doesn't have advertisements on it. And for telcos, if they get revenue
from mobile marketing ads, they could lower subscription costs on users."

Allix said mobile marketing is the way to go for companies and telcos in today's global financial crisis,
especially in the Philippines which is known to be the "No. 1 SMS Country" in the world having about 63
million mobile phone users that send over two billion SMS messages per day. He said mobile phone
users globally are four times larger than PC users or Internet users, which is estimated at one billion.

Allix said for mobile marketing firms like Pudding Media, they enable Telcos to monetize mobile inventory.

"Through simple mobile phone functions like ring tones when someone is calling or when you're receiving
text messages, we can insert ads of businesses. And ours is even non-intrusive, permission-based. It is
both opt-in and opt-out," he said, adding that cellpone subscribers will have control on what type of ads or
business or company services updates they want to receive.

Allix describes the Philippines as a "very attractive and compatible market" for digital advertising.
However, according to Danilo Eguia, secretariat manager of Internet and Mobile Marketing Association of
the Philippines (IMMAP), although ad revenues is reported to be about US $3 billion in the Philippines per
year, only 1 per cent of it belongs to digital marketing.

"Mobile marketing definitely has a huge opportunity here in the Philippines. Not only large companies can

benefit from it but also SMEs since digital marketing is more direct and cost effective. You can really
target your potential customers," Eguia said.
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IMMAP on Tuesday conducted its 3rd Internet & Mobile Marketing Summit at the SMX convention center
in Manila where it identified the Internet and mobile phone users as the two fastest growing advertising
mediums in the Philippines. IMMAP described digital marketing as a "measurable and results-driven
marketing."
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MMA, IMMAP launch council to foster mobile advertising

Mumbai: The Mobile Marketing Association (MMA) and the Internet and Mobile Marketing Association of
the Philippines (IMMAP) have announced a partnership to launch the MMA Philippines Local Council.

The objective of the partnership between MMA and IMMAP is to foster the mobile advertising and
marketing industry in the Philippines through local participation from industry stakeholders to drive the
adoption of global standards, best practices and guidelines across the mobile marketing channel in the
country.

MMA president and CEO Mike Wehrs says, "Today, the local ad industry is worth $3 billion; we believe
mobile marketing can contribute between two and three percent of the pie in a few years. Through our
partnership with IMMAP, we aim to support the industry on key industry issues such as measurement and
metrics, best practices guidelines and codes of conduct.”

IMMAP president Arthur Policarpio adds, "IMMAP's partnership with the MMA will allow us to further drive
increased adoption of mobile marketing in the country, by bringing together all of the industry's important
stakeholders, such as telecom operators, publishers, agencies, media companies, mobile content and
service providers, as well as advertisers.

As part of the agreement, IMMAP will work closely with the MMA to craft a strategic action plan to
accelerate growth of the industry at the local level with particular focus on research and education
initiatives, development of metrics and measurement, adoption of best practices and guidelines, as well
as an active partnership with key local regulatory bodies.
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MMA Philippine Local Council Launched

Mobile Marketing Association (MMA) and Internet and
Mobile Marketing Assocaition of hte Philippines (IMMAP)
partners to launch MMA Philippine Local Council today,
August 26 at the SMX, Mall of Asia, Pasay.

From about 1M mobile subscribers in 1996 to 70M in
2008, mobile marketing offers tremendous opportunity for
growth even including more advanced Bluetooth
marketing. This is getting more relevant as PC and mobile
usage statistics blurs.

With 26 council members as of the moment, the formation of the Philippine Local Council is a milestone
for the industry and aims to foster the mobile advertising and marketing industry in the country through
local participation from industry stakeholders to drive adoption of global standards, practices, and

guidelines.
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Growing mobile subscribers to boost SMS-based marketing
Cheryl M. Arcibal, GMANews.TV

Mobile marketing in the Philippines is set to capture a decent amount of advertising as Filipinos remain
attached to their cellular phones, industry executives said on Wednesday.

The 86-member Internet and Mobile Marketing Association of the Philippines (IMMAP) is targeting to
corner between two percent and three percent or $60 million to $90 million of the $3-billion industry.

IMMAP president Arthur Policarpio said the fastest growing media channel in the Philippines is SMS-
based as mobile subscribers rose exponentially to 70 million as of July 2009 from less than one million
subscribers in 1996.

The Philippines was one of the first countries to use SMS remittance and SMS credit transfer services. It
also remains the SMS capital of the world with over one billion text messages sent each day and
revenues from text messaging on par with those from voice services.

“The Philippine market has a high mobile penetration rate and strong usage coupled with the planned
deployment of 3.5G networks by local operators. The MMA (Mobile Marketing Association) believes that
revenues allocated to mobile marketing in the Philippines will grow faster than Internet marketing in the
next 12 to 24 months," said Rohit Dadwal, MMA managing director for Asia Pacific.

The MMA is the world's largest trade organization for mobile marketing with close to 750 member
companies.

In fact, mobile Internet users in the country are also growing.

Yahoo! Mobile showed there are about 1.2-million monthly unique users, who rack up about 128 million
monthly page views.

The opportunity in mobile marketing extends beyond SMS, IMMAP said.

The group is looking at “bluetooth marketing, multimedia mobile marketing, mobile applications and
mobile internet.”

“Mobile is essential, rather than experimental," MMA president and chief executive officer Mike Wehrs
said.

However, barriers for increased adoption of mobile marketing include abuse of consumer privacy and
rights, lack of industry-specific research, lack of knowledge on mobile marketing on the part of advertisers
and the lack of industry-wide metrics and measurement.

IMMAP has partnered with MMA to allow the local group to further drive increased adoption of mobile
marketing in the Philippines by bringing together all of the industry's important stakeholders, such as
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telecom operators, publishers, agencies, media companies, mobile content and service providers, as well
as advertisers.

“We will work closely with the MMA to craft a strategic action plan to accelerate growth of the industry at
the local level with particular focus on research and education initiatives, development of metrics and
measurement, adoption of best practices and guidelines, as well as an active partnership with key local
regulatory bodies," Policarpio said.

Bringing together 24 founding member companies, the MMA Philippines Local Council is the second to
be launched in the Asia Pacific region in the last four months after India.

Meanwhile, Charmaine Canillas, chairperson of the local association of advertisers, said the AdBoard
welcomes the formation of the MMA Philippines Local Council.
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MMA launches Philippines Local Council in Partnership with IMMAP
Media News, Manila

The Mobile Marketing Association (MMA) and the Internet and Mobile Marketing Association of the
Philippines (IMMAP) today announced a partnership to launch the MMA Philippines Local Council. The
objective of the partnership between MMA and IMMAP is to foster the mobile advertising and marketing
industry in the Philippines through local participation from industry stakeholders to drive the adoption of
global standards, best practice and guidelines across the mobile marketing channel in the country.

“The Asia Pacific region provides the MMA with great opportunity to add value to our members and
companies that make up the mobile marketing ecosystem. We have seen a number of successful mobile
marketing campaigns in this region and also identified areas where the Regional and Global scale of the
MMA can help accelerate the growth of the local industry. The MMA’s presence in the Philippines
strengthens our commitment to the market and highlights the potential for growth. Today, the local
advertising industry is worth US$3 billion; we believe mobile marketing can contribute between two and
three percent of the pie in a few years,” said Mike Wehrs, President and CEO, MMA. “Through our
partnership with IMMAP, we aim to support the industry on key industry issues such as measurement and
metrics, best practices guidelines and codes of conduct.”

"IMMAP's partnership with the MMA will allow us to further drive increased adoption of mobile marketing
in the country, by bringing together all of the industry's important stakeholders, such as telecom
operators, publishers, agencies, media companies, mobile content and service providers, as well as
advertisers. In the coming months, we will work closely with the MMA to craft a strategic action plan to
accelerate growth of the industry at the local level, with particular focus on research and education
initiatives, development of metrics and measurement, adoption of best practices and guidelines, as well
as an active partnership with key local regulatory bodies," said Arthur Policarpio, President of IMMAP.

The MMA Philippines Local Council brings together 24 founding member companies, and is the second to
be launched in the Asia Pacific region in the last four months, after India. The founding member
companies are: AdMob, Affle, BlueBlade Technologies, BuzzCity, Denstulndio, Egg (Entertainment
Gateway Group), Information Gateway, Mediacom, Microsoft, Mobile Arts, Nielsen, Ogilvy, Procter and
Gamble, Proximity Phils., Pudding Media, Smart Communications, Snapworks, Tribal DDB, Unilever,
Wolfpac, Xurpas, Yahoo! Philippines, Yehey, and Zed Worldwide. The partnership agreement was signed
during IMMAP’s 3rd Internet and Mobile Marketing Summit in Manila this week, which was attended by
over 500 industry professionals.

The mobile industry is seeing great success in the Philippines. As of July 2009, the number of mobile
phone SIM cards in the Philippines was estimated at close to 70 million. It was one of the first countries to
publicize SMS remittance and SMS credit transfer services, which operators across the world have since
tried to emulate. The Philippines also remains the SMS capital of the world with over one billion SMS
messages sent each day and revenues from text messaging on par with those from voice services.

“The Philippines market has a high mobile penetration rate and strong usage coupled with the planned
deployment of 3.5G networks by local operators. The MMA believes that revenues allocated to mobile
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marketing in the Philippines will grow faster than Internet marketing in the next 12 to 24 months,” said
Rohit Dadwal, Managing Director — Asia Pacific, MMA.

“‘As a dominant market leader in the country, Smart is showing its full support to the MMA by
spearheading efforts amongst mobile operators in mobile marketing, not only in the Philippines, but in the
Asia Pacific region, as well. The creation of the local council will most certainly give the mobile marketing
industry a boost. It will serve as a platform for us to share our best, well-tested practices with our
colleagues and learn new and groundbreaking techniques from other MMA members all over the world,”
added Jojit P Alcazar, Head — Mobile Advertising at Smart Communications, and Director for International
Relations at IMMAP.

The Chairperson of the local association of advertisers, Charmaine Canillas, believes the alliance is a
positive step toward market education saying, “AdBoard welcomes the formation of the MMA Philippines
Local Council to share global best practice and guidelines on mobile marketing to best serve both
advertisers and consumer interest and protection.”

The MMA is the world's largest trade organization for mobile marketing with close to 750 member

companies while IMMAP is the Philippines' premiere association for internet and mobile marketing, with
86 member companies.
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Mobile marketing [Article preview]

The mobile marketing industry is targeting $60-$90 million in revenues in the next three to five years as it
goes global and while mobile phone penetration increases. "Mobile is attractive because it is
everywhere... it has the highest penetration rate among other technologies,” Mike Wehrs, president and
chief of Mobile Marketing Association, told reporters in a press briefing yesterday. Arthur R. Policarpio,
president of the Internet and Mobile Marketing Association of the Philippines, said mobile marketing
presents different message channels that advertisers can make use of such as multimedia mobile, mobile
applications and mobile Internet. Yahoo! Mobile, for instance, has 128 million monthly page views and
around 1.2 million monthly unique users.
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RP mobile marketers eye $60M ad pie

Manila - Local mobile marketers are targeting a larger piece of the local advertising pie as consumers
continue to give more attention to digital media, the president of the Internet and Mobile Marketing
Association of the Philippines (IMMAP) said Tuesday.

IMMAP president Arthur Policarpio said the trade group's vision is to capture 2%-3% of total ad spend in
the Philippines, amounting to $60 million-$90 million, in the next three to five years. The IMMAP is
currently composed of 86 member companies, including 37 mobile companies, as well as advertisers,
agencies and publishers.

He said that while some companies have spent money on Internet and SMS advertising, a large portion
of their budgets still goes to traditional print, TV, radio and outdoor media platforms.

One platform that remains largely untapped by local advertisers is mobile marketing. From less than a
million subscribers in 1996, the Philippines now boasts of over 70 million mobile subscribers this year.

Policarpio said one challenge faced by marketers is lack of understanding of mobile's potential and
potency as a marketing tool. "The mobile phone is the only device that you have on you almost 24/7. It's a
marketing platform just waiting to be tapped,” he said at a digital marketing summit at SM Mall of Asia.

He said that beyond SMS, marketers could also look at other mobile marketing initiatives such as
bluetooth advertising, mobile Internet advertising and mobile applications.

He noted that Yahoo! Mobile's site receives 1.2 million unique users per month and 128 million page
views as of August 2009. He said separate data supplied by Admob showed that local mobile sites
logged in 380 million page views a month.

Admob statistics also show a rise in sales of smartphones in the Philippines such as the Nokia N70 and
Nokia 3110c, which is fueling the increase in mobile Web browsing.

Policarpio acknowledged though that there are some barriers into increased adoption of mobile marketing
including the abuse of consumer privacy and rights, lack of industry-specific research, lack of knowledge
on the part of the advertisers and lack of industry-wide metrics and measurement.

"This is the vision of IMMAP - to become the recognized thought leader and center of mobile marketing
innovation in the Asia-Pacific region and to leverage global best practices, standards and consumer
guidelines," he said.

The IMMAP recently partnered with the Mobile Marketing Association and established the MMA
Philippines Local Council. The objective of the partnership between MMA and IMMAP is to foster the
mobile advertising and marketing industry in the Philippines.

A shift to digital media
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MMA president and CEO Mike Wehrs said advertising companies in many parts of the world have
exhibited a shift in brand thinking by seeing mobile as an essential and not just an experimental platform
for marketers.

He said that with over 4.8 billion mobile subscribers worldwide, the platform has outpaced the growth of
Internet and fixed-line users.

He said he expects spending on mobile messaging to rise to $2.9 billion in 2010. For this year alone, he
said advertisers are reallocating $65 billion of their ad budgets from traditional media channels to digital
channels including online, mobile, viral and search engine optimization (SEO).

He also noted trends in some countries such as mobile banking, alerts, mobile vouchers and coupons, as
well as customer service application, which can be done via mobile phone.

"[Mobile marketing] delivers on the promise of one-to-one marketing. There's a higher level of

engagement and interaction controlled by the consumer. Empowering the consumer makes the ad more
effective," he said. -- By David Dizon, abs-conNEWS.com
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Rach to depart OgilvyOne
By: Adaline Lau, Hong Kong

Hong Kong - Sean Rach managing director of OgilvyOne and Neo@Ogilvy Hong Kong is departing the
agency after nine years with his position to be succeeded by general manager Kitty Wong.

Royce Yuen, president for Ogilvy Hong Kong, said Rach's contribution to the group has been remarkable.
"He has helped to build a company that is best of its class in terms of market reputation and creative
awards. OgilvyOne is the undisputed leader under his leadership," Yeun said.

Client marketers have ranked OgilvyOne as the top digital agency in Marketing's annual Agency of the
Year survey since 2007.

Wong will be promoted as managing director of OgilvyOne Hong Kong following Rach's departure.
"Kitty has been with us for a decade and has been a close partner to Sean. She will provide the continuity
that we need, there is no one more suitable than Kitty to take over the leadership of OgilvyOne in Hong

Kong," Yuen added.

Marketing understands the agency is busy alerting its staff and clients ahead of an expected media
announcement.

Clients that the agency will be keen to put at ease will include Vodafone which recently stabled its entire
creative business with OgilvyOne.

Rach has been with Ogilvy for the past nine years, he has masterminded the launch of Neo@Ogilvy in
2007 and was made chairman of the Mobile Marketing Association in July 2009.
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Mobile Marketing Association announces Philippines’ Local Council with IMMAP
TT Bureau

The Mobile Marketing Association (MMA) has joined forces with the Internet and Mobile Marketing
Association of the Philippines (IMMAP) to form the MMA Philippines Local Council.

The Local Council, comprising of 24 founding members, aims to promote the mobile advertising and
marketing industry in the Philippines through local participation from industry stakeholders to compel the
adoption of global standards, best practice and guidelines across the mobile marketing channel in the
country.

Speaking on the occasion, Mike Wehrs, President and CEO, MMA, said, “The Asia Pacific region
provides the MMA with great opportunity to add value to our members and companies that make up the
mobile marketing ecosystem. We have seen a number of successful mobile marketing campaigns in this
region and also identified areas where the Regional and Global scale of the MMA can help accelerate the
growth of the local industry. The MMA'’s presence in the Philippines strengthens our commitment to the
market and highlights the potential for growth.”

“‘IMMAP's partnership with the MMA will allow us to further drive increased adoption of mobile marketing
in the country, by bringing together all of the industry's important stakeholders, such as telecom
operators, publishers, agencies, media companies, mobile content and service providers, as well as
advertisers,” added Arthur Policarpio, President of IMMAP.
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Mobile phones a bright spot for advertising

By Alexander Villafania
INQUIRER.net

Pasay City, Philippines — Despite getting only a tiny portion of the total advertising budget, marketing
experts see a promising platform in mobile phones as these devices become even more indispensable for
consumers because of the Internet.

Mobile marketing is nearly synonymous to SMS (or text messaging) short messaging system as majority
of the country's 70 million subscribers use basic handsets.

Revenues from mobile marketing remain small at only around 1 percent of the estimated $3 billion budget
for advertising per year in the Philippines. As such, there is still a lot hurdles for mobile marketing to
prosper.

Still, these hurdles are more of opportunities for the industry, which is seen to grow much faster in the
coming years as telecommunications companies continue to invest on high speed wireless infrastructure
as well as influx of cheaper Internet-ready phones.

At the Internet and Mobile Marketing Summit, executives from the Internet and Mobile Marketing
Association of the Philippines (IMMAP) and the international group Mobile Marketing Association
(IMMAP) predict the local mobile marketing industry is poised to get a fair chunk of the total annual
advertising budget.

But, as both groups stressed, it would take the right planning and execution to conduct advertising
campaigns on mobile phones.

In fact, the MMA and IMMAP have recently inked a deal to create a Philippine MMA Council mandated to
help out companies in the mobile marketing business.

MMA President and CEO Mike Wehrs noted that the opportunities are huge as there is slow but gradual
uptake of mobile phones with Internet connection.

The majority of mobile marketing in the Philippines would still be on SMS but Wehrs suggested that
companies should be prepared early on for the increase in mobile marketing.

On a global scale, Wehrs said the total advertising budget for 2009 is estimated to reach $453.2 billion.
Only 9 percent of this will go to mobile advertising while traditional platforms such as broadcast, print, and
radio would continue to enjoy the lion’s share.

And yet about $65 billion of advertising budgets for this year is estimated to be channeled from the

traditional platforms to digital means. While online would lead in the digital space, it will be closely
followed by mobile.
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Currently, there are 4.1 billion mobile phone users globally. In contrast, there are only 1.6 billion Internet
users worldwide, according to the latest statistics of Internet World Stats.

“Such is the potential of mobile marketing and that’'s what we’re trying to bring here. Consumer approach
should be accurate, timely, and measurable,” Wehrs said.

Steadily increasing

On the local scale, IMMAP President Arthur Policarpio said mobile marketing is still small but has been
steadily increasing. Citing a report from Admob.com, Policarpio said there are 385 million mobile
advertising impressions per month.

Surprisingly, these are nearly all from Web-enabled handsets.

Policarpio also cited another report from an online services company, which claimed that it had 1.2 million
monthly unique users with 128 million monthly page views.

“These figures already show what the potential is for mobile marketing on web-enabled phones can be.
Better still, we can target specific markets and measure the impact of advertising campaigns,” he said.

Policarpio said that under the banner of the new Philippine MMA Council, the local industry is expected to
capture just about two to three percent of the Philippine ad spending budget in the next three to five
years.

This would mean $60 million to $90 million a year.

Of course, Policarpio stressed that one of the challenges is to ensure consumer rights are protected.

As mobile phones become of a necessity than a lifestyle device — and since these are always on — there
could be instances of abuse through spam or unwanted mobile services, which was the very issue that
nearly fell to government regulation.

“What the mobile marketing industry need is a guideline of best practices and the right tools to make

create the right marketing campaign, targeting the right people. These would be among the goals of the
local MMA council,” Policarpio said.
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Advertising through cell phones to rise

Despite the popularity of mobile phone use, ads through this medium will capture a modest share of total
advertising expenditures in the short term as more advertisers go online to target a larger audience,
according to an industry official.

In a briefing, Arthur Policarpio, president of Internet and Mobile Marketing Association of the Philippines
(IMMAP) said mobile advertising is likely to get a 2-percent to 3- percent share of ad spending in the next
three to five years or between $60 million and $90 million a year.

At present, the local advertising industry generates $3 billion.

Policarpio, however, said the country’s high mobile phone penetration rate would boost the mobile
advertising industry.

As of June, the Philippines’ cellular phone subscriber base stood at more than 70 million. There were 1.2
million monthly unique users of mobile Internet and 128 million monthly Internet page views.

The IMMAP official said barriers for increased adoption of mobile advertising are abuse of consumer
privacy and rights, lack of industry-specific research, lack of knowledge on mobile marketing on the part
of advertisers, and lack of industry-wide metrics and measurement.

Rohit Dadwal, managing director of Mobile Marketing Association (MMA) in Asia Pacific, however, said
that the share of mobile marketing may rise.

He said revenues allocated to mobile marketing in the Philippines will grow faster than Internet marketing
in the next 12 to 24 months given the rising mobile penetration rate.

Mike Wehrs, president and CEO of MMA expects advertisers to shift away from traditional advertising
channels to digital channels.

He said that the top priorities and popular tactics for marketers this year are online and mobile.

“The use of mobile is an integrated content delivery and direct response vehicle to reach consumers,”
Wehrs said.

He added that trends such as mobile banking, alerts, mobile vouchers, ad coupons and customer service
application are developing as key areas to watch.

Globally, total advertising spent this year amounted to $453.2 billion, the MMA official said.

Spending on mobile messaging is expected to rise to $2.9 billion in 2010. -- Darwin G. Amojelar
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Proximity Philippines/BBDO Guerrero dominate Boomerang Awards
By Kenny Lim

Manila — Proximity Philippines/BBDO Guerrero took home four of the nine awards at the Internet and
Mobile Marketing Association’s Boomerang Digital Awards.

The wins included the Gold Boomerang for both the mobile and cyber categories for Nescafé Iced Coffee
and Quaker Oats, respectively. The ceremony was held during the Association's Philippines conference.

Leah Besa-Jimenez, general manager at Proximity Philippines/BBDO Guerrero, said: “These awards are
important to us as they are the only ones in the Philippines that acknowledge the role of the internet and
mobile platforms in building the business of brands, services and companies.”

Paul Roebuck, CEO of BBDO Guerrero/Proximity Philippines, added: "It's enormously gratifying to be the
most awarded digital agency in the country for a second year in a row. It's testament to the commitment
of the team to lead the way in demonstrating the power and efficacy of digital communication in the
marketplace.”

IMMAP is a marketing association for internet and mobile organisations and seeks to spearhead the use
of the internet and mobile to as marketing media in the industry in the Philippines.

IMMAP has also partnered the Mobile Marketing Association (MMA) to form the MMA Philippines local
council.

The local council, comprising of 24 founding members, aims to promote the mobile advertising and
marketing industry in the country.
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Proximity Philippines/BBDO Guerrero dominate Boomerang Awards
By Kenny Lim

Manila — Proximity Philippines/BBDO Guerrero took home four of the nine awards at the Internet and
Mobile Marketing Association’s Boomerang Digital Awards.

The wins included the Gold Boomerang for both the mobile and cyber categories for Nescafé Iced Coffee
and Quaker Oats, respectively. The ceremony was held during the Association's Philippines conference.

Leah Besa-Jimenez, general manager at Proximity Philippines/BBDO Guerrero, said: “These awards are
important to us as they are the only ones in the Philippines that acknowledge the role of the internet and
mobile platforms in building the business of brands, services and companies.”

Paul Roebuck, CEO of BBDO Guerrero/Proximity Philippines, added: "It's enormously gratifying to be the
most awarded digital agency in the country for a second year in a row. It's testament to the commitment
of the team to lead the way in demonstrating the power and efficacy of digital communication in the
marketplace.”

IMMAP is a marketing association for internet and mobile organisations and seeks to spearhead the use
of the internet and mobile to as marketing media in the industry in the Philippines.

IMMAP has also partnered the Mobile Marketing Association (MMA) to form the MMA Philippines local
council.

The local council, comprising of 24 founding members, aims to promote the mobile advertising and
marketing industry in the country.
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Cheaper Cell Service -- For the Price of Eyeballs
Tom S. Noda, Computerworld Philippines

Just like traditional marketing practices in print media where newspapers and magazines can afford to
sell copies inexpensively, the same manner is expected to happen in the telco industry space once it
does digital marketing -- the modern advertising technique via the Internet and mobile phone devices.

"If telcos will get revenue from mobile marketing ads, the more they can lower subscription rates to
customers,” said Emmanuel Allix, managing director of mobile advertising firm Pudding Media (Asia
Pacific), during an interview with Computerworld Philippines.

"Mobile marketing through SMS (short messaging system) will definitely bring mobile costs down and it
won't add up to consumer costs because telcos will get revenue from advertisers,” he said.

Allix said that with a telco's adoption of digital marketing, it can be compared to a print media who can
place a more affordable price in its copy since it gets revenues from advertising. "A magazine for example
would surely be more expensive if it doesn't have advertisements on it. And for telcos, if they get revenue
from mobile marketing ads, they could lower subscription costs on users."

Allix said mobile marketing is the way to go for companies and telcos in today's global financial crisis,
especially in the Philippines which is known to be the "No. 1 SMS Country" in the world having about 63
million mobile phone users that send over two billion SMS messages per day. He said mobile phone
users globally are four times larger than PC users or Internet users, which is estimated at one billion.

Allix said for mobile marketing firms like Pudding Media, they enable Telcos to monetize mobile inventory.

"Through simple mobile phone functions like ring tones when someone is calling or when you're receiving
text messages, we can insert ads of businesses. And ours is even non-intrusive, permission-based. It is
both opt-in and opt-out," he said, adding that cellpone subscribers will have control on what type of ads or
business or company services updates they want to receive.

Allix describes the Philippines as a "very attractive and compatible market" for digital advertising.

However, according to Danilo Eguia, secretariat manager of Internet and Mobile Marketing Association of
the Philippines (IMMAP), although ad revenues is reported to be about US $3 billion in the Philippines per
year, only 1 per cent of it belongs to digital marketing.

"Mobile marketing definitely has a huge opportunity here in the Philippines. Not only large companies can
benefit from it but also SMEs since digital marketing is more direct and cost effective. You can really
target your potential customers," Eguia said.

IMMAP on Tuesday conducted its 3rd Internet & Mobile Marketing Summit at the SMX convention center
in Manila where it identified the Internet and mobile phone users as the two fastest growing advertising
mediums in the Philippines. IMMAP described digital marketing as a "measurable and results-driven
marketing."
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Coffee with Mike Wehrs, Mobile Marketing Association President

| got an invitation from Singapore to have a coffee session with Mobile Marketing Association President
Mike Wehrs during his brief stay here in the Philippines. He was the keynote speaker and guest of honor
in the recent Internet and Mobile Marketing Summit which was hosted by the IMMAP. | was very
interested in this meeting because I've always believed that we've yet to fully tap the potential of mobile
marketing. | wanted to get insights from this guy on how we can improve the industry here in the
Philippines. Some notes and insights on our discussion after the break.

IMMAP Partnership

Basically the Mobile Marketing Association (MMA) is the world’s leading trade organization for mobile
marketing. They'’re aim is to help the mobile marketing industry in different countries by sharing with them
best practices, learnings, and other important resources that they’'ve gathered from all of their members.
One of their thrusts is to develop local chapters. Since the Philippines has a huge mobile base, they went
here shortly after establishing their first local chapter in India.

Instead of developing their own chapter here, they partnered with the Internet and Mobile Marketing
Association of the Philippines (IMMAP). This partnership basically makes the IMMAP their marketing and
distribution arm in the country. MMA will share with them their resources and programs and IMMAP can
push it to the key players here in the Philippines.
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Another key function for the MMA is that they can help the industry discuss regulations with the
government. There are a lot of campaigns we can’t do here because we're not allowed to execute.

What do | get out of joining MMA/IMMAP?

According to my conversation with Mike, joining the MMA opens up a treasure chest of learnings that you
can apply to your business or brand. You get access to various mobile marketing campaigns done all
over the world which you can take on and implement locally. You also become part of a community that
can definitely open up opportunities and networks for you.

How to join?

I'll edit this article again when 1 find the link but basically you apply for membership through the IMMAP.
You'll pay an annual fee to keep your membership and this gives you access to newsletters and various
other online resources. You'll also get lower rates for seminars and training sessions that will be
conducted here.
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Mobile Media World 09: The State of the Mobile Nation Presented in Toronto September 14-15,
2009

Global Industry Experts give exclusive insights on Driving New Mobile Interactive Business

Tap into the mass-market mobile business from behind the scenes. On September 14-15 2009 - live from
the Glenn Gould Studio/CBC Broadcast Centre in Toronto, Ontario - Mobile Media World 09 excites a
world of mobile opportunity. From Mobile Web & Apps to the high-growth Mobile Mass Media marketplace
serving over 4 billion consumers world wide, learn key insights directly from the experts on what will help
drive the mobile interactive industry to new heights for the balance of 2009 and beyond. Registration is
underway at http://mobilemediaworld.com with limited seating available.

"Going mobile is the number one digital media platform in the world. No other communication medium in
history has ever connected so many people and businesses so fast to create a trillion dollar global
economy,"” states Michael J. O'Farrell, Founder of MOBILEINNOVATIONWEEK and Co-Chair Mobile
Media World 09. "Speed to market for companies looking to capitalize on going mobile is the focus for
Mobile Media World 09. Join us to find out how to capture your share of the pie."

Mobile Media World 09 includes the first ever Mobile Marketing Day in Canada co-produced with the
Mobile Marketing Association (http:/mmaglobal.com) on September 15, 2009. Sessions will be focused
on discovering the opportunities for brands, agencies and vendors to capture a valuable go-to-market
edge and definitely not to be missed for anyone looking to target mass market, high net worth mobile
consumers.

"The mobile marketing channel has made great strides in the last 12-18 months, offering a personal,
targeted and highly effective way of engaging with consumers," said Mike Wehrs, President and CEO of
the Mobile Marketing Association (MMA). "We look forward to discussing ways to effectively and
responsibly leverage the mobile channel, as well as key issues around consumer privacy and best
practices."

"Nearly all convergence discussions in 2009 involve mobile innovation," adds Gary Schwartz, CEO of
Impact Mobile and Co-Chair Mobile Media World 09. "In a year where the digital channel has replaced
radio as the number two media activity with print trailing at fourth, mobile innovation is fast becoming a
focus of many industries including banking, entertainment, ticketing, and media buying."

Mobile Media World 09 features keynotes from the world's best mobile innovators, two days of intimate
and interactive symposiums, over 30 mobile industry experts, brands and visionary speakers. This insight
will help business leaders to stimulate growth in respective industries.

A truly untethered conference, Mobile Media World 09 is available from anywhere around the world online
through a live, interactive streaming webcast produced in partnership with bnetTV.com. Additionally, all
on site attendees will receive a fully produced DVD of all keynotes, speakers, interviews and
presentations as an interactive guide to leverage ongoing post the event. Details at
http://mobilemediaworld.com.

Topics explored at Mobile Media World 09 include: Mobile Internet, Mobile Web & Apps, Mobile Mass
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Media, Mobile Entertainment, Mobile Marketing, Mobile Advertising, Mobile Payments, Mobile Learning,
Mobile Design & User Experience, Mobile Giving, The Future of Mobile Media and more.

Visionary and executive insights come from global leaders including: Canoe.ca, Samsung, Rogers
Wireless, Molson Coors, Sympatico Mobile, Enstream, OBN.ca, Bell Mobility, The Globe and Mail,
Deloitte, AOL, comScore, Carlson Marketing, Yahoo!, PayPal, Verizon, Motorola, CBC, Maritz, BSTREET
Communications, MyThum, Visa, PricewaterhouseCoopers, CWTA, MEIC, MAG, MOCOM2020 and
more. Full list of keynote speakers and industry experts at http://mobilemediaworld.com.

Mobile Media World 09 is one of the key anchor events of MOBILEINNOVATIONWEEK in Toronto
September 12-16, 2009 - for more details visit http://mobileinnovationweek.com. Follow all the news and
updates on Twitter at http://twitter.com/mobileinstitute.
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MMA to honour world leaders in mobile marketing
India Infoline News Service / Mumbai

The MMA is now calling for nominations for the 2009 Mobile Marketing Association Global Awards and
submissions will be accepted till Monday, September 7, 2009.

The Mobile Marketing Association (MMA) will again honour world leaders in mobile marketing who have
demonstrated outstanding success in the use of the mobile channel as a part of their marketing
campaigns. The MMA is now calling for nominations for the 2009 Mobile Marketing Association Global
Awards and submissions will be accepted till Monday, September 7, 2009.

Companies that have rolled out campaigns in the Asia Pacific region, including agencies, brands, and
service providers, are invited to send in submissions. Finalists and award winners will be recognized at
the Mobile Marketing Association Global Awards Ceremony on November 17, 2009 in Los Angeles,
California.

For nomination forms and a complete listing of categories, guidelines, criteria and information about past
award recipients, visit http://www.mmaglobal.com/awards. Projects must be executed between July 30,
2008 and September 7, 2009 to be qualified for nominations.

Commenting on the prestigious award, Rohit Dadwal, Managing Director, Mobile Marketing Association
Asia Pacific, said, “The MMA Global Awards recognise exceptional campaigns, companies and people
who have made mobile a successful marketing and advertising channel on an international level. The
Awards provide an excellent platform for companies in this region to showcase their hard work and
commitment to the mobile marketing industry and we encourage them to showcase successful
campaigns and have the chance to gain the global recognition they truly deserve.”

Mobile Marketing Association will present awards across the following categories:

Best Mobile Campaign by Channel & Region (31 awards)
e Six channels include: Display, Messaging, Emerging Technologies, Multi-Mobile Channel, Social
Media, Cross-Media Integration
e Five regions include: North America, Central & Latin America, Europe, Africa & Middle East, Asia
Pacific, Global (a campaign that has been executed in two or more of the regions)
Best Mobile Campaign Overall (selected from the above submissions)
Industry Awards (6 awards)
Mobile Marketing Association Award for Overall Excellence
Innovation: Creativity
Innovation: Reach
Mobile Marketing Academic of the Year - Individual
Mobile Marketing Academic of the Year - Institution
Social Impact
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2009/10 Calenda

IC Awards 2009
London, UK
1
mwwm www.mobile-ent. biz /me-awerds
Festival
Edinburgh, UK It's back to the Royal Garden
ednburghimersct vl com Hotel far the single biggest
party in the content calendar.
Part of the Edinburgh Festival, You're going, surely?
the EIF will embrace game
development and publishing, ;‘..“" sth-pth
Including maobie platforms. Handheld Learning
oy Conference
b London, UK
o s
September Describing itsel as the world's
Mobile m Forum: leading event for learning using
Europ mobile, the Handheld Learning
Berkin. G Conference is sponsored by
anbbn:wwumm Nintendo and Apple and

The MAA brings its juggernaut
to Europe, touting a strong
belief that revenues from
mobile advertising will be worth
$12.09 billion in 2013

September 10th-11th
Mobile Content 2009
Seoul, Korea

waw mobilecontent <o, kr

Govemment-backed conference
and awards event with a
glittering array of big-name
speakers.

September 11th-15th
18C

Amsterdam, Netherlands
wwsibe.org

The annual shindig for the
broadcast TV business. There'd
be blinking lights everywhere,
but alsc a growing mobile zone.

October

attended by more than 1,500
International delegates. The
main speaker is Malcalm
Mclaren, would you believe.

October 5th-9th
MIPCOM
Cannes, France

Back to Cannes for the annual
event for ‘key decision-makers.
in the digital and audiovisual
content Industry’

October 6th-9th
CTIA Wireless IT &
Entertainment
San Diego, USA

CTIA Wireless's content-
focused fall (that's autumn foe
ary Limey readers) event
arrives in San Diego for the first
time. After Las Vegas, the sheer
blandness of San Diego will be
deliriously welcome.

October 13th-15th

Mobility World Congress
Shangri-la, Hong Kong

W Mabilty WorldCongress. com

The themne of this year's
congress &5 ‘Optimising the
Mobile Broadband Business
Model', and will examine the
impact on operator business
models of MSPAs and LTE

October 27th-28th
Symbian Exchange &

Exposition

Earl's Court, London

htp: / Avw see3009.0rg

The Symbian Show has had a
makeover. It's gone all open
source and trendy {see box)

November

on January 23d 10 24th, with
MIDEM scheduled for January
24th to 27th

February 2000

November 18th-1gth

2009 Mobile Asia Congress
Hong Kong

wiww mobiieasiacongress com

The CSMA confirmed the Mong
Kong Convention and
Exhibition Centre as the venue
for its sixth Aslan showpiece
exhibition and congress.
|anuary 2000

Janwary 24th-27th
MIDEM

Cannes, France
Wi midem. com

The year's biggest music
industry trade event, MIDEM,

will retiarn as ever to the
Croisette in Cannes next

January. But this time, for the
fiest tume, it will incorporate the
MidemNet digntal and mobile
plogumme imo the main
conference programme, Next
year's MidemNet will take place

February 15th18th

Mobile World Congress
Barcelonas, Spain

www, mobileworidcongres. com

The juggernaut returns to
Spain. 2009"s show was
smaller, but still drew 45,000

34



ME

MOBILE ENTERTAINMENT

FOR EVERYOME IN MOBILE CONTENT

Date: August 2009
Reach: UK
Circulation: 10,000

He moves in Marvellous wa

Patrick Hagenaar leaves the Ministry of Sound for a new

calling in mobile marketing at the Aegis-owned agency

The Mobile Entertainment Forum
voted in a new global board on the
eve of its MeMog conference in
London last month, ANDREW BUD
returns for the second year as global
chair, and is joined by Nokia's BILLY
WRIGHT, who has been elected as
vice chair. PETE WOOD, of Sony
Pictures Home Entertainment, is a
new board member.

The Mobile Marketing Association
also revealed its new global board.
It will be chaired by Hanzo's
FEDERICO PISANI
MASSAMORMILE, with iLoop’s
MICHAEL BECKER as global vice-
chair, MIKE WEHRS as MMA
president and CEO, and AdMob's
RUSSELL BUCKLEY becoming
global chair emeritus.

Airwide Solutions has hired TOM
WUNDERLICH as vice president of
business development. Wunderlich
will draw upon more than 20 years’
experience, most recently with Red
Hat in his new role at the messaging
and mobile internet specialist.

Fox Mobile Group has recruited
MARKUS THORSTVEDT as CTO
and JOE BILMAN as SVP of global
products at Fox Mobile Distribution,
a unit of FMG. Bilman is involved in
the development of FMG'’s new
video-focused consumer brand,
which will debut soon.

MARC THEERMANN is new VP of
business development at German
mobile advertising firm Smaato.
He'll be based in Boston to be
closer to Smaato's key US partners.
Theermann was formerly chief
strategy officer at Get Connected,
Smaato has also hired OLIVER
REISS as its new VP of finance.

Ex Fox exec LUCY HOOD has re-
emerged as executive director of the
Institute for Communication
Technology Management at USC
Marshall School of Business.

GERARD GRECH has a big gig at
Nokia. He's the Finnish handset
company's new head of content,
media and games. Previously,
Gerard was director of strategy and
business development at Orange’s
Content Division in Paris. He also
likes to work the decks at MEF
parties.

iPhone game developer ngmoco
has recently pulled off a big
name transfer. Its new chief

publishing officer is SIMON
JEFFERY, former Sega of America
president and COO. He will run the
company's Plus+ Publishing
division, to give third-party game
developers access to ngmoco's
distribution network.

Lucy Mood now exec director at USC Marshall
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¥ TOP 50 WOMEN

Putting the

she in ME

Twelve months ago Maobile Entertainment put the spotlight on the high-flying female execs in our
sector. We're happy to do so again. So here are 2009’s top women in mobile content...

LAURA MARRIOTT

Director, Neomedia

Marriott departed the presidency of
the MMA to join the board of
barcode specialist Neomedia in
January. She was highly successful at
the MMA; expect more of the same.
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POINT ZERO

Mobile 2.0

15 NO SeCret that the madia landscape
ischanging at arapid rate. Toda

CONSUMer doesnt solely rely on the

broadcast and publishing industries
10 k2ep them informed and entertained.
Consumers demand instant access 10 news

and information and that media is growng
ncreasingly user generated and social in
nature. Indeed, studies show that we actually
spend more time on YouTube and social
netwerking destinations than consuming
traditiona forms of media

mportantly, media s becoming increasngly

personal and inmteractave - with sodial network

t media outiers offering contex

ommendalion

services - based on consumes meligence
and the analysis
them R‘d a
with brands engaging with consumers, and
consumers participating in an open dalogue
with both companies and ther peers

The move away from Did media towards

of user habits. Furthermore,

15 more nteractive than ever

nstant. personal and user generated content
has promgied the need for 2 sea-<change in the
Qo-to-market strategies of the entertainment,
macketing, advertising and technology
ndustries Across the many industries affected
by this change. it's apparent that mobile has
an important part to play - as consumers

demand instant information and services
For that reason, mobdie advertising is set to

become more prevalent than ever belore

evice 15 having
an important effect on the way in which

we Interact with media: st

actly becoming
the 'hud device” for media consumption

and therefore representing an enonmous
opporiunity for marketers workowide
Accoeding to arecent study by Solutions
Research Croup, more than half of corsumers
view mobia as the most innovative and
abke - and 68
per cent of consumers access the internet
more regularty from 3 mobile device than a PC

At tha MMA. we 5o The paternial tor

persona maeda channel 3

mobie advertising to grow exponentially
N this envircnment decause of its abebty
10 deliver messages in context - notj

Ded 1o iocation (atnough this is mportant)

<y

but also using inteligence of the new ways

that media s consumed

However the very personal and innovative
nature of the device, enabling brands to
CONNECT with the Consumer whenever of

wherever they are, presents achallenge

tisers. That challenge

10 pro

relevance and context K

every single

on in order to truly engage the
consumer. Whether that i5 accordng to

a that is being consumed
or where and how that is being done.

the type of me

brands and marketers must use all the
toals available to them to ensure that
the opportunity to engage the cansumer
in adialogue of one to one interaction is

INeed, Cap .\hf,mq on mobie's unique

properties as the most persoral and
innovative of channels

In terms of NOw t0 BChadve SuCCess.
) e Way's 10 eNgage with moDile use
a recent study by Orange (Exposure
hat consumers are attracted by ineractve

assocation

marketing formats, such as sponsorship,
COuUPONS OF PCture Messaging mechancs
Adding conmext 10 this mex can make the
propasition even more attractive. Contaxt can
mean location, relevance or personalisation
Mobile users consume media in differant
ways than other meda in shorter time
frames. while on the move for Instance
Markaters need to make adverts and offers
mare personaksed than ever, to reflect the
way that consumers interact with social
networks and all forms of new media

From witnessin

g real success stodies

fest hand, | firmiy be at, 0 order 10

w.coe0d, marketers and advartisers alike
need 1o recognise the unique cpportunity and
acvantage that mobile Nas over other media

anda make ther markating messages personal
1argated and relevant to the consumes. Quite
simply, It's all about the consumer Get this
right and everything else will follow Qo

» Paul Berney | Managing Director - Europe Branch, MMA | www.mmaglobal.com

WWWPOINTZEROMEDIA.COM
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10+ Brands to Speak in Berlin

Posted by Russell Buckley on 08.03.09 | 1 Comment

One of the features of many, many mobile marketing conferences in the last few
years is “talking to ourselves™ syndrome. This can be defined as a whole bunch of
speakers (mainly vendars, it has to be said) preaching to each other what we
already knew - namely that mobile marketing is going to be great.

Motable by their absence is real brands telling us about real campaigns that they've
been running, which is really what it's all about. And agency folk have sometimes
been a little thin on the ground too.

The Mobile Marketing Association's Mobile Marketing Forum {bit of a mouthful) in
Berlin this Autumn has changed all that. Mo less than 10 brands are confirmed
speakers so far and this includes the likes of Nike, Lufthansa, BMW Nestle and
Coke.

So if you're into mobile marketing and you only go to one event in the next 6
menths, this should be it.

I'm not sure I'm actually allowed to do this, but if you won't tell, neither will . | have a
code that gives you 15% of the ticket price (15%MMF09) when you book here.

Berlin is a very groovy place too, so | hope to see you there.

Full disclosure: I'm Global Chairman Emeritus of the MMA.
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Mobile Advertising: Your Thoughts Please

The has opened a public review period for the latest version of its Global Mobile Advertising
Guidelines. The MMA says the guidelines are designed to provide an industry-standard framework that encourages the worldwide growth
of mobile advertising, while protecting the consumer experience.

The review period for the new guidelines, version 4.0, runs through 31 August, and is open to the public, MMA members and MMA partne
organizations. The new guidelines will be published in September.

A draft of version 4.0 is available for download and feedback in the public review forum

The new guidelines include several major updates and additions, including:

+ The MMA’s new Universal Mobile Advertising Package (UMAP), which provides industry-standard ad units.
« The Mobile Application section has been expanded from Morth America only to worldwide.

An expanded MMS section, including new ad units and guidelines.

An expanded Mobile Video & TV section with new ad units and guidelines.

An expanded Mobile Applications section with new ad units and guidelines

“The MMa’s Global Mobile Advertising Guidelines are designed to provide the timely, actionable guidance and insights necessary to
continue mobile advertising’s phenomenal growth,” says MMA President and CEOQ, Mike Wehrs. “By making each new version of the Glob
Mobile Advertising Guidelines available for public review, the MMA ensures that this resource meets the needs of the entire mobile
advertising ecosystem.”
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How to use mobile marketing to reach London 2012 fans

According to media research firm Mielsen Mobile, 31% of
mobile video users and 17 percent of mobile web users in
the UK were expected to turn to their mobile phones for
Olympic clips and updates during the 2008 games.

Predictions like this demonstrate mobile phones are
increasingly becoming more than just a means of
communication; they provide an entertainment and
information platform and a gateway to the web.

Consumers want to interact with their favourite brands
based on affinity, but also on entertainment, fun,
personalization and increasingly, around productivity.

For consumers, the 2008 Olympics were a great way to

interact with mobile content in potentially new ways using services such as
mobile video and text content delivery; accessing the Olympic content that they " CIM looks at London 2012
wanted when it was convenient for them.

Related Links

marketing restrictions

g . . How to cash in on Londaon
For marketers meanwhile, it was a golden opportunity to make contact with

consumers who may not previously have been open to communication via their
maobile, creating a dialogue of engagement based on relevance and value.

Relevance is a key component for a successful marketing campaign over mobile,
contributing to a positive consumer experience and adhering to MMA
recommendations on ways in which to build trust in this new medium_

As we've seen from the number of mobile campaigns launched by brands like
Coca-Cola, Yahoo! and NBC Universal (and that's just MMA members) at recent
sporting events such as the Beijing Olympics, using topical events can be a
great way of achieving this relevant and capitalising on consumer interest.

Indeed, whether attending an event or keeping track of activity from afar, mobile
marketing and events are a great match. A group of people with a common
purpose or interest fit perfectly with mobile's key strengths of built in knowledge
about the consumer, enabling its targeting and personalisation capabilities.

And the combination of events with mobile marketing is great for the development
of the industry too, exposing larger numbers of consumers to mobile marketing
who will then be more likely to participate in the future - but only if they have the
right experiencel
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MMA Solicits Public Comment On New

Guidelines
.... The Mobile Marketing Association (MMA)
rmrmna has opened a public review period for the
....-"__ next version of their Global Mobile

Advertising Guidelines.

The review period is open to the public, and will run through 31
August, 2009, (the proposed guidelines are downloadable here).

The guidelines are intended to foster the growth of mobile advertising
while at the same time protecting the consumer experience. The
intended publication date for these guidelines is September 2009,
and this will be version 4 of the document.

The new guidelines include several major updates and additions:

* The MMA's new Universal Mobile Advertising Package (UMAP),

which provides industry-standard ad units.
[ 3

* The Mobile Application section has been expanded from North
America only to worldwide.

* An expanded MMS section, including new ad units and
guidelines.

* An expanded Mobile Video & TV section with new ad units and
guidelines.

* An expanded Mobile Applications section with new ad units
and guidelines
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MMA Calls for Award Entries

The is calling for entries for its 2009 MMA Global Awards. The deadline for entries is 7 Septembe
There are 31 awards up for grabs, consisting of six categories, for each of five regions, plus a ‘Best Mobile Campaign Overall’ award,
selected from the submissions for the regional awards.

The categories and regions are as follows:

Channels:

« Display

+ Messaging

o Emerging Technologies
e Multi-mobile Channel

* Social Media

& Cross-Media Integration

Regions:

« Morth America

s Central & Latin America

s Europe, Africa & middle East
e Asia Pacific

s Global

In addition, there are six “Industry Awards™, namely:

« Mobile Marketing Association Award for Overall Excellence
« Innovation: Creativity

e Innovation: Reach

* Mobile Marketing Academic of the Year - Individual

& Maobile Marketing Academic of the Year - Institution

« Social Impact

The award-winners will be revealed, and the awards presented, at the MMA Global Awards Ceremony following the Mobile Marketing R
on Movember 17, 2009 in Los Angeles, California.
There's more information about how to submit your entry
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Revolution’s top ten tweeters #3

by Andrew McCormick, revolutionmagazine.com 14-Aug-09, 11:26

LONDON - It's Friday and, as the week winds down, the amount of time spent on
Twitter cranks up. To help make your Twitter experience better, Revolution has
picked our top ten tweeters that we reckon are worth following.

@MarkCridge

Head boy, chief executive and founder of Glue London. Tweeting from Shoreditch
central.

@TomBed

AKQA chief executive and the agency’s main man in the US.

{@amandacdavie

Digital marketing consultant, Search afficionado and rock star wannabe settling for
karaoke queen.

@Holasejal
Comms and digital lover. This is my little space. Tell me something...go on I'm waiting.
{@adlandsuit

I'm a senior suit at a London top 10 advertising agency. Have you been away? Your hair
is looking fantastic.

@smartRich

Richard Gregory, chief operating officer at Latitude, knows more about search than
most people would want to.

{@searchbeest
Experienced search marketer and European client services director at Efficient Frontier.
{@webponce

Technical creative at W+K, creative technical at webponce.com, and curator at
Disposable Memory Project (.org).

@migelG
Migel Gwilliam is the IPA's head of digital. He also likes dogs.
{@scottSeaborn

Ogilvy's head of mohile technologies. Co-chairman of the Mobile Marketing Association
UK. Idealist.

MB: Follow Friday is the brainchild of @micah, blogger and vice president of business
development for Lijit Networks.
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Mobile content 'more popular’

Monday, 17 Aug 2009 11:03

Significant numbers of people are using mobile
phones to access online news and other content,
it has emerged.

According to the Forrester Research blog, recent
results from two major web portals highlight the
popularity of accessing information via this
method.

Weather.com apparently boasts 12.5 million
unique visitors to its mobile phone site each The iChone 'has increased
manth, while People.com generates a total of 18 asccessibility of online news’

million monthly mobile page views. ?
SMS this article

Subscribe to newsletter

These figures suggest that mobile marketing
could help companies reach a large target audience.

And with mobile phone technology continually improving, Meil Strother of
Forrester Research indicated that an increasing number of people will access
online news and information through their mobiles as time goes by.

He also listed Yahoo! (34 million monthly unique wvisits) and ESPN (6.7 million) as
other examples of sites regularly accessed on mobile phones.

According to a study conducted by the Internet Advertising Bureau and the
Mobile Marketing Association last month, close to three-quarters of UK mobile
users suggested that they welcome mobile marketing that offers them something
in return.
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Mobile app ads cause concern for advertisers

Source: nma.co.uk | Published: 19 August 2009 10:00

The Central Office of Information (C0l), the UK's biggest
advertiser, has called for industry bodies to offer
guidelines on advertising in mabile apps as the format
becomes increasinaly popular.

It comes after advertisers expressed concern that ads in
iPhone apps which link to sites not optimised for mobile
could damage brands’ reputations.

Last month Google launched AdSense for Mobile Apps to capitalise on the growing
sector and began senving ads into iPhone and Android apps for brands such as
BlackBerry, Compare the Market and OZ. But some ads direct users to onling
websites that don't render on phones, rather than to mobile-enabled sites.

It's estimated that up to 30% of ads within mobile apps link to Flash sites which can't
be displayed on an iPhone; just 5% link to a mobile-enabled site.

Advertisers told new media age that unoptimised sites risk causing serious damage
to brands by offering a poor user experience if they fail to display or function correctly.

Franco Beschizza, head of mobile for the COl, said adverisers must keep a close eye
on where they're spending and have clear goals for mobile ad activity.

“The dangeris consumers will get a bad experience if a site isn't optimised for
mabile. Ifyou're buying keywords for mobile, you must make sure the experience is
really good,” he said.

He called for industry bodies to set guidelines for advertising in apps as the area has
arown so quickly.

Prinz Pinakatt, European manaaer of interactive marketing for Coca-Cola, said while
the iPhone could handle full websites it wasn't an ideal experience. *Optimisation for
maobile is clearly the way to go. For other phones, I'd be waorried about the user
experience and cost to consumers. Browsing on the iPhone is good butthe best case
would be to optimise sites for it,” he said.

The issue has escalated because since the launch of AdSense for Mobile Apps all
ads booked via Google automatically run within apps unless the adveriser opts out.
Google recommends advertisers need not make changes to campaiagns, despite the
fact they'll appear on mohiles.
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Mobile app ads cause concern for
advertisers

Print Email « Share Save

The Central Office of Information (COl), the UK’s biggest
advertiser, has called for industry bodies to offer guidelines on
advertising in mobile apps as the format becomes increasingly
popular.

It comes after advertisers expressed concern
that ads in iPhone apps which link to sites not
optimised for mobile could damage brands’
reputations.

Last month Google launched AdSense for Mobile
Apps to capitalise on the growing sector and
began semving ads into iPhone and Android apps
for brands such as BlackBerry, Compare the
Market and O2. But some ads direct users to
online websites that don't render on phones,
rather than to mobile-enabled sites.

It's estimated that up to 30% of ads within mobile apps link to Flash sites
which can't be displayed on an iPhone; just 5% link to a mobile-enabled site.

Advertisers told new media age that unoptimised sites risk causing serous
damage to brands by offering a poor user experience if they fail to display or
function correctly.

Franco Beschizza, head of mobile for the COl, said advertisers must keep a
close eye on where they're spending and have clear goals for mobile ad actimity.

“The danger is consumers will get a bad experience if a site isn't optimised for
mobile_ If you're buying keywords for mobile, you must make sure the
experience is really good,” he said.

He called for industry bodies to set guidelines for advertising in apps as the
area has grown so quickly.

Prinz Pinakatt, European manager of interactive marketing for Coca-Cola, said
while the iPhone could handle full websites it wasn't an ideal experience.
“Optimisation for mobile is clearly the way to go. For other phones, I'd be
worried about the user experience and cost to consumers. Browsing on the
iIPhone is good but the best case would be to optimise sites for it,” he said.

The issue has escalated because since the launch of AdSense for Mobile Apps

all ads booked via Google automatically run within apps unless the advertiser 46
opts out. Google recommends advertisers need not make changes to

campaigns, despite the fact they'll appear on mobiles.
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Cover story: Mobile app ads cause
concern for advertisers

20 August 2009 | By Alex Farber
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The Central Office of Information (COI), the UK’s biggest
advertiser, has called for industry bodies to offer
guidelines on advertising in mobile apps as the format
becomes increasingly popular.

It comes after advertisers expressed concern that ads in iIPhone apps
which link to sites not optimised for mobile could damage brands’
reputations.

Last month Google launched AdSense for Mobile Apps to capitalise on the
growing sector and began serving ads into iPhone and Android apps for
brands such as BlackBerry, Compare the Market and O2. But some ads
direct users to online websites that don‘t render on phones, rather than
to mobile-enabled sites.

It's estimated that up to 30% of ads within mobile apps link to Flash sites
which can't be displayed on an iPhone; just 5% link to a2 mobile-enabled
site.

Advertisers told new media age that unoptimised sites risk causing
serious damage to brands by offering a poor user experience if they fail to
display or function correctly.

Franco Beschizza, head of mobile for the COI, said advertisers must keep
a close eye on where theyre spending and have clear goals for mobile ad
activity.

"The danger is consumers will get a bad expernience If a site isn't optimised
for mobile. If vou're buying keywords for mobile, you must make sure the
experience is really good,” he said.

He called for industry bodies to set guidelines for advertising in apps as
the area has grown so quickly.

Prinz Pinakatt, European manager of interactive marketing for Coca-Cola,
said while the iPhone could handle full websites it wasn't an ideal
experience. “Optimisation for mobile is clearly the way to go. For other
phones, I'd be worried about the user experience and cost to consumers.
Browsing on the iPhone is good but the best case would be to optimise
sites for it,” he said.
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Brands enter mobile marketing

21/08/09

Featuring 10 of the worlds biggest brands
including the BBC, Coca-Cola, BMW,
Mestl-~~~--~-§ BBC, Lufthanza, Deutsche Post
and Mike, thizs year's MMF iz all about the brand
experience, said Paul Berney, MMA European
managing director. “Mobile marketing iz now
mature enough for leading brands to =hare their
EXpEriences, succezses and learning points with
otherz,” he explained.

“The very fact that we have ten of the world's
most recognizable brands talking about how they
u=ze mobile as part of their global marketing
zfrategies iz proof that mobile really iz gaining
traction in the marketing industry * continued
Berney.

How reliable would you say your main broadband
zupplier has been over the last three months?

= G

Could improve

Mailed up B  Excellent

Ok =]

Mailed up

Excellent!

oK
—

Could improve

@000

“Mobile iz no longer a niche, experimental form of marketing. We're already approaching the time when mokile

will be congidered as valuable a channel ag other more establizhed means. Hearing global brands talking about
how they have =uccessfully used mobile, why it has worked and how mobile in particular has helped them mee

their objectives will realty =hine a light on the industry and show for all those in the ecosystem the true growth

of the industry,” he =aid.

Berney =tated that the MMA wantz attendees to leave the event with firzt hand knowledge of what brandz
have achieved in the mobile channel, and how other players in the market are working with brands and

agencies in both in both Europe and on a global level.

The event takes place in Berlin on 5-10 September. A live interactive stream will be provided so that people
unable to attend the event can ztill participate in the action, watching the event and =ending in real time

questions to =peakers and moderators.
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MMA confirms speakers for Berlin forum
26 August 2009

BBC Worldwide, BMW, Nike and Mestlé are a few of the brands confirmed as
speakers at the Mobile Marketing Association’s European Mobile Marketing
Forum in Berlin.

Held from 2-10 September at the NH Berlin Mitte Hotel, the two-day conference
will include discussions around what agencies need to do to ensure they can
pitch to mobile clients, what brands want from mobile and what is and is not
working elzewhere in Europe and globally.

"The mabile device is bringing about a revolution in marketing communications;
providing a personal, targeted and highly effective way of engaging with the
consumer,” said Mike Wehrs, MMA president and chief executive., "The
assembly in Berlin of 12 of the world’s biggest and most recognizable brands to
talk about mobile is a true testament to its growing power.”

49



ME

MOBILE ENTERTAINMENT

FOR EVERYOME IN MOBILE CONTENT

Date: 26™ August 2009
Reach: UK
Circulation: 8,012

http://www.mobile-ent.biz/news/34146/MMA-launches-Philippines-council

MMA launches
Philippines council

Stuart O'Brien Aug 25 2009

23am [ Ll
-. mm
4 Be first to comment ®9e..-+ Mobile MHET'??
Latest addition to the trade
body's Asian footprint will

tackle local issues.

The Mobile Marketing

Asz=pciation (MMA) and the Internet and Mobile Marketing As=ociation of
the Philippines (IMMAP} have partnered to launch the MWMA Philippines
Local Council.

The objective iz to foster the mobile advertizing and marketing industry in
the Philippines through local participation from industry stakeholders to
drive the adoption of global standards, best practice and guidelines
across the mobile marketing channel in the country.

The MMA Philippines Local Council brings together 24 founding member
companies, and iz the 2econd to be launched by the MMA in Azia Pacific
in the last four months, following India

According to the MMA the Philippines iz the "SMS capital of the world,
with a =taggering one bilion mes=ages =ent each day.
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INNOVA
Un libro coordinado por investigadores de la UMU aborda
el impacto social de la telefonia moévil

MURCIA, 29 Ago. (EUROPA PRESS) -

Un libro coordinado por los miembros del grupo de Investigacidn en Comunicacidn Social, Cultura y Tecnologia
(E-COM) de la Universidad de Murcia (UMU), Juan Miguel Aguado & Inmaculada J. Martinez, analiza el horizonte del
teléfono mdwvil como objeto tecnoldgico, como territorio de estrategias de mercado de las industrias culturales y
como objeto cultural cotidiano.

Para ello cuenta con |a colaboracién de un selecto grupo de investigadores de Esparfia, Gran Bretafia, Australia,
Alemania, Estados Unidos, China e ltalia, seguln fuentes del departamento de Promocion de la Investigacidn de la
UMU (Prinum), dependiente del Vicerrectorado de Investigacion consultadas por Europa Press.

Y es que el teléfono movil "es ya mucho mas que un dispositivo sofisticado, es un objeto cultural de pleno
derecho, y no sdlo por su extensa implantacién social, sino porque, en un sentido plenamente biografico e
identitario, forma parte de nuestra vida cotidiana, de los espacios de interaccidn social y de los ritos cotidianes en
los que nos construimos como sujetos y como sociedades”.

El libro, titulado "Sociedad mavil: Tecnologia, identidad y cultura’, realiza un eshozo del teléfono mdvil como objeto
tecnoldgico, como territorio de estrategias de mercado de las industrias culturales y como objeto cultural cotidiano,
en una linea coherente con la tradicidn de los estudios culturales a la hora de aproximarse a los encuentros entre
cultura cotidiana y nuevas tecnologias.

¥ lo hace "en una forma dialdgica, que busca construir un espacio de debate sobre las corrientes, los temas y
las metodologias de investigacién en torno al mavil mas alla de las prospectivas de mercado sustentadas por los
operadores y fabricantes del sector”.

Los contenidos de este volumen se articulan en torno a tres grandes ejes, segln Prinum, el primero de ellos
tematico, en el que los autores reflexionan sobre |a investigacion realizada hasta la fecha sobre comunicacign mdwil
y sobre la aportacion de los estudios culturales a una visidn global de un fenémeno que hasta hace poco ha sido
considerado bien de modo fragmentario o bien como sujeto a la corriente dominante de los estudios sobre Internet y
la tecnologia digital.

En el sequndo eje temdatico los autores plantean andlisis relevantes de los aspectos a través de los que el
teléfono mdvil se constituye en objeto cultural, por su impacto en los procesos de produccidn de la identidad
individual y colectiva, ya sea por la superposicion de espacios publicos y privados, por |a difusion de estereotipos y
roles a través de los usos sociales, por la integracidn de nuevas practicas asociadas al registro e intercambio de
imagenes o a través del estudio de procesos singulares de implantacidn en contextos culturales diversos.
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MMA encourage Mobile advertising growth

August 11, 2009 in Digital & Mew Media, Mobile and Telecoms

Johannesburg (IT Mews Africa) -The Mobile Marketing Association (MMA)
has announced that it has opened a public review period for the latest
version of its Global Mobile Advertising Guidelines which are designed to
pravide an industry-standard framewaork that encourages the worldwide growth of mobile
advertising while protecting the consumer experience.

“The MMA's Global Mobile Advertising Guidelines are designed to provide the timely,
actionable guidance and insights necessary to continue maobile advertising's
phenomenal growth,” said Mike Wehrs, MMA president and CEO.

“By making each new version of the Global Mobile Advertising Guidelines available for
public review, the MMA ensures that this resource meets the needs of the entire mobile
advertising ecosystem.”

The review period for the new guidelines, version 4.0, runs through August 31 and is
open to the public, MMA members and MMA partner organizations. The new guidelines
will be published in September.

These include several major updates and additions like the MMA's new Universal Mobile
Advertising Package (UMAFP), which provides industry-standard ad units, an expanded
MM3 section, including new ad units and guidelines.

The Mobile Marketing Association (MMA) is the premier global non-profit trade
association established to lead the growth of mobile marketing and its associated
technologies. It consists of more than 700 member companies, representing over forty
countries around the globe and has

chapters in Africa. -
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South Africa: It's All About the Bottom Line

Mike Wehrs 11 August 2009

OPINION —
Email | Print | Comment

The mobile marketing industry is constantly
changing, and the latest example is the way that | Share:

younger companies and starfups are funded. " U
Gone are funding rounds that stretch deep into

the alphabet. Instead, investors are focusing on companies that have
technologies and business plans capable of delivering profits sooner rather
than later.

No surprise

. That preference shouldn't come as a surprise,
Eree Website considering how the economy has venture
Optimiser capitalists (VCs) hunkered down. Case in point;
Test Which Site In October 2008, one prominent VC firm had a
Content Converts. Try mandatory all-hands meeting for CEOs, the first
The_ G_Cmglle Website such meeting since the dotcom implosion.
Optimiser

v Google.com/WebsiteOpt

As attendees entered the conference room, they
#ds by Google  were greeted with a slide that showed a
tombstone and the inscription "RIP, Good
Times." During the meeting, one general partner stressed, "For those of you
that are not cash-flow positive, get there now. Raising capital is nearly
impossible if you're too far off of cash flow positive.”

Another agreed: "Getting another round if you're not profitable will be rough.
Do everything possible to get to cash flow positive. Now " Yet another said,
"You must get to profitability as soon as possible to weather this storm and be
self-sustaining.”

Such is the new reality facing all tech companies, including members of the
mobile marketing ecosystem.

The new reality

Under the old funding model, startups got a seed

round to build a prototype, followed by an A Business Angel

round to move that prototype to commercial (London)

readiness. The B round helped get the company  pownload our Free

cash flow positive and start expanding, and a C guide to raising finance
round could be added for tasks such as of up to £2m

capitalising on incoming opportunities and v envestors.co.uk
enabling faster growth. Each round typically had

new investors alongside existing ones, with the Ads by Google
latter usually reducing their participation each

time.
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It's all about the bottom line + Show next mobile
. advertizing article
By: Mike Wehrs

The worst economy overseas in generations has VCs changing the way they fund
young companies. Here's how that shift affects mobile marketing firms internationally.

The mobile marketing industry is constantly changing, and
the latest example is the way that younger companies and
startups are funded. Gone are funding rounds that stretch
deep into the alphabet. Instead, investors are focusing on
companies that have technologies and business plans
capable of delivering profits sooner rather than later.

No surprise

That preference shouldn't come as a surprise, considering
how the economy has venture capitalists (VCs) hunkered
down. Case in point: In October 2008, one prominent ¥C firm
had a mandatory all-hands meeting for CEOs, the first such
meeting since the dotcom implosion.

As attendees entered the conference room, they were greeted with a slide that showed
a tombstone and the inscription "RIP, Good Times.” During the meeting, one general
partner stressed, “For those of you that are not cash-flow positive, get there now.
Raising capital is nearly impossible if you're too far off of cash flow positive.”

Another agreed: “Getting another round if you're not profitable will be rough. Do
everything possible to get to cash flow positive. Now.”

Yet another said, “Y'ou must get to profitability as soon as possible to weather this
storm and be self-sustaining.”

Such is the new reality facing all tech companies, including members of the mobile
marketing ecosystem.

The new reality

Under the old funding model, startups got a seed round to build a prototype, followed
by an A round to move that prototype to commercial readiness. The B round helped
get the company cash flow positive and start expanding, and a C round could be
added for tasks such as capitalising on incoming opportunities and enabling faster
growth. Each round typically had new investors alongside existing ones, with the latter
usually reducing their participation each time.

Under the new model, a single VC needs to plan to fund the business from seed all the
way through to the point where the business can fund itself. As a result, there aren't
multiple VCs sharing the risk, so the company is under far greater pressure to get to a
self-funding position as quickly as possible.

The upshot is that the new funding environment favors companies that have best
chance of being profitable quickly. By demonstrating a clear, fast return on investment
(RQOI) to potential customers, a mobile marketing company creates value not just in
the eyes of those custormers, but of VCs, too.
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Starcom: moOunbHanA pexknaMa CTaHOBHTCA BaMHOH

™

PeknaMmodaTenAM BaMHO BCTPavBaTe MobWNbHYW peknaMmy B MegWaMukc. Beab noduTw AgBe TpeTk (63%)
NnonbzoBaTensi MobunbHbiX ycTpoRcTe B CLUA WMCnons3yoT WX AnA Toro, 4Tobbl pearMpoBaTh Ha peknaMy B
apyrux Menna, B NepEyw odepedb - Ha peknamy out-of-home w undpoeoe Buaeo. Takwe cEeOeHWA
coaep#aTcA B AoKNage, BbiNyleHHOM WCCNeAoBaTenbCKoW KoMnaHwed Starcom USA. BblAepXKW W3 HEro
npueoguT Media Post.

B Starcom yTBepAakoT, UTo BNaAenblbl MobWibHbIX TenedoHoE Hanbonee UaCTo pearvpyoT C UX MOMOLUbID
Ha peKknaMy <«BblCOKOTEXHOMOMMUHbIX» TOBApOB, HanpuMep 3BTOMOGWNER, NoTpebuTenbCcKoR 3MNeKTPOHUKK K1
KOMMBIOTEPOB. 3TO W HEYAWBMTENbHO: T, KTO aKTWBHO Mofb3yeTCA COTOBbLIM TenedioHoM MW cMapTdgoHoM,
Kak npaewno Bonee «NoAKOBaHbI» B TEXHUUECKUX BONpocax, dem noTpebutenu B cpegHemM.

B Starcom W paHblue YTEEpXAanW, YTo Yy NOAeH He BbIZbIE3eT pe3koro nNpoTUBoAsRcTEBUA MobBUNbHanA
peknama. [NaBHOE, UTD WX PazApaXcaeT - 3To OTCYTCTEWE PEeKnambl, KoTopas Obl Obina UM afeKBaTHAE.
HoBble AaHHble TOMBKO MNOATBEPMAAKOT BbICOKYH 3(MPEKTUBHOCTh MOBWMIBHOA peknambl B MeauaMMKCe.
«liMeHHO MobWNbHbIE YCTPOWCTEa CTaHOBATCHA ,BopoTamu”, uepez KoTopble noTpebuTenb HauwHaeT
BZaUMOAEACTBOBaTL C GpeHAaMn W nonydaTs Gonblle WHGOPMaLMKM 0 PEKNAMUPYEMBIX TOBApax W yCnyraxs,
- Nog4yepkuMeaeT bpaHaoH CTapkodd (Brandon Starkoff), cTapwwid BuUe-npezwnaeHT Starcom.

KoMnaHui MoryT MCNoMNb30BaTh CNeayHLWWe NPpMMepbl yAadYHbix MEANaMUKCOB C MCNONb30BaHWEM MoBUNBHOA
pernamMbl. Ee mMoxeT AonoAHATb HE TOMbKO oHNanHoEaA pernama, HO Take:

- HapyxXHaAa peknaMa, KoTopas npeanaraeT OTNPaBMTb HaneyaTaHHold B peknaMe Kol CoO CBOEro
mMobunsHoro TenedoHa

- peKnaMa B MecTax NpoAax

- peKnaMa B NeyaTHbiX U34aHWAX

- TenepeknaMa.

HanomMHWM, 4To BbiMYLWEHHOE paHee WCCNedoBaHMe Accouvauny MobunbHoro mapkeTwHra (Mobile Marketing
Association), npogeMoHcTpupoBano, JTo  nogaenAwowees  bonbwwHcTeo  (70%)  pexnaMogaTtenen
WHTErpUpYHIT MOGUNBHYK pewnaMy C OHNaiHOBOM peknamol. Ha BTOpoM MecTe Mo pacnpocTpaHeHHOCTH
OKAZaNWCh PAZNWUHbIE TOPrOBbIE LWOY W BLICTABKMW (MX HAZBaNK NouTk 36% ONpOLWEHHDbIX).

B Starcom obpawatoT ocoboe BHWMaHWe Ha TO, 4TO MOBMNbHbIE YCTPOWCTEBa - 3TO YacTb MHOMMX
NOBCEAHEBHLIX 23HATMIA  COBpPEMEHHOro JenoBeka. [lo3TOMY SKCNEepPTwl  HACTOATENbHO  COBETYHT
«MPUBAZLIBATb® MOOWIbHYI peKnaMy K MOBCEAHEBHOM aKTWMBEHOCTW noTpebuTenei W CBAZLIBATb ee C
pPasNMUHBIMKA MECTHBIMW CEpPEMCAMM (MarasuHaMW, 2anpaBkaMu W Tak ganee). «ECnW KTo-TO WIeT npu
nomown MoBunsHoro TenedoHa pecTopad B ONPedeNeHHoW MECTHOCTM - eMy CTOMT MOKazaTb pop-up
GaHHep C TaKWM pECTOpPaHOM», - KOMMEHTWPYeT 3ToT coeeT CTapkodd. Takasa «=MecTHas» (To ecTb
NPUBAZEHHAA K KOHKPETHOMY MECTY pernaMa YacTo OKasbieaeTcA Kyda Gonee addexTvEHa, yem obbiuHoe
TekcTosoe coobljeHne, KOTOpPOE MNOMNb30BATEND MOXKET CHECTD «PasAPaMatoLMMs .

Mo cnoeam BWLle-NpezraeHTa Starcom, yHe CerofHA HeKoTOpble KOMOaHWKW TpaTAT Ha MOSMJ‘IbHYl’D pernamMy
Ao %3 MAH B rod WM CUWTaKT, 4To MoBunbHas peknamMa - BamHad 4acTbh WX MeguaMmuKca. Kak npaewno
bonbwe Ha MOﬁHJ‘IbHYI’D pernaMmy TpaTAT TEXHONOTMYECKHWE W aBToMobUNbHblE ﬁpeHﬂbl, W 4YyTb MeHblle -
NpoWusBoanTenn I'IOTpeGHTeJ'IbCKHX TOEB3pPOE W dJHHaHCOBbIe KOMMaHWA.

Mo matepuanam: http://www.mediabusiness.com.ua/
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"Evangelising the mobile
channel for use by brands"

Der Weltverband Mobile Marketing Association hat sich eine wichtige
Mission auf die Fahnen geschrieben: Jedem den Zugang zu Mobile
Marketing zu erméglichen

Die Mobile Marketing Association
(MMA) mit Hauptsitz in New York.”
USA weranstaltet vom 9. bls 10. Sep-
tember In Berlln bereits Zum fonften
Mal das Mablle Marketing Forum Eu-
rope'. Zentrales Thema lst das Stch
wort 'Brand Experence’: Wle nutzen
fithrende Handelsmarken mobile Ka-
ndle filr Marketingzwecke? Wie 1zt der
Status quoy Wie wollen sle in Zukunft
mit Ihren Kunden maobil (nteraglersn?

Alz Referenten peladen sind Vertreter
weltwelt aglerender Markenartlkler, 5o
sprleht Zafar Parlar, General Manager
Nike Torkel, 0ber die Ansprache
von Sportfans (ber den mobllen
Kanal. Hinde Pagani, Sendor Mo-

ketingforum.com. Dle Schwester-
Veranstaltung findet am 17. Movember
In Loe Angeles/TISA statt,

Dle MMA bezelchnet sich als die erste
Internationale Mon-Profit-Organdzation,
dle sich zum Ziel gesetzt hat, die Ent-
wicklung im Segment Moblle Marke-
ting aktlv voran zu trefben und mit der
Etablierung von 'moblle medla puideli-
nes' Zu unterstiltzen. Fu den Gber 700
Mitglledern der MMA gehfren Vertre-
ter aller Wertschopiungsebenen der
Moblle Marketing-Branche: Agentu-
ren, Werbungtrelbende, Endgerite-

blle Marketing Manager cioba '@y A&

Interactive Marketing Coca-Cola,
stellt Best Practises In der mobllen
Interaktlon mit Endverbrauchern
vor. Marc Mielau, Hzad of Diigltal Me-
dla, BMW, referlert (ber die Vorreiter
rolle des bayerischen Autobauers, der
den Kanal berelts selt zwel Jahren fOr
FKundengewinnungs und Service-hak-
nahmen nutzt, Marco Hauprich, Vice
Presldent MNew Technologles bel der
Deutschen Post AG stellt das mobile
Portal des Dilenstlelstungsunterneh-
mens :0wle die neue IPhone-App-Ran-
o8 VL.

Im Laufe der zwel Tags werden aufer-
dem weltere Reprisentanten nambaf-
ter Marken, Medien, Mediaagenturen
und Hardware-Hersteller das Podlum
betreten. Weltere Infoe zu Agenda,
Veranstaltungsort und Tellnahmebe-
dingungen unter www.maobilemar-

Paul Berny: In many parts of the
world, [much of Africa, India and Latin
Amerlca for example] moblle owner-
ship far excesds that of televisions and
PCs. In these reglons, mobdle (5 already
the first screen that people approach.
For some, thelr fiest experlence of the
Internet will be on the moblle phone.
If you think about the mablle, it al-
ways on, always avallable nature pre-
sents a unique opportunlty for marke-
ters o engage directly with consumers,
enabling them to create a unigue and
meaningful dialogue of Interaction,

BaM: When do you think mokdls
will reach the status of other forms
of advertlslng such az TV, print’
film?

(™ ® o ee+* Mobile marketing Berny: By this, do youmeanwhen

AssncAton will mablle be commonty consld-

Hersteller, Mobllfunk-Provider und
-Distribuenten, Technologle-Dlenstlel-
ster und  Marktforschungsunternsh-
ICIEIL

MIt uber 40 weltwelten Vertretungsn
hat die MMA elnen guten Uberblick
Ober den aktuellen Stand hinsichtlich
der jewellicen natlonalen Markirelfe
von Mobile Marketing, B&M sprach
mit Paul Berny, Managing Director
der MAA Europe, Ober Status quo wnd
Potenzial in Deutschland im Verglelch
zu anderen internationalen Markten.

Ba&M: You have previously mentioned
that mobile will soon be the preferred
‘zcreen' around the globe, What do you
mean by 'soon's

ered asa standard marketing chan-
nel rather than as a test or nlche move?
If 50, the very answer to this 15 at the
heart of the MMA's global outreach. 1
think we are already approaching the
time when mobile will be considered
as valuable a channel as other more
established means. Ower the last twel-
ve months, we have seen exceptional
groveth In the use of moblle markestng,
The opportunlty for marketers to use
the channel to reach thelr audlence on
a global scale across many moblle de-
vices Is Incredible, and thers 15 no dou-
bt (n my mind that, Implemented in
the rlght way, moblle marketing cam-
palgns will continue to take-off, and
succeed. One thing Is for certaln, the
mobile channe] I= here to stay. We use

olr mobiles every day, they are always
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on, always connected and no other
channel has the power to enable brands
to engage with their customers on such
a direct one-on-one basls.

B&M: Currently in Germany there are
only a few specialised agencles that
share the few moblle budgets. How will
the market come to maturity?

Berny: Germany Is one of the most Im-
portant markets for moblle globally and
the MMA belleves that 1t has a strong
role to play In helping build that mar-
ket. There are a number of German
apencles who are members of the MMA
and BVDW Including The YOC Group,
12 Snap and MEC Interaction. Germa-
ny represents a major moblle market
both in Europe and worldwide and
with the work of the MMA and the
BVDW, Gemman brands and agencles
will be able to work more closely tog-
ether to make the path to moblle cam-
palgn Implementation as easy and
straightforward as possible. The upco-
ming Moblle Marketing Forum in Ber-
lin provides a forum for German moblle
marketing agencles as well as brands,
operators, content providers and agen-
cles from across Europe to come tog-
ether and share real life moblle marke-
ting success storles.

B&M: Who in your opinion will take
over the key role (in the sense of inno-
vation and thought leadership) in the
mobile market: moblle operators, con-
tent producers, hand held device manu-
facturers or brands?

Berny: In order for moblle to truly take
off, all parts of the ecosystem need to
work together to shape the growth of
mobile. That’s where the MMA comes
In. We are the plue between all of the
different players In the Industry, from
content creators to advertisers to opera-
tors, educating and evangelising the
mobile channel for use by brands and
content providers. We're committed to
moving the moblle marketing Industry
forward for the benefit of everyone. As
an action-orlented, member-driven
trade association, we incorporate the
entire ecosystem into all of the work
that we do.

B&M: In Novemnber the MMF will take

place In Los Angeles. How does the
marketability of mobile marketing differ
{n comparison to the USA and the Euro-
pean market?

Bemny: There Is no uniform adoption
curve regarding mobile so It's hard to say
at what level each market is adopting
moblle. However, there are common fac-
tors that are driving the uptake of mobile
marketing across the plobe. Enhanced
battery life, larger screen size, higher re-
solution and faster networking speeds
are all contributing to a richer, more im-
mersive mobile marketing experlence.
In particular, as operators offer fiat rate
data packages and browsing capablilities
continue to improve; the moblle
Internet experlence will conti-
nue to develop offering brands
an excellent opportunity to
reach thelr audlence via the
phone in thelr pocket.

B&M: In Germany it is maln-

ly the automoblle, telecom-
munications industry as well
as some organisations in the
FMCG Industry (e.g. Coca Co-
la, Masterfood) that are using
moblle marketing. How does this
compare to the US/ UK?
Berny: In our experience, there
are a number of brands who
are almost always leaders
{n any new channel. NI-

ke and Coca-Cola for 5
example have been o4
very early adopters .-
of the mobtle chan- {
nel. As you'll be ab- %1
le to see from the !
line up at the
MMF
Ber-

\1\|"

A 8\
Pawl Berny,
Managtng Director
MMA Europe

foy
ey,

A:..,..'n\ A\
-5 A LA \\
L > .y

Iin, there are a range of speakers across
many different sectors including Deut-
sche Post, Nestlé, The BBC, Coca-Cola,
BMW, Proctor and Gamble and Lufthan-
sa. These are some of the world’s biggest
and most recognisable brands and all are
incredibly passionate about the mobile
channel. The range of speakers across
the financial services, automotive, FM-
CG and publishing sectors Is a true testa-
ment to the growing power of mobile.

{Interview: Katrtn Sassenhausen)
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TERMIMNE 2009

NOKIA WORLD 2009

2. und 3. September In Stuttgart, Fachkongress. Veranstalter: Mokia.
Infos unter http://events.nokia. com/noklaworld /home. htm

INTERNATIONALE FUMNKAUSSTELLUMNG 1RA
4. bis 0. September {n Berlin, Veranstalter: Messe Berlin, Infos unter wwwilfa-berlin.de

MMA MOEBILE MARKETING FORUM EUROPE

Q. und 10. September in Berlin, Fachkongress. Veranstalter: Mobile Marketing Assoclation (MMA),
Infos unter www.mobilemarketingforum.com

2. MOBILE MEDIA FORUM
17. September in Wiesbaden, Fachfagung, Veranstalter: Fachhochschule Wieshaden.
Infos unter www.mobllemediaforum.de

DMEXCO
23.und 24. September In Kdln, Kongressmesse, Veransfalter: Koelnmesse GmbH.
Infos unter www.dmexco.de

ECO KOMGRESS 2009 - SHARPENING THE IMAGE
22, und 30. September In Kdln, Kongress. Veranstalter: eco Verband der deutschen Internetwirtschaft e,V
Infos unter www.eco.de/veranstaltungen

MEDIEMTAGE MUNCHEM

28. bis 30. Oktober in Minchen. Kongressmesse. Veranstalter: Medlentage Milnchen GmbH.
Infos unter wwwmedientage.de

BROADCAST & MOBILE 5/09 ERSCHEINT ENDE OKTOBER
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Event: Mobile Marketing Forum

FH 31, August 2009 '_-CJ Kommentare 5@ Einen Kommentar schreiben

MobileMarkehng | FOHUM Die Mobile Marketing Association (MMA)
best3tigte jetzt zwalf der weltweit

fihrenden Markenunternehmen als Referenten des j3hrlichen Mobile Marketing Forum, das
vom 09, bis 10. September in Berlin stattfindet. Mit Unternehmen wie Pepsi, BMW, Deutsche
Post, Lufthansa, MNestle, Sony Ericsson und vielen mehr wird sich die diesjdhrige Veranstaltung
auf das Thema "brand experience” fokussieren.

Anschauliche und interaktive Prasentationen, Fallstudien und Podiumsdiskusisonen von den
Wegbereitern des Mobile Marketings sollen veranschaulichen, was Marken von "Mobile”
erwarten und welche Praktiken derzeit in Europa und weltweit angewandt werden. Aus dem
Programm: "Reaching out to sports fans through mobile media”™ (Nike); "What is the Coca-Cola
global approach to mobile marketing?”; "BMW's use of mobile as a part of its marketing

m,oow

strategy”™; "How Publishers Approach the Mobile Channel” (BBC, hier diirfte auch die App

BBCReader Erwahnung finden); "Deutsche Post goes mobile™; "Mobile Advertising Case
Studies” (Wunderman).

Durch die teilweise zeitliche Uberlappung mit der Internationalen Funkausstellung (IFA) wird
der Berliner Event flUr Mobile Professionals nochmals interessanter. Interessenten, die es
dennoch nicht einrichten kdnnen, wird hier die Registrierung fir 'interaktive’ - also auch das
Stellen von Fragen erlaubende - Live Stream Webcasts angeboten. Der Event wird von der
MMA gemeinsam mit Informa Telecoms and Media ausgerichtet. Die Teilnahme kostet von 75
Euro (halbt3giger Webcast) bis zu 2.495 Euro ("Gold Pass” fiir beide Forumstage).
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(¥) Mobile Marketing Forum
0 jeudi 06 aoiit 2009

9 et 10 septembre 2009
MH Berlin Mitte Hotel
Berlin

Avec huit des plus grandes marques internationales déja confirmées, 'événement sera axé avant tout sur 'expérience de ¢
rarques : I'utilisation du canal mobile pour le marketing, I'évolution des relations avec les consommateurs a travers le maol
et les succés notables remportés a ce jour.

Les participants suivants prendront |a parole et seront disponibles pour un entretien en téte 3 téte

Coca-Cola - Hinde Pagani: Senior Mobile Marketing Manager, Global Interactive Marketing
BMWY - Marc Mielau: Head of Digital Media

BBC Worldwide - Tom Bowman: VP International Ad Sales

Lufthansa - Marcus Casey: Director, Global Ecommerce and Mobile Services

Mike - Zafar Parlar. General Manager, Mike Tarkiye

Mestlé - Vanderlei Roque dos Santos: eBusiness Leader

Qrange Advertising Network - Bruce Hoang: Group Head of Media Research

Mobile Marketing Association - Mike Wehrs, President and CED

Seront également présents - Hanzo, Wunderman, Telecom Italia, Mobile Dreams Factory, Think Big Mobile, Mobile Advertisi
Products & Solutions, Jinny Software, -MEW Communicative Solutions, Openwave, We Love Mobile, Rapide Communicatio
Starfish Mobile.

La liste compléte des participants confirmés 3 ce jour est disponible via ce lien
hitp:/fwww.mobilemarketingforum.comi?q=node/7 19
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5éme Mobile Marketing Forum Europe
(Berlin 9 et 10 septembre)

Register NOW Mobile Marketing | FORUM [H1*8

Click here Anytime, anywhere marketing... Go Mobie! i"ri :ﬂ

Avec huit des plus grandes margues internationales déja confirmées, Févénement sera axé avant
tout sur Fexperience de ces margues : futiization du canal mobile pour le marketing, Févolution
de= relations avec les conzommateurs 3 travers le mobile et les succés notables remportés & ce
jour : Comment Coca-Cola utilise le canal mobile dans le monde entier, Comment les éditeurs
approche canal mobile, Le marketing mobile en 2010 et au-dela, Comment lexpérience de
lutilizateur wa changer le marketing mobile.

Le MMF Berlin =era une excellente opportunité d’assister aux prizes de paroles de nombreuses
marques de haut =tanding d°agences et d'opérateurs mobilez leaders afin den =avoir plus sur
leurs stratégies et =ur Fefficacité des campagnes lancées a ce jour.

Le= participants suivants prendront la parole et seront disponibles pour un entretien en téte &
téte

Coca-Cola - Hinde Pagani: Senior Mobile Marketing Manager, Global Interactive Marketing
BMW - Marc Mielau: Head of Digital Media

BEC Worldwide - Tom Bowman: VP International Ad Sales

Lufthanza - Marcus Cazey: Director, Global Ecommerce and Mobile Services

Nike - Zafar Parlar. General Manager, MNike Tlrkiyve

Mestle - Vanderlei Rogue dos Santos: eBusiness Leader

Orange Advertizing Network - Bruce Hoang: Group Head of Media Research

Mobile Marketing As=ociation — Mike Wehrs, President and CECQ

Seront &galement présents : Hanzo, Wunderman, Telecom talia, Mobile Dreams Factory, Think Big
Mobile, Mobile Advertizing Products & Solutions, Jinny Software, FNEW Communicative Solutions,
Openwave, We Love Mobile, Rapide Communication et Starfizh Mobile.
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2 Mobile Marketing Forum

Le 06-Aug-2009

9 et 10 septembre 2009
NH Berlin Mitte Hotel
Berlin

Avec huit des plus grandes marques internationales déja confirmées, I'événement sera axé avant tout sur
l'expérience de ces marques : l'utilisation du canal mobile pour le marketing, I'évolution des relations avec les
consommateurs a travers le mobile et les succés notables remportés & ce jour.

Les participants suivants prendront la parole et seront disponibles pour un entretien en téte 3 téte :

Coca-Cola - Hinde Pagani: Senior Mobile Marketing Manager, Global Interactive Marketing
BMW - Marc Mielau: Head of Digital Media

BBC Worldwide - Tom Bowman: VP International Ad Sales

Lufthansa - Marcus Casey: Director, Global Ecommerce and Mobile Services

Nike - Zafar Parlar: General Manager, Nike Turkiye

MNestlé - Vanderlei Rogue dos Santos: eBusiness Leader

Crange Advertising Network - Bruce Hoang: Group Head of Media Research

Maobile Marketing Association - Mike Wehrs, President and CEO

Seront également présents : Hanzo, Wunderman, Telecom ltalia, Mobile Dreams Factory, Think Big Mobile, Mobile
Advertising Products & Solutions, Jinny Software, FNEW Communicative Solutions, Openwave, We Love Mobile,
Rapide Communication et Starfish Mobile.

La liste compléte des participants confirmés a ce jour est disponible via ce lien

hitp:/weww . mobilemarketingforum. comi?g=node/719
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COCA-COLA, BMW, PEPSI, NESTLE ¥ NIKE COMPARTEN SUS ESTRATEGIAS DE MARKETING MOVIL EN EL
PRINCIPAL EVEWTO DE LA INDUSTRLA

Forum de marketing moévil en Europa reune a
las marcas mas importantes del mundo

28-08-2009 | La Asociacion de Marketing Mavil (MMA) anuncid hoy que 12 de las mas grandes
marcas del mundo han confirrmado su participacidn para hablar en el Forum de Marketing Mavil
(MMF) de Europa, convittiéndolo en el evento de marketing mas atendido del afio. Con oradores
de marcas comao Auto Trader, BBC World Wide, BMW, Coca-Cola, Deutsche Post, Lufthansa,
Mestlé, Mike, Procter & Gamble, Pepsi, RTL y Sony Ericsson, el forum se centrara este afio en la
experiencia de marca (que quieren, necesitan y esperan las marcas del canal mavil y que
pueden y han alcanzado a través de el). El programa contard con una variedad de invitados de
alto perfil y comentaristas expertos, proporcionando una plataforma a los lideres de la industria
para discutir tendencias, compartir mejores practicas y debatir el futuro del mercado.

“El mdwil 5 el dnico medio que podernos usar para alcanzar, seleccionar, medir y recompensar
anuestros consumidores en tiempo real” | declard el Director de Mercadeo de Pepsi, Ugur
Oglu, cuando se le preguntd sobre sus razones para asistir al MMF; el primer evento en el cual
Pepsi discutira su estrategia mdvil. “Nosotros creemos que el canal mdvil es en realidad una
necesidad en la mezcla de mercadeo v que ademas representa una gran herramienta para
fidelizar y crear relaciones con los consumidores®.

MMF Europa se llevard a cabo entre &l 9y 10 de septiembre en el hotel MH Berlin Mitte en Berlin.
Durante los dos dias del evento, los asistentes podran oir e interactuar con los precursores de
la industria a través de ponencias, presentaciones, casos de estudio, paneles, entre otras
actividades, sobre lo que 1as marcas quieren del canal mdvil, lo que las agencias necesitan
para presentar a sus clientes este nuevo canal v lo que esta y no esta funcionando en otros
lugares de Europa vy del mundo.
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Aspectos destacables de la agenda:

Llegar a los fans del deporte a través de medios mdviles — Zafer Parlar: General Manager,, Mike
Turquia

Cudl es el enfoque global de Coca-Caola en marketing mdvil - Hinde Pagani: Senior Maobile
Marketing Manaager, Global Interactive Marketing, The Coca-Cola Company

Cdmo esta utilizando Mestlé el canal mavil - Vanderlei Roque dos Santos: eBusiness Leader,
Mestlé

Desafios en el Marketing Digital: Integracidn y uso del canal mdvil como parte de a estrategia
de mercadeo de BMW - Marc Mielau: Head of Digital Media, BMW

Cdmo abordan los publicistas el canal mavil - Torn Bowman: VP International Ad Sales, BBC
Waorldwide

Desarrollo de servicios mdviles en |a industria de aerolineas - Marcus Casey: Director, Global
Ecommerce and Mobile Semrvices, Lufthansa

Cdmo la camparia Tone&Win de Pepsi se convirtid en un caso de estudio para la region - Ugur
Caglu, Marketing Directar, Pepsi

Deutsche Postincursiona en el mercado mdvil: Una efectiva implementacion de estrategias
mdviles para la emnpresa lider en logistica del mundo - Marco Hauprich: Vice Presidente — New
Technologies, Deutsche Post

Presentacion de los resultados de la investigacidn sobre el uso del canal mavil en Europa
(Exposure Europe Research) - Bruce Hoang: Group Head of Media Research, Orange
Advertising Metwork

Casos de studio de publicidad mdvil - Jon Wade: Digital Strategy Director, Wunderrman

“El canal mdvil esta generando una revolucion en el mercadeo de las comunicaciones, gracias
a su capacidad de llegar de una manera directa, personal y efectiva al consumidor dijo Mike
Wehrs, Presidente y CEO de la MMA. “La participacion en el MMF de Berlin de las 12 marcas
mas grandes y reconocidas del mundo para hablar sobre el canal mdvil, es un verdadero
testimonio de su poder de crecimiento. Mosotros como industria mavil estamos ahora
escuchando a las marcas y no hablando aisladamente del mercado. Estamos oyendo las
experiencias de marcas y agencias con el canal mavil, explorando sus oportunidades,
descubriendo nuevas ideas e inspirandonos unos a oftros™.

Para aquellos interesados que no podran viajar al forum en Berlin, la MMA ha desarrollado un
Live Stream Webcast interactivo, proporcionado por bnetfTV, que permite asistir e interactuar
vitualmente en tiempo real con los ponentes y moderadores del evento. Las personas
interesadas pueden registrarse en hitp2fwww.mobilemarketingforum.com/?q=node/719.

MMF Europa es producido por la Asociacion de Marketing Mavil (MMA) en asocio con Inforrma
Telecomns and Media. Entre los patrocinadores del evento estan Software, i-Mew
Communications, Openwave, comverse,Getlar, 2ergo, bnetTV, Smaato, y Velti. Para mayor
informacidn sobre el Forumn de Marketing Madvil Europa y registro al evento

hitp:ffwww. mobilemarketingforum. com.

64



Date: August 28, 2009
Circulation: 1, 040,537

http://www.marketinet.com/blog/index.php?entry=entry090828-121408

El Forum de mobile marketing reuniri a las marcas mas importantes del
mundo

2=, 12:14 PM - Mobile Marketing

in
I
e
I

La Asociacion de mobile marketing (MMA) anuncio hoy que 12 de laz mas grandes marcas del
mundo han confirmado su participacion para hablar en €l Forum de mobile marketing (MWMF) de
Europa, convirtiéndolo en el evento de marketing mas atendido del afio. Con oradores de marcas como
Auto Trader, BBC World Wide, BMW, Coca-Cola, Deutzche Post, Lufthanza, Mestlé, Nike, Procter &
Gamble, Pepsi, RTL v Sony Ericz=zon, el forum se centrard este afio en la experiencia de marca (que
quieren, necesitan y esperan las marcas del canal movil y que pueden y han alcanzado a través de el). El
programa contard con una variedad de invitados de alto perfil v comentaristas expertos, proporcionando
una plataforma a loz lideres de la industria para discutir tendencias, compartir mejores practicas v debatir
el futuro del mercado.

El mavil &= €l (inico medio que podemos usar para alcanzar, seleccionar, medir y recompensar a
nuestros consumidores en tiempo real, declard el Director de Mercadeo de Pepsi, Ugur Oglu, cuando =&
le preguntd =obre sus razones para asistir al MWMF; €l primer evento en €l cual Pepsi discutird su
eztrategia movil. "Mozotros creemos que el canal movil es en realidad una necesidad en la mezcla de
mercaden v que ademas representa una gran herramignta para fidelizar v crear relaciones con lns
consumidores’.

Anytime, Anywhere
Marketing...

MKF Europa se llevara a cabo entre €l 9 y 10 de septiembre en &l hotel MH Berlin Mitte en Berlin.
Durante los dos dias del evento, los azistentes podran oir & interactuar con los precursores de la
industria a través de ponencias, presentaciones, casos de estudio, paneles, entre otras actividades,
zobre lo que las marcas quieren del canal mavil, Io gque las agencias necesitan para presentar a sus
clientes este nuevo canal y lo gque =ta v no esta funcionando en otros lugares de Europa y del mundo.
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Aspectos destacables de la agenda

Liegar a In= fans del deporte a través de medios maviles 3#8211; Zafer Parlar: General Manager,, Nike
Turguia

Cual e= el enfoque global de Coca-Cola en mobile marketing - Hinde Pagani: Senior Mobile Marketing
Manager, Global Interactive Marketing, The Coca-Cola Company

Como esta utiizando Mestlé el canal movil - WVanderlei Rogue dos Santos: eBusiness Leader, Nestle

De=afios en el Marketing Digital: Integracion v uzo del canal movil como parte de la estrategia de
mercadeo de BMW - Marc Mielau: Head of Digital Media, BMW

Como abordan los publicistas el canal movil - Tom Bowman: WP International Ad Sales, BBC Worldwide

De=zarrollo de =ervicios maviles en la industria de aerolineas - Marcus Casey: Director, Global Ecommerce
and Mobile Services, Lufthansa

Como la campafia Tone&Win de Pepsi =& convirtio &n un caso de estudio para la region - Ugur Oglu,
Marketing Director, Pepsi

Deutzche Post incursiona en el mercado movil: Una efectiva implementacion de estrategias moviles para
la empre=a lider en logistica del mundo - Marco Hauprich: Vice Presidente 8#3211; New Technologies,
Deutsche Post

Presentacion de los rezultados de la investigacion =obre el uso del canal mavil en Europa (Exposure
Europe Rezearch} - Bruce Hoang: Group Head of Media Regearch, Orange Advertizing Network

Ca=sos de studio de publicidad movil - Jon Wade: Digital Strategy Director, Wunderman

°El canal movil e2td generando una revolucion en el mercaden de |as comunicaciones, gracias a su
capacidad de llegar de una manera directa, personal vy efectiva al consumidor dijo Mike Wehrs,
Presidente v CEQ de la MM4. "La participacion en el MMF de Berlin de las 12 marcas mas grandes v
reconocidas del mundo para hablar sobre &l canal mavil, &= un verdadero testimonio de su poder de
crecimiento. Nosotros como industria movil estamos ahora escuchando a las marcas v no hablando
aizladamente del mercado. Eztamos ovendo las experiencias de marcas v agencias con €l canal mavil,
explorando sus oportunidades, descubriendo nuevas ideas e inspirandonos unos a otros’.
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Para aguellos interesados que no podran viajar al forum &n Berlin, la MMA ha desarrollado un Live Stream
Webcast interactivo, proporcionado por bnetTV, que permite azistir e interactuar virtualmente en tiempo
real con los ponentes y moderadores del evento.

WMWF Europa es producido por la Asociacion de mobile marketing (MWA) en asocio con Informa Telecoms
and Media. Entre los patrocinadores del evento estan Software, i-Mew Communications, Openwave,
comverse, Getlar, 2ergo, bnetTV, Smaato, y Vel

Acerca de Mobile Marketing Association (MMA)

La A=sociacion de mobile marketing (MMA) = |a primera asociacion global =in fines de lucro que =&
e=fuerza por estimular &l crecimiento del mobile marketing v sus tecnologias asociadas. La MWA &= una
organizacion orientada a la accion, dizefiada para eliminar los obstdculos del desarrollo del mercado,
establecer pautas para los medios moviles v mejores practicas para un crecimiento =ostenible v para
informar =obre &l uso de lns canales maviles. Las mas de 700 companiias que lo conforman v que
representan mas de cuarenta paizes, incluyen todos log miembros del ecosistemna de los medios moviles.
Laz oficinas centrales mundiales de la MMA e=tan ubicadas en Estados Unidog, con sucursales en
Ameérica del Morte (MA), Europa (EUR), América Latina (LATAM), Medio Oriente y Africa (MEA), v A=ia-
Pacifico (APAC).

La =erie de forums que desarrolla la MMA rednen al ecosistema completo del mobile marketing bajo un
mizmo techo para presentar experiencias y conocimiento de cualguier evento del ecosistema. Los forum
=& llevan a cabo en cada regidn a lo largo del afio v comprenden una completa agenda de
presentaciones interactivas, debates v casos de estudio de marcas lideres, operadores v agencias.

mas informacion
hitp:ihwnaner. mobilemarketingforum.com
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Forum de marketing movil en Europa

reune a las marcas mas importantes del
mundo

La Asociacidn de Marketing Mavil (MMA) anuncid que 12 de las mas grandes marcas del mundo han confirmado su participacion para hablar en el
Forum de Marketing Mavil (MMF) de Europa, convirtiéndolo en el evento de marketing mas atendido del afio. Con oradores de marcas como Auto
Trader, BEC World Wide, EMW , Coca-Cola, Deutsche Post, Lufthansa, Nestlé, Nike, Procter & Gamble, Pepsi, RTL v Sony Ericsson, el forum se
centrard este afio en la experienda de marca (gque guieren, necesitan y esperan las marcas del canal movil y gue pueden y han alcanzado a
través de el). El programa contara con una variedad de invitados de alto perfil y comentaristas expertos, proporcionando una plataforma a los
lideres de la industria para discutir tendendias, compartir mejores practicas y debatir el futuro del mercado.

"Bl mavil es el inico medio que podemos usar para alcanzar, selecconar, medir y recompensar a nuestros consumidores en tiempo real” , dedard
el Director de Mercadeo de Pepsi, Ugur Oglu, cuando se le preguntd sobre sus razones para asistir al MMF; el primer evento en el cual Pepsi
discutird su estrategia mavil. "Mosotros creemos que el canal mavil es en realidad una necesidad en la mezda de mercadeo y que ademas
representa una gran herramienta para fidelizar v crear reladones con los consumidores”,

MMF Europa se levard a cabo entre el 9 y 10 de septiembre en el hotel NH Berlin Mitte en Berlin, Durante los dos dias del evento, los asistentes
podran oir e interactuar con los precursores de la industria a través de ponencias, presentaciones, casos de estudio, paneles, entre otras
actividades, sobre lo que las marcas quieren del canal mévil, lo que las agendias necesitan para presentar a sus dientes este nuevo canal v lo que
estd y no estd fundonando en otros lugares de Europa y del mundo.

Aspectos destacables de la agenda:

s Llegar a los fans del deporte a través de medios maviles — Zafer Parlar: General Manager,, Mike Turquia

» Cudl es el enfoque global de Coca-Cola en marketing mévil - Hinde Pagani: Senior Mobile Marketing Manager, Global Interactive Marketing, The
Coca-Cola Company

» Como esta utilizando Nestlé el canal mdvil - Vanderlei Rogue dos Santos: eBusiness Leader, Mestlé

+ Desafios en el Marketing Digital: Integracidn y uso del canal mdvil como parte de la estrategia de mercadeo de BMW - Marc Mielau: Head of
Digital Media, BMW

+ Cémo abordan los publicistas el canal mévil - Tom Bowman: VP International Ad Sales, BEC Worldwide

s Desarrollo de servicios maviles en la industria de aerolineas - Marcus Casey: Director, Global Ecommerce and Mobile Services, Lufthansa

« Cémo la campafia Tone&Win de Pepsi se convirtid en un caso de estudio para la regidn - Ugur Oglu, Marketing Director, Pepsi

« Deutsche Post incursiona en el mercado mavil: Una efectiva implementacidn de estrategias méviles para la empresa lider en logistica del mundo -
Marco Hauprich: Vice Presidente — New Technologies, Deutsche Post

« Presentacidn de los resultados de la investigacidn sobre el uso del canal mévil en Europa (Exposure Europe Research) - Bruce Hoang: Group
Head of Media Research, Orange Advertising Network

» Casos de studio de publicidad mévil - Jon Wade: Digital Strateay Director, Wunderman

"El canal mdvil esté generando una revolucdn en el mercadeo de las comunicaciones, gracias a su capacidad de llegar de una manera directa,
personal y efectiva al consumidor” dijo Mike Wehrs, Presidente y CEO de la MMA. "La participacion en el MMF de Berlin de las 12 marcas mas
grandes y reconocidas del mundo para hablar sobre el canal mdvil, es un verdadero testimonio de su poder de credimiento. Nosotros como
industria mévil estamos ahora escuchando a las marcas y no hablando aisladamente del mercado. Estamos oyendo las experiencias de marcas y
agendas con el canal mavil, explorando sus oportunidades, descubriendo nuevas ideas e inspiréndonos unos a otros”,

Fuente: Newlink PR
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FORUM DE MARKETING MOVIL EN
EUROPA REUNE A LAS MARCAS MAS
IMPORTANTES DEL MUNDO

Coca-Cola, BMW, Pepsi, Nestlé v Nikke comparten sus estrategias de
marketing mdvil en el principal evento de la industria

Mueva York; Londres; Sao Paulo v Singapur - 27 de Agosto, 2009 - Le
Aszpciacion de Marketing Mawil {(MMA) anuncido hoy que 12 de las mas
grandes marcas del mundo han confirmado su participacian para
hablar en el Forum de Marketing Mavil (MMF) de Europa, convirtiéndolc
en el evento de marketing mas atendido del afio. Con oradores de
marcas como Auto Trader, BBC World Wide, BMW, Coca-Cola,
Deutsche Post, Lufthansa, Nestl@————----&, Mike, Procter & Gamble,
Pepsi, RTL v Sony Ericssaon, el forum se centrara este afio en la
experiencia de marca (gue gquieren, necesitan v esperan las marcas d¢
canal mawvil v gue pueden v han alcanzado a través de el). El program
contara con una variedad de invitados de alto perfil v comentaristas
expertos, proporcionando una plataforma a los lideres de la industria
para discutir tendencias, compartir mejores practicas v debatir el
futuro del mercado. "El mavil es el Unico medio que podemos usar par
alcanzar, seleccionar, medir y recompensar a nuestros consumidores
en tiempo real” , declard el Director de Mercadeo de Pepsi, Ugur Calu,
cuando se le preguntd sobre sus razones para asistir al MMF; el primer
evento en el cual Pepsi discutira su estrategia movil. "Nosotros
creemos que el canal mavil es en realidad una necesidad en la mezcla
de mercadeo vy que ademas representa una gran herramienta para
fidelizar v crear relaciones con los consumidares”. MMF Europa se
llevard a cabo entre el 9 v 10 de septiembre en el hotel MH Berlin Mitte
en Berlin. Durante los dos dias del evento, los asistentes podran oir e
interactuar con los precursores de |la industria a través de ponencias,
presentaciones, casos de estudio, paneles, entre otras actividades,
zobre lo gue las marcas quieren del canal mawil, lo que las agencias
necesitan para presentar a sus clientes este nuevo canal v lo que esta
v no estad funcionando en otros lugares de Europa v del mundo.
Aspectos destacables de la agenda: » Llegar a los fans del deporte a
través de medios moviles - Zafer Farlar: General Manaager,, Nike
Turquia » Cudl es el enfogue global de Coca-Cola en marketing mavwil
Hinde Pagani: Senior Mobile Marketing Manaager, Global Interactive
Marketing, The Coca-Cola Company * Como estd utilizando Nestlé el
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canal mavil - Wanderlei Rogue dos Santos: eBusiness Leader, Nestlé »
Desafios en el Marketing Digital: Integracion v uso del canal movil
como parte de |a estrategia de mercadeo de BMW - Marc Mielau: Head
of Digital Media, BMW * Camo abordan los publicistas el canal madwil -
Tom Bowman: WP International Ad Sales, BBC Worldwide » Desarrollo
de servicios maviles en la industria de aerolineas - Marcus Casey:
Director, Global Ecommerce and Mobile Services, Lufthansa » Comao la
campana Tone®Win de Pepsi se convirtio en un caso de estudio para la
region - Ugur Oglu, Marketing Director, Pepsi * Deutsche Post
incursiona en el mercado movil: Una efectiva implementacion de
estrategias maviles para la empresa lider en logistica del mundo -
Marco Hauprich: Vice Presidente - New Technologies, Deutsche Post »
Presentacion de los rezultados de la investigacion sobre el uso del
canal mavil en Europa (Exposure Europe Research) - Bruce Hoang:
Group Head of Media Research, Orange Advertising Network » Casos
de studio de publicidad mowil - Jon Wade: Digital Strategy Director,
Wunderman "El canal mavil esta generando una revolucian en el
mercadeo de las comunicaciones, gracias a su capacidad de llegar de
una manera directa, personal v efectiva al consumidor” dijo Mike
Wehrs, Presidente v CEQ de la MMA. "La participacion en el MMF de
Berlin de las 12 marcas mas grandes v reconocidas del mundo para
hablar sobre el canal mowvil, es un verdadero testimonio de su poder de
crecimiento. Nosotros como industria mévil estamos ahora escuchando
a las marcas v no hablando aisladamente del mercado. Estamos
oyendo las experiencias de marcas v agencias con el canal madwvil,
explorando sus oportunidades, descubriendo nuevas ideas e
inspirandonos unos a otros”. Para aquellos interesados que no podran
viajar al forum en Berlin, la MMA ha desarrollado un Live Stream
Webcast interactivo, proporcionado por bnetTV, gue permite asistir e
interactuar virtualmente en tiempo real con los ponentes v
moderadores del evento. Las personas interesadas pueden registrarse
en http:/fwww.mobilemarketingforum.com/?g=node/719. MMF Europa
es producido por la Asociacian de Marketing Mowil (MMA) en asocio can
Informa Telecoms and Media. Entre los patrocinadores del evento
estan Software, i-Mew Communications, Openwave, comverse, Getlar,
Zergo, bnetTV, Smaato, v Velti. Para mayor informacian sobre el
Forum de Marketing Mawil Europa v registro al evento
http:/fwww.mobilemarketingforum.com
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Circulation: 8,373

http://www.pressreleasepoint.com/fo%CC%81rum-de-mobile-marketing-na-europa-atrai-maiores-marcas-
do-mundo

FORUM DE MOBILE MARKETING NA EUROPA
ATRAI AS MAIORES MARCAS DO MUNDO

Posted August 29th, 2009 by Mobile Marketin... in Wireless and Mobile Colorado

Vot cora-Cola, BMW, Pepsi, Nestlé e Nike falam de suas estratégias de

NowW  maohile marketing em um dos mais importantss eventos do setor

|buzz up
fNowva York; Londres, Sdo0 Paulo e Singapura - 27 de agosto de

W}bile Marketing Association (MMA) anunciou hoje a

} da presenca de 12 das maiores marcas do mundo para

Advertising . .. .

sians Arem na sua reunido eurcpéia anual, o Forum Europeu de
Custom Signs eting (MMF), tornando-o o evento de marketing de
Banners, Auto rigataria do ano. Com representantes de marcas gue

Wraps, Trade o Trader, BBC Worldwide, BMW, Coca-Cola, Deutsche
Displays & More.

Call Today.

weww. GMV-Graphics.cor [OTUM deste ano focara na experiéncia das marcas - o

n=a, Mestlé, Mike, Procter & Gamble, Pepsi, RTL & Sony

cas Querem, precisam e esperam do marketing movel, o
atingir & as metas que ja alcangaram. O programa vai
uma variedade de convidados de alto perfil

Bz especializados, fornecendo uma plataforma para os

distria para discutir tendéncias, compartilhar as melhores
praticas e debater sobre o futuro do =etor.
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"0 meioc mavel € o dnico gue podemos usar para alcancar, medir
recompensar os nossos clientes em tempo real,” afirmou Ugur Oglu,
Diretor de Marketing da Pepsi, guando lhe foi perguntado sobre suas
razdes para participar do MMF, o primeiro evento no qual a Pepsi ira
discutir sua estratégia mavel. "Realmente, acreditamos que a
publicidade mawel & imprescindivel na mistura de meios de
marketing, & representa uma grande revolugdo no engajamento com
o= clientes”.

O MMF Europeu =sera realizado entre o= dias 9 e 10 de setembro no
Hotel NH Berlin Mitte, em Berlim, na Alemanha. Durante esses dois
dias, o= participantes poderdo escutar 2 interagir com o0 precursores
da area de mobile marketing por meio de discursos, apresentagies,
caszos de estudo, painéis e oportunidades para a formacdo de redes.
Além disso, poderdo ouvir o que as marcas querem do mobile
marketing, o que as agéncias precisam garantir para utilizar o mobile
marketing para os seus clientes & o que estd e ndo estad funcionando

em outros lugares da Europa e em outras partes do mundo.
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0= pontos de destague da agenda incluem:

# Ter chegada aos faz dos esportes por meio de meios maveis -
Fafer Parlar: Gerente Geral da Nike Turguia

¢ Qual & abordagem global da Coca-Cola para o mabile
marketing? - Hinde Pagani: Gerente Sénior de Mobile
Marketing & Marketing Interativo Global da The Coca-Cola
Company

¢ Como a Nestlé estd usando o Mobile Marketing? - Vanderlei
FRogue dos Santos: Lider de eBusiness da Nestlé

* Desafios do Marketing Digital: como a BMW usa o mobile
marketing em sua estratégia de marketing - Marc Mielau,
Gerente de Meios Digitais da BMW

* Como os Publicitédrios abordam o Canal de Mobile Marketing -
Tom Bowman, Vice-Presidente de Wendas de Publicidade
Internacional da BEC Worldwide

* Criagdo de Servigos Mowveis na Inddstria das Linhas Aéreas -
Marcus Casey, Diretor de eCommerce Global e de Servigos
Moweis da Lufthansa

¢ Como a Campanha Tone&Win da Pepsi se transformou num
caso de estudo para a regido - Ugur Oglu, Diretor de Marketing
da Pepsi

¢ [eutsche Post chega ao mavel: Implementacdo efetiva de
estratégias maveis para a empresa lider mundial de logistica -
Marco Hauprich, Vice-Presidente de Movas Tecnologias da
Deutsche Post

* Analise da Pesquisa Européia de Exposigdo (Exposure Europe

Research) - Bruce Hoang, Chefe do Grupo de Pesquiza de

Meios da Orange Advertizing Network
¢ Cazos de Estudo de Publicidade Mawvel - Jon Wade, Diretor de

Estratégia Digital da Wunderman

"= dispositivos moveis estdo gerando uma revolucdo nas
comunicagdes de marketing, fornecendo uma forma pessoal,
direcionada e altamente efetiva de envolvimento com o cliente”, diz
Mike Wehrs, Presidente e CEQ da MMA, "A reunido em Berlim de 12
das maiores € mais reconhecidas marcas para falar sobre marketing
mavel constitui a verdadeira evidéncia do seu poder de crescimentao.
Mas, como indldstria mavel, estamos escutando as marcas sobre o
gue estdo fazendo, em vez de estar falando isoladamente. Estamos
nos informando sobre a experiéncia de marcas e agéncias
extremamente importantes com o mobile marketing, explorando suas
ocportunidades e descobrinde novas idéias e, além disso, estamos nos
informando uns aos outros.”

73



Fara os interessados que ndo puderem viajar ao Farum, a MMA
apresenta um sistema interative de Transmissdao ao Vivo atraveés da
Internet impulsionado pela bnetTy, que possibilita que os
participantes virtuais acompanhem o evento 2 enviem mensagens de
texto com perguntas aos apresentadores € moderadores em tempo
real. Os interessados poderdo registrar-se

emhttp://www.mobilemarketingforum.cem,?g=node/719 [f,

O MMF Europe € um evento produzido pela Mobile Marketing
Aszzociation (MMA) em parceria com a Informa Telecoms and Media.
Entre os patrocinadores do evento incluem-se Jinny Software, i-New
Communications, Openwave, comverse, Getlar, 2ergo, bnetTV,
Smaato e Velti, Para maiores informacdes sobre o Farum Europeu de
Mahbile Marketing & para inscricdes, por favor

visite: http://www.mobilemarketingforum.com .

Sobre a Mobile Marketing Association (MMA)

& Mobile Marketing Association (MMA) € a primeira associacdo global
=em fins lucrativos que se esforca para incentivar o crescimento do
marketing movel e suas tecnologias associadas. A MMA € uma
organizacdo direcionada & acdo, desenhada para eliminar obstaculos
do desenvaolvimento do mercado, estabelecer pautas para os meios
moveis € melhores praticas para um crescimento sustentavel e para
informar sobre o uso dos canais maveis. As mais de 700 companhias
que fazem parte dela & que representam mais de quarenta paises
incluem todos os membros do ecossisterma dos meios maveis. Os
escritdrios centrais mundiais da Mabile Marketing Association estdo
localizados nos Estados Unidos, com filiais na Ameérica do Morte (MA),
Europa (EUR), América Latina (LATAM), Meio Oriente e Africa (MEA) e
Agia-Pacifico (APAC). Para mais informacgio,

visitewww.mmaglobal.com &F
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MARKETING

Date: August 31, 2009
Circulation: 8,373

http://www.tottalmarketing.com/noticiastottais.php?go=1&cat=6&pag=1&PHPSESSID=691105f8d87b6e5
ece09f8f0b9bf0203

31 Ago 2009 ... Portal de notAcias com foco em todos os rA%ulos do marketing, ... Forum
de mobile marketing na Europa atrai as maiores marcas do mundo ...
www tottalmarketing.com/descricoes_noticia.php?go=4&index
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Date: August 27, 2009
Circulation: 2,417,606
http://www.convergencialatina.com/eventoficha.php?id=1415

Evento - Ficha

Evento i Datos

MOBILE MARKETING FORUM 2009 Fecha:
¢ 09-09 a3 10-09

In the next few years, revenues from maobile L )
L - ; o ! Lugar:
advertising will outstrip web advertising, as the BERLIN
maobile platform becomes the most utilised and
personalised channel in the world. With the
mobile marketing industry set to be worth
£1.72 billion in 2008 rising to $12.09 billion in
20132, (source: Informa Telecoms & Madia),
don't miss the opportunity to hear leading
brands discuss their plans for mobile and the

growth potential for mobile in the region. i Organizador:
i Mobile Marketing Association

Contacto:

Forum@mmaglobal.com

http:/ /v, mobilemarketingforum.com/?g=n...

Volver

Convergencialatina
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North America Coverage

August 3, 2009
WGWorld

A TN i i i T

http://www.wgworld.com/site/article/MMA-announces-call-for-nominations

MMA Announces Call for Nominations

The Mobile Marketing Association today announced its call for nominations for its Annual

Global Awards Program. It’s time to recognize the industry’s exceptional campaigns, companies

and people who have made mobile a successful new media channel.

Now in its fifth year, the Mobile Marketing Association presents its annual industry awards to
recognize significant contribution within the global mobile marketing industry. Nominations for
the Mobile Marketing Association Awards recognize the commitment and accomplishments of

the world’s leading companies and individuals in the mobile marking industry.

The 2009 Annual Global MMA Awards categories include:

Best Mobile Campaign by Channel & Region

0 Channels include:

§ Display

§ Messaging

8 Emerging Technologies
§ Multi-Mobile Channel

§ Social Media

§ Cross Integration

0 Regions include:

§ North America

§ Central & Latin America

8§ Europe, Africa & Middle East
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§ Asia Pacific

8 Global: A campaign that has been executed in two or more of the above regions
Best Mobile Campaign Overall
Industry Awards which include:

Innovation Award — Reach

o

o

Innovation Award — Creativity

o

Social Impact Award
0 Mobile Marketing Association Award for Overall Excellence
Mobile Marketing Academic of the Year — Individual

Mobile Marketing Academic of the Year — Institution

Past winners included wireless operators, brands, technology enablers, agencies and more
included: The Weather Channel Mobile, adidas, Mobile Dreams Factory, The Hyperfactory and
Saatchi & Saatchi, and CellTrust.

Winners will be selected by a judging panel of industry, association and media leaders. Visit the
MMA Awards Web page at www.MMAglobal.com/awards for more information on how to
submit a nomination. Winners will be announced during the Global Awards Ceremony and
Dinner to be held this November in Los Angeles — www.mobilemarketingforum.com
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DM News

http://www.dmnews.com/Behavioral-targeting-The-dos-and-donts/article/141230/

Behavioral targeting: The dos and don'ts

Every marketer's dream is to know as much as possible about a consumer to improve brand
image and generate sales by sending exactly the right message to the right audience at the right
time.

But when do consumers think we have “gone too far” in tracking their behavior? A growing
number believe their every click of a mouse, swipe of a card or call on their cell phone is being
recorded and sold to the highest bidder. And ... in some instances, they aren't too far off the
mark.

Consequently marketers and their data collection practices are under the spotlight like never
before. For companies with a brand to protect, this can be an uncomfortable place to be. While
you don't want to be the next negative headline in the Wall Street Journal, you also don't want to
be so reluctant to embrace new marketing intelligence that provides a positive return on
investment, or that you let the competition beat you.

Here are five simple rules to follow when evaluating your campaigns that utilize behavioral
intelligence, whether it comes from sites visited, search keywords, email content, cell phone
tracking or TV shows watched.

Calculate your shock rating. Calculate how shocked the average consumer would be to learn
what information is being collected about his/her behavior and how you plan to use it in a
campaign. This means understanding what your vendor does to create a profile or segment to
which you advertise. Your rating should evaluate the kinds of clicks, locations or shows that are
tracked to create the profile. Pay special attention to highly sensitive areas of information
including medical, financial and children.

Use a soft-sell approach. Direct marketers know in the offline world that you don't take specific
knowledge you have about a consumer's behavior you received from a third party, such as
frequenting car sale sites or locations, and make a specific reference to that knowledge in an ad.
Even if the profile tells you the customer has been shopping for a car, a subtle approach works
best. Instead of saying “since you are shopping for a new car” the best approach is to say “if you
are in the market for a new car.”

Promote choice. Consumers like having choices, even when they choose not to exercise them.
Just knowing they can take action to “make it stop” if they so desire. One of the big criticisms

about using behavioral intelligence is that consumers find it very hard to “make it stop” if they
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get uncomfortable. Unfortunately, in the online space, ‘turning off' the behavioral tracking isn't
as easy as consumers might like it to be. You should provide consumers with information and
choices about receiving this kind of advertising. Be sure to inquire with your vendor about what
options they offer. You can also put in your own privacy policy information about how to opt-
out and manage cookies.

Buy from reputable vendors. This industry isn't regulated — at least not yet — so dealing with
reputable players can pay you big dividends. Work with respected vendors who follow the self-
regulatory guidelines from the Network Advertisers Initiative, the Mobile Marketing
Association and the Interactive Advertising Bureau. These organizations are leading the way in
establishing practices that build trust with the consumer and protect your brand.

Follow the issue. Using behavioral information to target advertising online, especially search and

IPS information, is politically hot right now and will continue to be controversial for some time.
Follow this issue in the news and watch for practices that are widely criticized.
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GPS World

GPS World

The Business and Technalogy of Glabal
Positioning, Mavigation, and Timing

http://www.gpsworld.com/lbs/news/location-based-advertising-focus-metaplaces09-8663

Location-Based Advertising Focus of MetaPlaces09

MetaPlaces09 focuses on the next wave of innovation and revenue-generation for mobile and
web-based location-baseed services (LBS). The event brings together majors names (Yahoo!,
Google, Nokia, Publicis), players (W3C, Mobile Marketing Association, IETF, CDT), and
innovators (Open Street Map, Senses Networks, Loopt or Boost Mobile.) The event will be held
September 22-23 at the Crowne Plaza Hotel in San Jose, California.

Location-based advertising builds on the capabilities of LBS and allows application developers,
publishers, and OEMs to capitalize on location-relevant revenue opportunities. MetaPlaces09
will enable more than 200 location business developers to analyze the changing dynamics and
revenue models of the LBS market now that the worlds of location content, interactive
advertising, Geo-enabled web services, and traditional carrier-driven mobile LBS solutions have
collided.

Thomas Hallauer of TheWhereBusiness and organizer of the show is quietly optimistic. "Despite
a very long false start, location-based and location-enhanced services are quickly becoming a
solid market. MetaPlaces09 will be a great monitor of the new business models out there as well
as a great place to thrash out solutions to the remaining growth barriers.” He points to positive
signs such as location-aware browsers, GPS and WiFi quick penetration on the phone, geo-
tagging becoming ubiquitous, user interest and understanding taking hold, and key industry
names involved and pushing innovation. These trends prompted Nitesh Patel, senior analyst with
Global Wireless Practice from Strategy Analytics to forecast a strong market outlook for
location-based services, with total global revenue generated from location-enabled products
increasing from $650 million in 2008 to $7.8 billion in 2013.

The critical question now remaining is how to ensure the applications and services created don't
impeach on user's privacy or even look like they might in the future. At the same time,
"Consumer organizations and governments alike need to be aware that over protecting the
privacy of consumers will deprive them of using life enhancing location services" says ABI 's
Principal Analyst Dominique Bonte, talking about the privacy panel discussion that will bring
together representatives from Google, Mozilla, W3C, CDT and EITF.

So, will the resulting explosion in location-based content generate new revenue opportunities? A
lot of fingers point to location based advertising as the future key revenue source.

"Location-based advertising builds on the capabilities of LBS and allows application developers,
publishers, and OEMs to capitalize on location-relevant revenue opportunities,” said Shawn
Gunn, director of Business Development and Advertising Affiliations for Navteq and panelist at

81


http://www.gpsworld.com/lbs/news/location-based-advertising-focus-metaplaces09-8663

MetaPlaces. "MetaPlaces is an opportunity for interested parties such as Navteq to get together
and further define solutions that push LBA's growth.”

MetaPlaces09 will put its attendees in a unique position to identify the models to make
advertising, search, and targeting work as it brings together each stakeholder involved in
implementing location-enhanced advertising, including key association like the MMA, major
advertising players such as Google mobile LBA, leading device manufacturers like Nokia and
Palm, and global advertising agencies like Publicis.
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VEBERENEW

Breaking eBusiness and Search News

=

http://www.webpronews.com/topnews/2009/08/07/new-mobile-marketing-guidelines-open-for-public-
review

New Mobile Marketing Guidelines Open for Public Review

Mobile marketing is going to become increasingly hard for businesses to ignore. Just look at how
much mobile advertising is already going on.

The key of course (which could really be said of other kinds of marketing), is to not be annoying
about it. WebProNews recently interviewed former Yahoo executive and current Chief Revenue
Officer of mobile marketing firm Crisp Wireless, Tom Foran, about this.

There are some new guidelines for mobile marketing in the works from none other than the
Mobile Marketing Association (MMA), whom 1 like to think of as kind of like the Interactive
Advertising Bureau for mobile marketing. The MMA consists of agencies, advertisers, hand-
held device manufacturers, carriers and operators, retailers, software providers and service
providers, and other companies focused on marketing with mobile devices.

The MMA has opened up a public review period for the guidelines, which runs through the end
of the month. The new guidelines will be published in September. News updates and additions to
the guidelines include:

- The MMA's new Universal Mobile Advertising Package (UMAP), which provides industry-
standard ad units.

- The Mobile Application section has been expanded from North America only to worldwide.
- An expanded MMS section, including new ad units and guidelines.
- An expanded Mobile Video & TV section with new ad units and guidelines.

- An expanded Mobile Applications section with new ad units and guidelines

"The MMA's Global Mobile Advertising Guidelines are designed to provide the timely,
actionable guidance and insights necessary to continue mobile advertising's phenomenal
growth,"” said Mike Wehrs, MMA president and CEO. "By making each new version of the
Global Mobile Advertising Guidelines available for public review, the MMA ensures that this
resource meets the needs of the entire mobile advertising ecosystem."

eMarketer estimates that there will be 280.8 million mobile phone subscribers by the end of the

year, while comScore says there will be 29 million smartphone users. Meanwhile, AdMob is
getting ready to serve its 100 billionth mobile ad.
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August 10, 2009
Mobile Marketing Watch

=

mobile

marketing watch

http://www.mobilemarketingwatch.com/MMA-releases-review-of-v40-marketing-quidelines/

MMA Releases Review Of v4.0 Marketing Guidelines

The Mobile Marketing Association (MMA) is constantly updating its “Global Mobile
Marketing Guidelines” to keep up with the latest trends and methods regarding the mobile
industry. Being an ever-evolving industry means the MMA usually has a lot of catching up to
do, hence the release of the latest guidelines dubbed version 4.0.

The association announced Friday that it has opened a public review period for the latest version
of its guidelines, to be under review through August 31st. The public, MMA members and
MMA partner organizations will have a chance to review the draft version of the new guidelines
before it takes effect in September.

Although not as extensive as previous updates to the MMA’s guidelines, version 4.0 includes
several major updates and additions, including:

The MMA'’s new Universal Mobile Advertising Package (UMAP), which provides industry-
standard ad-units to be used with mobile marketing campaigns.

An expansion of the Mobile Application section to go from including only North America to
Worldwide coverage.

An expanded MMS section, including new universal ad-units and further guidelines.
An expanded Mobile Video & TV section, with new universal ad-units and further guidelines.

An expanded Mobile Application section with new ad-units and expanded and updated
guidelines.

The review period is designed for not only those involved with the industry and partnering
organizations, but also the public to be able to make sure nothing has been left out, or that
nothing is to ambiguous in the new guidelines. ”The MMA’s Global Mobile Advertising
Guidelines are designed to provide the timely, actionable guidance and insights necessary to
continue mobile advertising’s phenomenal growth,” said Mike Wehrs, MMA president and
CEO. “By making each new version of the Global Mobile Advertising Guidelines available for
public review, the MMA ensures that this resource meets the needs of the entire mobile
advertising ecosystem.”
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As with other updates coming from the MMA, version 4.0 looks to be including more guidelines
for mobile-based Video and TV, as well as Mobile Apps- two areas that have seen the most
growth in terms of mobile advertising.
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AgriMarketing

= ,\.J'G oBal Hub for Agribusifiess

http://www.agrimarketing.com/show_story.php?id=56058

AgriMarketing Announces Trends in Agriculture Speaker Line-Up
National Agri-Marketing Association (NAMA) reports:

The Trends In Agriculture fall meeting will take place November 10-11 at the Hyatt Regency
Crown Center in Kansas City.

With a goal of exploring the changing nature of the agri-marketing industry, NAMA's 2009
Trends in Agriculture conference will focus on how sociological, technological, and political
forces are changing the traditional ag community and on practical ideas agri-marketers can apply
to stay engaged in the new marketplace.

Our theme this year is Connecting with the New Ag Community. The conference takes place
November 10-11, 2009, at the Hyatt Regency Crown Center in Kansas City - just before and
overlapping the National Association of Farm Broadcasting (NAFB) Annual Meeting. Sessions
will help define the forces that are expanding the need and ability of farmers to reach outside
their previously small sphere of influence. Farmers and livestock producers will describe what it
means to live and work in this new market environment. And experienced marketers will share
successful efforts to leverage traditional and new media to build trust and become welcome
citizens of the new ag community.

Please plan to join us to learn more about how these trends affect your customers purchase
decisions and to network with your colleagues.

Sessions for Trends In Agriculture are below:

Defining the New Ag Community Dr. David M. Kohl, Professor Emeritus, Agricultural Finance
and Small Business Management, Virginia Tech University, and President, AgriVisions, LLC

Changes that are forcing and enabling U.S. farmers and livestock producers to reach out beyond
their traditional communities to ensure the success of their enterprises are taking place.
Ownership is passing to a new generation. Growth requires diversification or expansion to new
communities. Powerful detractors are drawing producers and agri-businesses into public debate
about agriculture. New technology including smart phones and social media are opening new
doors to collaboration and business opportunities. Drawing from years of academic and personal
experience, Dr. David M. Kohl will discuss how these forces are changing the way producers
choose their suppliers and define how marketers must adjust to the new ag community to keep
and win business.
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Living and Working in the New Ag Community Panel

A diverse panel of four farmers and livestock producers will share specific examples of how
success and growth today require more than good agronomic practices. The scheduled panelists
include an influential specialty crop grower from California's bellwether farming environment, a
dairy producer building a new operation outside his home state, a southern producer diversifying
the operation, and a row crop grower looking to expand. By better understanding their customers'
challenges and goals, agri-marketers have a better chance to build trust and connect with the new
community.

How Marketers are Building New Community Ties

3G-enabled smart phones, the "Tweeting Farmer," and unusual partnerships are all part of the
new ag community. This general session will feature practical case studies from marketers inside
and outside of agriculture that have forged new links with their customers using new media and
non-traditional collaboration. Mike Wehrs, President & Chief Executive Officer, Mobile
Marketing Association, Leslie Bradshaw, a farm kid and University of Chicago educated
Communications Manager with New Media Strategies in Washington, D.C., and others will
share their experiences.
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Mobile Site Design: A Standards-Free Wild West

Aside from uncertainty about whether M-Commerce will earn them enough money to make it
worthwhile, the sheer absence of Mobile Web design standards is a daunting problem for
retailers that have yet to launch transaction-ready mobile sites. In many ways, it’s still the Wild
West when it comes to crafting M-Commerce sites that a retailer can expect will work well on
all, or even most, mobile devices.

In an attempt to bring some sanity to the Mobile Web mess, the World Wide Web Consortium
(W3C), in 2005, formed a Mobile Web Best Practices Working Group. In 2008, the group
released a Mobile Web Best Practices guide that lists 60 recommendations. Although not specific
to mobile commerce sites, the suggestions include many obvious suggestions, such as “provide
only minimal navigation at the top of the page,” “provide consistent navigation mechanisms,”
“do not cause pop-ups or other windows to appear and do not change the current window without
informing the user.”

Related Story: U.S. Retailers Tip-Toe Through Mobile Commerce Minefields

Missing are the much more crucial specific recommendations so that developers can agree on
what constitutes the center of the screen and at what point are pointers needed to tell users that
there’s a critical piece of information—such as an “add to cart” button—outside that center area.
Or a way for a site to automatically detect a mobile device or how to name a URL.

Apparently, there isn’t even standardization among those hoping to create standards and even M-
Commerce experts aren’t all abreast of the situation. For example, Impact Mobile CEO and
President Barry Schwartz said he was unaware of the W3C effort but noted the Mobile
Marketing Association (MMA) was busy crafting its own M-Commerce site design guidelines.
On its Web site, the MMA’s Mobile Commerce Committee said its goal is to eventually enable
“simple, consistent and compatible consumer experiences across all carriers” and to “establish
balanced guidelines that encourage brand, retail and media adoption to drive consumption.”

Despite the talk about, and obvious need for, some standardization, the industry has gone in the
opposite direction as carriers and device makers attempt to gain market share by differentiation,
said Ran Farmer, managing director of Netbiscuits. Farmer said there are now between 5,000 and
6,000 unique mobile devices in use and each device has 750 to 800 characteristics that make it
different from another, often in ways that can impact their rendering of Mobile Web pages.

When all those device idiosyncrasies are taken into consideration and carrier characteristics are
added to the mix, a retailer wanting its M-Commerce site to appear properly on every device
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must have a system that can optimize the site in about 45,000 slightly different ways, Farmers
said. “We test devices and we know that there are 750 to 800 different things about every
device,” he said. “It’s a pretty big effort just to keep track.”

Although the M-Commerce capabilities of mobile devices are steadily improving, the same
technology advances that are driving those advances are adding to the mayhem. Forget about just
having to craft M-Commerce sites that work with different brands of devices. It’s even a
challenge to make sites that work with the various models being sold by each brand. “With
Blackberry, you have the Pearl with a small screen, the older Curve with a nice, average screen,
the new Curve which has same size screen but twice the resolution, the Bold with a slightly
larger screen and double the resolution and the Storm which is double the size screen,” Digby
CEO/Founder Dave Sikora said. “So how will whatever you do for mobile devices look on all
those systems? And, by the way, there might be different browsers associated with that as well.”
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New Worries About Children With Cellphones

THREE years ago, when my older son, Ben, was entering middle school, | wrote a column
recounting a debate with my husband about getting him a cellphone. Was he too young? Were
we being overly indulgent? How would we hold out against his younger brother, Gabriel, who
immediately began badgering for his own phone?

Now Ben is entering high school; his brother is going into middle school. Gabriel has had his
own cellphone since he was 9 and began walking to and from school by himself. And our past
worries seem so quaint.

Back then, I wasn’t worried about inappropriate downloads. Or questionable sales techniques
aimed at my preteenager. Or excessive texting (I’m not even going to touch “sexting”). Or the
sheer annoyance of a cellphone clutched in my sons’ hands like a security blanket.

Now, about half of American children 12 years and older have cellphones, according to
Christopher Collins, a senior analyst for consumer research at the Yankee Group, a research
firm. And that has spawned all sorts of problems, like questions about etiquette and costly scams.

For example, a while back, we stumbled upon a surprise $19.99 charge on our Verizon Wireless
bill. It turned out that Ben had accidentally bought a joke-a-day for his cellphone. He thought he
had taken advantage of a free offer.

The trouble is, it’s not always clear where the offer is coming from. Mike Wehrs, president of
the trade group Mobile Marketing Association, explained that there were different ways to buy
a service, like a ring tone, screensaver, service or game for your cellphone.

One is to purchase directly from your phone carrier, and that is pretty safe, he said. The
top carriers tend to follow his organization’s guidelines, which require that consumers be
asked twice if they want to buy the service, told how much it will cost, whether it is a one-
time fee or a monthly charge and how to opt out.

But then there are third-party providers, also known as “off-deck,” which are apparently what
Ben used. These are companies that are not associated with our cellphone server. Therefore they
may be less forthcoming, let us say, in explaining charges. They can also be much more difficult
to contact with questions or complaints.

It’s not so much that some of these shady companies are increasing, but there has been a
tremendous growth in the last year in the number of sophisticated phones with all sorts of
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applications that “can be exploited by people operating in an illegal or deceptive way,” Mr.
Wehrs said.

He said his association was working with the Federal Trade Commission and other
organizations to crack down on such companies. A nonprofit group, the Utility Consumers’
Action Network (ucan.org), has also brought pressure on carriers to be more responsive to such
problems.

Art Neill, a lawyer with the group, said wireless carriers, which often benefit from these
transactions, should be held responsible for making sure customers did not have unauthorized
charges on their phone bills. “If you have a charge on your phone bill you didn’t authorize, the
company should be willing to credit you, and many times it is legally required to do so,” he said.

When we called Verizon Wireless to complain about Ben’s purchase, the company agreed to
take it off our bill and told us how to block the number. Debra Lewis, a spokeswoman for
Verizon Wireless, said that each situation was looked at case by case, “but we try to work with
the customer.”

Many parents — and | include myself in this category — keep a (somewhat) careful eye on
television, computer and video game use. But we didn’t really take into account cellphones,
since at least until recently, phones were intended, well, pretty much for calling people.

But now owning a good cellphone — and many children have more sophisticated phones than
their parents — is like having a computer, said Dr. Regina M. Milteer, a pediatrician in Fairfax,
Va., and member of the Academy of American Pediatrics council on communication and media.

The big question she hears from parents of her patients, she said, is how to control cellphone use.
Besides the old-fashioned way (“if we catch you using your cellphone in bed one more time,
you’ll lose it!””) most cellphone companies now offer some sort of parental control for about $5 a
month.

For example, AT&T has its Smart Limits option which, among other things, allows parents to
block numbers and Web sites, limit purchases like ring tones, games and graphics to a certain
dollar amount, and establish times of day that the phone can be used for mobile Web browsing,
texting and outbound calls.

“The best thing parents can do is educate, educate, educate,” Dr. Milteer said. “They also need to
set limits.” One suggestion, she said, is putting a basket out where children place their phones

upon arriving home.

“Then they can’t go in their room and text their friends,” she said. If they need to contact them,
they can use the house’s landline.

Not only is constant texting distracting and unnecessary, she said, but “you have to wonder if it
interferes with developing some social skills at some point.”
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Parents also complain to her about their children texting under their covers at night.

“Take it away,” Dr. Milteer said. “Let them know there are rules. There comes a time when
parents have to be parents.”

We’ve all heard that driving and texting is dangerous, but Dr. Milteer warned that pedestrian
accidents have occurred because children were texting as they crossed the street and were not
aware of their surroundings. And even though it may not be as hazardous to use cellphones while
sitting at the dinner table or mingling with friends, it is just plain rude.

My sons aren’t marathon texters, but it is their preferred form of communication with their
friends. | was curious as to why that is.

“It’s just easier,” they told me. There’s no going through parents or siblings, no answering
machines. Also, they’re so used to instant gratification that letting the phone ring and talking is
considered too onerous.

Now don’t get me wrong. I don’t want to ban cellphones — they often come in handy. And the
reality is, depriving my children of their phones now would be akin to my parents cutting me off
of our old landline back when | was a teenager, although even then we had limits, like no calls
after 9 p.m. Rather, parents have to be on top of how that cellphone is being used. “When you
hand a phone to a kid, you have to affirmatively take control,” Mr. Neill said.

We have more or less trained our sons, but every once in a while there’s a slip-up. And | think

I’ve found a solution. Next time I observe my children overly focused on their cells, I’'ll send
them a text message: Put the phone away.
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Mobile leaders recoil from the spam trap

Because mobile phones continue to evolve and consumer adoption is still growing, mobile
compliance can be a tricky area. While mobile spam is not new, the definition of what is and is
not mobile spam is still being studied by the Federal Trade Commission (FTC), the Mobile
Marketing Association (MMA), Forrester Research and the Wireless Association (CTIA).

Mobile spam can be divided into two general categories: legitimate marketers not following best
practices and sending unsolicited messages, and the more devious malware attacks, in which
malicious messages are sent through text or e-mail to attack a phone's operating system. Either
way, this spam is annoying to consumers.

"On the mobile device, people have a lower tolerance for spam than they do anywhere else, and
they often have to pay for messages,” says Mike Wehrs, president and CEO of the MMA.

Contributing to this intolerance is the fact that consumers often will stop what they are doing to
read a new mobile message. "When the phone beeps, they go to see what it is, so marketers
should be very careful that they are sending targeted messages so as not to disturb the
consumer," Wehrs explains.

To help legitimate marketers become compliant in the mobile marketing space and to help define
what is appropriate as the landscape changes, the MMA and Forrester have issued a number of
best practices, most of which push for marketer transparency and consumer control.

"Marketers should enable the end user to control the communications that are received at the
device, and enable them as a user, not through the carrier or customer service, to say, 'l don't
want any messages from short codes’ and also to create lists of who can get through,” says Daniel
Hoffman, SVP of communications at SMobile Systems.

One provider offering this particular option is AT&T. Customers can restrict the sources of e-
mail that reach their phone at mymessages.wireless.att.com, or reply to unwanted e-mail
messages with "BLOCK" in the body of the response. AT&T users also can stop unwanted short
code messages by replying "STOP" in the body of the response to prevent future messages from
that short code or by blocking numbers at att.com/smartlimitsforwireless.

In addition, the MMA lets consumers report spam on its site.

Legally speaking, mobile marketers are required to follow the CAN-SPAM Act, meaning that
consumers must opt in to receive marketing messages.

94


http://www.dmnews.com/mobile-leaders-recoil-from-the-spam-trap/article/146344/

The opt-in guidelines are much stricter for mobile than e-mail, however, because of both costs
and the personal nature of the phone. For example, if a consumer signs up to receive mobile
messaging from a retailer for a deal on jeans, that marketer can only text them about jeans. A
consumer has to opt in separately to receive messaging about sweaters.

According to the MMA, a consumer should be able to opt out of a message even after opting in.
There should be a clear way to do so in every mobile marketing message. In addition, a
consumer should know what kind of personal information is being stored and how it is being
stored.

While the idea is to be more transparent with the consumer, sometimes letting consumers know
what data you're tracking can create a sticky situation, since more targeted and relevant mobile
messages require more personal information on the consumer.

"As you eliminate the ability to do targeting what you are doing is making it closer to spam,”
Wehrs adds. "So, there is a delicate balance to being targeted and relevant without going too far
and making the user feel that their privacy is being invaded."

The CTIA is currently working with the MMA to put together its own list of wireless best
practices, which are expected to be released at the end of the year.

"We are trying to figure out how the carrier community can facilitate responsible advertising to
consumers while at the same time protecting the privacy of the subscriber base," says David
Diggs, VP of wireless Internet development for CTIA.
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Billboards come to life by adding mobile

For EZ Lube, a car maintenance franchise based in Southern California, mobile marketing has
brought the marketer's billboards to life and given its customers a way to interact with the brand.
In a recent campaign, the oil change company ran a series of billboards with the tag line, "One
year of free oil changes,"” near EZ Lube locations. Consumers that texted to the short code on the
billboard were automatically sent a discount for an oil change and entered into the contest.

"Billboards are two dimensions, but by adding a shortcode, the billboard becomes interactive,"
says Dan Jones, VP of channel development at SmartReply, the mobile services company that
works with EZ Lube. "It brings the billboard to life and makes a more lasting impression than

your standard billboard."”

Mobile is the tool that enables consumers to read a barcode on a movie poster to connect to buy
tickets or transforms a print ad into a voting booth.

"We are seeing mobile as a remote control of an overall marketing or ad campaign,” says Mike
Wehrs, president and CEO of the Mobile Marketing Association (MMA). "It is the central
device that connects people to all of the different media.”

As mobile becomes a more important channel, marketers are finding that it is crucial to integrate
their mobile efforts with other channels.

"We call mobile the connective tissue," says Patrick Moorhead, director of emerging media at
Razorfish. "Mobile is the personal technology that allows for the activation of all kinds of
messages and all kinds of other media. It can bring to life some other forms of static advertising.”

EZ Lube is using its integrated mobile efforts to help build a mobile database for remarketing
and targeting.

"When people interact with programs and contests like this, even if they don't win, they are still
getting an offer and we can invite them to be a part of the EZ mobile club,"” says Jones. "It is
about building a proprietary loyalty database."

This kind of interactivity helps marketers measure ads that have otherwise been more difficult to
quantify.
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"I think the big opportunities are really going to come in the integration of mobile into out-of-
home advertising,” says Moorhead. "Companies are spending a lot of money on out-of-home
advertising, and mobile is a new way to measure that medium and prove ROL."

He adds, "It has the most sophisticated analytics data available in the digital space right now,
since you can look at both mobile Web and text to learn a lot about a consumer.”

While mobile can help make traditional channels more interactive, those traditional channels can
certainly be used to help promote mobile.

On its own, mobile "probably is not going to be nearly as effective, because you have limited
opportunities to make consumers aware of what you are doing," Moorhead notes.

For Publisher's Clearing House (PCH), a direct marketing veteran that has mastered media
channels from direct mail to online gaming, getting into mobile was a natural evolution.
However, to help promote its new mobile WAP site, iPhone app and mobile gaming elements,
the marketer used more traditional channels such as e-mail and display ads to help get the word
out to their existing database.

"It is the mantra of multichannel that everything has to be integrated,"” says Alex Betancur, VP
and general manager of the PCH Online Network at Publisher's Clearing House. "We're at the
stage right now where we are using our traditional channels to feed the mobile channel, to see
how it works for us."

The sweepstakes company is in the business of driving people to enter sweepstakes so that they
can present these consumers with advertisements, magazine offers and coupons, and the goal is
to build lists and engage consumers, no matter what the touch point. Mobile makes sense to
integrate into this mix, because that is where consumers are these days.

"We're looking to make sure that our brand is relevant to the changing needs of consumers," says
Dennis Vukelic, director of online strategy at PCH. "As they move onto the mobile phone, we
have to be there to remain relevant. But we are not trying to create another business around
mobile. | think all of the channels work together as a support for our core competency, which is
to sell advertisements and magazines."

One of the challenges with integrating mobile into a campaign is to make sure that the mobile
effort is not an afterthought.

"The earlier you bring mobile into the equation, the better,” says Wehrs. "If you are
incorporating mobile into other channels it tends to work best when it is part of the planning
strategy and not something tacked on at the end."

While integrating the mobile planning at an early stage is important, it can be difficult on an
organizational level.
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"We know that mobile is the connective tissue, but in order to do that you often get some strange
bedfellows, at least in a large organization,” Moorhead says. "The people coming out of
interactive groups have to work with outdoor media people and these two groups don't always
cross paths.”

To address this challenge, Moorhead recommends that companies select the right group of
people to work on these campaigns from the beginning to avoid conflicts.
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Mobile Industry Still Trying To Figure Out SMS Spam

The problem has been around forever, yet the mobile industry is still fighting for a solution to
SMS spam. As such a quickly growing problem, the FCC and several mobile-specific
organizations are still trying to define what is and what isn’t considered mobile SPAM- a process
that’s easier said than done.

Mobile spam can be sub-divided into two general categories: legitimate marketers not following
best practices and sending unsolicited messages, and the more devious malware attacks, in which
malicious messages are sent through text or e-mail to attack a phone’s operating system. Either
way, this spam is annoying to consumers, and is giving legitimate rule-following mobile
marketers a bad name.

The MMA and other mobile communities have been busy creating industry best practices, rules
and regulations to help legitimate marketers stay a step ahead of spammers and to remain
transparent in their efforts, but the entire landscape changes so quickly that staying ahead of the
curve is getting increasingly difficult.

Contributing to the intolerance of SMS spam is the fact that consumers often will stop what they
are doing to read a new mobile message, and will likely have to pay a fee for receiving it.
Getting more and more spam messages makes consumers that much more weary of opening any
marketing-based SMS message, legitimate or not.

Wireless carriers are doing their part in trying to curb SMS spam, such as AT&T allowing
customers to restrict the sources of email that can reach their devices, or replying BLOCK to any
email or SMS message deemed unsolicited, but as it does via traditional spam, carriers are
usually a step behind the spammers.

“Marketers should enable the end user to control the communications that are received at the
device, and enable them as a user, not through the carrier or customer service, to say, ‘I don’t
want any messages from short codes’ and also to create lists of who can get through,” says
Daniel Hoffman, SVP of communications at SMobile Systems. ”As you eliminate the ability to
do targeting what you are doing is making it closer to spam,” Wehrs adds. “So, there is a delicate
balance to being targeted and relevant without going too far and making the user feel that their
privacy is being invaded.”

It’s a delicate balance, and a problem that won’t be going away any time soon, but the carriers,
the FCC and most mobile-based organizations are busy trying to distinguish, fight and regulate
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spam the best they can. It just reiterates the fact that if you’re a mobile marketer, industry best
practices should be your number one concern at all times.
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Inaugural ‘Mobile Innovation Week' Announced for Toronto From September 12-16, 2009

The co-producers, sponsors and supporting community of MOBILEINNOVATIONWEEK
(http://mobileinnovationweek.com) announce over 100 mobile industry experts are confirmed
presenters and full registration is now underway for MOBILEINNOVATIONWEEK from
September 12-16, 2009 in Toronto. Featured speakers include independent thought leaders,
technology experts and leading vendors from the mobile industry spanning the globe from Asia
to Europe to the United Kingdom to the Americas. Interactive presentations, moderated sessions
and workshops will inspire participants to harness the next wave of service creation, new
business models and nascent market opportunities to serve over four billion mobile consumers
worldwide. MOBILEINNOVATIONWEEK anchor events include: FITC Mobile Developer
Conference (http:/fitc.ca/mobile) September 12-14, 2009 Jam packed with information as well
as a massive networking opportunity, FITC Mobile 2009 consists of presentations,
demonstrations, and panel discussions, and is one of the only events in the world covering all
aspects of mobile content. With some of the most interesting and engaging presenters from
around the world, it's two days and nights that will leave you inspired, energized and awed!
Feature presentations by Motorola, BlackBerry, Nokia, Samsung, Microsoft, Google, Adobe,
iPhone innovators, Palm Pre evangelists and more.

September 14-15, 2009 Engaging, exciting and empowering: Mobile Media World 09 keynote
presenters deliver the 'state of the mobile nation' while featured speakers, moderators and
panelists take you behind the scenes to explore the full potential of mass-market mobile
commercialization opportunities. No stone will be left unturned during the two-day event
covering every aspect of mobile consumer interests, winning business models and emerging new
media frontiers. Confirmed speakers are executives from Canoe.ca, Deloitte, Samsung, Rogers
Wireless, Sympatico Mobile, Verizon, EnStream, Maritz, Comscore, Motorola, PayPal, Impact
Mobile, CBC, Mobile Marketing Association (MMA), The Globe and Mail, MyThum,
OBN.ca, Carlson Marketing, BSTREET Communications, Canadian Wireless
Telecommunications Association (CWTA), Visa, Yahoo! and more.

Mobile Media World 09 also features 'first time together in one event' mobile industry experts,
authors and global innovators Tomi Ahonen, Sara Diamond, Ajit Jaokar, Monty Metzger, Lubna
Dujani, Michael O'Farrell and Chetan Sharma.

MobileBiz BootCamp (http://mobilebiz.ca) September 16, 2009 From garage start-up to
corporate start-up, at the MobileBiz BootCamp you will earn your stripes by learning from the
best in the business. An intensive full day of key insights and fast-track tips delivered by
experienced mobile industry leaders, vendors and supporting organizations focused on creating
exponential value for all delegates to accelerate profitable growth in their mobile business.
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Featured speakers from Wind Mobile, Summerhill Capital, Polar Mobile, MaRS, Ontario
Centres of Excellence and more.

Additional MOBILEINNOVATIONWEEK activities are the ilovemobileweb party - the ultimate
mobile industry networking event of the year - and the Mobile ThinkTank where industry experts
come together to envision the future of mobile in the global economy. Evening receptions are
sponsored by the CWTA, the Mobile Experience Innovation Centre (MEIC) and the Mobile
Entertainment Forum (MEF).

MOBILEINNOVATIONWEEK is supported by over ten global mobile and digital media trade
organizations including: CWTA, MMA, MEF, MEIC, MOCOM2020, Digital Arts &
Technology Association (DATA), dotMobi Advisory Group (MAG), MobiFest, Mobile Monday,
Wavefront BC, Wireless Industry Partnership (WIP), and produced in cooperation with the
Glenn Gould Studio, Ontario College of Art & Design and the City of Toronto.

The mobile industry is a trillion dollar economy booming with new innovations, mass-market
consumer adoption and a global spectrum of opportunities. With over 50 sponsors, supporters
and media partners from the mobile industry ecosystem in Toronto for five straight days,
MOBILEINNOVATIONWEEK is one of the most significant mobile industry event taking place
globally.
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One size doesn't fit all: A guide to mobile platforms for marketing

Brands and agencies recognize and agree that the mobile channel is a highly effective way to
reach consumers. But the most successful campaigns are built on the understanding that the
mobile channel isn't homogeneous. Instead, savvy brands and marketers know that it's actually a
set of options, each with its own strengths and considerations that must be factored in to ensure a
maximally effective campaign.

Take Short Message Service (SMS), which is the world's most widely used wireless data service
partly because it's been built into virtually every handset--even entry-level models--sold over the
past several years. As a result, there's an enormous installed base of SMS users, across every
demographic group, for brands and marketers to target.

This installed base can be measured in terms of usage. For example, in America, the average
mobile user sends 10 SMS messages per day per customer, according to CTIA. In the
Philippines, it's nearly 400 messages per month, according to a January 2009 Pyramid Research
report. The takeaway: SMS is widely used in both developed and developing countries, so it's a
viable way for brands and marketers to reach the mass market.

But SMS also has its share of limitations. For example, developing and executing an SMS-based
campaign takes time: typically around three months to obtain a short code and receive approval
from the carriers that will be involved. By comparison, a campaign centered on a mobile
application often can be developed and executed faster, sometimes in a matter of weeks.

Those are just two examples, but they highlight some of the factors that brands and marketers
need to consider when deciding how to use the mobile channel. Meanwhile, success often means
using multiple methods, such as a mix of SMS, mobile banner ads and smartphone applications.
That's why creating an effective campaign also requires understanding how each method
complements the others, as well as how each method fits in with a campaign's other, non-
wireless components, such as print, broadcast and digital signage.

Short messages, long reach

For mobile campaigns, SMS' greatest strengths include near-ubiquity, wide consumer awareness
and ease of use. SMS frequently is used to increase the effectiveness of campaigns that include
non-mobile channels.

For example, many billboard, print, digital signage and TV ads now include a short code as a call
to action. That increases the campaign's effectiveness by making it easy for consumers to get
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more information immediately, instead of hoping that they'll remember the ad the next time
they're in front of a computer SMS has several caveats. Besides the long lead time, (believe it or
not) many mobile users don't yet know how to use SMS, don't have a plan that includes SMS,
believe that SMS fees are too expensive or have told their operator to turn off their SMS service.
Those factors can limit the reach of an SMS-centric campaign.

App opps

In first quarter 2009, smartphones were 13.5 percent of all handsets sold worldwide, according to
Gartner, an analyst firm. That's a 2 percent increase over the first quarter of 2008, so the base of
users who can be reached via mobile apps is steadily growing even in the worst economic
downturn in 70 years.

But brands and marketers should take those figures with a big grain of salt. Although smartphone
sales have been brisk over the past few years, they're still a minority of the total installed base of
handsets: approximately 390 million out of 4 billion total, or less than 10 percent, by some
estimates. As a result, smartphones aren't yet an effective way to reach the mass market.

All smartphones support third-party applications. Mobile apps are a relatively new phenomenon
compared to SMS, but they're already firmly integrated into the consumer mainstream. For
example, Apple iPhone owners alone downloaded more than 1.5 billion apps in the App Store's
first year, which shows that a rapidly growing number of mobile users are not only familiar with
the concept of mobile apps, but actively seek them out.

The number of app stores also is growing, with recent and forthcoming outlets from China
Mobile, Microsoft, Nokia, Research In Motion, Samsung and Sony Ericsson. These make it
easier for consumers to find apps and--just as important--for marketers to distribute them. App
stores also are a relatively cost-effective way for a campaign to distribute apps to a wide
audience.

The upshot is that just as ringtones and wallpapers have been key components of successful
campaigns for years, mobile apps are emerging as yet another opportunity to engage consumers.
But mobile apps have a few drawbacks: Although they provide a rich, immersive experience and
a higher return on investment (ROI), they deliver a much smaller audience than SMS, ringtones,
wallpapers and banner ads simply because there's a small installed base of handsets that support
them. In many cases, a PC is required to find and install an app, limiting a campaign's reach
among people who own a mobile phone but not a PC, as well as those who have a PC but don't
know how to transfer an app from it to their phone.

As an app store's selection grows, it becomes easier for each app--including those that are part of
a mobile marketing campaign--to get lost in the crowd. Thus it's critical for brands and agencies
to develop a strategy for increasing discoverability, such as using other mobile and/or non-
mobile channels to build awareness of the app so mobile users seek it out. Another strategy is to
influence the influencers in the target demographic group so they can help build a buzz.

Don't overlook feature phones
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Not all mobile apps are created alike, and those differences affect each app's role in a mobile
advertising campaign. One main category is smartphone apps, which require the handset to have
an operating system such as Android, BlackBerry, iPhone, Palm, Symbian, webOS or Windows
Mobile. Although the retail price of smartphones running those operating systems has dropped
significantly over the past year--to $50 in some cases--these handsets still are aimed primarily at
the upper portion of the market.

Brands and agencies should avoid getting caught up in the app hype. Instead, focus on the type
of phone that the target market carries. For example, it's a mistake to build a campaign around a
smartphone app if the product being marketed is aimed at demographic groups that can't afford a
phone that costs $150 or more, plus a data plan that costs $50 or more per month. Smartphone
apps also may be a poor fit for campaigns that seek to reach as many demographic groups as
possible, instead of just technology-savvy consumers.

The other main category of mobile apps are those that run on "feature phones," which lack a
name-brand OS and are the vast majority--more than 85 percent--of all handsets in use today.
Although there's some price overlap with smartphones, the majority of feature phones retail for
less than $100, with some going for as little as $20.

Feature phones typically have fewer advanced features than smartphones, so they tend to appeal
not only to people on a tight budget, but also to those who prefer basic services such as voice and
SMS. Because they're inexpensive, parents frequently buy feature phones for their teenagers,
making this type of handset a potential fit for mobile campaigns that want to reach younger
demographics.

It's important to note that many feature phones can support rich, immersive media, partly through
the use of application platforms such as BREW and J2ME, which enable a wide variety of
downloadable apps, such as games. As a result, feature phone applications give brands and
agencies yet another option for reaching and engaging consumers.

The mobile Web's wide net

Brands and marketers also shouldn't overlook the reach and effectiveness of the mobile Web.
One strength is that mobile Web campaigns can run on any handset--from feature phones to
smartphones--that has a browser, so they can reach nearly every demographic group.

The mobile Web also is relatively easy to use. For example, a campaign could send SMS
messages with a link that recipients simply click on to get more information. Clicking on the link
automatically launches the browser and then loads the URL in the link, freeing users from having
to copy the link and then paste or type it into their browser.

The mobile Web does have a few limitations. The number of browser-equipped phones is greater
than those that support downloadable applications but smaller than those that support SMS, so
the mobile Web won't reach every mobile user. The mobile Web also requires users to have a
data plan or be willing to pay their carrier on a usage basis.
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Regardless of which method is chosen, brands and agencies need to be aware of each one's
advantages and limitations. Rarely can one do it all, and in many cases, an effective campaign
requires using a diverse mix. Understanding each method's advantages and limitations also is key
for using the mobile channel to extend the reach and effectiveness of campaigns that include
print, broadcast and digital signage.

Mike Wehrs is president and CEO of the Mobile Marketing Association (MMA). For more
information, visit www.MMAglobal.com.
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Pictures from Mobile Marketing Association's rooftop party

Mobile Marketer attended the Mobile Marketing Association’s networking event, “Opt-in: Beyond
Mobile,” where there were complimentary appetizers, beverages and great conversation.

Did we forget to mention the large turnout of mobile celebrities and their sunglasses? Recognize yourself

The event was sponsored by MX Telecom and 3Cinteractive, and hosted at VoodooVox's office on Fifth
Avenue and 14th Street in New York. Here are the pictures from the event, in no particular order.
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Mobile marketers should offer coherent response to FCC
By Mickey Alam Khan

The new Federal Communications Commission inquiry into wireless industry practices may
change the rules of the game. It is no time to play spectator here.

As reported last week, the FCC has launched a sweeping inquiry into the mobile industry,
ostensibly to promote innovation and investment in one of the fastest-growing sectors of the

nation’s economy (see story). Will the industry rise to the challenge and unite in its feedback to
the FCC?

It seems tempting to assume that the various segments of the mobile industry will remain
proprietary over their territory. CTIA — The Wireless Association was quick to respond to the
FCC’s announcements during the agency’s Thursday open meeting featuring all commissioners.
No word yet from the Mobile Marketing Association on its planned course of action.

While it is certain that lawyers from both associations are huddling with board members to
formulate a response to the FCC’s inquiry, it would be equally appropriate for the industry’s key
players to also step in and take initiative.

This is not simply a matter for the associations to tackle. It is a matter that affects all players in
the ecosystem — wireless carriers, handset manufacturers, app store owners, application
developers, publishers, aggregators, ad networks, video companies, mobile marketing firms,
marketers, retailers and ad agencies.

If these players do not unite and offer a coherent response to the FCC for the regulator to make
informed decisions and laws regarding mobile, then they will have ceded ground that was theirs.
Indeed, this is not the time for skittishness.

All these players who eagerly jump at every given opportunity to appear at the countless
indistinguishable mobile trade shows springing up nationwide should spare some time to discuss
the real stuff: how to position mobile marketing and content to the FCC, privacy advocates and
consumers to answer a simple question — are the consumers’ wireless interests being served in a
fair manner?

It may take some cajoling to get these marketers to stick their necks out.
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After all, it is no vanilla mobile advertising or mobile application topic at hand here. It is a full-
blow investigation into mobile industry practices that will discuss serious issues such as
consolidation among carriers, restrictive competition that keeps voice applications out, data
plans, handset deals, privacy protections, broadband implications over key sectors of the
economy and backend wireless infrastructure issues.

Make numbers count
Indeed, it is time for senior executives from the mobile industry to stand up and be counted.

Executives from the marketing and content sides should reach out to their counterparts at the
carriers. Perhaps they can hold after-hours meetings or email or call. But talk to each other they
must. The CTIA and Mobile Marketing Association should collaborate in their responses.

Keep in mind that this is no time for not-in-my-backyard behavior. A content provider has as
much skin in the game as the carrier that serves as the conduit for the material. An ad network
will have no reason for being if the carrier portal or browser disappears. SMS aggregators cannot
afford to be silent, either.

At stake is the future success of this industry. Robert M. McDowell, one of the FCC
commissioners, had it right in his statement last week:

“Even at present, in the midst of the worst economy in decades — an economy that seems only to
shrink — the communications sector, which includes wireless technologies and services, intends
to plow as much as $80 billion this year alone into capital expenditures that are making
broadband services faster, more available, and more affordable. Few, if any, sectors can make
such a claim. In short, the phenomenal success of the wireless sector shows how well a light
regulatory touch works.”

So hurry up and collaborate. Dial that number, send that email or text. The mobile industry has

only till September’s end for the comment period. Do not sit out this one out on the bench. This
is not a game.
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