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APAC Coverage 
 

 
 
Date: 02 July 2009 
Reach: Singapore 
Circulation: N/A 
 
http://www.marketing-interactive.com/news/13754 
 
Mobile Marketing Association unveils global board 

 
Global - After announcing its Asia Pacific board of directors in May, the Mobile Marketing Association 
(MMA) has named its global board of directors and officers. 
 
The global board will be chaired by CEO of Hanzo, Federico Pisani Massamormile, and will be 
supported by global vice-chairperson Michael Becker, executive vice president of business 
development at iLoop Mobile.  
 
"Global industry collaboration is essential for the success of mobile marketing and to ensure the best 
experience for the consumer. Our member and board contribution to this collaborative process is 
incredibly important, offering real-world expertise and experience," MMA president and CEO Mike 
Wehrs said.  
 
MMA is a global non-profit trade association established to lead the growth of mobile marketing and 
its associated technologies. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

http://www.marketing-interactive.com/news/13754
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Date: 2 July 2009 
Reach: India 
Circulation: N/A  
 
http://www.indiainfoline.com/news/innernews.asp?storyId=106827&lmn=1 
 
Mobile Marketing Association announces new Global Board 
Brings top industry figures together for international cooperation and Leadership 
 
The Mobile Marketing Association (MMA) named its 2009-2010 Regional Officers and Global Board of 
Directors and Officers. The Regional Boards have representation from member companies across 
each of the Regions MMA has operations in: Asia-Pacific, Europe, Latin America and North America. 
The Global Board is made up of elected Executive Committee members from each region who will 
work together with the wider membership and MMA staff to manage and steer the Mobile Marketing 
Association; continuing to advance its international leadership on the key issues that affect the 
industry. 
 
The Global Board will be chaired by Federico Pisani Massamormile, and will be supported by Global 
Vice-Chairperson Michael Becker, with Mike Wehrs, MMA President and CEO, and Russell Buckley, 
Global Chairperson Emeritus, rounding out the Global Board of Directors. 
 
The MMA 2009-2010 Global Board of Directors is as follows: 
 
Global 
Global Chair: Federico Pisani Massamormile, CEO HANZO 
Global Vice Chair: Michael Becker, Executive Vice President of Business Development, iLoop Mobile 
Global Treasurer: Louis Gump, VP Mobile, CNN 
Global Secretary: Geoffrey Handley, Co-Founder & New Business Director, The Hyperfactory 
MMA: Mike Wehrs, President and CEO 
 
APAC 
Chair: Sean Rach, Managing Director, OgilvyOne Hong Kong 
Vice Chair: Barney Loehnis, Network Director, Isobar Asia Pacific 
Secretary: Dilip Mistry, Windows Live Lead, Greater Asia Pacific 
Treasurer: Geoffrey Handley, Co-Founder & New Business Director, The Hyperfactory HK Ltd 
Chair Emeritus: Jimmy Poon, Managing Director, Puca Technologies 
MMA: Rohit Dadwal, Managing Director APAC 
 
Europe 
Chair: Herve Le Jouan, Managing Director, Europe, comScore Inc 
Vice Chair: Arda Kertmelioglu, Vice President & Business Development, Mobilera BV 
Secretary: Mark Wächter, Chairman, BVDW Section Mobile (MMA Germany) 
Treasurer: Salvador Carrillo, Founder & CEO, Mobile Dreams Factory (MMA Spain) 
Chair Emeritus: Russell Buckley, Vice President of Global Alliances, AdMob (also Global Chair 
Emeritus) 
MMA: Paul Berney, Managing Director EUR 
 
LATAM 
Chair: Omarson Costa, Senior Business Development Manager - Latin America, Microsoft 
Vice Chair: Enrique Yuste, President, Wunderman Latin America 
Treasurer: Fernanda Magalhaes, Brazil Manager, Mobext 
Secretary: Roberto Vázquez Ferrero, Director Telecom Practice, Latin America, The Nielsen 
Company 
Chair Emeritus: Federico Pisani Massamormile, CEO, HANZO 
MMA: Terence Reis, Managing Director LATAM 

http://www.indiainfoline.com/news/innernews.asp?storyId=106827&lmn=1
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North America 
Chair: Maria Mandel, Executive Director of Digital Innovation, Ogilvy Interactive 
Vice Chair: Michael Becker, VP, Mobile Strategies, iLoop Mobile 
Treasurer: Louis Gump, VP Mobile, CNN 
Secretary: Paul Palmieri, President & CEO, Millennial Media 
Chair Emeritus: Tom Daly, Group Manager, Strategy & Planning, The Coca-Cola Company 
MMA: Mike Wehrs, President & CEO (also MMA rep to Global Board) 
 
―The MMA is a premier industry association which discusses, plans and works cooperatively with its 
entire membership to resolve key industry issues, to share perspectives and case studies across the 
different geographic regions, to promote technology, processes and practices innovation, and, 
ultimately, to boost the growth of mobile marketing and advertising worldwide. I am greatly honored to 
be in a position to help shape its initiatives, drive its international growth and advance its industry 
leadership,‖ said new Global Chairman Federico Pisani Massamormile. ―I am excited to work with the 
talented group of individuals that sit on the Global Board. The combined set of skills and experience is 
unique, extremely valuable and essential as we execute on our mission on behalf of the entire MMA 
membership and the industry we represent.‖ 
 
―Global industry collaboration is essential for the success of mobile marketing and to ensure the best 
experience for the consumer. Our member and board contribution to this collaborative process is 
incredibly important, offering real-world expertise and experience,‖ said MMA President and CEO 
Mike Wehrs. ―My thanks go to the outgoing board members for all their help and hard work, and I 
welcome our new board for another productive year.‖ 
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Date: 9 July 2009 
Reach: N/A 
Circulation: N/A 
 
http://www.webnewswire.com/node/461683 
 
Reliance Communications partners With 3rd Space 
 
Reliance Communications, India’s leading telecom player, has partnered with UK based mobile 
marketing company, 3rd Space Services Limited, to launch advertising funded videos on its Reliance 
Mobile platform. Apart from winning many accolades & awards for various mobile advertising 
initiatives, Reliance Communications is the only Indian Telecom operator and is amongst the select 
few in Asia Pacific to be on the board of the Mobile Marketing Association. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

http://www.webnewswire.com/node/461683
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Date: 10 July 2009 
Reach: Singapore 
Circulation: N/A 
 
http://www.marketing-interactive.com/news/13944 
 
MMA names Rach as chairman 

 
Hong Kong - The Mobile Marketing Association (MMA) has elected Sean Rach (pictured), MD for 
OgilvyOne Worldwide Hong Kong as chairman for Asia Pacific to replace Jimmy Poon, MD for Puca 
Technologies.   
 
Poon will stay in the MMA as chairman emeritus and Rach will be supported by a new executive 
committee comprising Barney Leohnis, network director for Isobar AP as vice chairman, Dilip Mistry, 
Windows Live Lead, Greater AP as secretary and Geoffrey Handley, co-founder & new business 
director for The Hyperfactory as treasurer.   
 
"The mobile medium offers marketers a uniquely personal and engaging platform that, due to its very 
nature, must be handled appropriately," Rach said.  
 
In his new role, Rach aims to grow membership, develop marketing guidelines and standards, 
research consumer acceptance of mobile marketing and provide a common forum for all parts of the 
mobile marketing eco-system.  
 
Rach was previously chairman for the interactive and direct (iDA) committee at the HK4As.  
His position has been replaced by Thierry Halbroth, senior creative director for McCann Worldgroup, 
Cathay Pacific Central Team. 
 
In his new role as chairman for iDA committe at HK4As, Halbroth is determined to "push digital to its 
rightful place in today's communications".  
 
He said this would be done through education to both clients and agencies as well as the future 
generation and by generating stimulus within the committee.  
 
For example, boosting its affiliate membership to get more technology providers, media and research 
companies on board so as to extend dialogue "to have digital at every touch point".  
 
New affiliate members that have joined the HK4As iDA committee this year include Microsoft 
Advertising and Start Creative.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

http://www.marketing-interactive.com/news/13944
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Date: 10 July 2009 
Reach: Hong Kong 
Circulation: N/A 

 
http://meltwaternews.com/redirect.asp?u=613249&p=1717928&d=782550120&url=http://www.scmp.c
om/vgn-ext-
templating/v/index.jsp?vgnextoid=649d7fff3ff62210VgnVCM100000360a0a0aRCRD&s=Business&ss
=Companies 
 
Appointments 
 
Sean Rach 

Chairman 

MMA APAC  

 

Sean Rach, managing director, OgilvyOne Worldwide Hong Kong, has been elected to the Global 

Board of Directors of the Mobile Marketing Association and named as chairman of MMA APAC. Mr 

Rach says the board has a key part to play by offering strategic oversight and real-world expertise.  

 

 

 
Tech Whack 
 
Date: 10 July 2009 
Reach: India 
Circulation: N/A  

 

http://press-releases.techwhack.com/38509-reliance-communications-4 
 
Reliance Communications partners With 3rd Space 
 

 To bring Ad-funded video Content to Reliance Mobile Subscribers. 

 To provide local and International video clips for the mobile TV channels. 

 To offer free content to Reliance mobile subscribers. 
 
Reliance Communications, India’s leading telecom player, has partnered with UK based mobile 
marketing company, 3rd Space Services Limited, to launch advertising funded videos on its Reliance 
Mobile platform. Under the agreement 3rd Space will supply mobile video content to Reliance 
Communications. It will also offer premium content such as ‖Who wants to be a Millionaire‖, 
Bollywood Songs and Films alongside the world’s leading sporting content, available on every data 
enabled handset within the Reliance network. 
 
Customers will have access to the best free content in exchange for watching an advert embedded 
within the video. Both companies will focus on bringing in Indian & International advertisers. It is a 
win-win situation for everyone. 
 
Reliance Communications has been the leading pioneer in bringing innovation in the mobile 
advertising space to India. Apart from winning many accolades & awards for various mobile 
advertising initiatives, Reliance Communications is the only Indian Telecom operator and is amongst 
the select few in Asia Pacific to be on the board of the Mobile Marketing Association. 
 
Speaking about the partnership Mr. Krishna Durbha, Head- Value Added Services, Reliance 
Communications said, ―Our tie-up with 3rd Space will be mutually beneficial. It will not only increase 
the viewership but also the revenue for both companies. Besides, the application offers an 

http://meltwaternews.com/redirect.asp?u=613249&p=1717928&d=782550120&url=http://www.scmp.com/vgn-ext-templating/v/index.jsp?vgnextoid=649d7fff3ff62210VgnVCM100000360a0a0aRCRD&s=Business&ss=Companies
http://meltwaternews.com/redirect.asp?u=613249&p=1717928&d=782550120&url=http://www.scmp.com/vgn-ext-templating/v/index.jsp?vgnextoid=649d7fff3ff62210VgnVCM100000360a0a0aRCRD&s=Business&ss=Companies
http://meltwaternews.com/redirect.asp?u=613249&p=1717928&d=782550120&url=http://www.scmp.com/vgn-ext-templating/v/index.jsp?vgnextoid=649d7fff3ff62210VgnVCM100000360a0a0aRCRD&s=Business&ss=Companies
http://meltwaternews.com/redirect.asp?u=613249&p=1717928&d=782550120&url=http://www.scmp.com/vgn-ext-templating/v/index.jsp?vgnextoid=649d7fff3ff62210VgnVCM100000360a0a0aRCRD&s=Business&ss=Companies
http://press-releases.techwhack.com/38509-reliance-communications-4
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outstanding video quality hitherto not experienced by mobile users and will be accessible on every 
handset in our ecosystem. Our initiative will act as a launch pad for ad-funded videos in India with 
more exciting things to follow.‖ 
 
Warwick Hill, CEO of 3rd Space, said, ―India is a very dynamic mobile marketplace with many 
companies creating innovation. 3rd Space, being one of the world’s leading mobile marketing 
companies, is well positioned to support Reliance’s innovative approach to mobile TV. We are 
extremely proud to have been selected by Reliance to assist them grow their Value Added Services 
business. We look forward to working with such a respected operator.‖ 
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Date: 14 July 2009 
Reach: India 
Circulation: N/A 

 
http://www.telecomtiger.com/fullstory.aspx?storyid=6618&flag=1&passfrom=topstory&section=S176 
 
“We are here to educate and evangelise mobile marketing as a medium” says MMA India 
 
India is gradually waking up to the potential of mobile services as a medium to advertise, for there are 
few mediums which provide a cumulative addressable market of size of more than 400 million. Add to 
it the fact that advertising over mobile can be more precise and targeted resulting in optimum returns 
for the advertisers. Mobile Marketing is indeed picking up uptake in India and there is a strong need to 
bring in more accountability, uniformity and address concerns of the industry. And this is where, a 
new trade body representing industry players related to mobile marketing ecosystem, Mobile 
Marketing Association (MMA) finds relevance. 
 
 ―We are here to educate and evangelise mobile marketing as a medium to all people concerned with 
and belonging to this ecosystem,‖ says Rajiv Hiranandani, Co-Chair MMA India in an interaction with 
TelecomTiger. 
 
Spelling out the trade body’s three point objective with educating and eventualising as mentioned 
earlier also included, Rajiv adds that with MMA in place in India, the industry can expect following of 
common standards for research and methodology which till now were varied in nature with each 
player adopting a different practice altogether. The other objective is to make the industry adopt 
Consumer Best Practises and Case Studies for reference and measurement.  
 
While MMA globally has more than 700 industry players as its members, the India Chapter which has 
set foot recently in May has already witnessed more than 40 membership registrations and Rajiv 
expects this figure to rise to 70-80 by the end of this year. The current members include names such 
as Admob, BDA Connect, Coca-Cola, Google, Group M, Hungama, Indiagames, Microsoft, mKhoj, 
mobile2win, Nokia, Reuters, Vodafone, Tata Teleservices, Velti and Yahoo! India among others.  
 
When pointed out to the fact there are some trade associations related to the field, Rajiv reasons that 
focus of MMA is very precise i.e. the mobile medium as a marketing tool. ―We are in talks with some 
trade bodies with which we feel we can add more value to our objective. We are not here to confront 
any existing trade association.‖ 
 
For a segment which while currently stands at near about Rs 125 crore but which is estimated to grow 
to Rs 300-Rs 320 crore within two years, MMA appears to be certainly the need of the hour. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

http://www.telecomtiger.com/fullstory.aspx?storyid=6618&flag=1&passfrom=topstory&section=S176
http://www.telecomtiger.com/fullstory.aspx?storyid=6618&flag=1&passfrom=topstory&section=S176
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Date: 18 July 2009 
Reach: Regional  
Circulation: N/A 
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Date: 23 July 2009 
Reach: China  
Circulation: N/A 
 
http://www.cnad.com/html/Article/2009/0723/2009072314040444.shtml 
 
Best Practices: a clear understanding of customers to completely control this highly 
personalized device  
 
As mentioned above, the mobile phone is a highly personal device, of which the customer has 100% 
control over. Acceptance of mobile marketing information is voluntary, hence managing customers’ 
needs, objectives and expectations is fundamental to the planning of digital marketers.  
 
... 
 
However, SMS spamming still plagues mobile devices.  Not every accurate, inappropriate, or 
meaningless messages will reduce the efficiency of the entire media and reduce the user's trust.  
Digital marketing people should be careful lest customers avoid their messages because they 
determine them as spam. The simplest way to counter this is through professional advice and reliable 
institutions, and the establishment of strict compliance with codes of conduct.  For example, Mobile 
Marketing Association (Mobile Marketing Association, www.mmaglobal.corn), a United States-based 
global organizations from more than 20 countries, 400 members, has a clear and concise code of 
conduct. This is true for other organisations such as Interactive Advertising Bureau (Interactive 
Advertising Bureau, (www.iab.net) too. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

http://www.cnad.com/html/Article/2009/0723/2009072314040444.shtml
http://72.14.203.132/translate_c?hl=en-GB&u=http://www.mmaglobal.corn/&rurl=translate.google.com&usg=ALkJrhii8ndAU3a-IdtbxD4GX0n0RW5dUQ
http://72.14.203.132/translate_c?hl=en-GB&u=http://www.iab.net/&rurl=translate.google.com&usg=ALkJrhjJPX1vAxANGiYgl-cCZK-5vAHzdA
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Date: 24 July 2009 
Reach: N/A 
Circulation: N/A 
 
http://theneodimension.com/?p=440 
 
Hear Coca-Cola and BMW Discuss About Mobile Strategies. Watch This Event Online Live 
From Berlin 
 
The Mobile Marketing Association’s 5th Annual Mobile Marketing Forum Europe in Berlin will bring 
together leading operators, brands, agencies, content providers, entertainment and media companies 
from around the world to address hot topics affecting the industry today. The MMA will also 
exclusively reveal never seen before research into the European mobile marketing industry. Other 
topics that will be discussed at the event include:  
 

 How Coca-Cola is using the mobile channel to engage with customers worldwide  

 Creating mobile services in the airline industry · How publishers approach the mobile channel · 
Mobile marketing in 2010 and beyond – a vision of the market  

 Ten game-changers for mobile marketing  

 How the user experience will change mobile marketing  
 
Who: Speaking at the event will be a range of brands, marketing agencies and operators including:  

 Hinde Pagani: Senior Mobile Marketing Manager – Global Interactive Marketing, The Coca-Cola 
Company  

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

 Tom Bowman: VP International Ad Sales, BBC Worldwide  

 Hervé Le Jouan: Managing Director, Census Solutions, comScore Inc.; MMA Chair EMEA  

 Federico Pisani Massamormile: CEO, Hanzo; Global Chair, Mobile Marketing Association  

 Marc Mielau: Head of Digital Media, BMW Group  
 
The Mobile Marketing Forum is produced by the Mobile Marketing Association (MMA) 
(www.mmaglobal.com) in partnership with Informa Telecoms and Media. Event sponsors include 
Jinny Software, i-New Communications, Openwave, comverse, Smaato, and Velti.  
 
When: September 8 – 10th 2009  
 
Where: NH Berlin Mitte Hotel, Berlin  
 
Join via a live stream: For those attendees who will be unable to travel to the Forum, the MMA has 
introduced an interactive Live Stream Webcast powered by bnetTV that allows people to watch the 
event and text in real-time questions to speakers and moderators. Interested applicants can register 
at http://www.mobilemarketingforum.com/?q=node/719.  
 
 
 
 
 
 
 
 
 
 
 
 

http://theneodimension.com/?p=440
http://www.mobilemarketingforum.com/?q=node/719
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Date: 24 July 2009 
Reach: China 
Circulation: N/A 
 
http://news.alibaba.com/article/detail/technology/100142556-1-winners-receive-asian-multimedia-
publishing.html 
 
Winners Receive Asian Multimedia Publishing Awards 2009 
 
Manila, July 24, 2009 - ( ACN Newswire ) - Eight winners and 16 excellence awardees from seven 
categories were awarded during the third Asian Multimedia Publishing Awards (AMPA)-Asia's premier 
awards program that recognizes best publishing practices in Asia. The event was held as part of the 
culmination of the Asian Publishing Convention (APC) held at the Mandarin Oriental Hotel last July 16 
& 17, 2009. 
 
The seven categories of this year's AMPA include: multimedia communication; use of digital 
technology; multimedia strategy and business model; multimedia advertising delivery; best use of 
multimedia marketing by a book publisher; best book/best writer on Asian media; and innovative 
corporate communications in a multimedia world. The AMPA incorporates the Asian Book Publishing 
Awards and Asian Corporate Communications Awards, which attracted 74 entries from 44 companies 
representing 9 countries worldwide.  
 
The winners are as follows: Commonwealth Magazine Group (Taiwan); Studio Classroom (Taiwan); 
UDN.com (Taiwan); ASAPP Media Pvt Ltd (India); Cyber Media India Ltd (India); Commonwealth 
Publishing Co., Ltd. (Taiwan); HarperCollins Publishers India Ltd (India); and Ayala Corporation 
(Philippines).  
 
Excellence awardees include: MediaCorp Pte Ltd (Singapore); MiD DAY Infomedia Ltd. (India); 
CMPMedica Asia Pte Ltd (Singapore); Fairfax Business Media (Singapore); HarperCollins Publishers 
India Ltd. (India); Bank of the Philippine Islands (Philippines); Equinox Publishing (India); Avantha 
(India); Benpres Holdings Corporation (Philippines); and DHL (Singapore). 
 
The board of judges included: Allein Moore, CEO/Publisher, BluePrint Media Pte. Ltd.; Gary 
Gopinathan, BIZITMEDIA Consulting Pte. Ltd.; Abraham Mathew, President, CyberMedia; Matec 
Villanueva, Chairperson, Publicis Manila; Erik Hartmann, Strategic Partner Development Manager, 
Google; R. Ramachandran, Executive Director, National Book Development Council of Singapore; 
and Chris Stevens, Global Account Manager, Swiss Post International.  
 
APC 2009 is supported by Swiss Post International as Platinum sponsor, Synovate and Atex as Gold 
sponsors. The event is also made possible by its cooperating partners: ACC Group of Companies, 
Cordillera Coffee, Asian Massage, ABS-CBN Publishing Inc., LG Marketing and PLDT Sweetspots. 
 
The official partner for PR is Weber Shandwick Worldwide, with Amex Team, Creative Crest, 
Integrated Public Relations and Public Relations Society of Indonesia as cooperating PR partners. 
Official media partners include AdAsia, Adobo Magazine, Media Partners Asia, Yehey.com, The 
Employer Magazine and Trainer Magazine and ACN Newswire. 
 
Valued conference partners include: ASEAN Book Publishers Association (ABPA), Asia Digital 
Marketing Association (ADMA), Asian Media Information & Communication Centre (AMIC), Mobile 
Marketing Association (MMA), Society of Publishers in Asia (SOPA), Internet and Mobile Marketing 
Association of the Philippines (IMMAP), Publishers Association of the Philippines, Inc. (PAPI), 
Philippine Association of National Advertisers (PANA), Magazine Business Association of Taipei 
(MBAT), Magazine Publishers Association of Malaysia (MPA), Magazine Publishers Association of 
Singapore (MPAS), National Book Development Board (NBDB), National Book Development Council 
of Singapore (NBDCS), Telesis Consultation Inc. and OIC Events.  
 

http://news.alibaba.com/article/detail/technology/100142556-1-winners-receive-asian-multimedia-publishing.html
http://news.alibaba.com/article/detail/technology/100142556-1-winners-receive-asian-multimedia-publishing.html


14 

 

For additional information on the Asian Publishing Convention, please visit the APC website at 
www.publishingconvention.com. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

http://www.publishingconvention.com/
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Date: 27 July 2009 
Reach: N/A 
Circulation: N/A 
 
http://www.ecplaza.net/news/0/28062/winners_receive_asian.html 
 
Winners receive Asian Multimedia Publishing Awards 2009 
 
Manila, July 24, 2009 - (ACN Newswire) - Eight winners and 16 excellence awardees from seven 
categories were awarded during the third Asian Multimedia Publishing Awards (AMPA)-Asia's premier 
awards program that recognizes best publishing practices in Asia. The event was held as part of 
theculmination of the Asian Publishing Convention (APC) held at the Mandarin Oriental Hotel last July 
16 & 17, 2009. 
 
The seven categories of this year's AMPA include: multimedia communication; use of digital 
technology; multimedia strategy and business model; multimedia advertising delivery; best use of 
multimedia marketing by a book publisher; best book/best writer on Asian media; and innovative 
corporate communications in a multimedia world. The AMPA incorporates the Asian Book Publishing 
Awards and Asian Corporate Communications Awards, which attracted 74 entries from 44 companies 
representing 9 countries worldwide.  
 
The winners are as follows: Commonwealth Magazine Group (Taiwan); Studio Classroom (Taiwan); 
UDN.com (Taiwan); ASAPP Media Pvt Ltd (India); Cyber Media India Ltd (India); Commonwealth 
Publishing Co., Ltd. (Taiwan); HarperCollins Publishers India Ltd (India); and Ayala Corporation 
(Philippines).  
 
Excellence awardees include: MediaCorp Pte Ltd (Singapore); MiD DAYInfomedia Ltd. (India); 
CMPMedica Asia Pte Ltd (Singapore); Fairfax Business Media (Singapore); HarperCollins Publishers 
India Ltd. (India); Bank of the Philippine Islands (Philippines); Equinox Publishing (India); Avantha 
(India); Benpres Holdings Corporation (Philippines); and DHL (Singapore). 
 
The board of judges included: Allein Moore, CEO/Publisher, BluePrint Media Pte. Ltd.; Gary 
Gopinathan, BIZITMEDIA Consulting Pte. Ltd.; Abraham Mathew, President, CyberMedia; Matec 
Villanueva, Chairperson, Publicis Manila; Erik Hartmann, Strategic Partner Development Manager, 
Google; R. Ramachandran, Executive Director, National Book Development Council of Singapore; 
and Chris Stevens, Global Account Manager, Swiss Post International.  
 
APC 2009 is supported by Swiss Post International as Platinum sponsor, Synovate and Atex as Gold 
sponsors. The event is also made possible by its cooperating partners: ACC Group of Companies, 
Cordillera Coffee, Asian Massage, ABS-CBN Publishing Inc., LG Marketing and PLDT Sweetspots. 
 
The official partner for PR is Weber Shandwick Worldwide, with Amex Team, Creative Crest, 
Integrated Public Relations and Public Relations Society of Indonesia as cooperating PR partners. 
Official media partners includeAdAsia, Adobo Magazine, Media Partners Asia, Yehey.com, The 
Employer Magazine and Trainer Magazine and ACN Newswire. 
 
Valued conference partners include: ASEAN Book Publishers Association (ABPA), Asia Digital 
Marketing Association (ADMA), Asian Media Information & Communication Centre (AMIC), Mobile 
Marketing Association (MMA), Society of Publishers in Asia (SOPA), Internet and Mobile Marketing 
Association of the Philippines (IMMAP), Publishers Association of the Philippines, Inc. (PAPI), 
Philippine Association of National Advertisers (PANA), Magazine Business Association of Taipei 
(MBAT), Magazine Publishers Association of Malaysia (MPA), Magazine Publishers Association of 
Singapore (MPAS), National Book Development Board (NBDB), National Book Development Council 
of Singapore (NBDCS), Telesis Consultation Inc. and OIC Events.  

http://www.ecplaza.net/news/0/28062/winners_receive_asian.html
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For additional information on the Asian Publishing Convention, please visit the APC website at 
www.publishingconvention.com 
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Date: July – August 2009  
Reach: Singapore 
Circulation: N/A 
 
http://www.mediabuzz.com.sg/asian-emarketing/july-august-2009/538-the-mobile-multimedia-
adventure-has-only-just-begun 
 
The Mobile Multimedia Adventure has Only Just Begun  
 
The mobile industry’s enthusiasm for mobile advertising and mobile internet is still vivid. With 
continuously developing technologies and finally more realistic expectations, the two topics perfectly 
reinforce each other. Mobile, however, should be looked at as an advertising medium in its own right. 
If advertisers choose to regard it simply as an internet extension, they’re missing a trick. Mobile 
devices have much more potential as they are personal, inherently interactive, always with you and 
used in a different way to the fixed internet. In fact, the areas that are heavily used on mobile phones 
today have little to do with the internet at all. And thanks to new interactive technologies the industry 
is steadily on its way to increase its reach in the region. Asia’s mobile industry is one of the largest 
and fastest-growing markets in the world that pushes on and on for new innovative applications. With 
more than 1.5 billion mobile subscribers and an overall regional penetration of 40% the industry is 
able to demonstrate a healthy annual growth rate of around 30%. Especially through the efforts of 
Japan and South Korea the region has been moving boldly into next generation mobile technologies, 
be it regarding development, applications, or social adoption of mobile Web applications. So, to no 
surprise the forecast of ABI Research states that mobile expenditures in the region will hit $7.7 billion 
by 2011 and in general advertisers worldwide are expected to spend more than $19 billion on the 
platform in 2012, compared with $2.7 billion in 2007 and $4.6 billion in 2008. Indeed encouraging 
figures to read about compared to the numbers for advertising in other media. 
 
Thus, Asian e-Marketing took the chance to meet three regional mobile advertising experts during the 
Communic Asia 2009 to explore the reported triumphal procession of the medium, namely Mr. Rohit 
Dadwal, Managing Director, Mobile Marketing Association – APAC, Mr. Mark Laudi, Managing 
Director, Hong Bao Media (Holdings) Pte Ltd, and Mr. Emmanuel Allix, Managing Director Asia Pacific 
from Pudding Media. The trio discussed trends and issues in the mobile marketing space in the 
region, the importance of consumer trust and how to develop this trust as well as the role of mobile 
marketing in the digital age and the impact of technological advances it 
 
Rohit Dadwal is Managing Director for the Mobile Marketing Association’s Asia Pacific (APAC) 
branch, running the regional headquarters in Singapore. He joined the Mobile Marketing Association 
(MMA) in November 2008, having spent 8 years at Microsoft and participated in MMA activity as a 
board member. In his role as MD, Rohit work to build a sustainable ecosystem for the mobile 
marketing industry in the APAC region, promoting the MMA as the leading association for region-wide 
consultation on key industry issues such as measurement and metrics, mobile advertising guidelines, 
codes of conduct and consumer best practices. Rohit brings a wealth of industry experience to the 
MMA, with over 10 years spent working in the Internet and telecommunications industries, including 
the design and delivery of some of the early ISP services. He has spent the last 4 years working on 
mobile value added services, user experience and wireless technologies and has been instrumental 
in launching new products and services across the Asian and international markets. 
 
Mark Laudi is the Managing Director of Hong Bao Media (Holdings) Pte Ltd. He is one of Southeast 
Asia's leading independent new media consultants. Building on a 14 year career in radio and 
television presentation and production – including as anchor and Sydney Bureau Chief for CNBC – 
Mark has shifted his focus to conceptualizing, producing and distributing branded content via "tiny 
screen" devices, such as the mobile phone, iPod and even PlayStation. The highly specialized 
pioneer in this area gives us insights into the unique nature of the new media, and why most new 
media marketing campaigns fail. 
 

http://www.mediabuzz.com.sg/asian-emarketing/july-august-2009/538-the-mobile-multimedia-adventure-has-only-just-begun
http://www.mediabuzz.com.sg/asian-emarketing/july-august-2009/538-the-mobile-multimedia-adventure-has-only-just-begun
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Emmanuel Allix is the Asia Pacific Managing Director for Pudding Media. In his role, he assumes the 
responsibility of the Asian operations and drives Pudding Media’s operations and business in the 
region. Emmanuel joined Pudding Media from GroupM Interaction (a WPP media investment 
company) where from 2006 he was their Regional Technology Development Director for Asia Pacific. 
In this position, he was overlooking GroupM Mobile Advertising activities for the whole region and has 
been working with various brands, telcos and technology providers to build a sustainable mobile 
advertising business, looking back now on 10 years in the IT and Internet arena across Asia and 
Europe.  
 
The MD of the MMA told us that he sees the industry ―really trying to work towards building the 
ecosystem around mobile marketing and advertising‖. Elaborating on this, Rohit said: ―Given the 
current economic times we are in, I think it is imperative the industry rallies behind the new media 
which is mobile marketing and advertising. There is a lot of potential there, the numbers speak for 
themselves. There is interest from both brands and agencies while the telcos are working towards it, 
as well as technology providers. Brands and agencies are increasingly seeing how they can leverage 
this medium, to flourish their business and penetrate the audience that mobile represents. What we 
are trying to work towards at MMA and with our members is to really help build that ecosystem, to 
make sure that there are certain standards and guidelines codes of conduct, consumer based 
practices including privacy and safety, so that this medium really takes off on a solid foundation. We 
are working with partners in the ecosystem which really represents telecom providers, agencies, 
handset manufacturers, publishers and even telcos.‖ Everyone has to play its part and ―the bigger the 
pie, the better the share will be quite frankly‖, Rohit added. ―What we saw with the PC business is 
happening much faster with mobile‖. Actually that’s how it has always been the case: TV took 20 
years, the internet took 15, and I think this is going to take half that time.‖ Rohit emphasized the 
advantages of the mobile device again, namely being tangible, measurable, a very personal two way 
communication tool and beyond this, simply in the face of times, stating that ―the industry needs to 
rally behind this and has to look at the best way to bring mobile marketing forward.‖  
 
Allix who is running the premier mobile ad network Pudding media and who has a strong media 
agency background (worked for WPP) reinforced Rohit’s opinion saying that ―he’s absolutely right‖ 
and pointing out that there are more than 3 billion phones in the world, and only 850 million PCs. 
―Why do we advertise on PCs when there are 4 times more mobile phones?‖ he asked. Whatever 
reasons are behind it, the key point is that the industry could gain momentum. Being in mobile 
advertising for 3 years now, he told us: ―I had a hard time during the first year. Nobody was interested 
then in having advertisements on a small screen. Now brands realize that this is not just a small 
screen anymore, this is a full screen. I mean, I’m sure it’s the first screen you see in the morning when 
you wake up. The importance of this media, which is probably in your pocket, is that it is always on, 
has fully charged batteries, and you can use it all day. These make this small screen very attractive 
for brands. There are a few reasons why it didn’t pick up yet, but we are actively developing solutions 
that now are very attractive for brands, besides the PUSH technology.‖ Allix also praised the MMA for 
putting some guidelines and some foundation in place to control wrongdoing and mobile spam, 
claiming that ―having a strong leadership in the region is quite key for mobile advertising to become 
something.‖  
 
Marc Laudi: ―Well the same obviously goes from the content publishing point of view. There is 
probably little that is more frustrating than producing content that people are zapping through as in the 
traditional television case.‖ Marc Laudi’s background is set from the traditional media. The former 
presenter at CNBC and prior to that at Media Corp Radio and the ABC in Australia said: ―The thought 
that there are so many more channels coming through which are perhaps being watched by fewer 
and fewer people is disturbing from a producers point of view. Just think about how much television 
you are watching these days compared to 3 or 5 years ago. I’ve yet to come across anyone who says 
they are watching more TV now than they did 3 or 5 years ago. Everybody says they are watching 
less. And when they are turning on the television, it’s a DVD, it’s not even a free-to-air channel! Now 
that doesn’t say or mean that people aren’t watching TV at all, but clearly the shift is on towards 
mobile. And so from a producer’s point of view, and in terms of monetizing the content, you can’t 
ignore mobile. You have to be on it.‖ 
 
Allix believes that the problem of breaking through to consumers has been that an old approach was 
used for the new media. ―Banner ads are just display advertising online‖, but crucial for the Internet’s 
breakthrough has been its ability to be interactive and having a dialogue as opposed to monologue. 
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As these new options made the Internet invasive, a whole new industry to control the content and 
advertisements popped up. On the mobile phone this becomes even more important because it’s 
such an incredible private and personal device. Nobody here is openly displaying their mobile phone, 
we all have it hidden away somewhere. It’s our own personal device. Somebody asks you can I make 
a phone call on your mobile phone, you hesitate, whereas in the office it would be, ―yea sure the 
landline is right there‖. So, because it’s such a personal device, the content needs to be different. The 
advertising approach needs to be different. The feedback channels need to be different. The 
engagement is different. So taking the old media approach and transposing that on the mobile and 
internet, is doing what they did 50 or 60 years ago when television first came about. Have you seen 
the old television commercials, the original ones? They’re all very funny, because you’ve got this, well 
it’s not radio because it’s got pictures, and it has elements from cinema, theatre and so forth. But they 
took all these to create a television commercial. However, it took a while for television commercials to 
gain their own identity. So, we are in that same evolutionary process now and I guess that’s where the 
MMA comes in, to set the tone of it to a degree, but not to really dictate the terms to still keep 
innovation going.‖ 
 
Rohit: Not everybody does TV, not everybody does print, so I am sure there is a segment for mobile 
advertisement and you really need to have the right product. Not everything is going to sell online just 
like not everything got sold on TV or print. I think what mobile presents is an audience which never 
existed before. For instance, a market like China, India and Indonesia, where the penetration of TV is 
100 million, the penetration of all print-related media is 120 million, mobile is 400 million. A brand 
could never reach those 200/300 million users earlier. But there is a device now which enables you to 
reach the 100 million on TV, which is an engagement model coming out of TV onto your phones, from 
print to your phones, but another 280 million which I’m sure companies like Procter & Gamble, 
Johnson & Johnson, Coca Cola would like to reach. And it’s much easier to reach out as you can sit 
at one place rather than going all over the place, localizing stuff. What would take 2 years to market in 
a place like China is reduced to 2 months. Why would you not want to sell to those 300 million? So 
there is a different market segment all together. But what is the right service being sold? Are you 
going to end up selling a Toyota car to those 280 million people? Obviously it’s not going to sell, 
because the potential to spend is not there with those 300 million. But if you are going to sell a 
shampoo or soap, it is bound to sell. So, segmentation I think is really key and that is I think what is 
helping to drive the whole adoption by agencies and brands.  The mobile phone is a recent medium, 
its only 3 years old. If you start comparing it to TV, and see that it is not as established, it is not 
because TV is 50 years old. But we at MMA want to be certain that this time around, the mistakes that 
may have been made with the internet are not repeated, and if we can make those foundations, we 
believe that this business is going to be much bigger than what we expect sitting here right now. 
Education is another pillar that we are working towards. We have to make sure that everyone 
understands the value proposition of what mobile is.‖ 
 
He thinks that the currently hotly debated internet fatigue comes from the fact that the market has to 
mature. You pick up a newspaper and there are photos on the front page, which are advertisements 
that may have nothing to do with you. You as consumers have gotten used to it over a period of 100 
years. You go to the New York Times Online and you see an ad, you have an option to close it, which 
is an option you don’t have with the newspaper. The secret is to make it more part of the consumer. 
It’s going to happen, it’s just the maturity and the age of the medium that we are in that will help drive 
it. 
 
Asked how to make sure that the user knows what is certified by the MMA and what isn’t, Rohit said: 
―The operators have a strong interest in making sure that this doesn’t happen, because at the end of 
the day they are the ones having the customer relationship. When you are charged for something odd 
like a SMS questionnaire, you are going to call your service provider. They will receive more and 
more of these calls if they don’t act on them. They are really concerned about it. Customer experience 
is a key concern. You’re not going to switch from one telco to another one just because one has a 
better mobile advertising program, but you will switch from one telco to another if they don’t protect 
your interests, your privacy, or listen to your complaints. They are joining MMA as well for the same 
reasons, because they really want the industry to develop, and to grasp the value that the industry is 
supposed to obtain. They really want a place on the value chain. They also want their users to be 
protected, and they have a lot of means to do that. A lot of them are not considering these bulk SMSs 
anymore, because that’s how bad advertisements happen. They are starting to know who they are 
really selling to. At the beginning they didn’t care, if you wanted to buy 5 million SMS’ go ahead, but 
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now they are really concerned about that, because they are getting pushed back, from their own 
users. They say that if you don’t stop that I’m going to the other telco. I think telcos are key members 
of the MMA that we are actually pressing to join, to help build this. At the end of the day, talking about 
trust, the trust is actually with you as a provider. With the brands as well, I mean you won’t see the big 
brands being intrusive and breaching confidentiality, but the other factor that is really forging trust is 
the telco. This is because this is where you park your credit card for payments and all your personal 
data is located. So these guys also play a very key role in educating their users and making sure that 
whatever company they are doing business with, isn’t taking advantage of their users. That’s a key 
difference from the internet. ISPs don’t do that, but mobile telcos are all in that game. Trust is key and 
trust is what is going to help build the industry. Be it from a consumer preference, or a telco that is a 
gate keeper for all the data they have for the consumer, or the brand that is going to spend so much 
money. The advertising industry is worth 500 billion dollars, and it’s expected to have 3 to 5 percent 
happening on mobile. These are not small numbers but are in the vicinity of 20 billion dollars. Telcos 
know that they are going to get that money. Service providers know they are going to get a share of 
that money, and brands know they are going to spend that money. They all better be spending that 
money in the right manner to the right consumer, otherwise there’s a lot of money being wasted. So 
from an internet perspective when we look at it, trust doesn’t come from one of these 5 or 6 tenets, it 
also comes from consumers. Something that we always talk about and always preach as the 6 tenets 
of mobile marketing is really the choice the consumer needs to have. Consumers should have the 
choice of what messages they get, and opt in services. The consumers should have the control 
simply due to the fact that the medium is so personal. So, when you send a message out, you have to 
consider if it is of interest to a consumer to actually read through that message. Restraint is another 
key, because you have to know when to stop marketing. If you don’t do it as a brand or as an agency, 
that is when you crossover from marketing to spam. But lastly and most importantly, confidentiality 
regarding customer data is crucial in order to earn trust. You have the data of the consumer and if you 
abuse it, you know you are not going to get that consumer again. Trust comes from these 3 tenets. 
The MMA is in charge of building guidelines and codes of conduct with consumer based practices, 
which should help in building trust, too. And once marketers are aware of the trust and how valuable it 
is, they will not go out of their way to destroy it.‖ 
 
Of course the spam problem came up during this discussion as well and all agreed that most probable 
in combination with free mobile movies, consumers would accept advertisements like on TV, too. 
Further, all panelists believed that spam is a very individual appreciation. Some people are interested 
in spam from time to time if it provides good information. Allix told the story that in India you even 
have people complaining if they don’t get a message when spam blockers work, as they think they 
are not good enough to receive the offer. Once again this boils down to the fact that it’s a very 
personal device, and one of the key things behind mobile advertising is targeting and personalization. 
So, knowing the user is imperative and also a key difference from the internet. ―If I recognize your IP 
for instance, I don’t know if it’s really you, it could from a cyber café, an office firewall, or from your 
wife or kids at home. Only when it’s your mobile, it can be almost guaranteed that it’s you, as very few 
people share mobiles. If you follow up on advertisements in your SMSs, but not your WAP, then 
naturally I’m going to stop sending them via WAP. Or if you gave me feedback telling to stop 
advertising, I should stop doing it. Knowing who is behind the phone, and knowing how you are 
engaging your phone and reacting is a goldmine somewhere. It’s very difficult to achieve, because 1 
to 1 marketing is seldom, but mobile is actually a personal device that can do 1 to 1 marketing. Radio, 
TV, print cannot. The internet was a step toward that, but it stopped with cookies being deleted. 
Mobile is actually the first media where it really becomes one to one. That’s a challenge because you 
have to be very organized and staffed to be able to keep track of users. However the winners will be 
those who understand best how to create interaction and to avoid spam. Please always keep in mind 
that you need a consumer’s permission and never forget the first tenet of marketing which is ―choice‖.‖ 
 
Marc explained further: "From a content producer’s point of view, you know what happens when a 
company tries to reach your audience via you? They send you a press release and a press briefing 
and then they hope you’ll write about it - hopefully nicely. In advertising and marketing in general, 
companies are increasingly using the phone and the internet to bypass you, to bypass the journalist 
and reach the audience directly. The channels are there. Singtel has a Facebook group, as well as a 
number of companies. And so as a producer of content, what we’re finding with our clients, they’re not 
advertorial, we call it commissioner editorial. The reason why we make that difference is because 
those companies understand the need to be balanced, which is not something you really get in 
advertisements. In ads, the company is perfect and everything’s rosy, in commissioned editorials, 
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companies are asking for the negatives to be included. They’re happy for you to point out the 
deficiencies, because it’s still within their controlled environment, because if they don’t allow us as 
content producers to point out deficiencies, the companies we work with understand that their viewers 
will not believe it, in which case it might as well not work. So you’ve got companies reaching out 
directly to consumers through the internet, through mobile with their own editorial messages as part of 
their marketing effort. And that is where it gets really interesting because that is where you find 
companies saying we don’t want to be seen as perfect. We want to be seen as having a dialogue one 
to one, even the best of dialogue, where we can accept what our product does and doesn’t do. So, 
particularly with companies that want to raise awareness of their product, educate about their product, 
not the hard sell, but the education part, understand the importance of balance." 
 
Brand advertiser and consumer product manufacturer from the Fast-Moving-Consumer-Group 
(FMCG), have been the first that used the mobile successfully for quizzes/lotteries or on-pack-
promotions to create a feedback channel for the dialogue between target group and brand. Now, 
mobile portals present information in the look and feel of brands on people’s most personal gadget. 
Still, according to our experts, the mobile multimedia adventure just seems to have started off – let the 
games begin! 
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June 30, 2009 
FierceMobileContent 
 

 
 
http://www.fiercemobilecontent.com/story/mobile-marketing-mayberry-or-wild-west/2009-06-30  
 
Mobile marketing: Mayberry or the Wild West? 
 
Protect consumers and you protect the opportunity. That maxim applies to mobile marketing, where 
U.S. expenditures on mobile marketing for 2009 are $ 1.7 billion, according to MMA research. This 
prediction is expected to grow by about 26 percent to $2.16 billion next year. 
 
Like any other booming industry, mobile marketing is attracting hordes of newcomers, some of which 
don't know or don't care about the rules designed to protect consumers. In the process, these 
companies risk ruining both the user experience and the market opportunity. 
 
Today the mobile marketing industry is at a crossroads. One path leads to the electronic equivalent of 
Mayberry, a boom town where consumers gladly shop along a Main Street free of hucksters. The 
other path leads to the Wild West, a backwater where con artists outnumber consumers and 
reputable merchants. 
 
Here's an example of the latter: A company sends unsolicited text messages offering a free ringtone 
to recipients who click on a link in the message. They get the ringtone--and a nasty surprise: By 
clicking on the link, they've unwittingly subscribed to a $9.99 per month service that sends daily 
horoscopes and jokes. 
 
When their cell phone bill arrives, they see the charge and try to figure out how to cancel the service. 
Assuming that they can even find the company's contact information, there's also a good chance that 
by then, the company has closed its doors and reopened elsewhere under another name. 
 
The choice is clear: community policing now, before problems get out of hand. 
 
Law of the land 
 
It would be cliché to say that there's a new sheriff in town because he's been around for several 
years: the Mobile Marketing Association (MMA), making the mobile channel safe for consumers 
and brands alike by publishing references such as U.S. Consumer Best Practices (CBP) Guidelines 
for Cross-Carrier Mobile Content Services. 
 
Industry-standard rules have two main benefits: First, they enable self-policing, where reputable 
brands, marketers, software developers and other companies use the guidelines to ensure that 
they're protecting consumers. The rules are particularly handy now because of the way that the 
mobile channel is rapidly evolving, creating new opportunities--and risks--almost weekly. 
 
The second benefit is that a single set of rules makes compliance easier, faster and less expensive 
for all members of the mobile marketing ecosystem. Rulebooks such as the MMA's Consumer Best 
Practices literally put everyone on the same page in terms of guidelines for cross-carrier mobile 
content services such as text messaging (SMS), multimedia messaging (MMS), shortcode programs, 
mobile Web and interactive voice response (IVR). 
 
In March 2009, the mobile marketing industry took another major step toward the Mayberry ideal 
when the MMA announced an industry-first agreement with the four largest U.S. wireless service 
providers--AT&T, Sprint, T-Mobile USA and Verizon Wireless--to consolidate their individual mobile 
marketing guidelines and codes of conduct into a single document. 
 

http://www.fiercemobilecontent.com/story/mobile-marketing-mayberry-or-wild-west/2009-06-30
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Known as "carrier playbooks," the individual sets of guidelines provided brands, agencies and other 
members of the mobile ecosystem with valuable recommendations and requirements for using a 
particular carrier's network. The big catch is that mobile marketing campaigns typically span multiple 
carriers, forcing companies to master and implement multiple sets of rules. 
 
That process is complex and time-consuming and often is the gating factor in a mobile campaign's 
roll-out--not a viable option if the campaign's timeline is dictated by something else, such as the 
release date for a new album or cross promotion with a movie debut. Following multiple, disparate 
playbooks is also expensive because it requires more resources, such as additional staff responsible 
for each playbook's implementation. 
 
For example, some carrier playbooks required the term "Standard Message Rates Apply," while 
others use "Standard Data Rates May Apply." Consumer Best Practices frees brands and agencies 
from becoming experts in each of the four largest carriers' minutiae by allowing them to use 
standardized language such as "Message & Data Rates May Apply." In the process, consumers 
encounter consistent language, instead of having to wonder whether one carrier's phrase means 
something different than another's. 
 
Although that example might sound like a minor issue, it adds up to a major headache when 
multiplied by hundreds of similar requirements and multiplied again by four carriers. By consolidating 
the four playbooks into Consumer Best Practices--beginning with the 4.0 edition, published this June--
the industry will achieve operational efficiencies upward of $200 million annually. 
 
Just as important, consolidation minimizes some of the kinds of problems that can set the stage for 
the Wild West: an ignorance of rules or indifference developed out of the frustration trying to figure out 
which ones apply when and where. 
 
Self-police or self-destruct 
 
By agreeing on and adopting industry-standard rules, mobile marketing is avoiding the Wild West 
environment that other industries created by failing to police themselves. Banking is one cautionary 
tale. In 1999, the Treasury Department blasted banks for selling customers' personal information to 
telemarketers in return for a commission on sales. 
 
"While it might be unfair to burden an entire industry with legislation aimed at curbing the poor 
conduct of a few institutions, the persistent failure of the industry itself to 
address abusive conduct creates a fertile seedbed for legislation," John D. Hawke, Jr., the Treasury's 
comptroller of the currency, said in a speech to bankers. 
 
It's equally important that industries be forward-thinking when self-policing. For example, today's cell 
phones and smartphones have advanced browser capabilities, and they run on networks that provide 
broadband speeds. All of that creates the opportunities for mobile marketing campaigns centered on 
the mobile Web. 
 
Hence the need for industry-standard mobile Web guidelines designed to protect consumers and 
ensure the optimal user experience. The MMA website also makes it easy for consumers to report 
suspicious campaigns, which the MMA then investigates. 
 
All members of the mobile marketing ecosystem have a vested interest in identifying and heading off 
practices that could jeopardize the consumer experience. The alternative is the Wild West, where 
reputable brands stay away--an alternative no one wants. 
 
Mike Wehrs is president and CEO of the Mobile Marketing Association (MMA). For more 
information, visit www.MMAglobal.com. 
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http://www.dmnews.com/Top-mobile-carriers-speaking-same-language-with-latest-MMA-
guidelines/article/139418/ 
 
Top mobile carriers speaking same language with latest MMA guidelines 
 
The Mobile Marketing Association announced on July 1 it has released the latest version – its 
fourth -- of its US Consumer Best Practices Guidelines for Cross-Carrier Mobile Content Services. 
MMA updates the guidelines twice a year. 
 
The latest version includes what the association calls a ―milestone‖: it consolidates the individual 
mobile marketing guidelines, aka ―carrier playbooks,‖ of the four largest US wireless service providers: 
Verizon Wireless, AT&T, Sprint and T-Mobile USA. That eliminates the need for marketers to refer to 
four separate sets of carrier rules and guidelines, since the four carriers are now collaborating on 
standards for the industry. 
 
Kristine van Dillen, director, Industry Initiatives and Partnerships at MMA, said this should greatly 
simplify the process for technology enablers and marketers to execute short code messaging 
program. ―It currently takes six weeks to get a [typical] mobile marketing program approved‖ because 
of a complicated string of processes and approvals with carriers that have until now been using 
different terminology, van Dillen said. ―[With the new guidelines,] it becomes cheaper and easier for 
them to implement mobile marketing campaigns.‖ She added that it also ―gives a brand the ability to 
give more peace of mind to the consumer that they are following best practice guidelines.‖ 
 
The guidelines were produced by MMA's Consumer Best Practices committee, which includes 
member companies such as AT&T, Publicis NA, Fox Mobile Entertainment and Yahoo. The 
committee solicited feedback from more than 200 industry stakeholders at about 120 member 
companies. 

http://www.dmnews.com/Top-mobile-carriers-speaking-same-language-with-latest-MMA-guidelines/article/139418/
http://www.dmnews.com/Top-mobile-carriers-speaking-same-language-with-latest-MMA-guidelines/article/139418/
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content-services.htm 
 
New Guidelines Available for Cross-Carrier Mobile Content Services 
 
In an effort to beef up the solutions and services that are offered to customers across the mobile 
landscape, the Mobile Marketing Association has released the latest version of the U.S. Consumer 
Best Practices (CBP) Guidelines for Cross-Carrier Mobile Content Services. 
 
 The guidelines are updated regularly and provide an industry standard for cross-carrier mobile 
content services, including text messaging (SMS), multimedia messaging (MMS) shortcode programs, 
Interactive Voice Response (IVR) and mobile Web. 
 
The new guidelines, known as version 4.0, are the first to consolidate the individual mobile marketing 
guidelines and codes of conduct, known as carrier playbooks, of the four largest U.S. wireless service 
providers, including Verizon Wireless, AT&T, Sprint and T-Mobile USA. 
 
This industry-first agreement was announced in March of 2009 and is considered to be a milestone 
toward the continued growth of mobile marketing. The guidelines are also expected to help push 
operational efficiencies for the industry in the range of $200 million annually. 
 
While these guidelines are important for streamlining the way in which mobile providers offer services 
to customers, it is also important that mobile carriers understand their customers. In demonstrating an 
ability to deliver what customers need and want, these carriers can drive loyalty and increased 
revenues.  
 
Produced by the MMA’s CBP Committee, the guidelines are designed to provide measures of 
acceptable and unacceptable practices for all players in the U.S. ecosystem. This document is 
considered to be significantly more comprehensive than the previous edition. At the same time, it is 
also considered to be more concise and eliminates the need for companies to each have their own 
playbook. 
 
As a standard, the guidelines also offer a new reference ID system that is designed to make it fast 
and easy to navigate the document and find information. These guidelines help to standardize 
practices across the industry and provide a better experience for customers by ensuring the 
consistency of mobile marketing campaigns across the four major U.S. carriers. 
 
 
"Verizon Wireless has a long history of trying to protect our customers against unscrupulous 
marketing practices," said Richard Williams (News - Alert), Verizon executive director of marketing, in 
a statement. "By sharing best practices with other companies in the mobile marketing ecosystem, we 
hope to drive these practices out of the wireless marketplace altogether." 
 
It will be interesting to watch these four major players as they embrace these guidelines and yet still 
aggressively compete against each other. While a standard across the industry is certainly good for 
the customer base, will it emerge as being beneficial for these players? 
 
"The latest MMA Consumer Best Practices Guidelines are an industry milestone toward meeting the 
ecosystem’s need for a concise yet comprehensive set of rules at a time when rapid growth increases 
the challenge of following multiple playbooks,‖ said Mike Wehrs (News - Alert), president and CEO of 
the MMA. ―By providing a single, industry-standard reference, the new guidelines free carriers, 

http://ivr.tmcnet.com/topics/ivr-voicexml/articles/59147-new-guidelines-available-cross-carrier-mobile-content-services.htm
http://ivr.tmcnet.com/topics/ivr-voicexml/articles/59147-new-guidelines-available-cross-carrier-mobile-content-services.htm
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technology companies, brands, media companies and consumer advocates to focus on protecting 
consumers, providing the optimal user experience and continuing the mobile channel’s growth.‖ 
 
While carriers are embracing these guidelines and establishing standards by which to serve their 
customers, some companies are missing the boat altogether in regards to the opportunities in the 
mobile space. 
 
As mobile Internet is gaining in use among the consumer and business sectors, companies need to 
be capturing the among of traffic that comes to their site. Research shows that many of these 
companies do not conduct such due diligence and are therefore missing out on significant 
opportunities.  
 
Companies could stand to gain significant benefit by understanding these guidelines and even 
embracing them within their own environments to maximize the opportunities within the mobile 
marketing space. To do so could prove to be extremely profitable. 
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MMA Releases Mobile Content Guidelines 
 
The Mobile Marketing Association (MMA) has released the latest version of best practice guidelines 
for cross-carrier mobile content services in the United States. 
 
The guidelines are the first to consolidate the individual mobile marketing guidelines and codes of 
conduct of the four largest carriers: Verizon Wireless, AT&T, Sprint Nextel and T-Mobile USA. Major 
aggregators and content owners including Yahoo! and Fox Mobile Entertainment also supported the 
effort. 
 
"Verizon Wireless has a long history of trying to protect our customers against unscrupulous 
marketing practices," said Richard Williams, Verizon executive director of marketing, in a statement. 
"By sharing best practices with other companies in the mobile marketing ecosystem, we hope to drive 
these practices out of the wireless marketplace all together." 
 
The MMA claims the industry-first agreement will spur the growth of mobile marketing and save the 
industry over $200 million on an annual basis by streamlining operations. 
The agreement covers content such as text messaging, multimedia messaging and mobile Web and 
features a new reference ID system. 
 
It also includes changes to key areas such as standardizing the language ―Msg & Data Rates May 
Apply,‖ allowing for more flexibility with PIN location in message-terminated (MT) messages and 
modifying the STOP requirement in opt-in MT messages.   
 
The guidelines ensure that advertisers have a standard set of practices to follow. Before they were 
put in place, advertisers had to adjust for each carrier’s particular guidelines. 
―By providing a single, industry-standard reference, the new guidelines free carriers, technology 
companies, brands, media companies and consumer advocates to focus on protecting consumers, 
providing the optimal user experience and continuing the mobile channel’s growth,‖ said Mike Wehrs, 
president and CEO of the MMA, in a statement. 
 
  

http://www.wirelessweek.com/article.aspx?id=170548
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http://sbj.net/main.asp?SectionID=18&SubSectionID=23&ArticleID=85009&TM=58165.79  
 
Text-message marketing taps interested customers 
  
By Kathryn Wall  
 
From coupon clippings to sales flyers to Web site promotions, businesses have long recognized the 
need to reach out to customers, and some are using modern technology for a more direct approach.  
 
Arkansas-based SumoText and its sales agents are helping a growing number of area businesses 
connect with customers through texting, a technological twist on direct marketing.  
 
Ken Childers, a local SumoText agent since August, said that unlike other passive forms of 
advertising, such as TV commercials or e-mails, text-message ads are immediate and can create a 
dialogue between the company and the consumer.  
 
"It's the ultimate in permissions marketing," Childers said text-message marketing, because 
customers request to hear from the company, and the immediacy of getting a text message feels less 
like an advertisement to the consumer. "It feels like a special message from a friend." 
 
Customers sign up for the messages, which cost them the standard text messaging rate through their 
phone service providers, so they can take advantage of contests and discounts. Business owners 
benefit from direct advertising to those customers who have already expressed interest in the 
products being sold, Childers added. 
 
After an initial $100 set-up fee, merchant fees start at $79 per month for 1,000 outbound messages - 
and the more outbound messages a business signs up for, the more the price declines.  
 
If businesses exceed the chosen message limit, they pay a prorated amount for additional messages 
and have the option of modifying their plan.  
 
"It's kind of a happy predicament because if you've got that many and you're getting those kind of 
responses and you want to send those out, then you're going to want to increase your pool (of 
messages)," Childers said. 
 
Direct customer contact  
 
The technology behind mobile mass marketing is being used by national brands such as Coca-Cola 
and the Bravo TV station, and local businesses are taking note.  
 
Among Childers' local SumoText clients are Pyramid Foods, My 31 TV, Classic Sports and Staxx 
Apparel in downtown Springfield.  
 
Nicholas Cloyd, Staxx creative and marketing director, said the retailer uses text messages to notify 
clients of new brand arrivals, and anyone who signs up for the Staxx text messages in June is in the 
running to win one of two $100 gift cards to be presented at the end of the month.  
 
"I would definitely recommend this service to any business, " Cloyd said, noting that in the two months 
Staxx has been using SumoText, there has been an increase in customer foot traffic at the store. 
 
The Branson Convention and Visitors Bureau is another entity taking advantage of the text-
messaging trend to reach people.  

http://sbj.net/main.asp?SectionID=18&SubSectionID=23&ArticleID=85009&TM=58165.79
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Working with SumoText co-owner John Coleman and Branson SumoText agent Jennifer McCullough 
of Jennifer McCullough Marketing & PR, the Branson CVB uses text messages to share information 
on special attraction offers and Branson news, and to garner entries for local promotions.  
 
Lynn Berry, director of public relations for the Branson CVB, said the organization's leadership 
decided to enlist SumoText because they felt the service was a cutting-edge marketing tool, and she 
said it helped that the process was easy to learn. 
 
"They didn't laugh at us when we said we didn't know how to text," Berry said. "I'm not kidding - we're 
old fuddy-duddies!" 
 
Managing a new medium 
 
Once customers sign up for text messages from a specific company, business owners can ask 
questions and use the results to determine customer interests, which would enable them to customize 
text messages to specific groups of customers who prefer a specific brand or type of food, Childers 
said. 
 
Guidelines from the Federal Communications Commission and the Mobile Marketing Association's 
Code of Conduct protect consumers from getting more than they bargained for via text message.  
 
For example, text-message marketers must notify customers of the terms and conditions for signing 
up for mobile messages when they subscribe, and each text message must clearly tell consumers 
how to cancel the messages. The text messages also must include security features and the sending 
party must be clearly identified in every message.  
 
The FCC also strictly forbids spam messages, which means a user must have subscribed to the text-
message service specifically and not provided the business with their phone number for other 
reasons. Violations can result in fines up to $10,000, Childers said. 
 
In the coming weeks, SumoText will be Web-based and accessible from any computer, but Childers 
said for now, clients use one in-house computer to send text messages, which can be scheduled 
weeks in advance. 
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MMA Updates Cross-Carrier Mobile Content Best Practices 
 
The Mobile Marketing Association (MMA) released the latest version of its U.S. Consumer Best 
Practices Guidelines for Cross-Carrier Mobile Content Services. 
 
They say that their guidelines are the industry standard for cross-carrier mobile content services such 
as text messaging (SMS), multimedia messaging (MMS), shortcode programs, Interactive Voice 
Response (IVR) and mobile Web. 
 
In addition to incorporating carrier standards, the new guidelines include revisions and additions to 
key areas such as: 
 
•Standardizing the language "Msg & Data Rates May Apply" 
•Allowing for more flexibility with PIN location in message-terminated (MT) messages 
•Modifying the STOP requirement in Opt-in MT messages 
The guidelines also feature a new reference ID system designed to make it fast and easy to navigate 
the document and find information. The guidelines help standardize practices across the industry 
which provides a better experience for customers by ensuring the consistency of mobile marketing 
campaigns across the four major U.S. carriers. 
 
The guidelines are available for download at www.MMAglobal.com/bestpractices.pdf. 
 
 The new, version 4.0 guidelines are the first to consolidate the individual mobile marketing guidelines 
and codes of conduct - known as "carrier playbooks" - of the four largest U.S. wireless service 
providers: Verizon Wireless, AT&T, Sprint and T-Mobile USA.. 
 
Produced by the MMA's CBP Committee, the guidelines provide measures of acceptable and 
unacceptable practices for all players in the U.S. ecosystem. At 100 pages, the new CBP document is 
significantly more comprehensive than the previous edition, yet it provides the industry with the first 
concise, inclusive set of guidelines by eliminating the need to refer to four separate carrier playbooks. 

http://www.wirelessandmobilenews.com/2009/07/mma_updates_cross-carrier_mobile_content_best_practices.html
http://www.wirelessandmobilenews.com/2009/07/mma_updates_cross-carrier_mobile_content_best_practices.html


104 

 

July 1, 2009 
Mobile Marketing Watch 
 

 
 
http://www.mobilemarketingwatch.com/MMA-releases-new-us-consumer-best-practices-v40/  
 
MMA Releases New US Consumer Best Practices, V4.0 
 
The Mobile Marketing Association has released the latest version of its ―U.S Consumer Best 
Practices Guidelines for Cross-Carrier Mobile Content Services.  More simply, its the latest iteration of 
guidelines in terms of cross-carrier mobile content services such as SMS, MMS, shortcode services, 
Interactive Voice Response (IVR) and the mobile Web. 
 
Dubbed version 4.0, the new guidelines represent the first time the individual mobile marketing 
guidelines and codes of conduct, known as ―carrier playbooks,‖ of the four largest U.S. wireless 
service providers: Verizon Wireless, AT&T, Sprint and T-Mobile USA have been consolidated into one 
integrated ―rule book‖ so to speak. 
 
The new version is significant in the world of mobile marketing because it eliminates the need to refer 
to four different ―carrier playbooks,‖ and instead brings them all together in one 100+ page manual. 
 Like previous versions, the guidelines provide measures of acceptable and unacceptable practices 
for all players in the U.S. ecosystem. 
Among many enhancements, the new guidelines also feature a new reference ID system designed to 
make it fast and easy to navigate the document and find information.  The guidelines help standardize 
practices across the industry which provides a better experience for customers by ensuring the 
consistency of mobile marketing campaigns across the four major U.S. carriers.  Other major 
revisions and key additions include: 
 

 Standardizing the language ―Msg & Data Rates May Apply‖ 

 Allowing for more flexibility with PIN location in message-terminated (MT) messages 

 Modifying the STOP requirement in Opt-in MT messages 
 

In an ecosystem where best practices and industry guidelines can be easily overlooked, the new 
version of the MMA’s ―carrier playbook‖ can finally provide a central reference point for anyone 
looking to play by the rules in terms of mobile marketing and interaction with any of the major US 
carriers.  The new manual can be downloaded here. 
 

http://www.mobilemarketingwatch.com/mma-releases-new-us-consumer-best-practices-v40/
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MMA Releases New Mobile Marketing Guidelines 
 
By Mark Walsh 
 
The Mobile Marketing Association has released the latest version of its consumer best practice 
guidelines for mobile content services, setting out standards for things like SMS text messaging, 
MMS, shortcode programs and the mobile Web.  
 
The new guidelines mark the first time the MMA has consolidated the "playbooks," or codes of 
conduct, of the four major U.S. carriers-- Verizon Wireless, AT&T, Sprint and T-Mobile USA. The 
wireless operators in March had agreed to align their mobile marketing practices to create a uniform 
set of guidelines. The MMA estimated the step would result in $200 million in reduced costs 
industrywide.  
 
Key revisions include standardizing the language for how messaging and data rates apply. The 
guidelines are available for download at www.MMAglobal.com/bestpractices.pdf. 
 

http://www.mediapost.com/publications/?fa=Articles.showArticle&art_aid=109076
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Mobile Marketing Association updates best practices for cross-carrier mobile content 
 
By Dan Butcher 
 
The Mobile Marketing Association has released the latest version of its U.S. Consumer Best 
Practices Guidelines for Cross-Carrier Mobile Content Services, providing the first single reference for 
the mobile marketing ecosystem. 
 
Updated regularly, the guidelines are the industry standard for cross-carrier mobile content services 
such as text messaging (SMS), multimedia messaging (MMS), short code programs, Interactive Voice 
Response (IVR) and the mobile Web/WAP. The new version 4.0 guidelines are the first to consolidate 
the individual mobile marketing guidelines and codes of conduct—known as ―carrier playbooks‖—of 
the four largest U.S. wireless service providers: Verizon Wireless, AT&T, Sprint and T-Mobile USA. 
 
―This points to the collaboration of the four major carriers and how they will work together to increase 
efficiency within the industry going forward,‖ said Kristine Van Dillen, director of industry initiatives and 
partnerships for the MMA, New York. ―They can now all see each other’s playbooks, which is 
fundamental to what this industry needs in order to grow. 
 
―All of the major players were involved, which is absolutely phenomenal, because now mobile content 
providers have one source to go to, instead of having to approach each carrier individually,‖ she said. 
―We’ve made phenomenal progress when it comes to cross-carrier terminology, and it is absolutely 
critical to the wireless industry to standardize best practices. 
 
―We see it as being step one of multiple steps of really trying to increase the efficiency of the mobile 
marketing ecosystem.‖ 
 
The MMA is a global nonprofit trade association established to lead the growth of mobile marketing 
and its associated technologies. 
 
The MMA is designed to clear obstacles to market development, establish mobile media guidelines 
and best practices for sustainable growth and evangelize the use of the mobile channel.  
 
The more than 700 member companies, representing over forty countries worldwide, include all areas 
of the mobile media ecosystem. 
 
Originally announced in March 2009, the MMA claims that this industry-first agreement is a milestone 
toward the continued growth of mobile marketing and will achieve operational efficiencies for the 
industry upwards of $200 million annually. 
 
Produced by the MMA’s CBP Committee, the guidelines provide measures of acceptable and 
unacceptable practices for all players in the U.S. ecosystem. 
 
At 100 pages, the new CBP document is significantly more comprehensive than the previous edition, 
yet it provides the industry with the first concise, inclusive set of guidelines by eliminating the need to 
refer to four separate carrier playbooks.  
 
In addition to incorporating carrier standards, the new guidelines include revisions and additions to 
key areas such asstandardizing the language ―Msg & Data Rates May Apply,‖ allowing for more 
flexibility with PIN location in message-terminated (MT) messages and modifying the STOP 
requirement in opt-in MT messages. 

http://www.mobilemarketer.com/cms/news/associations/3598.html
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The guidelines also feature a new reference ID system designed to make it easier to navigate the 
document and find information. 
 
The guidelines help standardize practices across the industry, which provides a better experience for 
customers by ensuring the consistency of mobile marketing campaigns across the four major U.S. 
carriers.   
 
The guidelines are available for download at http://www.MMAglobal.com/bestpractices.pdf. 
 
In addition to AT&T, Sprint-Nextel, T-Mobile USA and Verizon Wireless, various MMA member 
companies participated in the CBP committee and collaborated in the development of the new 
guidelines. 
 
These include Bango, BrightKite, Buongiorno, Cellfish Media, Fox Mobile Entertainment, LavaLife 
Mobile, mBlox, Mobile Messenger, MX Telecom, NeuStar, OpenMarket, Publicis NA, Sybase 365, 
Telescope Inc., Thumbplay, VeriSign and Yahoo. 
 
The CBP is a guidepost and path to successfully launching and running mobile marketing campaigns. 
 
―The CBP is a mechanism where the carriers can agree on a common set of guidelines that they’ll all 
support for the most common mobile marketing activities that are applicable across all networks, such 
as standard opt-in and opt-out user flows for text alert programs,‖ said iLoop Mobile’s Michael Becker, 
global vice chairperson for the MMA. 
 
―The more commonality the industry achieves with these guidelines, the easier it will be to execute 
programs, ensure compliance across all carriers and deliver value to consumers,‖ he said. 
 
―Carrier contributions to a common set of rules that are generally applicable across all networks are 
immensely valuable to the industry and will save time, money and stimulate overall industry health 
and growth.‖ 
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Text marketing gets message into hands of on-the-go consumers 
 
Texting: It’s not just for teens any more. 
 
Cell phone penetration is soaring, consumers are more tech-savvy than ever and the volume of text 
messages sent exceeds the number of phone calls made. It was only a matter of time before 
marketers began using text messaging to reach on-the-go consumers. 
 
―I do everything with my cell phone except take showers,‖ said Anthony Santaularia, president of 
SansMobile, a text-messaging service provider in Kansas City. ―Texting can help businesses attract 
more new customers, as well as increase the number of repeat customers.‖ 
 
The concept is simple, said Mike Wehrs, president and CEO of the Mobile Marketing Association in 
New York City 
 
―Text marketing means using the text-messaging function of cell phones to deliver a marketing or 
advertising message,‖ he said. ―Any business can benefit from mobile marketing. One of the huge 
benefits is geography. You can target a message to customers within a three-mile radius of your store 
if you want.‖ 
 
Business owners create a short word or phrase that potential customers can text to a five- or six-
character number. Consumers who opt in will receive an automated response from the business. A 
restaurant, for example, may send that evening’s dinner specials. Customer numbers are stored in a 
database for future text campaigns, although participants can opt out. 
 
―Real estate agents, restaurants, bars, schools — any business model out there can use text 
messaging to reach their customer base,‖ Santaularia said. 
The concept for SansMobile grew out of Santaularia’s background in large real estate projects. 
 
―The biggest issue I found was trying to obtain timely information on a piece of property, such as price 
or square footage,‖ he said. ―I would call up the agent and often get a voice message. I thought there 
had to be a better way to distribute information.‖ 
Real estate was one of the first markets Santaularia addressed when he started his business late last 
year. 
 
―We have a platform to provide this information to potential buyers for real estate,‖ he said. ―We also 
provide Realtors with the cell number of the potential buyer so they can follow up with them.‖ 
Dwayna Ramsey, manager of enrollment services for EdisonLearning in Wichita, began 
experimenting with text marketing in April. EdisonLearning operates a number of private schools, 
including several in the Kansas City area. 
 
―Right now, we are using text marketing in a program with Provost Academy, a private high school in 
South Carolina,‖ she said. ―We are using multiple marketing messages for online enrollment.‖ 
 
Text messaging complements rather than replaces the company’s existing media mix of print and 
radio advertising, she said. These ads encourage readers and listeners to text for more information.  
 
Blue Sushi, a chain of six restaurants in Omaha that is considering moving into the Kansas City 
market, also is trying text marketing. 
 

http://www.kansascity.com/business/story/1309608.html
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―We started out with a large e-mail blast that gave us pretty good results,‖ marketing coordinator Ryan 
Heimes said. ―We are able to e-mail 15,000 customers who have opted in to our e-mail lists. We now 
want to take that to another level with mobile phones and PDAs.‖ 
 
The restaurant currently sends the same messages to all customers. 
 
―We hope to be able to tailor messages to a specific location.‖ Heimes said. ―If one store is having a 
slow night, for an example, we can send a message to customers in that area instead of a mass text.‖ 
 
Text marketing is a relatively new medium, and many businesses are learning as they go. But those 
who are further along offer a few tips to those that are just starting out. 
 
Complement existing media. Including a text option can enhance newspaper advertising or other 
marketing efforts.  
 
Spread the word. There are any number of creative ways for businesses to promote their text service. 
 
―Clients generally list it on in-store promotions,‖ Santaularia said. ―Restaurants can use it on menus 
and table tops. Put the key word in your advertising and on your Web site.‖ 
 
Keep it fresh. Customers will quickly tire of seeing the same message more than once. 
 
―Clients can go on our Web site and change their message as often as they want,‖ Santaularia said. 
―Bar owners, for example, may want to update their message early in the day so it can go out before 
happy hour, when they are busy‖ 
 
Don’t overdo it. Receiving too many text messages also can be annoying.  
 
―I tell customers to not send messages just to be sending them,‖ Santaularia said. ―Always offer 
something of perceived value. Restaurants may send a message right before dinner time promoting 
50 percent-off hamburgers.‖ 
 
Understand pricing. Billing practices may differ from those of more traditional media. SansMobile, for 
example, has plans that start at a flat $12.99 per month, plus volume-based distribution fees. 
 
―The most important thing is to understand the pricing structure,‖ Heimes said. ―Know how you will be 
charged and what it will cost.‖ 
 
Don’t fear the economy.  
 
―Text marketing makes even more sense in the current economy because of the very high conversion 
rates,‖ Wehrs said. ―Remember, people have their cell phone in their pocket or purse 18 hours a day. 
When it rings or vibrates, they stop what they are doing and give it their full attention.‖ 
 
Experiment. There is no right or wrong approach to text marketing. Any business can start with a 
basic strategy and develop a program that is specific to their needs and customer base. 
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Michael Jackson and text messaging 
 
The King of Pop died two weeks ago. Now, that’s not news to anybody, but the way that we all found 
out about it may be. 
 
You definitely remember exactly where you were and how you found out about 9-11, don’t you? What 
were you doing when the O.J. verdict was announced? You remember the details when Lady Diana’s 
car crashed and when Elvis died. And, if you are old enough, you remember where you were and how 
you found out when John F. Kennedy, Bobby Kennedy, and Martin Luther King were assassinated. 
 
On Friday, I learned that Michael Jackson died via text message. The text message wasn’t sent by a 
friend. It was sent by a radio station that I listen to. I was in my car. I immediately turned off my Green 
Day CD and tuned in to the radio station to find out more details. Other than the cell phone, the only 
other medium that I had with me was my radio. 
 
That’s why these two mediums are such a great match. According to Knowledge Network, 60 % of us 
have our cell phones with us 24 hours per day. I couldn’t find a similar statistic concerning radio, but 
the only time I’m not near a radio is when I’m working out at the gym. I have a radio at home, I have a 
radio at work, and I have a radio in my car. 
 
Just like most Americans. And, the trend is continuing, especially if your target market is young adults. 
 
According to the Center for Disease Control and Prevention, 18% of all American households are now 
cell phone only. That means that these households have cut the cord of having a home phone. Why 
bother? 
 
Like many American businesses, radio is struggling with tighter advertising budgets. But, the marriage 
of radio and cell phone can help pull radio out of those doldrums and above the din caused by the 
proliferation of the American advertising market. 
 
Forward-thinking radio stations have been using text messaging, now known as ―mobile marketing,‖ 
for several years. It started out as a bastion of the promotions department, but has since moved to the 
sales department. 
 
―Text messaging started out as a promotions tool, but it’s now a sales tool,‖ said Bret Dunlap, chief 
executive officer at Spark Network Services which operates 84444.com—a do-it-yourself mobile 
marketing service that sells to radio stations. 
 
―We’ve had CHR stations that couldn’t get in on the 12-24 demo for soft drink buys, but when they 
added a mobile marketing sponsorship, they got in on the buys,‖ said Dunlap. ―We’ve had other radio 
stations sell sponsorships of their text messages and get double what we charge them for the online 
text message solution.‖ 
 
Cost is about $499 per month for most mid-size market radio stations. This gets the radio station up to 
10,000 text messages per month. 
 
The key to a successful radio mobile marketing campaign is the creation of an opt-in database of 
listeners. This is normally done through a sweepstakes program. Radio stations often use ticket 
giveaways to create its opt-in list of P-1 listeners. Then, when a newsworthy even like the Jackson 
death happens, a station can send a broadcast text message and be the first to notify its listeners. 
July 8, 2009 
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Forrester Not Predicting Year Of Mobile In 2009 (or 2010) 
 
You can't accuse Forrester Research of being overly effusive about mobile marketing. In its latest 
interactive forecast, the firm describes mobile as "one of the most anticipated, least adopted 
interactive channels in the mix."  
 
Forrester analyst Shar VonBoskirk goes on to cite hurdles such as complexity around metrics, carrier 
relationships and limited consumer mobile data use as stifling mainstream mobile marketing today. 
The firm doesn't expect mobile spending to pick up until mid-2011 as brands continue to rely on more 
established avenues for flogging products and services.  
 
Over the next five years, Forrester projects 27% annual growth in U.S. mobile marketing spend from 
$391 million this year to $1.3 billion in 2014. Compare that to eMarketer's forecast, which predicts 
mobile ad spending will hit $3.3 billion by 2013. Even assuming the larger figure, that amount is still 
tiny compared to the $37.2 billion eMarketer projects for online ad dollars by 2013.  
 
Certain factors weigh in mobile's favor, though. Among key trends fueling growth are increasing 
mobile data use, branded mobile apps and the overall maturing of the medium, according to 
Forrester. The last of these trends includes a growing body of standards from groups like the Mobile 
Marketing Association. At the same time, the spread of services like mobile search, from 
established players like Google, Microsoft and Yahoo, will provide familiar types of ad inventory.  
 
Emerging technologies like near field communication will also play a role in mobile growth by turning 
devices into the equivalent of debit cards. Now if they could just come pre-loaded with cash. 
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FirstNews Briefs for July 8, 2009 
 
The Mobile Marketing Association has elected Herve Le Jouan, managing director of the comScore 
Census Solutions Group, to its Global Board of Directors. Le Jouan will also sit as chair on the 
board’s European committee. 

http://www.wirelessweek.com/article.aspx?id=170654
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The Weather Channel optimizes mobile site for smartphones 
 
By Dan Butcher 
 
The Weather Channel Interactive has launched the newest version of its Weather.com Mobile Web 
site, which is optimized for smartphones. 
 
Available at http://www.weather.com for Apple’s iPhone and iPod touch, Palm Pre and HTC’s T-
Mobile G1 and G2 devices, the site includes a customizable interface and new content. TWCi’s 
Mobile Web 3.0 site features animated radar weather maps and enhanced current conditions pages 
to help consumers keep up with the weather forecasts most relevant to them. 
 
―Updating the mobile Web site is about bridging the gap between the traditional Web and the mobile 
Web,‖ said Cameron Clayton, the newly appointed vice president of mobile for The Weather Channel 
Interactive, Atlanta, GA. ―We look to bring the complete set of great content The Weather Channel 
offers together with the speed and form of new mobile devices. 
 
―Our mobile site was already the number one content site on the mobile Web, but we needed to 
optimize more for what the new devices can do,‖ he said. ―With all product enhancements, we also 
review consumer comments and take that feedback seriously to better fit users’ needs.‖ 
 
TWCi is a leading provider of broadband and wireless weather products, including Weather.com, The 
Weather Channel Desktop and The Weather Channel Mobile. 
 
TWCi reaches more than 38 million unique users online each month and is the most popular source 
of online weather, news and information according to Nielsen//NetRatings. 
 
TWCi also provides consumers mobile services, including downloads, messaging, the mobile Web 
site and mobile video. 
 
The Weather Channel Mobile is consistently one of the top five mobile Web sites in the United States. 
It offers advertisers mobile ad products that include geo-targeted and weather-triggered ads. 
 
Users of the new Weather.com for mobile now have the option of tailoring their homepage to 
prominently feature weather content that best fits their lifestyle, such as airport delays, current 
conditions, severe weather alerts, school day forecast and pollen activity. 
 
Enhanced future forecasts are available in hourly, 36-hour, 10-day, school day and weekend reports. 
 
The site offers new content in its Pets section, with pet-specific data such as the overnight low, a pet 
comfort index and mosquito activity; its Green Living section, which provides daily conservation tips; 
and its photo galleries. 
 
The most popular features from the earlier version have been preserved and enhanced for the new 
Mobile Web 3.0, including local video forecasts, local and national weather maps, severe weather 
alerts and the Hurricane Central section. 
 
TWCi’s mobile strategy continues to evolve 
 
The Weather Channel Interactive hosted its second-annual mobile-themed promotion to give away a 
BlackBerry every day throughout June (see story). 

http://www.mobilemarketer.com/cms/news/media/3640.html
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The Weather Channel Interactive, in partnership with home improvement retailer Home Depot Inc., 
launched an updated Weather.com section dedicated to do-it-yourself home improvement projects 
(see story). 
 
―There will be a continued focus on the whole mobile product portfolio of The Weather Channel, 
including the mobile Web site, messaging, video and download products,‖ Mr. Clayton said. 
 
―TWC has been at the top of the industry with mobile marketing efforts, and we will continue that 
thought leadership as we move ahead with a particular focus on mobile advertising and positioning 
TWC as a leader in mobile advertising,‖ he said. 
 
―TWC’s mobile products will also see a renewed focus on the user experience, with a number of 
improvements still in the works to truly meet the expectations of our customers." 
 
Weather is one of the most popular categories among mobile applications and the mobile Web. 
 
‖Our target demographics span everyone from mobile weather enthusiasts to casual weather 
consumers, including business travelers, active families, outdoor enthusiasts and any consumers who 
keep up with daily weather," he said. 
 
Mr. Clayton will be a member of the Mobile Marketing Association’s Board of Directors. 
 
―As part of the board, and as a TWC priority, I will help provide leadership and strategic guidance for 
the MMA while working to grow the mobile marketing industry and to lead the industry in supporting 
the growth of mobile advertising,‖ he said. 
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The Seven Myths Of Mobile Advertising 
 
With a clearer distinction between what's realistic today and what's been mystified by industry hype, 
brands, agencies and publishers alike can start leveraging the mobile medium now as an easy-to-use, 
creative, targeted, and measurable new revenue opportunity.  
 
The myths that surround mobile are holding back many brand marketers and publishers from 
leveraging it for a competitive advantage, despite the fact that mobile is gaining more buzz every day. 
The industry needs a clearer picture of what's possible and how to put dynamic mobile marketing 
solutions to work today. Here are some of the myths we hear time and time again, as well as insight 
to help set the record straight. 
 
Myth # 1: Smaller screen, smaller effect. Many marketers assume that because mobile phones have 
a smaller screen, advertisements will look more cluttered, and be less effective. In fact, CTRs have 
been found to be higher on small mobile screens than traditional PCs, and ads on mobile devices 
often look cleaner than on the Web. Content clarity overall is more vivid.  
 
Myth #2: Low CPMs. Publishers often assume lower CPMs on mobile versus the traditional Web, and 
in turn, lower revenue opportunities. The reality is, CPMs can go up to $15-$20 for premium mobile 
Web sites, and as the mobile advertising industry grows, so will these rates.  
 
Myth #3: Mobile ads are harder to design. I have found that a large percentage of advertisers believe 
it's harder to create campaigns for the mobile medium. However, the only real difference is that 
banner sizes are smaller. Any good designer can build them, and the Mobile Marketing Association 
offers standards http://www.MMAglobal.com/mobileadvertising.pdf to help guide you through it.  
 
Myth #4: No unique user detection and targeting. On the Web, cookies enable advertisers and search 
engines to track unique visitors and who clicks on what link. It's just as simple on in mobile. By using 
multiple identity parameters in the ad requests, like the device, WAP IP, or session info, it's easy to 
detect unique users on mobile. And with that ability, concepts like frequency capping, demographic 
targeting and enhanced user targeting options prove mobile advertising a useful new marketing tool.  
 
Myth #5: Creating a mobile Web site is difficult and expensive. Building a mobile content page is the 
first necessary step before launching a mobile ad campaign, and there are many free tools available 
to make it easy and painless. Mofuse, DotMobi and Ubik, for example, can help you build a mobile 
site, or simply translate your regular Web content into a mobile format. Then you can set it up to 
automatically extract your online content through RSS and feed it into your mobile site. Don't get 
overwhelmed -- if you have content already on the Internet, this can be done very quickly. The more 
automated, the easier it will be for you.  
 
Myth #6: A perceived lack of ROI. The nature of mobile advertising allows you to capture conversions 
in a much more innovative way than the Web. The power of click2call actions, lead generation forms, 
and click2pay make it simple for advertisers to run mobile campaigns, determine effective 
conversions, and calculate ROI for their spend much faster and easier.  
 
Myth #7: SMS is the only type of mobile advertising. Many assume mobile advertising is just SMS, 
which lacks user interaction and dynamic content, and offers limited ad text. Advances in mobile 
technologies have made it possible to expand advertising into interactive text and banners, and 
embed ads in mobile games and smartphone applications. The enhanced support for rich media on 
the iPhone, Android, Nokia and other smartphones has made it possible for advertising to take a step 
forward and offer more streamlined brand exposure.  
 

http://www.mediapost.com/publications/?fa=Articles.showArticle&art_aid=109531
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With a clearer distinction between what's realistic today and what's been mystified by industry hype, 
brands, agencies and publishers alike can start leveraging the mobile medium now as an easy-to-use, 
creative, targeted, and measurable new revenue opportunity. 
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Mobile Marketing Association Releases Updated Version of U.S. Consumer Best Practices 
 
Jul 10, 2009 (Close-Up Media via COMTEX) -- The Mobile Marketing Association (MMA) 
announced it has released the latest version of its U.S. Consumer Best Practices (CBP) Guidelines 
for Cross-Carrier Mobile Content Services. 
 
Updated regularly, the guidelines are the industry standard for cross-carrier mobile content services 
such as text messaging (SMS), multimedia messaging (MMS), shortcode programs, Interactive Voice 
Response (IVR) and mobile Web. 
 
The version 4.0 guidelines consolidate the individual mobile marketing guidelines and codes of 
conduct - known as "carrier playbooks" - of Verizon Wireless, AT&T, Sprint and T-Mobile USA. 
 
In addition to incorporating carrier standards, the new guidelines include revisions and additions to 
areas such as: - Standardizing the language "Msg & Data Rates May Apply" - Allowing flexibility with 
PIN location in message-terminated (MT) messages - Modifying the STOP requirement in Opt-in MT 
messages "The latest MMA Consumer Best Practices Guidelines are an industry milestone toward 
meeting the ecosystem's need for a set of rules at a time when rapid growth increases the challenge 
of following multiple playbooks," said Mike Wehrs, President and CEO of the MMA. "By providing a 
single reference, the new guidelines free carriers, technology companies, brands, media companies 
and consumer advocates to focus on protecting consumers, providing the optimal user experience 
and continuing the mobile channel's growth." Mobile Marketing Association (MMA) is a non-profit 
trade association established to lead the growth of mobile marketing and its associated technologies. 

http://www.tmcnet.com/usubmit/2009/07/10/4267814.htm
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OgilvyOne Sean Rach elected Chairman 
 
Ogilvy Hong Kong has announced that Sean Rach, Managing Director, OgilvyOne Worldwide Hong 
Kong, has been elected to the 2009 Global Board of Directors of the Mobile Marketing Association 
(MMA) and has been named as Chairman of MMA APAC .  
 
Ogilvy has been an active participant of the MMA and served on the board for the past three years.  
 
"Ogilvy's efforts at the cutting edge of mobile marketing span the region with noteworthy work in India, 
Australia, Singapore, Hong Kong, China, the Philippines, Korea and Japan. The mobile medium offers 
marketers a uniquely personal and engaging platform that, due to its very nature, must be handled 
appropriately," said Mr Rach.  
 
"The Mobile Marketing Association's efforts in developing marketing guidelines and standards, 
researching consumer acceptance of mobile marketing and providing a common forum for all parts of 
the mobile marketing eco-system are praiseworthy. I am honoured to have been selected to lead my 
peers for the coming year and appreciate the support of the members, board members and especially 
our executive committee of Barney Loehnis (Isobar), Dilip Mistry (Microsoft), and Geoffrey Handley 
(The Hyperfactory) as well as our Chairman Emeritus, Jimmy Poon (Puca)," he said.  
 
―The MMA Global Board of Directors has a key part to play in both the MMA and the industry by 
offering strategic oversight and real-world expertise, enabling the MMA to identify and create the 
framework necessary for the mobile marketing industry to thrive,‖ said Mike Wehrs, President and 
CEO of the MMA. ―I am happy to be able to welcome Sean back to the Global Board of Directors for 
2009 and as Chairman of the APAC Regional Board. I thank him for his dedication to the association 
and the mobile marketing industry as a whole. Together we can continue to make great progress for 
the entire ecosystem.‖  
 
 

http://www.medianewsline.com/news/146/ARTICLE/4794/2009-07-11.html


119 

 

July 15, 2009 
FierceMobileContent 
 

 
 
http://www.fiercemobilecontent.com/story/MMA-launches-affiliate-member-program/2009-07-
15?utm_medium=nl&utm_source=internal  
 
MMA launches affiliate member program 
 
By Jason Ankeny  
 
Non-profit industry trade group the Mobile Marketing Association announced the introduction of a 
new MMA Membership program specifically created for affiliate marketers operating on the mobile 
platform. According to the MMA, the program--launched to address the increasing numbers of poor 
user experiences resulting from misleading advertiser practices in premium short-code efforts--
requires MMA Affiliate Members to consent to following rules outlined in the organization's U.S. 
Consumer Best Practices and Global Code of Conduct; in turn, they will receive industry recognition 
that they are both educated in and agree to adhere to self-regulation guidelines published and 
maintained by the MMA. In addition to education in new policy and self-regulatory decisions, 
members will also earn insight into MMA initiatives and networking opportunities. 

http://www.fiercemobilecontent.com/story/mma-launches-affiliate-member-program/2009-07-15?utm_medium=nl&utm_source=internal
http://www.fiercemobilecontent.com/story/mma-launches-affiliate-member-program/2009-07-15?utm_medium=nl&utm_source=internal
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http://www.mediapost.com/publications/?fa=Articles.showArticle&art_aid=109863 
 
MMA Unveils Affiliate Member Program 
 
Expanding its effort to clean up mobile marketing, the Mobile Marketing Association Wednesday 
announced a new membership program aimed at affiliate marketers on cell phones.  
 
By joining the program, companies agree to follow the MMA guidelines outlined in its U.S. Consumer 
Best Practices and Global Code of Conduct. In return, affiliate marketers will receive industry 
recognition that they comply with the voluntary guidelines promulgated by the MMA. They also benefit 
from education about recent policy and self-regulatory decisions as well as increased networking 
opportunities.  
 
The affiliate initiative is meant to cut back on misleading advertising in premium short code marketing 
programs. Among companies supporting the MMA Affiliate Marketers program are Mobile Messenger, 
VeriSign Messaging and Mobile Media, MX Telecom, PlayPhone, Cellfish Media and NextWeb Media.  
 
"By recognizing a pre-approved network of affiliates, aggregators, carriers and content providers can 
focus on new products and services, this initiative will provide assurance that affiliate partners will be 
focused on consumer protection, leading to overall development of the mobile ecosystem," said 
Alykhan Govani, CEO of North America for MX Telecom, in a prepared statement.  
 
Earlier this month, the MMA released the latest version of its consumer best practice guidelines for 
mobile content services, setting out standards for things like SMS text messaging, MMS, shortcode 
programs and the mobile Web.  
 
The new guidelines mark the first time the MMA has consolidated the "playbooks," or codes of 
conduct, of the four major U.S. carriers-- Verizon Wireless, AT&T, Sprint and T-Mobile USA.  

http://www.mediapost.com/publications/?fa=Articles.showArticle&art_aid=109863
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http://www.mobilemarketer.com/cms/news/associations/3684.html  
 
Mobile Marketing Association implements affiliate member program 
 
By Jordan Crook  
 
The Mobile Marketing Association is broadening its reach once again with the creation and 
implementation of a membership program designed with the mobile affiliate marketer in mind.  
 
The affiliate program was created to reward the affiliate marketers who stay in line with the Mobile 
Marketing Association’s Consumer Best Practices and Global Code of Conduct. With this new 
implementation comes the opportunity to put an end to the increasing accounts of bad user 
experiences due to deceptive advertising practices in short-code programs. 
 
In order to become an MMA affiliate member, companies must agree to follow the Mobile Marketing 
Association’s guidelines, which can be found in the U.S. Consumer Best Practices and Global Code 
of Conduct. 
 
Companies who agree to this stipulation will receive recognition within the industry and the 
opportunity to be educated in industry self-regulation guidelines which are published and updated by 
the MMA. 
 
Other benefits of being an MMA affiliate member include insight into the Mobile Marketing 
Association’s initiatives and numerous networking opportunities.  
 
With this implementation, wireless carriers, content providers and aggregators will have a variety of 
acquisition marketers to choose from who can be trusted to abide by industry best practices.  
 
The MMA Affiliate Member program not only benefits the major players in the mobile space, but 
trickles its rewards on down to the consumer who will surely enjoy the reduction of misleading 
advertisements.  
 
Moreover, the fewer deviations there are from consumer best practices within the mobile space, the 
easier it will be to acquire consumers who are comfortable participating in mobile campaigns and 
initiatives.  
 
The affiliate member program is one part of a large-scale multifaceted initiative from the MMA to 
eliminate the barriers that stand in the way of the mobile marketing industry’s growth and the 
happiness of the mobile consumer.  
 
Companies involved in the development and support of the Mobile Marketing Association’s Affiliate 
Members program are Mobile Messenger, Verisign Messaging and Mobile Media, MX Telecom, 
PlayPhone, Cellfish Media and NextWeb Media.  
 
Verisign, an active member of the Mobile Marketing Association, claims that it fully supports this 
initiative as it enables the industry and its content providers’ marketing partners to benefit from the 
MMA guidelines and best practices. 
 
The MMA claims that this new program is the most recent example of the MMA’s dedication to 
identifying and proactively addressing issues in the mobile space, whether they affect consumers or 
the mobile channel, itself.  
 
The Mobile Marketing Association is a global non-profit trade association which was created to 
push forward in the growth of mobile marketing and its associated technologies.  

http://www.mobilemarketer.com/cms/news/associations/3684.html
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The MMA prides itself on being an action-oriented organization that eliminates obstacles to market 
development, establishes guidelines for the industry and educates players on opportunities in the 
mobile space. 
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http://www.wirelessweek.com/article.aspx?id=170810 
 
MMA Launches Affiliate Program 
 
The Mobile Marketing Association (MMA) today announced the creation of a membership program 
designed for the affiliate marketer operating in the mobile space.  
 
The MMA Affiliate Member program was created to benefit the affiliate marketers that follow the 
Consumer Best Practices and Global Code of Conduct and simultaneously address the increasing 
instances of poor user experience that result from misleading advertising practices in premium short-
code programs.  
 
By becoming an MMA Affiliate Member, companies agree to follow MMA guidelines outlined in the 
U.S. Consumer Best Practices and Global Code of Conduct. In turn, participating companies receive 
industry recognition that they are both educated in and agree to abide by industry self-regulation 
guidelines published and maintained by the MMA. 
 
―The Affiliate Members program is the latest example of how the MMA identifies and proactively 
addresses issues that affect both consumers and the mobile channel opportunity,‖ said MMA 
President and CEO Mike Wehrs. ―This new program is a win-win because it means more individuals 
will follow MMA guidelines and best practices, benefiting the ecosystem, while consumers will be 
better protected from misleading advertising while interacting with their mobile device.‖ 

http://www.wirelessweek.com/article.aspx?id=170810


124 

 

July 16, 2009 
Thomson Local 
 

 
 
http://www.businessstrata.com/Win/News-Archive/Marketing-
News/?storyId=83003&title=Direct+marketing+campaigns+can+target+more+people+with+mobile+int
egration 
 
Direct marketing campaigns can target more people with mobile integration 
 
Growing businesses should consider integrating mobile into their direct marketing campaigns to target 
the most consumers possible, according to one expert. 
 
Mike Wehrs, president of the Mobile Marketing Association, claims that at least 50 per cent of the 
global population own a mobile phone and keep them close by throughout the day. 
 
In an interview with MobiThinking.com, the expert claims that no other direct marketing channel can 
allow a brand to "reach target customers for the 18 hours a day it is in their pocket or purse". 
 
He added a mobile is also the top thing consumers ensure they have on them when they leave the 
house. 
 
Mr. Wehrs said: "By not integrating mobile into your marketing campaigns you miss out on conveying 
your message to a huge portion of consumers." 
 
Dianna Dilworth recently wrote on Dmnews.com that businesses can enhance their customer 
relationship management by using mobiles in their existing direct marketing campaigns. 
 

http://www.businessstrata.com/Win/News-Archive/Marketing-News/?storyId=83003&title=Direct+marketing+campaigns+can+target+more+people+with+mobile+integration
http://www.businessstrata.com/Win/News-Archive/Marketing-News/?storyId=83003&title=Direct+marketing+campaigns+can+target+more+people+with+mobile+integration
http://www.businessstrata.com/Win/News-Archive/Marketing-News/?storyId=83003&title=Direct+marketing+campaigns+can+target+more+people+with+mobile+integration
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http://www.gpsbusinessnews.com/Location-based-Ads-privacy,-interview-with-Kristine-van-Dillen,-
MMA_a1645.html 
 
Location-based Ads & privacy, interview with Kristine van Dillen, MMA 
 
GPS Business News interviewed with Kristine van Dillen, Director of Industry Initiatives & 
Partnerships at the Mobile Marketing Association (MMA), ahead of the Metaplaces conference 
(San Jose, CA, Sept. 22-23).  
 
Kristine van Dillen joined the Mobile Marketing Association in 2008. In her role, Kristine facilitates 
the global initiatives of the MMA including coordinating and publishing guidelines, best practices and 
educational tools for mobile media and marketing. In her previous position as Director, Product 
Development at Vindigo, a mobile applications developer, Kristine managed the development of 
downloadable applications including MapQuest Mobile and MovieGoer. Prior to that, Kristine was 
working with Accenture in the Communications Industry business unit.  
 
GPS Business News: Can you briefly introduce us to the MMA?  
Kristine van Dillen: The MMA is a non-profit trade association established to lead the growth of mobile 
marketing. We have more than 700 member companies, representing over forty countries around the 
globe. Our members span out the whole mobile media ecosystem.  
 
GPS BN: You will be speaking at the forthcoming Metaplaces conference about profiling and location-
based advertising. What is the key message you want to convey to the attendees?  
KvD: As a trade association our focus is on growing the mobile marketing and mobile advertising 
markets; to reach this goal we need to ensure that consumers want to engage with marketers which 
means a certain amount of restraint from the marketer’s side. This is why the MMA published a global 
code of conduct in July 2008 which has regular updates. The code has five pillars which are Notice, 
Choice & Consent, Customization & Constraint, Security, and Enforcement and Accountability. I will 
not detail each of these five categories now, but the whole idea is to provide mobile marketers with 
privacy principles.  
 
GPS BN: Can you give us some examples with relation to location-based advertising?  
KvD: Sure. If we talk about the ―notice‖ category - which is informing the consumer about the terms 
and conditions of the marketing program - then a location-based ad program should clearly disclose 
for which purpose the location is used and captured. Now if we talk about the ―security‖ category, the 
marketer should make sure that the user’s location is protected from unauthorized use, third party 
access, etc.  
 
As you can understand the code of conduct is not detailing specific rules, it is much more a framework 
to self-regulate the mobile marketing industry and ultimately make sure that consumers are at ease 
with these marketing programs.  
 
GPS BN: In terms of location accuracy and profile data what do you think is really needed by 
advertisers and what is not?  
KvD: We have not yet set rules at that level. In an ideal world the consumer would know exactly the 
level at which he wants to share his personal information with a brand. The consumer should have full 
control of that. There are still questions in the market place about what information is very sensitive 
and what is not. And also don’t forget that local laws are still defining that.  
 
What advertisers need in terms of location accuracy and profiling also varies from one campaign to 
another. For example the need is very different between a campaign in which the goal is to drive 
consumers into stores and another where the interaction is starting when the consumer is actually in 

http://www.gpsbusinessnews.com/Location-based-Ads-privacy,-interview-with-Kristine-van-Dillen,-MMA_a1645.html
http://www.gpsbusinessnews.com/Location-based-Ads-privacy,-interview-with-Kristine-van-Dillen,-MMA_a1645.html
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the store. There are also campaigns where a marketer doesn’t need to retain information about the 
consumers, but there are others, like loyalty programs, where customer information is retained over 
time. 
 
GPS BN: Do you think there should be some privacy gatekeeper in the mobile industry? Who do you 
believe is the best placed to play this role? Wireless operators?  
KvD: I think it currently varies by region. But ideally the consumer should be the gatekeeper.  
Consumers should have the choice and have the control over their location and the way they want it 
to be shared (or not) and displayed.  
 
GPS BN: OK, but it does assume that consumers are aware of location technologies and mobile 
marketing which is far from being the case today. Don’t you think there should be more protection 
than that?  
KvD: We believe that the very important point is that consumer should be made aware. In addition 
they should also be rewarded. What I mean by that is that they should be rewarded against the value 
of the information they provide.  
 
GPS BN: Now let’s talk specifically about the business of location-based advertising: how far are we 
from making it a real business? Do you see a real interest from advertisers?  
KvD: I believe we are still today at a very early stage in location-based advertising. I truly believe that 
advertisers are very excited to use the mobile as a marketing channel and know where that consumer 
is.  
I am still waiting to see the market evolve and innovate though: we are only just scratching the 
surface today. I think there is much more to come.  
 
In addition, I think the industry still has difficulties in building programs that scale with that level of 
information. What I mean is that there is not yet a massive availability of consumers opting-in for 
location-based advertising programs.  
 
GPS BN: In terms of adoption of mobile marketing and location-based advertising do you see a real 
difference between large and small companies?  
KvD: The larger brands have more money to experiment with while smaller companies don’t. Smaller 
companies are looking for an immediate return on investment and proven marketing channels. 
Therefore mobile advertising and especially location-based advertising is less likely to be on their 
agenda.  
 
GPS BN: And what about metrics for mobile marketing?  
KvD: We are still at an early stage with mobile. Although there are easy to use metrics for display 
advertising such as impression and click through rate, for applications and messaging it is more 
difficult to define metrics. I have seen many, many things. For example in one Smartphone 
advertisement the metric was around how long the user shakes the phone for. This was the metric 
used because it was the most effective way to estimate the consumer engagement with the brand. 
For another brand the success was calculated on how much buzz they got about their mobile 
campaign in the media. So you see it can be very different. This is also why the MMA is working with 
other industry bodies to standardize metrics and practices; however it is going to be a while before we 
have a bucket of tools used by everybody.  
 
Meanwhile we see more and more agencies including mobile as part of their marketing tools. For 
each budget and each campaign they are thinking about mobile as a de facto channel inside their 
marketing mix.  
 
GPS BN: Thank you for your time!  
KvD: You are most welcome.  
 
Metaplaces will take place in San Jose, California on September 22-23, 2009. GPS Business News is 
a media partner of the conference. 
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http://www.qsrweb.com/article.php?id=15234&prc=66&page=58 
 
Experts weigh in on adoption of mobile ordering for QSRs 
 
With Pizza Hut's debut of its mobile ordering application this week, it could be a good sign that 
restaurants will be adopting the technology. While at least two quick-service brands are testing such 
apps, the question remains about how soon the industry will offer this type of ordering. 
  
For pizza chains, it makes sense to offer a mobile ordering app since they've been offering online 
ordering for several years. But what about for QSRs? 
  
In a story posted earlier this week, QSRweb.com reported how GoMobo is working with Burger King 
and Subway to test mobile ordering. After the story posted, we received varying comments about the 
likelihood of QSRs adopting this technology. *Read also, Mobile ordering coming to a QSR near you. 
  
Internet technology not quite there 
  
Ola Ayeni, DVM, president and CEO of Mobile Dialog, a provider of mobile marketing, advertising and 
loyalty solutions, offered the following: 
  
"Ordering over the phone can be applied to any QSR product provided the ordering is delivered to the 
QSR locations in real time, which is already done right now (by) several brands, including Burger 
King, McDonald's (in South Korea), Pizza Hut and Subway... 
  
"There are over 283 million cell phones in the United States according to Mobile Marketing 
Association (MMA). With over 95 percent of these cell phones capable of sending and receiving text 
messages. According to Juniper Research, today there are over 63 million mobile web users in the 
United States with a projection of 60 percent over the next two years." 
  
Ayeni said three types of services are available to allow consumers to order ahead via their cell 
phone, including: 
 
By registering first online at the brand's Web site and providing payment information, consumers can 
then order from their cell phone by sending a text message to the provided short code  
 
By sending a text message to a provided short code. Payment is made either with credit card or 
added to a customer's cell phone bill.  
 
Via a downloadable application on the phone 
 
"Consumer adoption has been seen to be increasing greatly every year with mobile ordering," Ayeni 
said.  
  
For example, Papa John's celebrated, in November of last year, their mobile ordering program when 
the company reached 1 million mobile web orders.  
  
"Other companies are also moving in the same directions," Ayeni said. "(However), mobile ordering is 
going to take off only when many consumers have real-time broadband Internet access on their 
phone." 
  
Mobile ordering not a fad 
  
Laurent Sanchez, director of alliances for mobile software solutions provider ACCESS Systems 
America, said she sees mobile ordering fitting into consumers' busy lifestyles. The adoption will only 
grow as mobile Internet access outpaces desktop access. 

http://www.qsrweb.com/article.php?id=15234&prc=66&page=58
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"Mobile ordering is not a fad. Around the world, consumers are already using mobile devices that 
have the capability to make payments, purchases and more. As of May this year, diners in the U.S. 
can use their mobile phone to place orders at quick-service restaurant chains like Burger King," he 
said.  
  
"Mobile ordering is a perfect example of how mobile widget technology can make life easier for 
consumers. Widgets are appealing to consumers because they can be accessed without having to 
open the handset's browser, automatically acquiring and displaying the latest information from the 
Web. That means faster, customized access to the information you want. 
  
"In the case of mobile ordering, for example, once a consumer selects their restaurant or venue of 
choice, a widget could allow them to select friends from their address book and invite those who are 
nearby to join them. A map widget would immediately bring that application to the screen, letting them 
know the fastest way to get to the restaurant." 
  
Mobile widgets, he said, also are a great way for restaurants to profile users and track consumer 
spending patterns to send targeted coupon or discount offers as well as inform them about new 
services or special promotions. 
  
Just because it's available ...  
  
Matt Rozen, co-founder of candygurus.com and a tech marketer, questions whether consumers will 
actually adopt mobile ordering. He posted this message on the ReadWriteWeb blog about the release 
of the Pizza Hut mobile ordering app. 
  
"Just because the technology exists to do something doesn't mean it should be done. First and 
foremost, new apps for whatever platform should be solving a problem; making more eye candy is fun 
for devs to learn how to code something and great for marketers to trumpet, but unless it does 
something different then what I could do before, it will be short-lived." 
  
In a follow up e-mail, Rozen said: 
  
"Technology is great, and I'm all for the latest new gadgets and apps. But I'm not convinced that for us 
customers to have a new way to electronically connect with coffee places, restaurants, etc., will mean 
more money for (operators). 
  
"Talking my order is just so much faster than clicking through menus on a small device. For 
marketers, the apps are great. They provide new ways to get the brand out, a new set of metrics, new 
ways to experiment with messages even. 
  
"But as a Starbucks goer — will I use an iPhone Starbucks app to get coffee? Not sure. Perhaps if it 
offers a value add I didn't have before. Like, you can't call in a coffee order, but there's a line for 
texted-in coffee orders, and I can run in and get in that line. Or if there are payments associated with it 
and I get a virtual receipt; order and pay for the coffee via the app, walk in to the store, flash the 
iPhone receipt, and pick up my brew. These are value adds that I think will make specialized apps 
more than just a fad." 
   
Do you have an opinion about the likelihood of adoption of mobile ordering technology by QSRs? 
Twitter users can take our poll: twtpoll.com/617lgg 
   
What about the order pickup experience? 
 
The staff at QSRweb.com also wondered whether consumers would truly adopt this technology for 
quick-service. 
  
As a mobile phone user, sure it sounds convenient to order ahead. But when I get there, does that 
mean I'll have to get out of my car? I can't see myself using convenience technology only to have to 
take the time to park, get out of my car and walk inside a store with a drive-thru. Sure, I've bypassed 
the line and have already paid, but I still had to get out of my car. 
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One staff member suggested that mobile ordering is more likely to be a boon for brands such as 
Subway, if the company would combine mobile ordering with curbside service at their stores. 
Consumers could bypass the line of customers waiting for their sandwiches to be custom-made and 
suddenly get a service that in essence offers the drive-thru convenience that chain now lacks. 
  
With the app still in testing at QSRs, we'll have to wait to see whether we even need to ask these 
questions. 
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http://www.cellphonenews2.com/stories/490947/MMA_Welcomes_Mobile_Affiliate_Marketers.html 
 
MMA Welcomes Mobile Affiliate Marketers 
 
In a move intended to help protect mobile consumers from misleading advertising and commercial 
practices in the mobile environment, the Mobile Marketing Association (MMA) has opened a special 
membership program targeted at mobile affiliate marketers. 

http://www.cellphonenews2.com/stories/490947/MMA_Welcomes_Mobile_Affiliate_Marketers.html
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Globaltel Media Announces New Capabilities in Alirti Product 
 
Globaltel Media has reportedly updated its Alirti product with mobile video capabilities. Now users can 
utilize Alirti to send full video content to video capable wireless devices via SMS messaging option 
itself and need not have to pay high-cost carrier premiums.  
 
Globaltel Media said that it is the first company to provide true two-way text dialog with rich media 
from any PC to any mobile phone and back regardless of the wireless technology, wireless operator 
or wireless device. 
  
The company said that Alirti lets media be sent from users’ Alirti-enabled Web site to any mobile 
device. Users must update their Web site with a few lines of Alirti’s code and their entire site is 
enabled for wireless delivery of the rich content the Web site’s customers demand. 
  
The Alirti service can be used to send images and audio files as SMS text messages. Now Globaltel 
has upgraded the service so that it can be used to deliver video from online computers to any video 
capable mobile device.  
  
Globaltel sends video content through its Alirti service as embedded URL links in an SMS text 
message, so the content need not have to be rendered by the video delivery service based on device 
type, operating system, application suite, data plan and screen size of the mobile handset but are 
rendered by the wireless carrier itself when the content is accessed. 
  
The company has made all its applications to be fully compliant with the Mobile Marketing 
Association and certified on all U.S. cellular carriers. The firm predicted that it is going to make video 
content viral because the mobile user can forward the Alirti text video link to colleagues, friends and 
family. 
  
"Our patent-pending ability to send rich video content as a text message opens up endless uses, from 
entertainment to marketing and customer relations, to healthcare and emergency response 
applications,‖ Robert Sanchez, CEO at Globaltel Media said in a statement. ―We provide a cost-
effective and reliable way to deliver instructional, entertaining or even life-saving video content to 
targeted mobile recipients, and then engage in interactive dialog." 
  
Globaltel said that Alirti technology can play a crucial role in day-to-day applications. For example in 
post-op care the technology can enable doctors to provide their patients with the appropriate 
rehabilitation information in video format at any time. It is a great convenience and time saver to be 
able to provide clear instructions and examples as video directly to the patients’ mobile devices. 
Globaltel system also lets doctors interact with their colleagues via text messages for urgent 
consultation while away from the office. 
  

http://fixed-mobile-convergence.tmcnet.com/topics/mobile-communications/articles/60233-globaltel-media-announces-new-capabilities-alirti-product.htm
http://fixed-mobile-convergence.tmcnet.com/topics/mobile-communications/articles/60233-globaltel-media-announces-new-capabilities-alirti-product.htm
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For startups, it's all about the bottom line 
 
The worst economy in generations has VCs changing the way they fund young companies. Here's 
how that shift affects mobile marketing firms. 
 
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. 
 
That preference shouldn't come as a surprise, considering how the economy has venture capitalists 
hunkered down. Case in point: In October 2008, one prominent VC firm had a mandatory all-hands 
meeting for CEOs, the first such meeting since the dot-com 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, "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 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 capitalizing 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 the best chance of being 
profitable quickly. By demonstrating a clear, fast return on investment to potential customers, a mobile 
marketing company creates value not just in the eyes of those customers, but of VCs, too. Because 
mobile marketing offers such a great rate of return in brand lift, CPM, CPC and CPA depending on 
what the customer is looking to measure, startups in the mobile marketing area can be highly 
attractive investments to fund. At the MMA we study our members and do research on them and 
aggregate that information to see the trends. It is clear that despite the state of the economy and the 
difficult funding environment, many of our small- to medium-size member companies that are 
specialized in delivering mobile marketing and mobile advertising campaigns are having a very good 
year with record revenues and profits. 
 
"We work with about 18 mobile advertising companies, and we're clearly seeing a handful pulling 
away from the pack and earning more of our advertisers' dollars," said John Hadl, founder and CEO 

http://www.fiercemobilecontent.com/story/startups-its-all-about-bottom-line/2009-07-20


133 

 

of Brand in Hand, which advises mobile companies and major brand marketers, with clients that 
include Procter & Gamble, Red Bull, American Express and General Mills. 
 
Nothing sells like success 
 
Effective mobile marketing benefits not only the brand but also the mobile marketing company in 
terms of revenue and profitability. For young companies seeking funding, the good news is that there 
are plenty of success stories to emulate. Some examples: 
 
In November 2008, Cricket Nirvana wanted to build awareness of its new mobile Internet site 
throughout India and parts of Asia Pacific. Its partner, mKhoj, designed banner ads with content--
including live game scores--that refreshed every 60 seconds. Within the first week, the Cricket 
Nirvana mobile site averaged an incremental 72 percent page views per day. In the first three months, 
the site hit 8 million page views per month. The campaign helped Cricket Nirvana increase its brand 
awareness and its user base, and it encouraged repeat visits from existing users. As the traffic grew, 
so did the monetization opportunities because the site began to attract ads.  
 
In December 2008, Intel worked with Madhouse to launch a treasure hunting campaign on the mobile 
Internet to promote the Intel Centrino 2 processor. The campaign featured a mix of mobile ad formats, 
including video, banners and text links. In 18 days, 13,574 mobile users participated in the game, and 
8,271,838 icons were collected.  
 
In February 2009, Hyper worked with Golden Gekko on behalf of Universal Pictures to develop an 
iPhone application to promote the new movie "The Unborn." The app was the world's first interactive 
movie trailer, and with no promotions, it went straight to the iTunes App Store's 10 most-downloaded 
free apps and stayed there for two weeks. Universal Pictures was so pleased with the campaign's 
success that it's now integrating mobile into its overall marketing strategy for the remainder of 2009.  
 
These individual success stories also benefit the sector as a whole by helping convince other brands 
and agencies that mobile marketing is highly effective, with a clear, fast ROI. In the process, these 
successes also help convince VCs that the sector is a good place to look for young companies 
capable of becoming profitable quickly and self-funding soon after that. 
 
"Mobile advertising is clearly a maturing medium," says Hadl, who also is an adviser to the VC firm 
U.S. Venture Partners. "Marketers are finding real value and ROI." 
 
The bottom line is the bottom line. Demonstrating fast and significant ROI to customers and investors 
alike is critical. Today's funding environment is cutthroat and is focused on the business basics not on 
the hype. The opportunity that mobile brings allows innovative companies to deliver unprecedented 
value in a way that has never been possible before. For these reasons, it is the hot space to be in. 
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MMA debuts Affiliate Member program 
 
The Mobile Marketing Association (MMA) has created a new MMA Membership program 
specifically tailored for affiliate marketers in mobile. Mobile Messenger, VeriSign Messaging and 
Mobile Media, MX Telecom, PlayPhone, Cellfish Media and NextWeb Media are founding members. 
 
The idea behind the MMA Affiliate Member program is to benefit the Affiliate Marketers that follow 
Consumer Best Practices and Global Code of Conduct, as well as to address misleading advertising 
that has resulted from affliate programs on the mobile phone. As the Wild West of the mobile space 
continues to grow, it is nice to see the MMA taking a proactive approach. 
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Do's and Don'ts of Successful Mobile Campaigns 
 
WebProNews recently ran an article looking at a study, which indicated that spending on mobile 
advertising would reach $760 million in 2009 (20% more than last year). A spokesperson with mobile 
advertising firm Crisp Wireless took notice and set us up with a Q&A with Chief Revenue Officer and 
former member of Yahoo Search's Strategic Alliances team, Tom Foran.  
 
It's looking more and more like mobile marketing will become unavoidable for businesses in the 
future. As competitors get on board, it's going to be harder to ignore for a company that doesn't want 
to get left in the dust. Have you tried out mobile marketing in any form? Tell us about your results. 
 
People have their mobile devices with them 18 hours a day, as Mike Wehrs, President and CEO of 
the Mobile Marketing Association (MMA) recently told WebProNews. "Why wouldn't you want to be 
able to deliver relevant information to them?" he added. "Because if you do it well, it doesn't become 
an advertisement. It becomes information that they were looking for anyway." 
 
 Following is the Q&A with Tom Foran. 
 
WebProNews: Do you think mobile marketing will become unavoidable for marketers?  
 
Tom Foran: Mobile marketing has matured to be a viable medium for many different types of 
marketers and brands.  The categories experiencing the most success so far are Entertainment, 
Automotive and Financial Services.  I believe national retailers will be the next wave, taking 
advantage of the increasing market share of devices supporting location-based targeting. 
 
WPN: How far off are we from mobile marketing being essential?  
 
TF: In 2009 we are seeing nearly all major brands embrace mobile in some fashion.  After these 
trailblazers have set the bar, direct response marketers will follow suit. 
 
WPN: I'm told that your company has worked for publishers like Time, CNN Money, and USA Today. 
What kind of mobile campaigns have these publishers ran? Please tell me a little bit about their 
results. 
 
TF: Crisp has built a reputation as a leading mobile vendor after working with major media and 
entertainment companies such as Time, CNN Money, and USA Today to mobilize their web content. 
Now we are extending these relationships to help premium publishers fully monetize this content via 
"beyond the banner" mobile advertising. Instead of relegating their inventory as remnant to mobile ad 
networks, we assist publishers in selling their mobile ad inventory through engaging rich media ad 
units, ad reporting, advertiser landing sites, and collaborative sales support - all to maximize their 
mobile revenues. 
 
WPN: What are some do's and don'ts of mobile advertising?  
 
TF: Successful mobile campaigns recognize what will appeal to consumers while they are mobile. 
Mobile is not simply a repurposed desktop campaign; it must leverage the utility of the device (e.g. 
click-to-call, click-to-video, click-to-map a dealer/retail location, click-to-buy on iTunes). The biggest 
mistake you can make is being too cautious to give it a try. The mobile landscape is uncluttered and 
generating CTRs and user engagement. Now is the time to be seen on mobile. 
 
WPN: What do you think the most effective form of mobile advertising is?  
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TF: In our experience so far, rich media "beyond-the-banner" advertising generates the highest levels 
of engagement with consumers. Our full-screen home page takeover ad, which can be served as 
content is loading, has seen double-digit CTRs. 
 
WPN: Do you think most consumers want to be marketed to through their mobile devices?  
 
TF: I think whenever you ask consumers if they want to be marketed to on any medium the answer 
will be no. However, take a look at how many people really install ad blockers online.  It is a tradeoff 
we become accustomed to. I think if you ask them if they would rather spend $5/mo to access the 
New York Times on their mobile phone or tolerate some well-targeted, well-executed, non-invasive 
advertising, I would bet they'd choose the advertising. 
 
WPN: How can a marketer avoid annoying consumers when marketing to them through their mobile 
device?  
 
TF: The most important factor is relevancy. If an ad is well-targeted and relevant to the consumer, 
they will not find it annoying. Second, we offer options like frequency-capping and 'skip this ad' 
features to ensure a positive user experience. 
 
WPN: What are some trends you see growing in the industry in the present? The future?  
 
TF: I see a growing seriousness around mobile advertising. This correlates into serious campaign 
funding and a close look at campaign metrics. The onslaught of the iPhone and other large screen 
devices have opened up the industry in ways nothing else could. Now, not only do advertisers have 
the real estate to advertise, they can do so in a much more effective manner. 
 
WPN: If there's anything else you'd like to say regarding the mobile advertising industry, please feel 
free to do so.  
 
TF: We see premium publishers moving away from dependence upon mobile ad networks to 
embracing direct mobile ad sales.  Ad networks dominated the first inning of mobile advertising. Now 
the tide is turning, at least among premium publishers. In the future, ad networks will continue to 
service remnant inventory and long-tail publishers. 
 
Wrapping Up 
 
I would like to thank Mr. Foran for answering our questions, and providing his insight into the growing 
industry of mobile marketing. 
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Mobile marketing technology set to take off 
 
Mobile marketing technology continues to gather pace, with customer relationship management 
(CRM) software the latest solution set to take off in the near future. 
 
A recent survey by Econsultancy and customer insight software provider Speed-Trap, found that the 
vast majority of organisations are now looking to develop a multi-channel strategy for marketing, 
combining online and offline activities. 
 
Almost two-thirds said they wanted to link internet and hard copy data to optimise the user 
experience. 
 
Paul Berney, managing director for Europe at the Mobile Marketing Association, says that there is a 
growing expectation among consumers that they will be able to instantly interact with brands and 
organisations. 
 
He suggests that leveraging mobile CRM technology could help to increase communication between 
marketers and their clients as phones are the ―ultimate on-demand device‖. 
 
The advantage for businesses using this type of software is that it allows them to specifically target 
their campaigns. 
 
―It’s always easier to get business from your existing customers than it is to find new ones,‖ Mr Berney 
asserts. 
 
A recent report by the Internet Advertising Bureau (IAB), found that expenditure on mobile advertising 
in the UK exceeded expectations last year, totalling £28.6 million. 
 
The study found that adspend doubled on a like-for-like basis in 2008 and increased by 99.2 per cent 
year-on-year, with display advertising accounting for almost half of the investment, totalling £14.2 
million in 2008. 
 
Paid-for search advertising generated £14.4 million for the market, gaining a 50.2 per cent share of 
expenditure, and the IAB says that the growth of this platform strongly reflects the early days of online 
advertising. 
 
Andrew Lim, editorial director at UK Web Media, asserts that the improvement of handsets and the 
acceleration of the mobile and internet marketing sector go hand in hand. 
 
―I think with the opportunities now of combining technology with advertising, it’s just about using the 
power that’s there to advertise a product at the time you are there,‖ he explains. 
 
―So if you are out shopping, you are at a makeup counter or buying clothes, things like that, you would 
get adverts that would be of interest to you depending on what you were doing. Mobile offers that 
option and they should take advantage of that,‖ he suggests. 
 
―It has to be opt-in, but I imagine a lot of people would be really interested in that,‖ Mr Lim adds. 
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Whatever the technology, whether it is used for mobile marketing, email campaigns or online 
advertising, businesses want to see good return on investment (ROI), according to Riley Samuda, 
sales executive at The Marketer. 
 
―I think that’s the buzz thing at the moment and anything which generates ROI, that’s another buzz 
word, any sort of platform that can show advertisers how they can do that [will be popular in 2009],‖ 
he stated. 
 
―For the last three years we’ve been talking about mobile marketing without it really taking off. It hasn’t 
really done what it promised. It should start [to fulfil its potential] with all these smartphones, such as 
the iPhones and Blackberrys,‖ he concluded. 
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Mobile Coupons Offer Multiple Benefits 
 
Mobile advertising's promise of one-on-one dialogues with millions of consumers, and its ability to 
influence purchase decision-making at the point of purchase has generated a lot of interest from 
major brands. It just hasn't generated a lot of advertising dollars yet.  
 
And while mobile advertising's "next big thing" status is sort of like the boy who cried wolf, we need to 
keep our focus and learn what works today for mobile advertising. Particularly while the opportunities 
are relatively cheap (thanks to the economic environment), and the ability to develop key learnings is 
high.  
 
Weekly Reading & A Rant 
 
The Interactive Advertising Bureau (IAB) has published their first Mobile Buyers Guide. I was happy to 
see the IAB's Mobile Advertising Committee was releasing a document to help "educate marketers 
and agencies on the strength of mobile advertising as a marketing vehicle."  
 
Interestingly, however, only one paragraph and four bullet points in the entire 23-page document were 
dedicated to the topic of paid search. Proof, once again, that display gets all of the ink and interest, 
and search gets no respect. But revenge is sweet; search delivers the sales and purchase behavior 
data.  
 
Now Back to Our Originally Scheduled Topic 
 
A perfect storm is forming to help enable mobile coupons to grow rapidly, providing marketers with 
two major benefits: the ability to influence purchasers in real time at point of purchase, and the 
opportunity to stitch together information from online/mobile usage to offline purchase.  
 
Let's look at the research statistics:  
 
•A recent PROMO magazine poll revealed that more than 25 percent of U.S. marketers were 
investing in SMS and digital coupons, but that still trailed far behind investing in other digital media 
like e-mail, blogs, display, and search (Source: PROMO magazine, "2009 Promo Interactive 
Marketing Survey" conducted by Penton Research, April 2009, provided to eMarketer, June 2009).  
•Twenty-four percent of U.S. mobile phone users who have participated in a mobile marketing 
campaign receive alerts for special sales or discounts for products and services, while 22 percent 
obtain mobile coupons that can be redeemed at stores or restaurants (Source: Mobile Marketing 
Association, "2008 Mobile Attitude & Usage Study" conducted by Synovate, provided to eMarketer, 
November 2008).  
•Fifty-seven percent of consumers said they would want to receive a coupon on their phone (Source: 
Deloitte).  
Typically, early adopters of technology, including mobile phones, haven't been the core demographic 
for sales promotion and couponing programs. However, one benefit from the worldwide economic 
downturn is a universal desire to save money and capture the best price across all demographic and 
psychographic groups. Benjamin Franklin's parable "a penny saved is a penny earned" is finally 
gaining traction after the free-spending practices of the past few years.  
 
Strategy  
 
A successful mobile couponing program should focus on understanding and leveraging a core 
marketing process.  
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It's amazing how often agencies and advertisers will enter into a test program tactically without a 
defined strategy. So, start with the basics, and define a high-level plan of action designed to achieve a 
particular goal.  
 
One sample goal for trial programs could be: "Quantify and better understand mobile marketing's 
impact on driving purchase selection and purchase frequency." The goal then helps define how the 
test is structured, and facilitates a plan with tactics employed to achieve the goal.  
 
Offer 
 
Offers in the couponing world can take many forms. Below are just a few ideas. For more information, 
see the guidelines developed by the Association of Coupon Professionals.  
 
•Buy one, get one free.  
•Cross-sell/up-sell where consumers are rewarded with a cost-saving offer for extending a purchase 
to additional products.  
•Trial, free, or highly discounted offers to incent first time or repeat purchase.  
Delivery Method(s)  
 
•Search generated: Many consumers in the purchase research process will search phrases such as 
"Bose coupons" or "Bose offers"; the terms "coupon" and "coupons" alone generated over 36 million 
searches on Google in June.  
•Short code/number: Consumers input a short code/number and then receive an e-mail coupon or link 
to offer details.  
•Application: Device-specific applications that provide consumers with coupons and offers based on 
geography and product/service category.  
•E-mail: Coupons "pushed" to consumers based on user-determined opt-in category requests for 
offers.  
•Other media: Outdoor, print, and broadcast messages embedded with links or short code/numbers to 
receive coupon/offers.  
Redemption and Clearing 
 
There are a number of details associated with this aspect of a mobile coupon program. The Mobile 
Marketing Association has developed a best practices document, which is a terrific resource for 
understanding your options in this area.  
 
Measurement 
 
As I've stated in previous articles, coupons are a good method for connecting online and mobile 
search behavior to offline and walk-in purchases. Redemption and clearing methods that rely on UPC 
(Uniform Code Council) codes are ideal for collecting success metrics. Other methods require 
merchants to log redemptions with individual serialized codes (to limit redemption fraud) off of the 
user's mobile device.  
 
As local search continues expanding how consumers shape purchase decisions online and via mobile 
devices, smart marketers will leverage tried and true marketing techniques to grow market share in an 
increasingly complex media environment. Mobile coupons are a good way to influence purchasers at 
point of purchase and enable marketers to bridge online/mobile search behavior usage to purchase. 
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Mobile Marketing Without Being Annoying 
  
By Chris Crum  
  
Former Yahoo Exec Talks Mobile Marketing Strategies 
 
WebProNews recently ran an article looking at a study, which indicated that spending on mobile 
advertising would reach $760 million in 2009 (20% more than last year). A spokesperson with mobile 
advertising firm Crisp Wireless took notice and set us up with a Q&A with Chief Revenue Officer and 
former member of Yahoo Search's Strategic Alliances team, Tom Foran.  
 
It's looking more and more like mobile marketing will become unavoidable for businesses in the 
future. As competitors get on board, it's going to be harder to ignore for a company that doesn't want 
to get left in the dust. Have you tried out mobile marketing in any form? Tell us about your results. 
 
People have their mobile devices with them 18 hours a day, as Mike Wehrs, President and CEO of 
the Mobile Marketing Association (MMA) recently told WebProNews. "Why wouldn't you want to be 
able to deliver relevant information to them?" he added. "Because if you do it well, it doesn't become 
an advertisement. It becomes information that they were looking for anyway." 
 
 Following is the Q&A with Tom Foran. 
 
WebProNews: Do you think mobile marketing will become unavoidable for marketers?  
 
Tom Foran: Mobile marketing has matured to be a viable medium for many different types of 
marketers and brands.  The categories experiencing the most success so far are Entertainment, 
Automotive and Financial Services.  I believe national retailers will be the next wave, taking 
advantage of the increasing market share of devices supporting location-based targeting. 
 
WPN: How far off are we from mobile marketing being essential?  
 
TF: In 2009 we are seeing nearly all major brands embrace mobile in some fashion.  After these 
trailblazers have set the bar, direct response marketers will follow suit. 
 
WPN: I'm told that your company has worked for publishers like Time, CNN Money, and USA Today. 
What kind of mobile campaigns have these publishers ran? Please tell me a little bit about their 
results. 
 
TF: Crisp has built a reputation as a leading mobile vendor after working with major media and 
entertainment companies such as Time, CNN Money, and USA Today to mobilize their web content. 
Now we are extending these relationships to help premium publishers fully monetize this content via 
"beyond the banner" mobile advertising. Instead of relegating their inventory as remnant to mobile ad 
networks, we assist publishers in selling their mobile ad inventory through engaging rich media ad 
units, ad reporting, advertiser landing sites, and collaborative sales support - all to maximize their 
mobile revenues. 
 
WPN: What are some do's and don'ts of mobile advertising?  
 
TF: Successful mobile campaigns recognize what will appeal to consumers while they are mobile. 
Mobile is not simply a repurposed desktop campaign; it must leverage the utility of the device (e.g. 
click-to-call, click-to-video, click-to-map a dealer/retail location, click-to-buy on iTunes). The biggest 
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mistake you can make is being too cautious to give it a try. The mobile landscape is uncluttered and 
generating CTRs and user engagement. Now is the time to be seen on mobile. 
 
WPN: What do you think the most effective form of mobile advertising is?  
 
TF: In our experience so far, rich media "beyond-the-banner" advertising generates the highest levels 
of engagement with consumers. Our full-screen home page takeover ad, which can be served as 
content is loading, has seen double-digit CTRs. 
 
WPN: Do you think most consumers want to be marketed to through their mobile devices?  
 
TF: I think whenever you ask consumers if they want to be marketed to on any medium the answer 
will be no. However, take a look at how many people really install ad blockers online.  It is a tradeoff 
we become accustomed to. I think if you ask them if they would rather spend $5/mo to access the 
New York Times on their mobile phone or tolerate some well-targeted, well-executed, non-invasive 
advertising, I would bet they'd choose the advertising. 
 
WPN: How can a marketer avoid annoying consumers when marketing to them through their mobile 
device?  
 
TF: The most important factor is relevancy. If an ad is well-targeted and relevant to the consumer, 
they will not find it annoying. Second, we offer options like frequency-capping and 'skip this ad' 
features to ensure a positive user experience. 
 
WPN: What are some trends you see growing in the industry in the present? The future?  
 
TF: I see a growing seriousness around mobile advertising. This correlates into serious campaign 
funding and a close look at campaign metrics. The onslaught of the iPhone and other large screen 
devices have opened up the industry in ways nothing else could. Now, not only do advertisers have 
the real estate to advertise, they can do so in a much more effective manner. 
 
WPN: If there's anything else you'd like to say regarding the mobile advertising industry, please feel 
free to do so.  
 
TF: We see premium publishers moving away from dependence upon mobile ad networks to 
embracing direct mobile ad sales.  Ad networks dominated the first inning of mobile advertising. Now 
the tide is turning, at least among premium publishers. In the future, ad networks will continue to 
service remnant inventory and long-tail publishers. 
 
Wrapping Up 
 
I would like to thank Mr. Foran for answering our questions, and providing his insight into the growing 
industry of mobile marketing. What are your thoughts? 
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Starcom: Mobile Data Users Connecting To Ads In Other Media 
 
Almost two-thirds of mobile content consumers use their handheld devices to act on advertising in 
other media like out-of-home ads and digital videos, especially while on the go, according to new 
research from Starcom USA.  
 
That's among the key findings from the second phase of the agency's ongoing study of mobile 
consumer behavior and attitudes toward mobile advertising. Starcom released an initial set of 
research findings in January 2008 based on a survey of both light and heavy users of mobile data in 
Chicago, Houston, New York and San Francisco.  
 
Among the earlier results was that while people are not averse to advertising on mobile devices, they 
object to the lack of relevant ads. Working with comScore on its latest round of mobile research, 
Starcom found 63% of mobile data subscribers are using mobile phones as a way to access ads or 
offers in other media.  
 
"What's happening is the mobile device is becoming a gateway to further dive into brands or 
advertising to get more information about products being promoted," said Brandon Starkoff, senior 
vice president and mobile activation director at Starcom. That can range from billboard ads featuring 
mobile short codes to in-store promotions to print and TV advertising.  
 
A study by the Mobile Marketing Association earlier this year showed that the Internet is the 
medium that advertisers are most often integrating mobile efforts with, at 70%. Trade shows and other 
promotional events were the next most popular, at 36%.  
 
The latest Starcom research also found mobile data users are most likely to act on mobile ads for 
higher-end product categories, like automotive, electronics and computers. That wasn't so surprising 
given that mobile data users tend to be more sophisticated about technology and more affluent than 
average consumers.  
 
Because mobile fits seamlessly into consumers' daily activities, Starcom advises marketers to 
develop ad strategies that tie into their behavior, especially through location-based services. "So if 
someone is searching for restaurants in a certain area you can have an ad pop up for a restaurant or 
bar in that location," said Starkoff.  
 
Such location- and intention-based advertising is far more effective than the more common SMS text 
ad messages which mobile users find invasive. Starkoff said the agency has worked with client 
Research in Motion on a campaign that shows ads based on what type of device someone is using. 
An existing BlackBerry user might see an ad for an upgraded phone and showing nearby retail 
locations, while a Palm user might get an ad encouraging them to switch devices. "We've already 
started to apple these learnings," said Starkoff, who added that mobile spending by clients had 
increased despite the economic downturn.  
 
"Overall as an agency were seeing a really strong level of growth in spending in mobile and a lot of 
clients doing more testing," he said. "They're thinking of mobile as part of their overall plans as 
opposed to a separate line item."  
 
He acknowledged that brands continue to vary widely in mobile budgets "from zero to $3 million," with 
technology and automotive clients tending to spend more than consumer packaged goods and 
financial services advertisers. 
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Marketers and Mobile Carriers Put Best Practices in Motion 
 
The Mobile Marketing Association (MMA) recently released the fourth version of its "U.S. 
Consumer Best Practices Guidelines for Cross-Carrier Mobile Content Services" (You can find the 
report registration and cost-free here: http://www.MMAglobal.com/bestpractices.pdf).  
 
The report details industry standards produced by the MMA's Consumer Best Practice (CBP) 
Committee in collaboration with mobile carriers, mobile advertising agencies, brands, and technology 
enablers. The purpose of the document, explains Christine van Dillen, director of industry initiatives 
and partnerships at the MMA, is to protect the consumer's best interest around cross-carrier mobile 
content services. With the release of the MMA guidebook, the top four United States mobile carriers-
AT&T, Sprint, T-Mobile, and Verizon Wireless-have eliminated their own "carrier playbooks." Now, 
van Dillen says, "all of the consumer best practices to protect consumers are in this single document." 
 
Cross-carrier mobile content services account for: 
 
- text messaging (SMS); 
- multimedia messaging (MMS); 
- short code programs; 
- interactive voice response (IVR); and 
- mobile Web. 
 
Earlier this past March, the MMA made the announcement that the top four U.S. carriers had agreed 
to collaborate with the organization to create one industry guideline. "What this points to is the 
industry's commitment to protecting the consumer," van Dillen says. "This is where the industry weight 
is." Once these guidelines are actively adopted, the MMA predicts that industry-wide savings can 
amount to at least $200 million annually. 
 
For technical reasons, the Consumer Best Practices is applies specifically to the U.S., but was 
created keeping in mind a "global code of conduct," van Dillen says. Because of the way short code 
programs are implemented and regulated in various regions-as determined by the specific carriers-it 
is therefore very difficult to apply global regulations. 
 
The CBP committee consists of 30 members who represent different areas of the mobile marketing 
ecosystem, all of whom weigh into the creation of the CBP document. Committee members bring 
ideas to the table which is then shared with the group and is included in revised document. The 
committee then participates in a democratic vote on the new and existing proposals before the 
document is finalized. "The theory is that every time we create a new version," van Dillen says, "we're 
identifying the best practices to protect consumers." 
 
As it exists, the mobile marketing community is self-regulated and the MMA aims to keep it as such. 
"We don't want different regulations for different regions, or different states for that matter," van Dillen 
says. "We want one global standard, so implementing a program globally can be very simple." Brands 
engaged in mobile marketing initiatives are required by carriers to follow these guidelines in order for 
their programs to be approved. If in violation, they are subject to campaign termination. 
 
Moreover, she believes that the mobile marketing industry should be run by those who are its 
strongest advocates. "We've got thought leaders on all the technology that's evolving," she says. "We 
know what's coming up. We're able to see and predict what type of issues will affect consumers,...and 
make sure the marketing and advertising is what they expect and what works for them." 
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While the MMA is comprised of officials in the mobile space, consumers are encouraged to review 
documents published by the organization. Moreover, consumers are invited to "report unsolicited or 
inappropriate mobile marketing messages" on the MMA Web site at MMAglobal.com. 
 
The decision by the carriers to collaborate with the MMA was long-awaited after fears of losing a 
competitive advantage were assuaged. The CBP guidelines focus on standards that need to occur for 
the growth of the overall industry, van Dillen says. When carriers previously had their own 
"playbooks," confusion in the market inadvertently resulted in term violation simply because marketers 
were unaware or the terms were too complex and varied. For instance, instead of "standard rates may 
apply," which formerly caused confusion among customers, the MMA now requires marketers to use 
variations of the message: "Message and Data Rates May Apply" (others include, "Msg&Data Rates 
May Apply, or "Msg&data rates may aply.") Ultimately, these regulations will simplify the way the 
industry is able to run a mobile program, and in turn, increase time to market and, ideally, increase 
return on investment.   
 
No matter where the industry is headed and what new-fangled technology comes out onto the market-
Proximity marketing? Location-based services?-the consumer will always be top priority. "They're 
given a choice on how they're being target, how information is being used," van Dillen says. "We need 
to make sure that these marketing programs are valuable to them." 
 
 

 

 


