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

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

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

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

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

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

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

As a whole, the mobile industry is still coming into its own. We ex-
pect the mobile Web to tip in terms of its access rate. It will largely rely
on the handsets unveiled by manufacturers over the next few years.
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There are a lot of headlines stating that this is the year of mobile for
the United States. With the mobile penetration predicted to be upwards
of 90 percent by end of 2008, it would be hard to disagree. 

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

Read Mobile Marketer.

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