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EDITOR'S LETTER

The future of mobile marketing is bright

s Mobile Marketer’s Outlook 2009 proves, marketers under-
Astand the need to integrate mobile into their multichannel brand-
ing, customer acquisition and customer retention plans.
Several trends are emerging as mobile matures into a medium that,
while not without flaws, is a more palatable option than other market-
ing channels in use. The emphasis, however, should be on mobile’s
complementary nature — it gives legs to other channels, including retail,
online, television, print, coupons, radio, outdoor, direct mail and

insert media.

Top of the trends list is the consumer’s growing comfort with consum-
ing news and content on mobile phones, along with exchanging SMS
text messages, shopping for products and services, checking email,
playing games, conducting mobile banking transactions and searching
for retail locations or driving directions.

Indeed, the mobile channel’s use as a location-enabling tool is quickly
becoming evident to brands, ad agencies, retailers and, most
importantly, consumers.

Marketing mobile
Marketers must remember that mobile cannot, and must not, be treated
like other mass mediums out there.

Mobile is a highly personal channel, with attendant sensitivities and
double opt-in permission requirements.

So it’s not the quantity that should matter for marketers looking to in-
corporate mobile into their multichannel marketing plans. It’s the
quality — and that’s where mobile excels.

While the economy could be better, that hasn’t stopped consumers from
quickly shifting to mobile many tasks that previously were conducted
on computers.

The choice for marketers and ad agencies then is not to deliberate
whether to have an SMS program or mobile banner ads or a mobile
Web site or a mobile coupon program or a .mobi domain or an
iPhone/BlackBerry/Android application.

Instead, the decision to be made is which one of these options — or a
combination — is relevant for the brand in its efforts to reach consumers
through multiple, relevant touch points.

Smart marketers and agencies will think like smart fishermen: fish

where the fish are. Consumers have already moved to mobile, and are
staying there for a long time.

Marketers should focus this year and next on using mobile — especially
SMS and applications — to build databases of consumers who have
opted in not once but twice to receive targeted offers, alerts and infor-
mation from marketers.

A marketer without a mobile loyalty program in 2009 or 2010 will risk
losing customers to competitors who have such efforts in place.

Essential reading for brands, ad agencies, publishers

Mobile Marketer’s Mobile Outlook 2009 is a must-read for executives
working at brands, ad agencies, media and publishing firms, mobile
marketing service providers, nonprofits, carriers and other marketing
decision-makers.

This edition, our second, will give the reader a lay of the land of what
to expect in the world of mobile marketing, media and commerce. The
articles and commentary spell out the opportunities and the
challenges ahead.

We owe many thanks to the senior executives from mobile marketing
firms who spent time and effort working with us in the production of
this Classic Guide. The players mentioned in these pages are key to the
growth of mobile marketing.

Associate editor Giselle Abramovich and staff reporter Dan Butcher
worked hard to produce this work of intelligence that will no doubt
leave the reader smarter, if not wiser, about the opportunities ahead.

Art director Rob DiGioia also slaved to ensure that the edition’s read-
ing experience was effortless and eye-friendly. And director of ad sales
Jodie Solomon was hard at work, too.

Please read this edition from cover to cover. Reach out to the marketers
mentioned. Send Mobile Outlook 2009 to colleagues, friends and
clients. It works best when smart advice is shared with smart people to
produce smarter thinking. It will certainly get your smartphone ringing.

Mickey Alam Khan mickey@mobilemarketer.com
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OUTLOORK

Global investment in mobile marketing will continue

here’s mobile marketing

headed in 2009, especially in

an economic downturn that
has affected spending at all levels?

In this Q & A with Mobile Marketer’s
Mickey Alam Khan, former Mobile
Marketing association president Laura
Marriott and her successor, Mike Wehrs,
weigh in on the issues and opportunities
ahead. Both agree on one point: that
mobile marketing has nowhere to go but
grow. Read on.

What’s 2009 going to turn out like for
mobile marketing?

Laura Marriott: As MMA Global and
European Chairman Russell Buckley [vice
president of global alliances at AdMob]
states, “2009 promises to be another big winner for mobile as more and
more marketers discover how our industry delivers value in these
demanding economic times. For companies looking to achieve concrete
objectives in 2009, incorporating mobile into the marketing mix is
going to be essential.” And I cannot agree more. Despite the economic
downturn, we can expect continued global investment in mobile
marketing across all mobile media types.

Mike Wehrs: Regardless of the economy, we will see a growing
sophistication in the use of mobile marketing as more companies and
marketing firms work in increasingly creative ways with the medium
within the context of larger integrated marketing campaigns.

Lessons learned abroad will be applied in the U.S. Lessons learned at
home will be applied, too.

As an industry, we are in a maturation cycle, learning from each other
about what works well and what does not. The MMA is leading the
way with best-practice approaches to the medium.

Did 2008 live up to its expectations in terms of mobile marketing
growth and adoption?

Ms. Marriott: Yes. 2008 laid a foundation for consumer engagement
and interactivity more so than we have ever seen before. Devices like
the iPhone, with its ease of use, created new opportunities where
consumers could access mobile services much more easily, resulting
in unprecedented increases in mobile Web utilization.

Existing strong segments for mobile marketing including text alerts,
participation TV and downloads remained strong. However, we saw
increased enthusiasm around mobile advertising, location services,
mobile banking, couponing and mobile charitable fundraising.

We are truly seeing a broader diversification of the types of mobile
services that marketers are deploying and a greater focus on quality of
the interaction with the consumer. Excitement around mobile
advertising and new devices created the industry stir in 2008.

Overall, it is great to see the industry’s commitment to establishing
guidelines and best practices. The MMA issued its first edition of the
Global Mobile Advertising Guidelines in April 2008, as well as the
Global Code of Conduct. These are important steps to enabling
multinational campaigns for the marketers and, again, simplifying their
market entry.



I think what we saw in 2008 were two excellent examples of mobile
marketing breaking out to the mainstream public in ways that should be
highly encouraging to mobile marketers everywhere.

Mr. Wehrs: First, we had our first presidential campaign leverage
mobile platforms to communicate key messages, generate support and
drive voting decisions.

President Obama’s use of mobile was nothing short of groundbreaking
for our industry. He created an Obama Mobile site with a mobile WAP
page and an official downloadable iPhone app. He created BarackTV
with tremendous amounts of video content.

All partisan politics aside, one could make an argument that mobile
and social media have now become a critical element of the campaign
process and doing it well clearly makes a difference in who wins

an election.

Second, the same sort of groundbreaking campaign occurred in the
entertainment industry with the mobile marketing campaign for the
movie “The Dark Knight,” the latest Batman film.

While there was obviously a great deal of viral marketing for the movie
besides mobile, one example of the film’s mobile campaign was that
you could literally vote for Harvey Dent, one of the movie’s characters.

After submitting your mobile phone number, you got a phone call from
Dent himself proclaiming that “we can take back Gotham.” There were
also text sweepstakes and numerous mobile applications for accessing
video content for the film.

Point being, in 2008 there were tangible, mainstream examples of the
power of mobile marketing.

What case do you make for mobile in an economic downturn when
budgets are being slashed left, right and center?

Ms. Marriott: There is a lot of speculation around how the economic
downturn will impact the mobile industry and although many of us
would love to say that there will be no impact, that is not the reality.

We have all already seen our sponsorship and advertising dollars
impacted and expect that discretionary spending will continue to be
cut back.

I am confident in saying that those brands who have spent on mobile
will continue to spend there. But those new to the industry may hold
back in the short term.

MMA membership has continued to increase, which is a strong
indicator of the health of mobile marketing providers whom
we represent.

Mr. Wehrs: When a content owner or brand owner considers
advertising, they are most interested in reinforcing brand, creating
awareness or driving someone to buy a good or service.

The channels available to an advertiser range from print to broadcast to
online to mobile. The mobile channel represents a very targeted channel
to a very personal device that an individual carries with

them everywhere.

The pure benefits of mobile (e.g., location, information) combined with
the personal and highly targeted nature of the mobile device make it
very attractive to advertisers and marketers.

These characteristics and attractive factors do not go away in a troubled
economy. In fact, advertisers will become more critical when they
decide which channel gives them the best return and mobile indeed
represents a very high conversion rate potential.

Downsized budgets notwithstanding, the challenge is not making a case
for mobile, but rather finding the most optimum way to leverage it for
maximum return on investment.

Which areas of mobile marketing need attention in 2009?

Ms. Marriott: My top three areas of focus are more mobile knowledge
experts, greater case study sharing and creation of guidelines around
mobile measurement.

Mobile knowledge experts! There is a huge need in the industry to pass
our collective mobile expertise off to new entrants to expand the
knowledge base of those able to evangelize.

More case study sharing! Already a strong proponent of information
sharing, the MMA encourages all marketers to continue to share their
successes and failures regardless of size of campaign, target
demographic or results. Remember, the rising industry tide will sail
all ships.

Measurement. Yes, mobile has been challenged with creating consistent
metrics and reporting in order to drive greater spend in the mobile
channel — like all media in its early days. The MMA has launched its
Measurement Committee and hopes to release its guidelines for Mobile
Web Measurement early in the third quarter of 2009.

I would also encourage the mobile industry to continue to ‘Keep It
Simple’ and cut out the jargon and the technology in the preliminary
discussions with those considering mobile. Leveraging the tools
provided by the MMA can help.

Mr. Wehrs: As with any emerging market, the MMA needs to help its
members validate the efficacy of the medium to companies and
marketing firms that are or should be participating in mobile marketing.

In other words, we need to build and present a compelling business
case to adopt mobile marketing as part of an integrated marketing
campaign. This case must provide demonstrable return on investment.

We need proven industry veterans to share their war stories through
case studies, then demonstrate return on investment through effective
measurement.






BRANDS

Brands will continue
push to mobile

By Giselle Abramovich

n 2008, brands transitioned from testing the waters to embracing
the mobile medium.

Major brands have stepped up their efforts and invested in mobile to a
point where it is a functioning line of business for them.

“Mobile advertising has increasingly become a two-way street,
providing a link for engagement between customers and companies,”
said Bob Kraut, vice president of marketing communications at

Pizza Hut.

“Rather than simply giving customers information, companies are using
mobile advertising as a way to provide customers with meaningful
brand engagement,” he said.

“In 2009, you’ll see an increase in people
using mobile devices to make purchases.
Mobile advertising will give consumers a
way to immediately interact with Pizza
Hut by placing an order entirely from their
mobile devices.”

In 2008 Pizza Hut introduced Total
Mobile Access, giving its customers the
ability to order from Pizza Hut via mobile

Bob Kraut, VP Marketing,
Pizza Hut )
Web and text messaging.

“We are the first national pizza chain to offer both of these platforms
for ordering,” Mr. Kraut said.

Yahoo clients such as American Airlines have upgraded their mobile
sites from predominately informative (e.g., track the status of a flight)
to truly utilitarian and immersive (e.g., a user can purchase flights, and
even standby and upgrade all from the mobile Web experience).

Yahoo has seen aggressive moves from the automotive sector globally,
with brands such as Jaguar, Ford, Chevy, Toyota, Mini, Porsche and
Citroen running mobile ad campaigns.

The automotive category is not only deeply investing in mobile, but
hitting its target audience with Yahoo’s targeting capabilities.

Meanwhile, the “iPhone effect” continued in 2008, not just with
competitive handsets launching, but in terms of marketers seeking out

such audiences to promote their applications to users on the go.

“MasterCard ran an integrated campaign with us on the PC [and]
mobile Web, their Facebook application [which Yahoo built] and
iPhone application to develop a holistic approach to helping their
consumers track shopping wish lists for the 2008 holiday season,” said
Michael Bayle, senior director of global mobile advertising at Yahoo,
Sunnyvale, CA.

Mr. Bayle suspects more brands on the Fortune 500 list develop their
permanent mobile presence at “m.brand.com.”

As the industry moves beyond the sampling stages of 2008, marketers
really want to understand if they are hitting the mark and acquiring the
right users.

“We are very much behind this movement and the more the industry
can acknowledge the value of the consumer after the click, the better we
can attract dollars into this mobile medium, which we believe to be as
efficient, if not greater, than the
digital medium,” Mr. Bayle said.

As marketers appreciate the
connection they can have with
consumers on mobile, they will
begin to assemble mechanisms
to tap into these fan bases more
often directly.

There are encouraging signs.
For example,
marketers can air a movie trailer
in the theaters with an invitation
for an SMS reminder closer to
the theatrical release date.

entertainment

“I think you will see a large push towards merging these kinds of
marketing tactics to the direct marketing efforts and loyalty programs,”
Mr. Bayle said.

As with the PC, but on a faster pace, 2009 is going to see a further
allocation of media budgets towards richer experiences, but not just
rich media.

There is a growing interest to capitalize on the engagement
opportunities available with consumers and mobile. Expect to see
further innovation incorporating mobile-only elements such as location
and the physical world.



While Mr. Kraut believes there has not yet been a company that really
hit it out of the ballpark with mobile advertising, Mr. Bayle could think
of a few campaigns that really hit the mark.

“Chex Mix really hit the mark with a campaign they are running on
our mobile fantasy football experience [http://m.yahoo.com/fantasy],”
Mr. Bayle said.

“Appreciating that mobile first and foremost remains a communication
device and capitalizing on the competitive nature of fantasy football
fans, Chex tied in their celebrity relationships with football legends like
Barry Sanders and Desmond Howard to allow

users to send ‘Smack Talk’ to competitors in

their leagues,” he said.

Upon filling a quick form with the mobile
phone number for the recipient, Chex would
instantly generate a call to that consumer with
the smack talk from the voice of the legend.

Mr. Bayle was also impressed with
MasterCard’s campaign in 2008.

The payments franchise leveraged a PC
microsite on Yahoo integrated closely with a
Facebook application, all tethered to an
iPhone application, allowing MasterCard
users to find goods and create the wish lists
they wanted for the holidays.

Cardholders were also able to share that list
with their Facebook friends and browse the
lists of their friends.

The user-base could take all this information
in a very functional iPhone application and
actually make purchases.

Yahoo worked with an impressive list of
global brands in 2008, often times helping
them with their first mobile campaign.

In addition to brands from the automotive

sector, Yahoo worked with the likes of Pepsi, KFC, Cheerios, Procter
& Gamble, Paramount, Showtime, NBC, ESPN, Visa, MasterCard and
Walmart.

As for Pizza Hut, the company said the mobile will be an integral part
of its multichannel strategy.

“Some of our most loyal customers are in the 18-29 demographic and
are always among the first to embrace new technology,” Mr. Kraut said.
“Mobile is a space where we can connect with our core customers.

“Ever since our first pizzas came out of the oven in 1958, Pizza Hut has
always been seen as a category innovation leader,” he said. “So, mobile

technology is a space where we can continue to grow that reputation,”
he said.

Both Mr. Bayle and Mr. Kraut believe that there will be challenges in
20009.

The tough economic climate will affect mobile advertising and
marketing in 2009.

“Budgets and mindshare are going to be challenges in 2009,” Mr. Bayle

said. “Especially in a tough economic environment, marketers will need
to trust their instincts that mobile works to
continue to make the case to allocate dollars
to this medium.

“It’s always safe to fall back on what
marketers know works, but now is the time
to invest and demand greater transparency
and proof that their dollars spent in mobile
far outperform from an efficacy standpoint
traditional media and even PC media at
times,” he said.

As a mobile advertiser, Pizza Hut will face
challenges in 2009 as well.

“The biggest challenge is to create mobile
applications that are meaningful and useful
for users,” Mr. Kraut said. “Technology that
looks cool but serves no true function fails
to make a lasting impact.

“Our challenge is to listen to our customers,
find out what sorts of innovations are
important to them and deliver based on that
feedback,” he said.

Consumer acceptance of mobile advertising
will be a reality in 2009, according to
Mr. Bayle.

“With increased competition in the

marketplace, consumers will have more
choices when it comes to finding a handset that meets their needs and
an affordable voice and data plan that will allow them to explore the
wonders of the mobile Internet,” Mr. Bayle said.

There will be many opportunities for brands to deliver their message on
the mark to these consumers who will end up spending increasing
amounts of time on mobile phones at the expense of traditional media.

“As mobile technology becomes more sophisticated — with companies
such as Apple and BlackBerry upgrading the capabilities in their mobile
devices — there will be more opportunities for companies to create
applications that are meaningful and useful to customers,” Pizza Hut’s
Mr. Kraut said. [l



BANKING

Mass-market adoption of mobile
banking, payments not far off

By Dan Butcher

espite obstacles—industry fragmentation first and foremost—

Dmobile banking and payments are gradually approaching the
tipping point for mass-market adoption.

Mobile Marketer's Dan Butcher interviewed seven major players in

the mobile banking and payments space to get their views on the state

of the industry and what they expect in 2009. Here is what they had

to say.

What is the current state of mobile banking and payments in the
United States?

Steve Kietz, executive vice president of growth ventures/innovation
and CEO of Mobile Money Ventures for Citi, New York: Mobile
banking is emerging as an indispensible business asset for banks to
retain customers and reach unbanked segments.

While the uptake of mobile banking has been better in the Asia-Pacific
countries as compared to the U.S., it has slowly but surely gained
importance for banks and other players of the ecosystem that are
delivering mobile financial services.

James Anderson, vice president at MasterCard Mobile Center of
Excellence, Purchase, NY: Mobile payments are currently in the
transition phase from evaluation to commercialization.

Trials that have been underway across the U.S. to understand the
technology and gauge market interest have been very successful,
generating enthusiasm and positive feedback from consumers.

For example, in January 2008, MasterCard launched a mobile payments
trial using MasterCard PayPass contactless payments technology with
U.S. Bank in Spokane, WA. A majority of participants reported that the
technology was easy to use, secure and efficient.

Given this positive feedback and the fact that mobile phones are such
an integral part of consumers’ lives today, the time is ripe for mobile
payments. Enhanced network speed, the prevalence of smartphones
and improving handset security are all making it possible to conduct
mobile payments and other financial services applications on

mobile phones.

As aresult, issuers are now also looking at how they can translate these
factors into commercial offerings. Currently, all the parties involved in
mobile payments and related mobile financial service capabilities are
working together to bring these services to market.

Virginia Garcia, Miami, FL-based senior research director of cross-

industry research services for Tower Group: We feel there are two
parts to this question—mobile banking and mobile payments.

The current state of the U.S. mobile banking space is vibrant, both in
terms of consumer adoption and business investment. Consumers
continue to gravitate toward mobile banking offerings and as more
financial services companies offer or refine these services, we believe
this trend will continue in 2009 and well beyond.

Furthermore, in today’s difficult economic climate, financial services
institutions are under pressure to cut IT spending, but expenditures on
mobile banking have remained a bright spot.

In 2009, TowerGroup believes financial institutions will move beyond
the phase of early experimentation to embrace mobile banking
strategies within the context of enterprise channel management and
customer relationship management, requiring
integration platforms versus single-point solutions that were prevalent
until now.

investments in

Mobile payments in the U.S. are still in their infancy. We had seen some
interesting trial activity in this space in 2008, but mobile payment
services remain fragmented.

In fact, we believe that the dominant type of mobile payments today—
handset-oriented purchases such as the download of games and
ringtones—will remain the predominant form of mobile payment in
the years to come.

It will still take several more years before mobile contactless payments
can make a sizable dent in the market and give plastic a run for
its money.

In the near term, we see the U.S. mobile payments market in a phase
of customer familiarization buoyed by edge solutions like alerts and
notifications, mobile marketing and location-based couponing.

Jean-Louis Carrara, vice president of
telecommunications for Gemalto North
America, Addison, TX: We are just
starting with mobile banking. So far, a lot
of money has been spent with little or no
returns for all involved: banks, operators
and providers.

The U.S. environment is very fragmented.
Mobile banking applications are launched
on phones with their own implementation
on each OS. A lot of banks go at it their
own way, and then finally operators with

Jean-Louis Carrara, VP of
telecommunications for
Gemalto North America



different technologies have to certify every phone with the embedded
application.

In this context it is difficult to reach economies of scale and the
investment is huge before the consumer market can be accurately read
to evaluate the returns.

In contrast, we have been much more successful in other countries
where the applications are deployed on a single platform—the SIM—
with end-to-end security with a handful of banks and operators.

In Colombia, for instance, we have reached 5 million transactions in
just a year after the market introduction, and we only have 130,000
users out of 30 million users. About half the transactions are balance
inquiries and these would be costly in a country without much online
banking penetration.

When I present these transactions statistics to colleagues in the U.S.,
they seem envious.

As for mobile payments, Near Field Communications trials have shown
that technically, everything can be achieved securely and reliably.

Gemalto has acted as a trusted service manager (TSM) and an NFC
SIM provider for GSM Association trials worldwide. We have
downloaded all sorts of credit cards and transport tickets into

SIM cards.

We are taking advantage of our secure manufacturing processes
existing around the world to create SIM, credit and debit cards, and
also to operate over-the-air downloads.

Compared to mobile banking, mobile payment is still in its infancy, but
is showing better signs of maturity toward a global standard. Standards
just got approved and we should expect a number of phones worldwide
starting mid-2009.

For mobile payment to take off, consumers have to be confident that all
banks, operators and phones are compatible—that’s the only way to
change consumer behavior.

We base our mobile payment solution on standards, whether based on
the SIM or not, so that all players can benefit from economies of scale
and wide availability of phone models.



We expect multiple phone models based on the standards to be
available by mid 2009, mostly for the Asian markets.

Haridas Nair, senior director of mCommerce for Sybase 365,
Dublin, CA: We are seeing an awful lot of interest in mobile banking
from the Top 300 banks in U.S. In tier 2 and tier 3, we’re seeing a lot
of interest in getting started with SMS, or browser-based mbanking.
Payments are at a strategic level and we see interest from banks in
the roadmap.

Amit Bhojwani, general manager of mobile banking for VeriSign

Messaging and Mobile Media, Mountain View, CA: Financial

institutions continue to offer mobile banking, using a combination of

SMS, WAP and downloadable client solutions. SMS-based solutions

are seeing the highest adoption, followed by WAP and downloadable
client offerings.

2008 was a successful year
for mobile banking and has
set the stage for mobile
payments in the U.S. As
banks and their customers
get increasingly familiar
with the mobile channel in
the u.s, VeriSign
continues to see increased
adoption of mobile banking
services, with over 35
percent growth in usage
from Q2 2008 to Q3 2008.

However, the mobile
banking and payments
ecosystem in the U.S.

remains fragmented due to
an ever-increasing number
of stakeholders and rapid changes in mobile products and services.

Given current global economic conditions, we expect this ecosystem to
gradually mature in 2009 and beyond, setting the stage for mass
adoption of mobile financial services.

Ramy Mora, vice president of marketing for Obopay, Redwood
City, CA: Demand from consumers for convenient means to send
money to family and friends continues to grow quickly, particularly as
services become more widely available.

How successful was 2008? What are some of the challenges you are
now facing?

Citi’s Mr. Kietz: The birth of Mobile Money Ventures in 2008, a truly
innovative initiative in the mobile finance space, is a testament to Citi's
commitment towards innovation. MMV's milestones of offering an
Android-compatible solution and a customer deployment that include
a customized mobile banking application that takes advantage of
iPhone 3G innovations is an indicator of a successful year.

Citi also announced a strategic relationship this year with mobile
commerce enabler Firethorn Holdings LLC to enable Citi credit card
members to easily and securely access real-time account information
anytime, anywhere on their wireless handsets.

Working with Obopay, a Silicon Valley startup, Citi became the first
bank in the U.S. to launch a person-to-person mobile money-transfer
service in 2007. Since then, Citibank has become the first bank in the
U.S. to integrate person-to-person mobile phone transfers into our
checking and debit accounts.

Later in the year, India and several other Asian markets are setting the
stage for another market transformation by launching instant, secure
and highly affordable cross-border remittances via mobile phones.

So Citi has had a number of successes this year. As far as challenges go,
we see widespread customer adoption of mbanking as a challenge, as
well as an opportunity.

MasterCard’s Mr. Anderson: 2008 was a successful year for
MasterCard in the mobile payments space, as we continued to
demonstrate leadership.

For example, we recently launched MasterCard Over-the-Air
Provisioning Service (OTA) to help banks personalize cardholders’
mobile devices and prepare them to become payment devices.

The service lets card issuers transfer a MasterCard PayPass application
onto handsets that are equipped with Near Field
Communication technology.

Using the technology, a customer can personalize their payment
account over a mobile network and immediately begin purchasing
products simply by tapping their phone near PayPass-enabled terminals
at any of the nearly 135,000 merchants that accept MasterCard PayPass
“tap & go” payments.

In terms of challenges, we are constantly focused on how we can help
create a mobile payments ecosystem that rewards all parties in a way
that they feel is adequate and representative of their

respective contributions.

As MasterCard works to refine a business model that works for
everyone—consumers, financial institutions, mobile operators and
merchants—we are working with all of the necessary players to drive
mobile payments forward.

Gemalto’s Mr. Carrara: 2008 was a successful year. We achieved our
goals to finish the standards so the handsets could be built in time for
next year.

On the product side, we have a complete TSM offering to support the
full download of payment cards and a range of NFC SIM cards that are

being certified by the payment associations.

At the same time, we have developed our presence on multiple markets,



educating the multiple stakeholders on the maturity of the solutions,
especially in terms of security. In the process, Gemalto has become the
commercial TSM in Taiwan with two operators, running transit,
payment and smart-poster applications in the SIM and

handsets markets.

In North America, we just kicked-off a pre-commercial trial in Canada
with Rogers, the largest operator, and with RBC, the largest bank.

We also just finished demonstrating over-the-air loading of Citi credit
cards into AT&T SIM in a coast-to-coast trial, showing full
compatibility with the existing contactless point-of-sale readers.

Sybase’s Mr. Nair: 2008 was a very successful year for Sybase 365
and we credit much of this success to the growth of our
mbanking platform.

VeriSign’s Mr. Bhojwani: VeriSign has seen significant traction of its
mobile banking services in 2008 and we expect this growth to continue
in 2009.

A number of leading financial institutions around the world can now offer
customers the convenience of doing mobile banking by leveraging VeriSign's
mobile banking services, many of which chose VeriSign in 2008.

Of note, VeriSign is currently working with seven of the top 10 U.S.
banking brands, three of the top five credit card issuers, a global leader
in online payment solutions, major banks in India and a number of other
financial institutions around the world

The biggest challenge in driving the growth of our products and
services can be attributed to the lack of comprehensive mobile
standards tailored specifically for financial institutions.

To overcome these challenges, VeriSign is leading several initiatives
with various stakeholders in the mobile financial services ecosystem.

Obopay’s Mr. Mora: This has been another very successful year in
both of our markets, the U.S and India.

We paved the way for increased adoption of mobile payments through
alliances with financial institutions such as Citibank, Fidelity and
MasterCard. As an industry first, Citi is now offering and marketing
Obopay’s person-to-person mobile payments service directly linked to
customers’ Citibank checking accounts.

Obopay also introduced a prepaid card in partnership with Bancorp to
allow Obopay’s mobile payment customers an easy way to access their
Obopay funds and make purchases anywhere MasterCard is accepted.

The partnerships we have with Citi and MasterCard are two examples of how
consumers can use Obopay for the instant sending, receiving and spending of
money through their mobile phone. Using cell phones for payment is easy and
convenient.

Is the market moving toward mass-market adoption of secure

mobile payments?

Citi’s Mr. Kietz: At Citi we expect that over time, customers will
embrace person-to-person and consumer-to-business payments. As the
applications become more prevalent, the value proposition will become
more advantageous to both the parties.

MasterCard’s Mr. Anderson: We believe so. We continue to receive
feedback from consumers that their mobile device is the one where they
want and expect to see payment functionality in the future. Mobile
phones are now ubiquitous in the marketplace—always there and
always on.

As consumers increasingly look to use their mobile phones for more
than telecommunications, they are becoming more comfortable with
the security of mobile payments. Security is a critical component of
building consumer trust in emerging mobile payment services.

By using the MasterCard payments infrastructure and payments
franchise as a foundation for our programs, we can deliver a level of
mobile payments security and trust equal to that enjoyed by consumers
who use payments cards today.

Gemalto’s Mr. Carrara: Yes, we are moving toward mass-market
adoption in developed countries. Not all users will adopt new
technologies and it will take time. It is just like online banking, except
we still don’t feel as secure with online banking as we will with
mobile payments.

Sybase’s Mr. Nair: We see the initial uptake happening in different
markets around the world. Just like the Internet, it will take a little time
for users to get comfortable with it, but the models are starting

to appear.

VeriSign’s Mr. Bhojwani: Mobile banking will see mass-market
adoption in the next couple of years. The adoption of secure mobile
payments is also increasing, although mass-market adoption is still a
few years away.

The mobile payments ecosystem is fragmented and lacks standards
across technologies and geographies, leading to the inability of key
stakeholders to agree on a viable business model. However, mobile
banking can be leveraged as a stepping-stone in driving adoption of
mobile payments.

Obopay’s Mr. Mora: Yes, absolutely. With more than 262 million cell
phones in the U.S., consumers are keen to find practical and convenient
ways to send and receive money when they needed, wherever they
may be.

What does consumers' acceptance of mobile banking and payments
mean for mobile commerce?

Citi’s Mr. Kietz: The consumers' acceptance of mbanking/payments
means a bigger market share for various players of the ecosystem, one
in which there is deepening of customer relationships and gaining



revenue with the underlying goal of enhancing the end user's
banking/payment experience.

Mobile commerce is heavily reliant on the ability of various players of
the ecosystem to work together to provide a common platform and
business model.

MMV's full-service platform can be integrated with various industry
players to empower the consumers to interact with the phone to meet
their banking and payment needs in a convenient, secure and

reliable manner.

Gemalto’s Mr. Carrara: It means that we will truly start entering into
the mobile commerce era. With phones easier to browse with and soon
transact with, we will start using our phones as key enablers to our
digital lives.

The wireless operators have the ability to secure wireless transactions
better than any online transaction. If they get it right, we will be safer
paying on the Internet with our cell phones than we would ever be with
our online PCs.

That’s what is at stake. Once this is established and we all have some
credit cards in our phones, we will be ready for the next steps of the
mobile wallet. I don’t think any of us really knows what new
applications will arrive as a result.

Sybase’s Mr. Nair: It validates the opportunity and establishes the
market. All the activity also enhances the market awareness, which in
turn helps vendors like Sybase to capitalize on the opportunity, as we
are uniquely positioned with messaging, an mbanking platform and
implementation services.

VeriSign’s Mr. Bhojwani: Consumer acceptance of mobile banking
bodes very well for mobile commerce.

As consumers get incrementally comfortable with the quality and
security of mobile banking services, mobile banking will become a
necessity, rather than a convenience.

Adoption and evolution of mobile commerce will see significant
growth as consumers begin to realize the power of mobile via the
anywhere, anytime experience.

Obopay’s Mr. Mora: It means more convenience, faster, affordable,
and instant access to cash for consumers and merchants when they
needed, wherever they may be.

What are the opportunities you see going forward? Where will
mobile banking and payments be in 2009?

Citi’s Mr. Kietz: As mobile devices continue to get more
sophisticated, financial institutions and carriers will have the
opportunity to enhance customer loyalty and enrich customer
experience by delivering innovative applications such as

mobile banking.

At Citi’s Mobile Money Ventures, we believe that mobility will
continue to transform the way banks interact with customers to ignite
customer engagement unlike any other channel.

Mobility will be a requirement both to retain customers and to reach
new market segments with unique needs and expectations previously
unmet by traditional banks and delivery channels.

MasterCard’s Mr. Anderson: We expect progress along the
commercialization path that we are on. Our objective is to build a
business model that works for all parties.

Mobile is not just a payment product but a vehicle by which to deliver
other value-added services.

There are six distinct areas of opportunity in the mobile space and we
are developing solutions to address all of them, including contactless
payments, mobile commerce, money transfers and person-to-person
payments, mobile top-up and reload, information and mobile banking,
and marketing and rewards.

The OTA service is MasterCard's latest move in the mobile space, and
we will continue to develop and partner to offer more services in all of
these fields.

Mobile payment is still in its infancy, but we see 2009 as a year of
tremendous momentum as the market continues to evolve and grow.

TowerGroup’s Ms. Garcia: We believe there are multiple
opportunities for mobile banking and payment services in the short
term, and some of these include:

Urgent payments — We believe consumers will pay for the convenience
of being able to make immediate payments via their handset.

Mobile remittance — The remittance market is approaching $400 billion
annually, and we believe there is ample opportunity for mobile to add
value to the sending and receiving of remittances.

Mobile P2P payments — Consumers are becoming comfortable with
sending money to other individuals via the Internet, and we believe this
trend will be extended into the mobile space, capitalizing on the
convenience value of immediacy.

Corporate cash management — Most of the mobile banking offerings
to date have been focused on the consumer, but there is considerable
opportunity to extend mobility into the corporate cash

management area.

Mobile remote deposit capture — TowerGroup believes this is a service
that would be of value to a large number of self-employed individuals
and small businesses.

Integration — Integrating mobile into existing architecture would help
to make the services more of a part of the overall corporate strategy,
enhance the customer experience and allow the institution to cross-sell



using this new medium.

We believe that in 2009, the market will begin to move from the
familiarization phase, which allows end users to get comfortable with
mobile financial services and provides them access to basic information
and services, to the convergence phase, which will allow for a more
robust mobile offering, in essence extending services that are currently
limited to online to the mobile phone.

And while IT spending on mobile will be under increased scrutiny, we
believe financial services institutions will continue to invest in mobile
banking and payment solutions.

In 2009 mobile banking will move from a nice-to-have to a must-have
value driver of customer retention and acquisition.

Gemalto’s Mr. Carrara: In 2009, we expect to see further national
implementations to support mobile payments. What has started as a
global initiative will become part of the local markets.

We expect that in 2009, groups of operators and other service providers
will start working together to create national implementations and
mostly discuss business models that can benefit all players.

The market will still be in its infancy and probably insignificant in
terms of number of users, but it will enter an important phase of
maturity by crafting important deals between the players and setting
the stage for national investments in the handset availability.

Since handsets are almost all subsidized in the U.S., which is not
always the case elsewhere, operators have a gating role in creating a
park of addressable NFC handsets in their customers’ hands.

They will also be the first ones to receive customer care calls in case of
issues. In other words, if operators are not convinced of their ROI, they
will not let the market get equipped.

Sybase’s Mr. Nair: We see a significant shift towards implementing
SMS and browser banking. Early on there was a rush to rich client, but
banks seem to have realized the value of the SMS-based channel for
alerts and communication. We expect to see implementations of
payments in 2009 towards the latter part of the year.

VeriSign’s Mr. Bhojwani: The significant traction VeriSign saw in
mobile banking in 2008 will continue in 2009. Financial institutions
will look to expand their mobile strategies to include other key product
lines such as investment banking, mortgage and brokerage and even
leverage the mobile channel into advertising and marketing plans.

Given current economic conditions, banks will look to leverage
monetizable innovations in the mobile arena, such as location-based
services, ad-sponsored messaging and even some smartphone
applications. As a result, we expect to see innovations in the mobile
payments market in 2009 that will ultimately lead to tangible adoption
of this channel in the coming years.

Obopay’s Mr. Mora: Our goal is to turn every mobile device into a
payment device, and opportunities exist in continuing to develop
partnerships with financial institutions and mobile partners, as well as
entering additional international markets.

Just as banks have evolved to provide convenient online services to
customers, we see greater adoption both from banks and mobile
partners as they continue to provide products which cater to their
customers’ mobile lifestyles. Il
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AD BUDGETS

How to budget for a mobile marketing campaign

By Dan Butcher

ecause mobile advertising is still in its formative stages and the
B ecosystem is fragmented, figuring out what it will cost to run

an effective mobile marketing campaign can be daunting.
The most important factor for marketers to keep in mind is the goals of
the campaign and which mobile channels are best suited to attain those
goals. About the only consensus in the mobile industry on this topic is
that there are many variables to consider and that costs range widely
depending on the scale and complexity of the campaign.

“This ranges so broadly that it is hard to cite in any meaningful way,”
said Jason Spero, vice president of marketing at mobile ad network
AdMob, San Mateo, CA.

Many industry insiders claimed that a basic mobile campaign can be
launched for much less than an online, print or television effort.

“Surprisingly, SMS alert, WAP mobile Web site, mobile banner ad
campaigns and pre-roll/post-roll mobile video ad campaigns are not as
expensive as one would think,” said Edward Lang, senior vice
president/general manager of mobile for Playboy Media Group, Los
Angeles.

Another industry executive claimed that a bare-bones SMS/text alert
campaign can be launched for a few hundred dollars — excluding the
cost of the common short code — and that a basic mobile Web/WAP
campaign can be launched for several thousand dollars.

For example, Barack Obama created his campaign mobile Web site for
$7,000, albeit that was highly subsidized.

However, those figures are definitely at the lowest end of the spectrum,
and it is questionable how much benefit brands can get from just

dipping their toe into the mobile pool.

A professional mobile site, with respectable advertising, publishing or

commerce functionality, should cost anywhere from $30,000 to
$40,000. Add to that the monthly-fee cost of maintaining the site, which
depends on the service provider.

Another consideration is whether the marketer is outsourcing the
mobile Web site, as was done in the early days of the wired Internet, or
running it in-house. If handled within the company, add the cost of a
mobile manager’s salary — roughly $80,000 or so.

In the case of President Obama, the mobile Web site was but one
element of a multifaceted, multichannel marketing campaign.

Typically, the more channels a brand uses and the more types of media
a brand takes advantage of, the more effective the campaign.

Price ranges

A more realistic ballpark figure for the most basic mobile marketing
campaign is around $25,000, although sophisticated mobile campaigns
run well into the seven figures.

A small SMS-based campaign can be built for less than $10,000.

However, for an effective two-month, opt-in SMS campaign, a brand
is more likely to spend in the range of $50,000 to $100,000.

For brands, the mobile database of opt-in consumers alone may be
worth that price.

In addition, SMS is most effective when used in conjunction with other
channels, such as traditional media, the wired Web and the mobile
Web/WAP.

A basic WAP microsite campaign can be launched for anywhere from
$5,000 to $15,000 on the low end, depending on a brand’s requirements
and goals.

On the other end of the spectrum, for a sophisticated mobile Web
campaign that may include mobile commerce, store locators and



booking engines, it can cost anywhere from $100,000 for a good mobile
Web presence to $500,000 for a fantastic one.

When budgeting for a well-branded mobile Web/WAP campaign or
application for all carriers and handsets, brands should plan for a
ballpark figure of $250,000 and three months to six months’
development time.

As for mobile advertising, cost-per-click (CPC) rates vary drastically,
anywhere from one cent to $15, depending on how targeted the ads are
and whether they are imbedded in a mobile Web site or a text message,
among other factors.

For the most part, rates tend to be on the lower
end of that spectrum.

In comparison, wired Web CPC rates typically
range from 60 cents to $20.

Mobile cost-per-acquisition (CPA) rates tend
to top out around $2.

Mobile cost-per-thousand (CPM) rates also
vary widely. They typically range between $15
and $30, although they can go as low as $4 or
$5 and as high as $150.

CPM rates depend on how targeted, actionable,
interactive and measurable a campaign is.

There is speculation that CPM rates will
decrease as the amount of mobile ad and
content inventory increases.

Compared to traditional media and wired Web
advertising, mobile is claimed to typically
deliver better ROIL.

How about cost per engagement?

One industry executive suggested that
everything can be broken down into cost per
engagement.

“Eventually, everything can be broken down
into effective cost per engagement,” said Jon
Jackson, CEO of Mobile Posse Inc.,

McLean, VA.

“Instead of looking at simply CPMs or reach,

smart marketers are looking at the effective cost for every engaged
consumer they can get and making a purchasing decision based on
that,” he said.

On a CPM basis, mobile advertising is still far cheaper than traditional
advertising, but tends to be more expensive than online advertising.

However, focusing on a bottom-line CPM can distract marketers from
the fact that their effective cost per engagement is far less in mobile
than in traditional advertising, and the results are more immediate
and measurable.

When executed correctly, mobile campaigns are a cost-effective option.

The measurability and response rates achieved via mobile are
significantly higher than those achieved via traditional or
online advertising.

The reality is that mobile advertising works
best in tandem with traditional and
online advertising.

Many vendors sell integrated cross-media
mobile campaigns in conjunction with
publishing partners.

While mobile should be considered a
complementary channel, not necessarily a
standalone solution, it has become an
indispensible element of brands’

marketing mix.

“ROI depends on a brand’s goals,” said Paran
Johar, chief marketing officer of JumpTap,
New York.

“If a brand is trying to develop a large-scale
brand awareness campaign, certainly other
media—sight, sound and motion, print, online,
radio and TV—may do better,” he said.

“If you are trying to quantify metrics, then
mobile has the advantage. Mobile is not a
standalone medium—it’s most effective as a
complementary part of a larger

multichannel campaign.”

Another top executive agrees.

“On a CPM basis, mobile advertising is still
far cheaper than traditional advertising and
more expensive than online advertising,” said
Zaw Thet, CEO of 4Info, San Mateo, CA.

“That said, the measurability and response
rates obtained on mobile are significantly
higher than in traditional or online advertising,” he said.

“The reality is that mobile advertising works best in tandem with
traditional and online advertising support, which is why we frequently
sell integrated cross-media mobile campaigns in conjunction with our
publishing partners.” ll



CARKRIERS

Wireless carriers see potential in mobile marketing

By Dan Butcher

espite the economic slowdown, carriers are optimistic about
this year.

Smartphones, mobile data services, mobile applications and openness
are all significant trends that carriers see continuing on into 2009.

Mobile Marketer's Dan Butcher interviewed each of the four major
carriers to get their views on what they expect from 2009. Here is what
they had to say.

Economic slowdown

Jenny Bridges, Dallas, TX-based spokeswoman for AT&T
Mobility: In this economy of less, AT&T offers more to its customers,
and will continue to throughout the year.

For example, we recently announced that select smartphone customers,
as well as AT&T Laptop Connect customers, have free access to all
AT&T WiFi hot spots.

In addition, we launched a line of quick messaging phones—four
devices with full QWERTY keyboards—that are priced very
attractively at $48-$99.

They’re a terrific option for customers who want a full keyboard for
messaging but don’t need access to corporate email or other premium

business features.

Our voice packages start as low as $39.99 monthly and texting plans
starting at $5 monthly.

Ian McKerlich, director of mobile Web and content for T-Mobile,

Bellevue, WA: Our customers, citizens of this country and other
countries, are feeling the pinch, and it will have an effect, but mobile
phones are becoming less of a luxury item. It’s the primary
communication device for most people, which is working in our favor.

These are challenging circumstances, and
every retailer and provider will have to
work harder to earn customers’ business.

James Fisher, spokesman for Sprint,
Overland Park, KS: We believe we offer
the best value among carriers, which is
crucial in this economic environment.

lan McKerlich, director of . . .
mobile Web and content, You will soon see us begin to highlight the

T-Mobile, Bellevue, WA savings that individual subscribers and
families can see in our unlimited data plans, compared to
our competitors.

Financially, to this point we’ve seen a great deal of resilience in our
wireless business despite a backdrop of obviously challenging
macro-conditions.

We are seeing some impact among business customers and less impact
on consumer customers as wireless phones are considered a
consumer necessity.

Our ability so far to generate cash and maintain cash reserves has been
key to our stability in an economic environment where credit for
businesses is tight.

The credit mix of our base is solid, with about 83 percent of our post-
paid customers being prime, and currently we’re encouraged by the



payment and collections trends we’re seeing.

Still, we’re continuing to watch leading indicators very closely and will
be prepared in the event that conditions begin to deteriorate.

Debbie Lewis, spokeswoman for Verizon Wireless, Basking Ridge,
NJ: The wireless sector of the technology industry has been a great
source of innovation and growth for the past several years, a trend that
should continue into 20009.

Our customers are asking for devices that do more—more email, more
entertainment, more messaging—and the growth of smartphones in our
portfolio addresses those needs, as does the wide variety of services
Verizon has introduced over the past year.

Future of mobile data services

Sprint’s Mr. Fisher: Data is a key area of growth
because, as we say in our “Now Network”
messaging, customers want to have information and
access to data now, whenever they need it, wherever
they are. We believe we’re the best positioned carrier
to offer that.

AT&T’s Ms. Bridge: We’ve seen strong growth
in mobile data and we expect this to continue as
more customers choose smartphones and other
devices that provide them access to the Internet,
email and other data applications.

Customers want to have access to all the
information they need when they’re on the go and
we’re providing that for them.

T-Mobile’s Mr. Kerlich: We’re very bullish
about mobile data services. We’re launching a
fairly dramatic makeover of our mobile Web
experience, T Zone, relaunching it into Web2Go
and extending it from low-end devices to top-of-
the-line smartphones.

It’s a consumer-oriented open Internet experience,

a mobile-optimized on-deck portal, but if they

want to go out on the open Web, we’re not going

to hold them back. This is more about device

capabilities. More and more high-quality browsers are coming into our
lineup in ’09.

With the G1, we have a plan for 35 unlimited texting and picture
messaging and IP services over both the 3G network and devices with
WiFi, with complimentary access to T-Mobile’s Hot Spot
http://hotspot.t-mobile.com/network

We have a relationship with airports, certain retail establishments and
hotels, as well as our Hotspot at Home product.

Verizon’s Ms. Lewis: We expect to see even more diverse applications

make their way to the mobile environment, especially as consumers
increasingly use their wireless phones to address the tasks of daily life.

But, at the end of the day, we can't ever forget the importance of the
network that's behind all this innovation.

Reliability, speed and our network will continue to be the No. 1 focus
of Verizon Wireless in 20009.

Stance on openness

T-Mobile’s Mr. McKerlich: The emergence of the term openness has
become part of the common vocabulary. It is important, but the story
underneath it is innovation. The amount of change we’ve seen in the
mobile industry in just two years is astounding.

Who would’ve thought that three of the biggest
names in mobile would be Amazon, Google and
Apple? They are three very top-shelf Internet
brands that have made their mark on the mobile
industry in partnership with brands like us.

Openness means that companies can partner easily
and consumers get faster innovations and
better features.

The iPhone is innovative, but not very open, while
BlackBerry is innovative in its own way, but not
necessarily open. The T-Mobile G1 with Google
is certainly innovative and very open.

People are excited about all three, which provide
different experiences.

Each of them is an Internet brand and has elements
of Internet experience at their core, which will be
very important in 2009.

We’re also excited about mobile applications.

We believe prior efforts have been about shrinking

down the experience to the lowest common

denominator, while our apps strategy delivers an

experience that is familiar to consumers, but
wherever possible goes above and beyond.

We will continue to come out with handsets with attributes that are
assets, as opposed to liabilities, handsets that are location-aware, with
a sense of presence and the permission to interrupt you during your
day, both tangible and intangible assets.

We want to open up to third-party developers, with some guard rails,
but we feel that will bring more innovation and other products and
services as well.

We’re really excited to be working with Google on the G1. People are
lining up outside our stores. It has been really well-received by our



customers. We’re very pleased with the reception.

AT&T’s Ms. Bridges: Our approach to openness is to give customers
maximum choice—choices in operating systems, devices, applications
and services.

We offer all of the major OS platforms—BlackBerry, Java, Mac OS X
Leopard (iPhone), Microsoft Windows Mobile, Palm OS and Symbian.
And we’re always open to adding new ones, if there’s consumer
demand for it.

AT&T allows its customers to use any device on
the AT&T network—all they need is an AT&T
SIM card.

Our customers have the freedom to switch
devices at any time — a key way we’re giving
our customers the most choice when it comes
to devices.

We’re also open in terms of applications,
offering the best in video, messaging, music,
email and business applications.

In 2004, we launched our content store,
AT&T MEdia Mall. We offer more than
100,000 choices within MEdia Mall,
including games, apps, ringtones, graphics
and other content to personalize

your phone.

We also index thousands of applications
for search on MEdia Net, our on-deck
portal, and we let our customers download
virtually any third-party application
without restriction.

We don’t offer just one way to listen to music, or watch
video, or play games.

Looking at music specifically, we have more digital music partnerships
than any other provider.

Whether our customers prefer Napster or iTunes or Pandora or eMusic
or MobiVJ—the list goes on—the choice is theirs.

We’ve also gone far to advance the huge ecosystem of third-party
developers.

We were the first wireless carrier to make our architecture guide
publicly available to apps developers.

We also maintain a develop relations program, devCentral
(http://developer.att.com).

DevCentral is a members-based community that we maintain for

developers who want to interact and learn from each other.

We also launched a Web site (http://www.att.com/choice) to serve as
a resource to both developers and consumers.

Sprint’s Mr. Fisher: Internet regulation, particularly regulation of
carrier network management practices, will decrease Internet
performance for the average customer, increase costs for consumers
and divert resources from innovation and growth.

Because Sprint is open, Sprint customers:
* Enjoy full HTML browsing on their phones,
with Google as their search provider;
» Experience personalized Web browsing
with Sprint Web — relevant information is
pushed to the customer;
* Can choose to download name brand
applications and services from the Internet,
while other carriers limit applications to
those sanctioned by the carrier; and
* Are not limited from using the personalized
computing power of their mobile phones. By
contrast, other carriers control what customers
can access and do.

Verizon’s Ms. Lewis: Our Open Development
Initiative is a year old—we've already certified
several devices and see continued interest from
many different companies interested in bringing
even more devices to our labs.

The year ahead

AT&T’s Ms. Bridges: We’re cautiously
optimistic. We’re not as far along on on-deck
advertising, because we’re focusing on adoption,
then there will be more room for mobile ads.

We’re mindful of the first wave of advertising on the
fixed Internet, several years before it became a multibillion industry.

In mobile the development will probably be a little bit faster, but it’s
going to take a while to mature.

As viewership and usage go up, the key is working with the ecosystem
to make sure the user experience is as good as possible.

We have to avoid the growing pains of the Internet, such as pop-ups,
spam and other forms of advertising that are less appealing.

I’'m excited about 2009, I think we’re going to see a lot more mobile
Internet adoption.

The demand for third-party innovation has reached a critical mass, our
devPartner Community Program http://developer.t-mobile.com/site/
global/home/p _home.jsp is a way for a company to submit an app

for certification.



Right now it takes far too long for these partners to get on our catalog
and get on our deck, and we want to make it a click-through agreement,
a digital signature.

We want to be the easiest carrier to do business with for partners
interested in innovation.

Web2go is a set of Internet discovery tools that lets consumers rank C I a SS I C .
apps and Web sites, letting them tell us what we should populate in the
prime spots.

We’ll get better at targeting that and give consumers different recom-
mendations based on past behavior. We let our consumers choose.

There’s a lot of energy in mobile apps right now, which is a way to
create more innovative products and services and bring the Internet into
people’s hands in a new way they haven’t had before.

Our 2nd Annual
Classic Guide to
Mobile Advertising
Is coming in June.

There will be many opportunities for our consumers and our partners
in the year to come.

Sprint’s Mr. Fisher: Clearly data usage is one of the dominant trends,
and it plays a big role for Sprint because we believe we are best
positioned to capitalize on the expected growth in wireless data usage.

Today we have the highest data revenue per user in the wireless
industry on the Sprint network, and we have centered our marketing
on generating growth in data.

We are offering the lowest price among national competitors for
unlimited data in our simplified and very popular $99 “Simply
Everything” pricing plan.

We are teaching customers how to use all of the data components on
their phones in our stores through our “Ready Now” program. We are
creating handsets with “One Click” capabilities that allow you to
customize your screen and get to any favorite application with just
one click.

On top of that, a third-party study has shown that Sprint has the most
reliable data network.

All of this is contributing to our growth in data usage, and our ability SpOﬂSO rshi p |nq uiries may be
to retain high-value customers, who are more likely to stay with us if directed to Jodie Solomon at
they have a data plan. We see this trend continuing in 2009. Jodie@MobileMarketer.com

212-344-6366

Smartphones go hand in hand with data usage and we are seeing strong
growth in that area.

With the quality of our network, improvements in customer service and

the focusing of our marketing efforts on making it easy and affordable M obil e Mark et ey

to use data services, we see this as an area of great potential

going forward.



CASE STUDY

COUPONS

The appeal of mobile coupons will grow

By Giselle Abramovich

n 2008, more merchants from more retail categories emerged from

the sidelines and took advantage of the mobile commerce

opportunity. An increasing number of merchants are now skipping
market tests and going straight to system-wide roll-out when
introducing mobile capabilities.

When thinking about a company that
really nailed it with their
commerce initiatives, mobile coupon
company Cellfire brought up Stage Stores.
The retailer ran a mobile coupons
campaign in July 2008 using

Cellfire’s service.

mobile

“Stage incorporated a mobile call to action
across their marketing mix to include a
mobile call-to-action,” said Brent Dusing,
CEO of Cellfire, San Jose, CA. “Visitors to the Stage Store Web site
and recipients of the circular were directed to unique offers available on
the mobile phone.

Brent Dusing, CEO, Cellfire

“As a result, Stage was able to bridge traditional, digital and mobile
media in a single campaign,” he said.

The apparel and accessories retailer promoted back-to-school savings
with a mobile coupon campaign at three of its regional retail brands—
Bealls, Palais Royal and Stage.

Shoppers were able to get exclusive deals on fashion and footwear at
398 Stage Stores retail locations in Arizona, Arkansas, Colorado,

Kansas, Louisiana, Mississippi, Missouri, New Mexico, Oklahoma
and Texas.

Stage Stores delivered unique discounts to Cellfire users every two
weeks through Sept. 1 as part of an integrated marketing campaign
during the back-to-school season.

Consumers were alerted to various sales and opportunities to get mobile
coupons via in-store signage and online advertising.

Stage Stores tagged all of its existing print, television and radio
advertising with a call-to-action urging consumers to sign up to get
additional discounts through Cellfire.

Cellfire’s database of opted-in customers received Stage Stores’
call-to-action.

Stage Stores is a retail chain that sells brand-name apparel, accessories,
footwear and cosmetics in small and midsize towns and communities
via 707 stores in 35 states.

Consumers can get the mobile coupons by subscribing to Cellfire's
service at http://www.cellfire.com

Or, consumers can send a text message with a keyword for the
appropriate retail brand to short code 22888 to receive instructions on
how to access the offers on their phone.

Cellfire’s client base includes Hollywood Video, Enterprise Rent-a-
Car, Sears Portrait Studio, Taco Bueno, Hardee’s, Wiener Schnitzel and
Extreme Pita.



The company has also run campaigns for Supercuts, McDonald’s,
Kroger, General Mills, Kimberly-Clark, Caribou Coffee and Valvoline.

Caribou Coffee used Cellfire to run a mobile coupon campaign to drive
traffic to its retail shops.

The second-largest company-owned gourmet coffechouse operator,
Caribou let consumers receive coupons for $1 off any large drink or a
free drink with the purchase of a pound of coffee by using the
Cellfire service.

Quick-lube chain Valvoline Instant Oil Change conducted a mobile
coupon campaign offering consumers the opportunity to save during
the economic slowdown.

Valvoline tapped Cellfire to help make mobile coupons accepted at all
107 Valvoline Instant Oil Change centers in Cleveland, Minneapolis
and St. Louis.

Mobile phone users can save money with exclusive offers on oil change
or preventative services.

Additionally, fast food giant McDonald’s used mobile coupons in parts
of the western United States timed with the launch of its new iced
coffee beverage.

The McDonald’s mobile phone discount promotion ran in 113
restaurants across Utah, western Wyoming and eastern Nevada.

The promotion offered consumers free ice coffee when they used
mobile coupons at participating McDonald’s locations.

This is a common ploy used by Cellfire's clients in the quick-service
restaurant category, of which McDonald's is part.

“There are several key trends we anticipate in 2009,” Mr. Dusing said.
“First, we expect to see more consumers interacting with mobile
marketing as they learn about the capabilities their phones already have
and acquire newer more capable handsets.

“Second, we expect to see more advertisers activating more of their
media with a mobile call to action. Media buyers are looking to achieve
more with less,” he said. “Mobile fits the bill as it enables advertisers
to get more interaction from an advertisement for a longer period of
time by allowing the consumer to take it with them on their

mobile phone.

“Finally, given the tough economic times, we expect even more
businesses to leverage mobile couponing as a vehicle for engaging

consumers given they are highly desired incentives that drive
transactions at the point of sale.”

Cellfire recognizes that brands will face challenges in 2009 in terms of
mobile commerce

Brands will continue to have more ideas and opportunities presented to
them than they will have the resources to execute.

“Their biggest challenge will be sorting through this to determine which
are most effective at driving results,” Mr. Dusing said. “We think what
we do — mobile couponing — is a proven successful model with less
uncertainty and positive results.

“In 2009 we plan to continue to serve our large and growing user-base
by providing them with compelling offers in their neighborhood that
they can access and redeem using their mobile phone,” he said.

“We plan to do this through partnerships with brand and merchant
advertisers, as well as with the great relationships we have with our
carrier and ecosystem partners.” [l



CONTENT

Smartphones hold key to
mobile content uptake

By Giselle Abramovich

008 marked an increasing recognition that a mobile experience is
different than that of a PC.

The Weather Channel and Condé Nast’s Style.com are examples of

content providers that adapted to the opportunities that mobile brings.

“In 2008 more companies were building compelling mobile Web sites
and applications,” said Louis Gump, vice president of mobile for The
Weather Channel Interactive, Atlanta.

“The launches of the iPhone App Store and Android Market have
brought applications to the forefront,” he said. “In addition, the
increasing availability of 3G makes all content, on the mobile Web and
in mobile applications, better for all users.”

Style.com launched its first iPhone application in late August, timed to
coincide with the Spring/Summer '09 fashion shows that began in New
York in early September.

To date, Style.com had more than 150,000 downloads of the application
and, significantly, more than 3 million advertisement views.

The Weather Channel Mobile introduced an advanced mobile weather
application for the Android platform. Available through the Android
Market on the T-Mobile G1 phone, the application gives users the
ability to view fully customized weather maps, detailed conditions and
forecasts, local video and severe weather alerts.

“MLB, USA Today and MSNBC are great examples of content
providers doing it right,” Mr. Gump said.

For Style.com, and for the other Condé Nast brands, the iPhone is a
great platform. It combines form and function in a way that's uniquely
suited for the brand’s content.

The iPhone screen is unfettered by physical keys, so it becomes the
perfect slate for full-bleed fashion photos and hi-resolution videos.

The App Store — being part of iTunes — has an audience of millions,
pre-trained to search and download, giving access to an audience that
augments online viewers.

“The biggest comment on the very positive reviews of the Style.com
app, in iTunes, is that users want to see men's fashion shows, too,” said
Eleanor Banco, associate director of public relations for Style.com and
Men.Style.com at Condé Nast, New York.

“I think it's fair to expect we'll give the users what they want,” Ms.
Banco said. “We're very bullish on the smartphone space in general,
because we see it as a swiftly growing segment of the market, and well-
integrated with our user-base.”

Rapidly increasing adoption of smartphones will yield a large increase
in the use of mobile Web and applications, according to Mr. Gump.

What are some of the challenges that content providers face in 2009?
“The economy is the one overriding challenge faced by all,” Mr. Gump



said. “However rapidly increasing consumer interest will provide a
major lift even in this environment.

“Mobile advertising will be relatively strong in a challenging economy
and will be an opportunity — especially as so many consumers sample
content on mobile devices for the first time in 2009,” he said.

The sales of iPhones just surpassed the sales of Motorola Razrs in the
third quarter of last year, which is significant.

Users of iPhones are voracious Internet users, with more than 80
percent using the mobile Web by some accounts.

Meanwhile, according to Nielsen, as of May 2008 there were 40 million
active users of the mobile Internet in the United States. In other words,
it has achieved mass scale.

“A challenge for us, and other content providers in this space, will be
finding an effective and efficient way to develop and deploy for
different smartphones,” Ms. Banco said. “We are definitely keen on the
open source models, like Android, and are curious to see if they are as
big a hit as iPhone apps.”

Mobile advertising will grow impressively in 2009.

However, the challenge will be to understand consumer wants and then
match them with the advertisers that fit them best.

“We will see improved mobile metrics in 2009 that will demonstrate
that these ads work,” Mr. Gump said. “We will see that mobile is an
ideal platform for branding, and leading brands will recognize that at
a time when they need results-oriented brand-building.

“We are already seeing this now on the Weather Channel with big
brands like Allstate, Land Rover, Bank of America and Clorox,”
he said.

Ms. Banco said dynamic ad serving into applications, and gleaning
meaningful data from them, is another surmountable challenge.

Another issue for content providers is rising above the increasing noise.

“How do you remain fresh and relevant in an increasingly crowded app
space,” she said. “In terms of opportunities, we think they're bountiful.”

Style.com just scratched the surface, with the Style iPhone application,
of taking advantage of what the platform has to offer.

“It's easy to imagine utilizing native features like GPS and camera to
make apps even more relevant for our audience,” Ms. Banco said.

What’s the Weather Channel’s mobile strategy going forward?

“Our strategy is to meet and exceed the expectations of our customers
on multiple wireless devices and platforms — primarily from mobile
Web, which we believe will be the hub for most customers’ experience
with The Weather Channel Mobile.” ll
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DATABASE MARRKRETING/CRM

Mobile’s potential lies In
database marketing/CRM

By Dan Butcher

rands are increasingly thinking of mobile not in terms of a one-
B off campaign, but as a valuable tool for remarketing to and
building an ongoing relationship with their customers..
In fact, many are calling mobile the ultimate customer relationship
marketing tool. The proofis in the pudding.

In 2008, brands such as Coca-Cola, Pizza Hut, Harrah’s casino chain,
IKEA and even Barack Obama launched customer loyalty, rewards and
CRM campaigns via the mobile channel.

Mobile coupons have become a common incentive for consumers to
participate in these types of initiatives.

In October 2008, Alltel announced that since the launch and promotion
of its My Circle service, it has seen a 285 percent growth in customer
communications.

Acxiom Corp. released a case study highlighting the role of its
customer intelligence services in Alltel Wireless’ My Circle direct
marketing campaigns. The carrier claims that the market responded
enthusiastically, with My Circle’s popularity contributing to consistent
year-over-year revenue growth.

“Alltel has seen a 285 percent growth in customer communications
since we partnered with Acxiom,” said Tara Llewellyn, director of

direct marketing for Alltel Wireless, Little Rock, AR. “Their services
have enabled a dialogue, giving us opportunities to highlight the
benefits to customers of products like My Circle.

“We leverage low-cost communications where we can, and we’ve had
lots of success with texting,” she said. “SMS is great from a cost
perspective and it delivers results."

American Airlines, Delta Air Lines and British Airways have all
allowed customers to book flights, check flight status and check in via
the mobile Web, reducing over-the-phone CRM costs.

Marketing companies such as abInventio, bCode, Bango, V12 Group,
Air2Web, InfoUSA, Thanks Again, RocketBux, Ameribase, Lighthouse
List Co., Mortech, SiteSpect Inc., Nuance Communications, MyClick
Media, FranklinCovey, Kroll Direct Marketing, Usablenet and a host of
others offer mobile services of some kind.

Mobile Marketer's Dan Butcher interviewed three major players in the
space to get their views on what they expect from 2009. Here is what
they had to say.

What part do you anticipate mobile playing in the future of your
business?

Simon Chamberlain, senior vice president and general manager of
advanced advertising for mobile and real-time marketing at
Experian, Costa Mesa, CA: Experian Marketing Services serves a
large and diverse group of clients worldwide across a variety of



industries. We support these clients with targeting and segmentation
technology and services to help them successfully reach their customers
across channels with highly relevant and profitable

marketing messages.

Our approach to customer engagement enables our clients to optimize
their marketing mix specific to individual customer interests, behaviors,
buying propensity and channel preferences. These services range from
strategy and design to data management and analytics through to
channel-specific activations and ongoing marketing program
management.

With the emergence of mobile as an effective means for immediate,
direct customer contact, we have invested in bringing our clients the
services needed for success in that channel as well. We begin with the
premise that each client should have a customer-centric strategy that
seeks to understand which media channels their customers use and
prefer, and how to best reach them across those chosen channels.

In the case of mobile marketing, advances in functionality and usability
of the mobile handset, coupled with its vast penetration, mean that the
channel has become an accepted mainstream marketing medium. For
this reason, it is vital that we assist our clients in formulating clear
strategies to address the mobile channel in the context of existing multi-
channel marketing programs.

Joe Stanhope, vice president of platform strategy at Alterian,
Chicago: Alterian is committed to supporting all channels for outbound
and inbound marketing as part of a comprehensive marketing mix.
Obviously this must include mobile due to its global ubiquity,
tremendous growth in developing countries, ongoing technical
innovation and high degree of personal access.

As devices, networks and penetration increase, mobile devices will
become the premier mode of communicating with customers in a
relevant and timely manner.

As we approach this tipping point, Alterian is proactively expanding
its capabilities to enable the execution and analysis of mobile
messaging alongside established channels. Longer term, we envision
supporting a complete ecosystem for mobile marketing, including
execution across multiple mobile methodologies, content management,
analytics and multichannel integration.

Rick Sizemore, chief strategy and business development officer,
MultiMedia Intelligence, Scottsdale, AZ: The future is our business,
and mobile is a big part of what we see going forward. We see trends
in the mobile space that are making it a more comprehensive device
and we have been talking about it for years now.

Mobile is the most personal of devices and the most useful to the
masses. This will continue and become more integrated.

For example, many here in North America are just starting to do
banking on their phones in large numbers. In some areas of this country
you can now text payments to parking meters so you don’t get ticketed.

But what was old is now new.

For almost a decade, Quick Response Coding (QRC) has been used
primarily in Japan, but now other Asian countries are allowing handset
users with cameras to get information off of pretty much anything on
which you could display a 2D image. The consumer can take a picture
to get info. Northwest Airlines has used this is in Asia for years. Now
in Asia, it has gotten even more advanced.

Mobile phones equipped with Near Field Communications-Universal
Subscriber Identity Modules (NFC-USIM) that can pick up information
on a host of things are now being tested.

Smart posters are also currently being tested. This gives the consumer
not only information on a specific movie, but it can also load clips
directly to the handset. If that isn’t interesting enough, you can also get
an access code that can be transferred to some equipped Hitachi
HDTVs to view the clips and trailers in HD. Applications here are
limitless based on needs.

So this technology has been used in other parts of the world for some
time now. Research In Motion was the only operating system here in
the U.S. that could handle QRCs, but there was no market for it here
until now.

SnapTell has been available for a while now. It isn’t attached to an
operator and allows marketers very fast time-to-market campaigns.

Point being, our company will be using mobile devices for all they
can be.

What is the current state of the mobile industry?

Experian’s Mr. Chamberlain: In a word, fluid. Speaking of only the
U.S. market for the moment, the huge investment into the sector
continues to drive rapid innovation.

Some mobile technologies such as SMS are quite mature and so you see
consolidation and accepted standards of practice. But the broad set of
mobile channel technologies and the packaging of those for different
purposes are rapidly evolving across a large number of vendors.

Marketers are mostly in experimentation mode. The word “mobile” can
mean many different things when a marketer is planning a specific
program and looking at the many options available.

Proactive marketers are beginning to piece together appropriate uses
of what is possible. There are obviously marketing innovators and
leaders who may be beyond this point.

Our best marketing clients are working from a concrete strategy and
using the tactics where appropriate to execute specific elements of the
overarching strategy. But most marketers are trying out different tactics
to see what sticks and what moves the needle.

Consumers continue to upgrade devices and seek out utility. The iPhone
and its look-alikes have had an inescapable impact on volume of mobile



Internet usage and demonstrate consumers’ appetites for useful
applications and permanent connectivity.

While mobile phones themselves are old hat, exposure to marketing
content on the mobile device is not. So, consumers haven’t yet made
clear what they will and won’t tolerate when the channel is

more saturated.

Alterian’s Mr. Stanhope: Mobile marketing has achieved a high level
of mindshare in recent months, particularly as adoption in the North
American market accelerates. There are still a number of issues around
cost, privacy and integration with traditional campaigns that need to
be resolved. We currently see most clients and

agencies beginning their educational process

for mobile, and ensuring that the capabilities

will be available to them when they are ready

to dip their toes in the water.

MultiMedia Intelligence’s Mr. Sizemore:
Christmas may have exceeded expectations in
some areas but margins were being slashed on
so many products that it was an ugly close to a
very ugly year. People are more focused on
college tuitions going up in the double digits.

What are your expectations for 2009?
Experian’s Mr. Chamberlain: Every major
marketer will either be actively planning
mobile programs or executing them, though
most will continue to be narrow in scope. The
current macroeconomic environment is going
to slow the rate of growth in mobile marketing
spend for 2009, but we would expect mobile
to continue to grow notwithstanding.

From a thematic perspective in the U.S., we

expect SMS to certainly remain a mainstay in the mobile marketing
space in 2009. However, we also believe the mobile Internet, mobile
applications and high-utility widgets will start to occupy the mindshare
of leading marketers. These approaches support richer branded
interactions with customers and can reduce marketing costs, so they
will ultimately be more attractive.

Mobile social networking continues to be an area of exploration with
strong interest and enormous potential, but it is still early for significant
marketing use. We would expect some marketers—probably
retailers—to successfully leverage location-based services at scale as
part of their loyalty programs where they can operate within a clear
permission structure or expose on-demand features. But, privacy
concerns will continue to mean that this area needs to be

navigated carefully.

Alterian’s Mr. Stanhope: Starting in 2009 we expect to see many
more organizations—brands and agencies—start piloting mobile
marketing in earnest and widespread adoption for full-scale marketing
by 2010.

MultiMedia Intelligence’s Mr. Sizemore: 2009 is going to be a
difficult year for all in this space. Cable, satellite and other service
providers’ mobile plans are going to be cut back. [The] $100 all-you-
can-eat plans are already causing the industry pain—just ask.

This economy is hurting and that means a lot of cool phones that are
hitting the market now will see some resistance based on price. Even
high-end giveaway phones will have to be subsidized so much it will
be painful. Now they may move, but services will be kept to
manageable levels.

The irresponsible people that ran wild with sub-prime loans were the
ones fueling the U.S. economy for the last
couple of years. That ride is over, they are
tapped and it appears the rest of the world
is as well. So the outlook is prudence,
restraint and budgeting. No frills. Now for
the masses that cool phone they got last
year is good enough. Just ask yourself
why Apple cut production by 50 percent
for the fourth quarter of 2009.

Do you think that marketers will finally
appreciate the value of mobile for
customer loyalty programs i.e. will these
types of mobile initiatives become
more common?
Experian’s Mr. Chamberlain:
Absolutely. We believe that consumers
will continue their clear direction toward
being always on and always connected.
Loyalty programs will respond to and help
support this. As in all other marketing
channels, extending elements of a loyalty
program and your brand’s relationship
with a customer to the mobile device in a
way that is respectful and provides the customer an element of value or
utility is a win-win. Marketers who do that well will be rewarded by
their customers.

Alterian’s Mr. Stanhope: In the long term yes. Mobile is not likely
to become a tool for large-scale acquisition marketing. It is far better
suited for ongoing customer marketing, including loyalty marketing,
transactional marketing and service provision.

Organizations will learn to take advantage of the inherent advantages
offered by mobile for these kinds of programs as consumers begin to
demand it, and as marketers master mobile marketing from a skills
perspective in the context of other channels and programs.

MultiMedia Intelligence’s Mr. Sizemore: I look at things in a little
different manner. If it is true that people’s credit accounts are tapped,
what now? CLPs all of sudden become a way for people to buy things
with the added benefit to the participating vendors of not having to pay
credit card fees. Did you know that American Express is now a bank?
So these programs could grow in 2009, like reality TV did when the



writers’ strike hit and shutdown that industry. The cell phone could
become the new transaction king.

What is the future/potential of mobile databases?

Experian’s Mr. Chamberlain: Standalone mobile databases are not
very compelling. Managing a dialogue with a consumer via a mobile
device requires much more than just a mobile database and the ability
to present messages in the mobile channel.

Webcasting call.

Mobile devices are intimate to consumers, and while their close
proximity to consumers implies great potential for marketers, it also
means consumers will demand greater control and relevance in mobile
marketing content. Effective and responsible mobile marketing requires
a broader understanding of each customer’s needs, preferences and
interests as well as an understanding of the channels they prefer to be
communicated in.

Understanding your customers and optimizing your marketing mix to

reach them at the right time, with the right message through the right Le-t us fe a-tu re yo u on our

channel is critical to your long-term customer engagement strategy.
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into a more natural dialogue with customers.

To accomplish this, marketers need consumer-centric databases that
centralize data from multiple sources to deliver a more holistic, 360-
degree view of their customers. And they need the ability to flexibly
access and expose that data for consumer-level decision-making and .
messaging in specific marketing activations. With these capabilities, SpO NSOrsS recelve
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deliver highly relevant and meaningful messages across all channels.

Alterian’s Mr. Stanhope: Mobile will become a critical component
of the CRM system or customer database, i.e. contact information,
contact history and preferences. It will also become a major data point
in customer targeting and development of content.

MultiMedia Intelligence’s Mr. Sizemore: Databases are already being
leveraged by companies, although we know for the first time that
everything is against the market.

Will ‘09 be flat? If so databases can be of value, but based on need,
meaning lower costs.

Will ‘09 be down? If so and a mobile database/CRM initiative is -
already paid for, it will be used, if the resources that manage it are still Ask Rob DiGioia how:

employed. If it’s not already in place, it will not be purchased. Rob@MobileMarketer.com

Will ‘09 be up? If so, then the answer is yes and it will expand. And the
markets are ripe for this type of marketing.

Opt-in is one thing, but opt-out has to be easy, or subscribers Oblle al‘keter
will push back on the operators and it could become an issue
with lost customers. [l




EMAIL

Carriers worry email will
cannibalize SMS revenue

By Dan Butcher

obile email is making strides in the consumer space as
traditionally business-oriented manufacturers such as
Research In Motion are increasingly targeting consumers.

In addition, the iPhone has done as much or more than any device in
promoting the benefits of mobile email access.

“Our expectation and feeling is that 2009 will
be the year of consumer mobile email—at last!”
said Lars Aase, vice president of marketing at
Momail, Stockholm, Sweden. “For example,
we are in talks with more than 40 carriers
around the globe regarding mobile email
services based on Momail.

“Email will be the third mobile communication
channel, after voice and text, therefore it will
also be a channel that is used more for mobile
marketing,” he said.

What trends will we see in the space?

“As far as trends, phones are getting better user
interfaces—thanks Apple—and many more will
have touch screens,” Mr. Aase said.
“Provisioning will get easier, and more carriers
will offer nice all-you-can-eat mobile data
subscriptions.”

Many marketers are taking a wait-and-see

approach to see how the scale of mobile email develops and what
opportunities there may be in 2009. It is unclear how the economy may
affect the space in the coming year, but industry insiders are
expressing optimism.

“The current state of mobile email is getting better and better,” said
Mr. Aase. “Consumer mobile email is still in an early stage with quite
a few players, as too many are offering client-based solutions and trying
to reposition themselves.

“Carriers are still afraid to promote mobile email and to announce their
offerings, but we see a big change here and many carriers will launch
mobile email services in 2009,” he said.

Alltel Wireless is attempting to make email easily accessible and more
convenient for its subscribers with Alltel Mobile E-mail. The mobile
email application lets Alltel customers access their Web-based personal

and work email accounts, contacts and calendar events from their
Windows Mobile smartphones and other select Alltel handsets.

“Alltel Mobile E-mail was introduced to create a better experience for
the customer,” said Eric Hutchins, product manager of e-mail solutions
for Alltel Wireless, Little Rock, AR. “With easy setup instructions,
email icons right on the main and multiple account access, it’s easy to
have access to email while on the go.

“Most customers use at least one email account
— personal or work — and to have this ability
with any kind of Alltel device makes it a great
increase to the Alltel plans and offers,” he said.

The application can be downloaded directly to
handsets without additional software or support.

Alltel Mobile E-mail is sold as a
subscription service.

Google has introduced Gmail for mobile
version 2.0 for JME-supported and
BlackBerry phones.

The company said its strategy is to make the
experience faster and more reliable for users.

“We re-architected the entire client to push all

the processing to the background, greatly

improve the client-side caching scheme and

optimize every bottleneck piece of code we
came across,” said Derek Phillips, software engineer on the Google
mobile team, Mountain View, CA.

Domain registrar GoDaddy.com has partnered with Microsoft to
expand its email offering to mobile devices, to help clients improve
worker productivity and communications regardless of physical
location.

The new email plans from GoDaddy.com, including Personal Outlook,
Outlook with Mobile and Group Outlook with Mobile, give its clients
the ability to manage all of their online services via mobile devices.

“Given the strong market share of Go Daddy, especially with the small- to
medium-sized businesses, expanding our email offering was the logical next
step for our customers,” said Jonathan Cottrell, general manager of
productivity applications for Go Daddy Group Inc., Scottsdale, AZ.

Email deliverability and optimization service Pivotal Veracity has



