
The term “mobile market-
ing” refers to direct mar-
keting to mobile phones, 
PDAs, or even laptops, 
using technologies such 
as SMS, MMS, Bluetooth, 
WLAN, or Infrared (IRDA) 
to distribute commercial 
content to mobile phones. 
With the continuous grow-
ing popularity of mobile 
phones, and the fact that 
the medium has proven 

that it is capable of more 
than pure telephony, mo-
bile marketing could es-
tablish itself as one of the 
fastest growing and most 
targetable marketing 
methods.  

Mobile technologies en-
able companies to get in 
touch anytime and any-
where with their custom-
ers offering a variety of 
options from simple adver-
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Like all other mobile radio 
topics, the discussion on 
mobile marketing has 
been strongly affected in 
the past few years by vi-
sions and promises on 
one side and disillusion-
ment on the other side. 
Thus, to some extent, ad-
vertisements via mobile 
phones have raised hope 
for new opportunities for 
direct and interactive ad-

vertising communications. 
But in public, the topic has 
been frequently discussed 
contrarily and mentioned 
in connection with SMS 
spamming and even occa-
sionally, regarded upon in 
horror. Still, due to declin-
ing growth rates, some 
parts of the advertising 
industry expect new op-
portunities from mobile 
marketing. And in view of 

shrinking marketing budg-
ets, most marketing man-
agers are challenged to 
reach their target group 
with less expenditure and 
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tising SMS up to commu-
nities. Thus, it is closer to 
target groups than any 
other medium. Taking into 
consideration new re-
search data of Frost & Sul-
livan, the future for mobile 
marketing in the Asia Pa-
cific region looks even ros-
ier. According to the ana-
lysts, Asia Pacific is ex-
pected to have over one 

M O B I L E  M A R K E T I N G :  T H E  U S E R  C O N T R O L L E D  M E D I A   

A  V I E W  I N T O  T H E  P A S T ,  P R E S E N T  A N D  F U T U R E   
O F  M O B I L E  M A R K E T I N G   

Let’s take a look back at the history of 
mobile end devices, examine their current 
capabilities, and find out what kind of 
new opportunities they offer to reach the 
customer. 

Without doubt, mobile end devices have 
developed an enormous amount of new 
possibilities in the past few years. I would 

like to look back as well as forward and 
ahead at the technological chances for 
marketers, namely to pick up on where 
the consumer is.  
 

SMS - Short Message Service  

SMS is at present, still the only widely 
used technology for mobile marketing. 
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billion mobile subscribers by the end of this year. With 
950 million mobile subscribers in the region in 2006 
and an annual market growth rate of 24 percent be-
tween 2002 and 2006, the forecast seems to me ab-
solutely realistic. But still, 190 million of this year’s 
new subscribers, which means 90.8 percent, will 
most probably derive from emerging markets includ-
ing Indonesia and India, due to expansions in network 
infrastructure, price cuts in voice call minutes, and 
declining handset prices.  
 

In fact, India has overtaken Japan as the second larg-
est market leader, after China, in terms of subscriber 
numbers. But that’s no surprise as both countries are 
huge and with a population of over 1.1 billion, India is 
the world's second most populous nation. After all, 
with 142.7 million subscribers in 2006 and a mobile 
penetration rate of only 13 percent, this leaves the 
Indian mobile market largely untapped. But let’s not 
forget the top Asian mobile markets, namely Korea, 
Japan, Singapore, Malaysia, Thailand, Indonesia, Phil-
ippines and Vietnam, with additional real purchasing 
power and who are motivated to invest more in mo-
bile marketing campaigns. Indeed, online advertising 
is actually outpacing other mediums and growing at a 
faster and quicker rate, so whoever doesn’t want to 
be left behind should act fast. The increasing mean-
ing and indispensability of mobile phones in our daily 
life is unstoppable—from being a photo camera, video 
camera, MP3-Player, radio, TV, Internet Browser, or-
ganizer and last but not least, fashion accessory. A 
few short case studies demonstrate how the immedi-
acy of the pervasive medium can be used for interac-
tive communication.  
 

Pull for the mobile generation 

It isn’t necessary to know even one of the millions of 
mobile phone numbers in a database to conduct a 
mobile marketing campaign. To start the mobile dia-
logue with your target group, it is sufficient to include 
the mobile phone as a feedback channel with a tradi-
tional campaign. TV-spot, poster, advertisement, mail-
ing or on-pack brochures call on sending a SMS or 
MMS to a given number. “Goodies” for e.g. ring tones, 
screen logos, horoscopes etc. serve as a lure, which 
can be loaded directly onto the mobile phone. These 
so-called ‘pull services’ are particularly suitable for 
commuters, as this specific target group tend to own 
in general, a cell phone and often have time on-hand.  
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This group can also react fast to 
requests/contests in flyers, free 
magazines or on outdoor posters. 
Another plus point of pull services is 
that they deal with the individuality 
of each participant. Thus, the call 
for sending in photos aims at the 
creativity and the use of the mobile 
phone as a voting tool for the per-
sonal opinions of the sender. In 
both cases, the results can be pro-
jected in real time onto a canvas or 
published on the Internet.  

It’s in general pretty easy to choose 
an approach aligned to the individ-
ual customer needs. It can be that a 
company asks to send the customer 
number to the given number indi-
cated on the invoice supplement to 
receive immediately for e.g. an 
evaluation of extra costs per month 
for electric power consumption, wa-
ter, or telephone costs by SMS, de-
pending on an average consump-
tion. With an additional SMS cus-
tomers can e.g. automatically an-
nounce their interest in a new prod-
uct or service or even buy it directly 
via SMS.  

Push for the individualized added 
value 

Those in the most comfortable 
situation are advertising clients who 
have a large quantity of mobile 
phone numbers. As soon as the pre-
cious personal cell phone numbers 
gets released, push services are 
possible.  

After the registration, the mobile 
users receive regularly and without 
additional efforts, special offers or 
promotions onto their mobile 
phones, be it entertainment (sports 
results, humor, short soap operas 
etc.) or informative by nature 
(weather, traffic jam information, 
etc.). 

Of course mobile radio providers, 
with their extensive subscriber data, 
have here an enormous advantage. 
If companies of other industries tap 
the full potential of the mobile 
phone as a dialogue instrument and 
deploy push services as well, they 
are bound to gear their CRM more 
towards mobile marketing. 

The willingness to register for a ser-
vice increases with the expected 
prospect of benefits. It can be a fi-
nancial advantage or possess a 
kind of service character. With cou-
poning, the SMS becomes a kind of 
voucher or discount ticket when 
shown at the cashier and the ser-
vice character increases with the 
level of personalization. Coupled 
with an attractive offer, companies 
can inform in this way and at the 
same time, all subscribers of their 
SMS service on novelties, for exam-
ple.  

A data record, which contains mo-
bile numbers as well, offers com-
pletely new ways to keep up perma-
nent dialogue with the customer. 

And in general, the mobile phone 
has the ability to enrich the cus-
tomer database with new useful 
data records. 

Participants of a competition could 
receive e.g. a profit code via SMS 
and then during the input of the 
code on the Website they could be 
requested to indicate further par-
ticulars as well. In this way, com-
plete data records of an attractive 
target group can be collected within 
a very short time.  

While SMS and MMS seem to be-
come slowly accepted as mobile 
marketing instruments, WAP ser-
vices still have to live a niche exis-
tence due to their cost structure 
and poor intuitive user guidance. On 
the other hand, Internet-enabled 
mobile phones are spreading 
quickly. Already, half of all mobile 
end devices in use are able to ac-
cess the Internet. But the fact that 
only three per cent make use of it 
points out that this development 
still needs some time to catch on. 
However, it’s already obvious that 
the meaning of mobile marketing 
will further increase in the near fu-
ture. Persons in charge of communi-
cations will do well to train their tar-
get group already in order to get 
them used to it. ◊ 

By Daniela La Marca 
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preferably less coverage waste. 
Therefore, they are looking for favor-
able advertising media, which can 
increase the efficiency of the mar-
keting measures. 

Besides the opportunity of a tar-
geted customer approach, the ad-
vertising industry expects from mo-
bile marketing a faster conversion, 
relatively low costs, and the possibil-
ity of direct dialogue with the cus-
tomer. The mobile phone is virtually 
marketers’ new hope to reach the 
customers, as the individual mass 
medium enables marketers to send 
their messages in a very targeted 
and personalized manner to inter-
ested customers - anytime and any-
where.  
 

Promise: Maximum reach and mini-
mum waste coverage 

The use of mobile marketing instru-
ments promises – theoretically - the 
solution for one of the basic market-
ing problems: the minimization of 
waste coverage and simultaneously, 
the maximization of the reach of the 
advertisement.  

This promise is based on the follow-
ing presumptions:  
 

The mobile phone is a mass me-
dium with very wide range. 
According to statistics, almost one 

billion people in Asia Pacific have a 
mobile phone, so that today, mobile 
radio has almost the same reach as 
television and even exceeds the 
number of active Internet users re-
peatedly. This fact and the prospect 
of the growing penetration rate of 
mobile phones in Asia, promises at 
first sight a high range for mobile 
marketing campaigns. 
 

Mobile phones allow a personalized 
customer approach 
 A mobile phone is always carried 
around by its owner and isn’t usu-
ally lent easily to someone else. Fur-
thermore, it’s ascertained that mo-
bile phone numbers are often only 
passed on to good acquaintances or 
business partners. Personal data is 
stored on the mobile phone’s SIM 
Card and many mobile phone users 
configure their end device with indi-
vidual logos and ring tones or use it 
as a personal directory. Taking all 
this into consideration, it seems 
that the possibilities for a personal-
ized customer approach are even 
better than on the Internet.  
 

Mobile radio allows both a place- 
and time-independent and place-
and time-related dispatch of mes-
sages 
Unlike the Internet, mobile users 
can be reached at any time and at 
each place.  

In the context of location based ser-
vices (LBS), messages can even be 
dispatched place-and/or time-
related.  
 

Mobile phones enables a direct in-
teractivity as it is simply a really in-
teractive medium. Via mobile end 
devices, the receiver can react eve-
rywhere and at any time directly to 
advertising messages and interact 
with the marketer. 

But in reality, all these promises 
cannot be redeemed unreservedly, 
as technical restrictions, legal gen-
eral conditions, and problems of 
acceptance thwart mobile market-
ing campaigns to some extent.  

Obviously, chances and risks in mo-
bile marketing are sitting close to-
gether. Used properly, mobile mar-
keting can be a solid instrument in 
the media-mix of a marketing con-
ception. Deployed inappropriately, it 
can be connected at best with bad 
investments and at worst, with seri-
ous image damage for the advertis-
ing company.  

A good knowledge of the technical 
possibilities, the applicable instru-
ments, as well as a large sensitivity 
in dealing with the customers is 
needed to use this medium suc-
cessfully. ◊ 

By Daniela La Marca 
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Simple to use and compatible to each mobile phone, 
SMS-messages are extremely popular in Asia and not 
only because of the low costs.  

MMS - Multimedia Messaging Service  

Camera mobiles have spread epidemically in the past 
two years as taking photos with the mobile phone has 
become more and more popular. However, the dis-
patch of the pictures to other mobile end devices lags 
behind this development, although the technical chal-
lenges are finally solved thanks to Nokia. Besides the 
price issues, MMS should definitely be used for mar-
keting, as the solutions and opportunities it offers are 
simply great. 

2D code  

We already know 2D codes from the postal services or 
invoices. These codes have now the big advantage that 
users only have to use the integrated camera of their 
mobile to get automatically connected with the con-
tents. No typing in or memorizing of the code is needed 
- only a small application on the mobile phone.  For 
Japanese, the code reader is by the way the second 
most important feature in mobile phones, after the 
camera. And even invisible 2D codes have already 
been developed so that illustrations with an invisible 
code are linkable as well. Thus, an advertisement in a 
magazine simply has to be photographed to get directly 
connected with the appropriate Website.  

All marketers should have to jump up and start using 
this technology, don’t you think?  

Bar codes 

They are on each product and designate the article we 
hold in our hands. Now you should imagine that with 
each of these bar codes a Website could be connected. 
Simply scan it and you get more information onto your 
mobile device. There are already some mobile applica-
tions for price comparison in place, but where are the 
brands and their marketers?  

RFID - Radio frequency identification  

This is the classic king. You just waggle your mobile 
phone in front of the product or the advertisement and 
you get directly connected to more information. No typ-
ing in, no scanning, no photographing. It isn’t possible 
in a faster and less uncomplicated way.  
 

This short list shows that we are on our way to eliminat-
ing search engines in the mobile marketing arena, 
which are commonly known from the Internet. The con-
nection is made directly between product or its adver-
tisement and the Website. Funds for marketing are re-
routed: from the search engines to the technologies 
which allow the brands to communicate directly with its 
users. Mmh, now I am really wondering: Why is it still 
so calm around brands and mobile marketing? ◊ 

By Daniela La Marca 
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An important role is in the hands of 
the service providers while handling 
a mobile campaign, as the process-
ing of SMS- or MMS-messaging traf-
fic requires a direct or indirect con-
nection to the SMSCs and/or 
MMSCs of the network carriers. This 
connection is usually set up by so-
called messaging platforms or SMS 
gateways, typically allocated by SMS 
service providers or mobile market-
ing providers - either in the out-
sourcing or the ASP model.  

Through such messaging platforms 
and response channels comes off 
the dialogue with the users, too. 

Ideally, the platform should form a 
uniform interface to all network op-
erators and permit in all nets identi-
cal abbreviated dialing numbers. In 
addition, it should be considered 
that although the regularities of 
campaign planning are not com-
pletely turned upside down with mo-
bile marketing, some characteristics 
should be paid attention to in order 
to achieve maximum results. 
 

Planning  

In mobile marketing the planning of 
each measure should take place on 
the basis of the defined goals, tar-
get groups, and the integration into 

the media-mix. 
Mobile market-
ing campaigns 
are still relatively 
new and only a 
few advertisers 
have already 
decided experi-
ences with this communications 
tool. Therefore, it can be helpful to 
get some advice from an agency or 
full service provider of the mobile 
marketing industry. The service pro-
vider will then present the funda-
mental modes of operation, condi-
tions, and the value added chain, to 
compile, together with the cus-

Click here to return to the contents page 
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tomer, first suggestions and ideas. 
Of particular importance is the fact 
that the measure is embodied 
within the communications mix as 
well, which usually demands co-
operation from dialogue marketing-, 
media-, creative-, and mobile ex-
perts.  

Further is has to be clarified:  

• Who is the target group? 
• What’s the basic statement, the 

idea of the campaign? 
• Which basic model of campaign 

is suitable? 
• Single-step or multi-level cam-

paign? 
• Which technology should be 

used? 
• How will the response be proc-

essed? 
• Who provides the content 

(information, entertainment, 
etc.)? 

• Are co-operations possible (co-
joint activities with partners)? 

• What is the criterion for success 
or failure of the campaign? 

• How will the performance meas-
urement take place? 

 

With push-campaigns additionally:  

• Which addresses are used? 
• Which information and profiles of 

the target group are available? 

• Will the addressees be ap-
proached only once or several 
times? 

 

With pull-campaigns additionally:  

• How will the service be pro-
moted? 

• How does the media plan look 
like? 

 

Today, everybody can conduct sim-
ple campaigns – but there’s a lot to 
take into consideration 

Who wants to do a mobile campaign 
without a service provider can fall 
back on applicable SMS dispatch 
tools that support accomplishing 
SMS activities single-handedly. For 
more complex applications, the in-
frastructure has to be connected to 
central data base systems too. 
Video-and audio sequences for mul-
timedia messages have to be pro-
duced and deposited somewhere. 
For the dialogue with the customer, 
it applies to develop a concept and 
architecture. For data base inquiries 
appropriate interfaces have to be in 
place and the processing of the 
data connected to the IT systems 
has to be guaranteed. And who 
wants to mobilize his customer 
management has to link the appro-
priate channels to the central CRM 
systems. For this purpose, providers 
of the mobile business environ-
ment, have according to require-
ments, more or less standardized 
solutions in their portfolio, which 
can be adapted to specific needs. In 
the meantime, enterprises can even 
steer their applications on their own 
by externally operated systems (ASP 
model): Through Web interfaces, for 
example, questions can be entered 
into a mobile voting system and 
with the help of simple plug-and-
play solutions, simple customer dia-
logues or lotteries are easier to initi-
ate and operate alone.  
 

Implementation 

If all relevant questions are clarified, 
the implementation of the campaign 
can begin.  

Three short case studies demon-
strate how this can look like in prac-
tice: 

1. Info-SMS with up-to-date special 
offers 

A company would like to inform its 
customers weekly about individual 
top offers, which are presented in 

an online shop. The content is pro-
vided in-house.  

The SMS service is promoted exclu-
sively through the Website, where 
prospective customers can register 
and indicate which product groups 
they are interested in. The dispatch 
of the weekly SMS is handled by a 
specialized service provider and the 
response analysis is also provided 
by an expert. If a customer orders 
via SMS, the order data goes di-
rectly to fulfillment and account sys-
tems. Telephone orders arrive at the 
call center of the marketer. 
 

2. Market survey on community 
A clothing manufacturer would like 
to know more about the brand im-
age of his product among young 
cinema-interested people. He con-
tacts the operator of a SMS commu-
nity, which gives him advice on tar-
get group selection and possible 
questions. Then the community dis-
patches the questions to a deter-
mined number of users with a cer-
tain profile and evaluates the an-
swers. Within a few days, the results 
are on hand. 
 

3. On-pack-promotion as community 
activity 

A manufacturer of sport shoes 
would like to address through mo-
bile marketing a young target group 
to present himself as an innovative 
supplier. He contacts a mobile mar-
keting full-service provider. The ex-
perts recommend conducting a mo-
bile game, in which the current top-
model will be in the limelight - in an 
enjoyable and entertaining way. 

Since the media costs should be 
kept down, the agency gets across a 
contact to a chocolate bar manufac-
turer, who provides them with one 
million bars a month - a so far un-
used media-service.  

continues on Page 7 



creative development of formats and services, as well 
as the draft of suitable dialogue architectures. 
 

Then there is the position “target group approach”, 
which contains costs for mobile advertising media and/
or sponsoring costs for data services or mobile content 
respectively, as well as renting of profile data from ex-
ternal providers. 
 

The third and usually largest invoice item is allotted to 
the technical handling of messaging services, infra-
structure, and production of advertising material. Here, 
service providers and network operators cash in for 
SMS and MMS dispatch, for the development and op-
eration of the dialogue channels, as well as for the 
hosting and administration of mobile applications. The 
programming of content or lotteries has to be paid, too, 
like the adjustment and integration of CRM data bases 
to the data traffic via mobile radio. 
 

Finally, for the evaluation and analysis, appropriate 
analysis and reporting tools have to be developed, re-
sponse data has to be edited, and campaign-related 
data analyzed, in order to be able to evaluate in the 
end the success of the entire advertising campaign 
(see also article “Attributes of Mobile marketing” p. 8)◊ 

By Daniela La Marca 
 

Even if data acquisition or user analysis isn’t really the 
focus of your company, it’s worth to examine whether 
these detailed information couldn’t be used by you in 
the end. Through Web interfaces, it is possible for 
agencies or companies to access promptly the results 
of a mobile marketing campaign and to intervene fast 
and regularly if necessary.  The initiators of a campaign 
can identify best on the basis of operating figures.  

While in online marketing dozens of key data have al-
ready been established, the appropriate standards for 
mobile marketing are still in its infancy but still very 
necessary in order to ensure the effects of the cam-
paign are transparent. Still, like online or e-mail mar-
keting, the available management ratios for mobile 
marketing shouldn’t be treated as absolute state-
ments, but should be looked at comparatively to iden-
tify optimization potentials. This applies in particular to 
costs. Whether mobile marketing is expensive or a 
good deal can hardly be answered without examining 
the marketing goals. Besides, mobile phones are often 
integrated in a higher-level strategy and are used in 
combination with other communication media so that 
an isolated balance seems hardly possible. 

In principle however expenses for four elements of the 
campaign will be incurred:  

At the beginning there is the creation and consultation. 
Hidden behind it are strategic evaluations of the 
planned measures and the target group selection, the 
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Both companies co-operate suc-
cessfully and the promotion of the 
game runs for several months.  

The shared branded game creates 
awareness in a target group, which 
is interesting for both companies.  

Conception, idea, creative conver-
sion, programming of the game, op-
eration of the platform as well as 
response and success control are 
carried out by one party - the full 
service provider.  
 

As you see, in view of the multiplicity 
of campaign types and variable pa-
rameters, no general valid state-
ment can be made regarding the 

costs of mobile marketing cam-
paigns.  

However, as a rule of thumb, costs 
that are thereby incurred include:  

• Consultation and conception 

• Fixed costs for set-up fees, provi-
sion fees, special requests 
(language application, product 
sampling, market research) 

• Campaign costs: creation, plan-
ning (media planning) execution, 
provision (number, addresses, 
community, technology, etc.), 
costs of dispatch and receiving of 
the messages, evaluation 

Whatever your choice of campaign, 
please make sure that in any case 
your solution allows you to measure 
your success. This doesn’t even 
have to be only via direct sales, as 
customer data can also generate 
response channels. Thus, in order to 
control the advertising effective-
ness, to compare the efficiency of 
different formats, or to be able to 
react flexibly within campaigns, the 
solution should always contain 
analysis tools for the evaluation of 
response data (see also article 
above: Measuring of mobile market-
ing success is indispensable). ◊ 

By Daniela La Marca 

From Page 6 —  The Road to the Mobile Marketing Campaign 
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A mobile phone is for its owner a 
very private item, which he usually 
carries along all the time around the 
clock and which he only reluctantly 
lends to somebody. 
 

The receiver rules 

Messages over the mobile phone - 
whether as SMS or as a call - pene-
trate far into the personal sphere of 
the receiver. This proximity is for 
marketing a chance as well as a risk 
at the same time: although the cho-
sen target group can even be ad-
dressed with emotional enthusiasm, 
it can however turn through un-
wanted or mismatching messages 
easily into the opposite and lead to 
negative reactions. The first premise 
for the success of a mobile market-
ing campaign is therefore the con-
sent of the receiver and the dis-
patch of the advertising message 
and/or its explicit request. 
 

Added value for the customer  

The success of mobile communica-
tion measures is based on the in-
crease in value, offered to the cus-
tomers. The value-add can consist 
of relevant information (place-, time- 
and individual-related), entertain-
ment (lotteries, chats, games, etc.) 
or monetary value advantages 
(discount, vouchers, coupons via 
SMS).  
 

Creativity wins the heart of the tar-
get group  

Creativity is the key to successful 
campaigns! This is circumstantiated 
with the comparison of various cam-
paigns of the same size and same 
target group, which showed, that 
boring mechanisms, non-authentic 
salutation, and a lack of “fun"-
factors, performed substantially 
worst than funny, innovative and 

surprising solutions. Furthermore, it 
has to be taken into consideration 
that traditional communication, 
which is maybe quite creative and 
suitable in print or TV-campaigns, 
doesn’t necessarily work as well via 
mobile phone. In addition, other 
rules also apply to mobile communi-
cation and thus, the exact medium-
adequate adjustment is particularly 
important. With 160 characters for 
the time being, which have to go 
without diagrams and color, the 
salutation as well as contents have 
to be informative, entertaining, and 
cool .  

Reachability 
 

If for instance, a TV commercial, 
print advertisement, or other off-line 
media offers a feedback channel by 
SMS, at least sufficient roaming has 
to be ensured for all users of this 
medium. This means: each net and 
each provider has to guarantee that 
the technical basis for participation 
is given. In addition, it has to be en-
sured that there are sufficient ca-
pacities (lines, net etc.) available, if 
the reaction comes in. This is chal-
lenging, especially when TV com-
mercials in range-strong formats are 
placed combined with attractive of-
fers. It can only be mastered with 
experience and appropriate plan-
ning.  
 

Authentic salutation 

When it comes to a direct approach 
via SMS, it should be as personal as 
possible. One of the most important 
characteristics of mobile marketing 
is a direct but authentic salutation. 
The sender has to understand the 
needs of the addressee and adapt 
to it optimally. The right contents in 
the correct word choice – that’s the 
way mobile marketing is well re-
ceived.  

 

Proximity to the target group 

In order to achieve the authentic 
salutation, proximity to the target 
group is important.  

This means that the sender is famil-
iar to the receiver, so that he does-
n’t feel annoyed by a message. 
Therefore, a certain sense of be-
longing” for the sender should exist. 
The mobile user expects that he 
receives only interesting and rele-
vant messages and the suitable 
time for the contact is important 
too. Depending upon the target 
group, there are clear rules and ex-
periences when the contact is most 
appreciated - and this differs from 
week days and weekend.  
 

Interactive dialogue  

The fulfillment of the points I men-
tioned above leads automatically to 
the most important quality criterion 
of mobile marketing, namely the 
response. The buyer decision or the 
brand perception can be lastingly 
influenced by interaction with the 
addressee and potential customer. 
The interaction is kicks-off a dia-
logue with the user, which in turn, 
allows the sender to address him 
always anew. Hereby it is essential: 
Dialogue obligates and wants to be 
cultivated. ◊ 

By Daniela La Marca 
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Mobile marketing 
is neither limited 
to clumsy adver-
tising SMS nor to 
SMS lotteries for 
young target 
groups – rather, it 

offers a large pallet of different in-
struments, as the following list 
shows: 
 

SMS without response function: 

SMS-advertising messages which 
aren’t bound to other contents or 
data services. The dispatch requires 
the explicit consent of the receiver. 
Receivers are usually either existing 
customers of the company or regis-
tered users of profile providers, who 
offer incentives for the receiving of 
a message. 
 

SMS with response function:  

The message gives the receiver the 
possibility to respond immediately, 
with a mobile end device, to the ad-
vertising message and to interact 
with the sender. The mobile user 
can e.g. order product catalogs or 
tests via SMS or get connected with 
a call center by a call back button.  
 

SMS as a response channel in the 
media association:  

The user isn’t addressed via mobile 
phone but by other external adver-
tisements, such as TV- or print- ad-
vertisements, or messages on prod-
uct packing, to establish a contact. 
The advantage of this instrument is 
that no data or opt-in addresses are 
necessary.  
 

MMS: 

Not only text messages, but also 
audio- and video sequences can be 
sent to mobile users via MMS.  

Although the spread of MMS made 
enormous progress the last two 
years, MMS-usage still falls short of 
its expectations. 
 

Advertisement or sponsoring of mo-
bile information and entertainment 
services: 

The user absorbs mobile services 
free of charge and in return accepts 
that a limited advertising surface on 
his mobile phone is used. Usually, 
the user registers for the service 
directly with the operator and not 
with the advertiser.  
 

Offer of own mobile data services:  

The marketer offers his customers 
his own mobile data service, where 
users can register e.g. by SMS or on 
the advertiser’s Website. If neces-
sary, the advertiser still has to buy 
data and contents for the service, 
e.g. for weather services or event 
calendar.  
 

Mobile lotteries: 

Mobile lotteries can be realized with 
SMS or WAP. They can be com-
pletely done via mobile phones, or 
as seen frequently, initiated by 
other media. The mobile medium 
then mobilizes the response chan-
nel.  
 

Mobile Games:  

Mobile games are visually sup-
ported games, which are offered for 
download. Contrary to lotteries, the 
incentive for the user has less a 
commercial/financial character but 
is more pure entertainment. The 
marketer either offers own games, 
or places an advertising message in 
common, already existing games 
(sponsoring). Especially with interac-
tive reaction games, played by sev-
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eral users, a high net effect can be 
obtained during the spread.  
 

Discount instruments:  

Discounts or coupons are sent to 
the mobile user via SMS - or can be 
requested. The SMS or a code 
serves as legitimacy at the point of 
sales, or permits the access to 
price-reduced products, for example 
on the Internet.  
 

Free SMS:  

Free SMS services enable users to 
send SMS messages free of charge 
and are offered almost exclusively 
on homepages of marketers and 
advertising media. The provider of 
the free SMS reserves the right to 
merge into the sent messages of 
the private users some of his adver-
tising messages. Instead of content 
the user takes up the technical 
functionality.  
 

M-Newsletter: 

A mobile newsletter informs e.g. 
regularly on product launches or 
promotional events of the company. 
The mobile phone customer regis-
ters directly via SMS or on the 
homepage for the regular receipt of 
the information or his consent is 
secured with the product purchase 
itself. Ideally, the newsletter covers 
different categories, which the re-
ceiver can arrange individually.  
 

Community building and forums/
chats:  

Around certain topic or interest 
fields, homogeneous and interactive 
target groups are developed. In mo-
bile forums and chat room commu-
nity, members exchange topic-

continues on Page 10 
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The world market for mobile market-
ing and advertising is expected to 
be worth about US$3 billion by the 
end of 2007, according to a recent 
study from ABI Research.  

By 2011, the value of this market 
will reach US$19 billion, including 
mobile search and video advertis-
ing. ABI Research also expects 
some of the highest levels of spend-
ing to come in the broadcast mobile 
video space. By 2011, it will sur-
pass SMS as a source of mobile 
marketing spending, due in part to 
mobile broadcast networks' pres-
ence in all major markets. In 2011, 
ABI Research expects spending for 
broadcast mobile video advertising 
alone to reach US$9 billion. 
 

However, for this market to reach its 
full potential, carriers, advertisers 
and marketing companies must util-

ize multiple technologies and busi-
ness models to bring their mes-
sages to mobile consumers. "Mobile 
advertising and marketing is a risky, 
albeit enticing business," says prin-
cipal analyst Judith Rosall. "Unlike 
the PC, a mobile device offers a 
uniquely personalized communica-
tions channel. Carriers worldwide 
have quite a bit of information 
about their end-users: name, sex, 
age and geographical location. And 
depending on the handset and plan 
their users have purchased, the car-
riers probably also know something 
about their economic status and 
credit record. But they don't like to 
release this information to third par-
ties because they want to protect 
and control their customers." 
 

Mobile marketing and advertising is 
also at varying levels of maturity, 
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related messages, where marketers 
then place their advertising mes-
sages in an appropriate way. In re-
turn, the members get free commu-
nity management that handles ad-
ministration, messaging transac-
tion, and the supply of other chat 
functionalities and relevant content.  

Mobile Events:  

While a Community is clearly de-
fined by common topics running 

over a relatively longer period, mo-
bile events, e.g. SMS flirt parties, 
have rather a sporadic character. 
The time and way of participation is 
in general not announced via mo-
bile channels and also less pro-
moted within the mobile messages. 

Mobile Voting:  

The mobile medium is used as a 
response channel for ad-hoc-
inquiries or voting, that can achieve 

a higher involvement of the custom-
ers (e.g. in the context of TV-
transmissions) and can collect data 
on user behavior as well.  

Mobile Ticketing:  

The mobile user can book tickets 
with the messaging technology of 
his mobile end device, reserve seats 
or goods. At the point-of-sale, the 
customer presents the m-ticket or 
the code he has received via SMS. ◊ 

depending on the market or coun-
try, says Rosall. In Europe and Asia, 
mobile marketing is fairly well devel-
oped. However, early-adopting 
brands in the US are still in the proc-
ess of testing the water. They don't 
typically allocate a set percentage of 
their annual budgets to mobile. In 
turn, major ad agencies are still 
relatively inexperienced with mobile 
marketing campaigns, and reluctant 
to utilize location-based services 
and technologies such as MMS 
(Multimedia Messaging Service) and 
mobile search that are still in the 
early stages of deployment. Their 
slow pace in exploiting opportunities 
in mobile marketing and advertis-
ing, however, has opened the door 
for a number of specialized agen-
cies, aggregators, and other en-
ablers. ◊ 
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South Korea’s Ministry of Informa-
tion and Communication (MIC) has 
revealed that the country’s volume 
of mobile spam had been signifi-
cantly reduced in the last half of 
2006.  

According to a survey conducted by 
MIC in November 2006, the average 
number of mobile spam messages 
per person decreased from 0.74 per 

day in 2005 to 0.47 in 2006.  

Internet e-mail spam also de-
creased in South Korea. During the 
same time period, the average 
number of spam e-mails per recipi-
ent per day dropped from 6.9 to 
5.3. 

According to the MIC, the reduc-
tions were due to a number of anti-

spam measures, including limiting 
the daily usage of text messages to 
1,000 and securing fake phones 
whose numbers were used for 
tracking the sources of mobile 
spam, and the increased use of 
mail server registry systems. ◊ 
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The statistics say it all – mo-
bile email access is signifi-
cant with 1.9 billion wireless 
subscribers worldwide and 
1.4 billion accounts already 
in existence. It’s no wonder 
then that many have pre-
dicted 2007 to be the year 
when mobile email takes off 
in the consumer space, 
spurred by the advent of in-
dustry standards, lower cost 
devices and falling service 
plan costs. 
 

This year, Synchronica CEO 
Carsten Brinkschulte is confi-
dent that the mass market 
will benefit from recent ad-
vances in data synchroniza-
tion and messaging. Based 
on this, he predicted what will 
be hot in the mobile e-mail 
space: 
 

Mobile e-mail for the masses 

Brinkschulte noted that until 
recently, mobile email has 
been mainly limited to the 
approximately six million 
BlackBerry subscribers world-
wide. However, this is set to 
change with strong signs over 
the course of 2006 indicating 
that the age of mobile e-mail 
for the masses will be a real-
ity in 2007, said Brink-
schulte. 
 

“One or both of the two complementary 
mobile data synchronization industry 
standards – Push IMAP and SyncML – 
have been adopted by all the major 
device manufacturers and middleware 
vendors in 2006, which sets the scene 
for standards-based push email be-
tween heterogeneous mobile devices. 
There have also been some innovative, 
low cost devices launched in the last 
six months which have been designed 
from the ground up for mobile messag-
ing,” he elaborated. 

“With such a wealth of mass market 
devices that support mobile e-mail now 
available, the time is right for mobile e-
mail pricing plans to fall, thereby at-
tracting more customers. And as cus-
tomer numbers increase, we will see 
mobile e-mail start to replace text mes-
sages, thereby becoming the next gen-
eration SMS,” he continued. 

Back-up and Restore for mobile de-
vices 

He added that there will also be a 
surge in demand from consumers for a 
back-up and restore facility for their 
mobile devices in 2007. “This is be-
cause consumers, particularly the 
MySpace generation, depend increas-
ingly on their mobile devices as the 
primary repository for vital information 
such as phone numbers and ad-
dresses. For this fast-growing section 
of society, it is the information on the 
phone, rather than the phone itself 
which is of value to them,” he ex-
plained. 
 

Brinkschulte also commented that be-
sides providing a safety net for con-
sumers who lose their phones, a back-
up and restore service also makes up-
grading to a new phone easier. ◊ 

Click here to return to the contents page 

http://www.mediabuzz.com.sg/events/smbs-and-technologies-breaking-down-the-barriers.html


Page 13 T E C H N O L O G I E S  &  P R O D U C T S  
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Asian e-Marketing interviewed Keith 
Russell, Mobiqa’s Business Devel-
opment Manager, to get more in-
sights into mobile ticketing and mo-
bile coupon solutions as it’s defi-
nitely a very attractive alternative to 
conventional paper ticketing.  

Mobiqa, who participated this year 
again at the 2nd Mobile Content 
World in Singapore, is a world 
leader in mobile ticketing and mo-
bile coupon solutions, based on the 
creation, delivery and redemption of 
barcodes to mobile phones. Their 
solutions are available in over 30 
countries including North- and 
South America, Europe, Middle 
East, Asia, and Australia. Mobiqa is 
particularly successful in cinema 
and event ticketing here in Asia and 
recently appointed their distributor 
in Singapore, having other Asian 
distributors in the Philippines, Hong 
Kong, Australia, China, Thailand, 
Malaysia, and India. 
 

Russell joined 
the company 
18 months 
ago to put Mo-
biqa’s Asian 
business into 
operation. Ac-
cording to 
him, the com-
pany’s busi-
ness model is 
as follows: 
Mobiqa ap-
points in gen-

eral a distributor for a specific terri-
tory and their partner has then to 
install locally their mobile platform 
and of course sell as well to local 
clients like marketing companies, 
brands, ticketing companies, etc. 
There are only a few companies 
they work directly with, as some big-

ger enterprises prefer to work with 
the owner of the technology, for e.g. 
airline companies with their crucial 
ticketing issues, but in general they 
are only looking for distributors 
channels. 
 

The company has over five years of 
technology experience in delivering 
mobile movie ticketing, ticketing for 
live and sports events, exhibitions 
and conferences, or transport - be it 
for airline, train, or bus tickets to 
give you some examples. Their 
award-winning solutions are avail-
able for SMS, MMS and WAP using 
linear (1D) or 2D barcodes and have 
been successfully deployed for 
large-scale events and worldwide 
campaigns, too. Therefore, our first 
question for Russell was to identify 
the key factors for developing an 
attractive mobile ticketing and cou-
pon campaign. Well-versed in deliv-
ering solutions tailored to fit existing 
business processes, he explained 
that “the key for any mobile market-
ing campaign is to deliver a sustain-
able, practical solution, which is 
convenient and easy- to- use.” 
 

“If I look sometimes at some other 
companies that try to set up ticket-
ing or do other campaigns in the 
mobile area, they do it a little bit too 
complicated,” he added. Mobiqa 
believes that mobile marketing ac-
tivities have to start of simple. How 
they do it?  He told us: “We deliver 
barcodes to mobile phones which 
can be scanned straight off the mo-
bile phones and validate certain 
tickets, vouchers, or coupons of e.g. 
a retail outlet”. Compared to the 
common online procedure which 
still requires the printing out of the 
reservation/confirmation, using a 
mobile phone for this purpose is 
less laborious as the consumer has 

to do almost nothing. So, end-users 
can e.g. book their ticket for a con-
cert online, do their payment online 
as well, but they can then choose if 
they want to receive their bought 
ticket onto their mobile by providing 
their number. The barcode is sent to 
the mobile phone and can be 
scanned directly at the event venue 
to allow access. It’s that simple. No 
education is required. And Russell 
reminded us again that there are 
much more mobile phone subscrib-
ers in Asia than owners of PCs and 
printers. The simplicity and ease-of-
use of Mobiqa’s settlements of pro-
jects is the reason for their success 
and of course their patent-pending 
“Optimiser” which uses standard, 
f a m i l i a r  S M S ,  M M S ,  a n d 
WAP messaging and optimizes bar-
codes and content for the individual 
handset and delivery method to 
achieve unbeatable reach and qual-
ity. The company provides a broad 
set of applications incorporating a 
range of redemption and access 
control equipment for specific in-
dustry sectors, by providing the best 
software solution and no depend-
ency of specific hardware, and using 
the best-of-breed providers for scan-
ners, kiosks, and access control 
equipment. 
 

It sounds all so easy so that we had 
to ask him what kind of challenges 
he faces when working with the op-
erators or other players in the indus-
try to realize a campaign – espe-
cially here in Asia. And interestingly, 
he said there is only very little con-
tact with the operators: “We don’t 
care if we deliver to a SingTel, M1, 
or any other mobile phone provider. 
It doesn’t matter. The SMS mes-
sages always go through as the 
sender pays for it. So there aren’t 
really any barriers on that side.”  

continues on Page 14 
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But one of the things to look at is on 
the redemption side. Not all scan-
ners cater towards mobile phones, 
particularly in the retail environ-
ment. So, it’s important for them to 
find out if the retailer has a sort of 
redemption solution and if not, if he 
is willing to invest in it as part of 
that specific campaign.  

The other alter-
native is for Mo-
biqa to supply 
scanners as part 
of that individual 
campaign. But 
that would be 
more an issue in 
the retail busi-
ness and not so 
much in ticket-
ing as most of 
the bigger ticket-
ing companies 

already have scanning equipment 
that is compatible with mobile 
phones. However, Mobiqa is dealing 
with such kinds of obstacles and it’s 
not stopping them from realizing 
campaigns. The fact is, he said, 
“that this is really the challenging 
part”. 

“The airline industry is a major 
driver of mobile ticketing”, Mobiqa’s 
representative told us further. In 
fact, the company is currently run-
ning an interesting trial with an In-
dian airline. As mentioned before, 
he said, the advantage is sending 
an SMS instead of an e-mail to con-
firm the flight booking, which you 
don’t even have to print out” and he 
reminded us that “there is a huge 
amount of people in Asia who fly 
with low-budget airlines who may 
not have access to a PC and printer, 
but most in general have a mobile 
phone. It’s an issue the airlines are 
facing and we have a solution.” Mo-
biqa sees here a huge business op-
portunity as well as in the event in-
dustry (live events, cinemas, etc.), 

as the mobile phone is their target 
groups daily communication chan-
nel. It’s the product of choice for 
this group of people, who usually 
want a simple solution, which 
means no need to print out a ticket 
or pick it up from somewhere - not 
even from the letter box. Taking the 
demographics into consideration, 
mobile ticketing is a very good 
choice. And even for the retail in-
dustry, mobile couponing is a great 
solution, as it guarantees communi-
cation with the customer. “Of course 
nobody wants to receive junk mail, 
but if you send something relevant 
the mobile phone has obviously a 
lot of advantages.  
 

Therefore, Russell believes that all 
big ticketing companies are looking 
into mobile ticketing right now, al-
though the industry depends on the 
state of the market. If e.g. ordering 
and payment is offered online, the 
business environment for mobile 
ticketing is perfect, but less devel-
oped markets are more cash based. 
Due to the lack of payment infra-
structure, as for example in Thai-
land, operations can become quite 
challenging. Those countries have 
to look for other payment channels 
and Russell exemplified his idea: “A 
mobile user could for instance call 
up an airline and book the flight, 
whereupon the airline company 
sends a reference code/barcode. 
The mobile user then has to go to 
an appointed paying agent, e.g. a 
7Eleven or postal office, to get the 
receipt after showing the code and 
the cash payment. The receipt 
serves as ticket which has to be pre-
sented at the airport counter. This 
solution could even take care of 
people, who don’t have a credit 
card. If an infrastructure is in place- 
e.g. a 7Eleven or postal office - it 
can be used as a facility to deliver 
the tickets. 

Based on Mobiqa’s vast experience 
in this field, we asked Russell if he 
could give any advice to companies 
in Asia who are embarking on mo-
bile ticketing and couponing cam-
paigns and his answer was: “Keep it 
simple, ensure value and don’t 
charge extra for the service.” And he 
added by way of explanation: “If you 
have to charge an extra 50 cents, 
add value – e.g. people don’t have 
to queue at the box office and can 
go straight to the leisure point.” Or 
“incorporate other offers like e.g. 
entertainment passports – if you go 
to a bar after the movie, you could 
show your mobile ticket and get a 
special offer like 2 for 1, or if you 
show it in a music shop you can buy 
the CD with discount, or you get a T-
Shirt, a soft drink at the venue etc.”. 
The bottom line is that if there are 
additional costs for those who use 
mobile ticketing, there has to be at 
least additional value. And he even 
gave the tip that it doesn’t neces-
sarily cost you anything as you can 
partner with other companies look-
ing for marketing activities.  
 

When we asked him about his 
thoughts on junk mail and mobile 
spam, he warned that the mobile 
marketing industry should be on 
high alert. He said: “At the moment 
we have the luxury that the rates for 
SMS are drastically high compared 
to email and we should be careful 
and send SMS only on an opt-in ba-
sis.” This issue is very important to 
Mobiqa and this drives them to en-
sure that none of their distributors 
or end clients does blanket deliver-
ies. It would only cause more dam-
age than doing good and “kills the 
whole industry”.  

Thus, according to Russell, 
“regulation is important, but self-
regulation is the way to go. It would 
be great to think that this would be 
enough.” 

continues on Page 15 
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Asian e-Marketing was further inter-
ested in his expectations for the 
future, particularly regarding his 
business area and when he expects 
mobile ticketing to become more a 
part of our daily life.  

He told us straight that he believes 
that mobile ticketing and mobile 
couponing will move from cutting 
edge to just one of the default ways 
of receiving coupons and tickets. 
So, his question would be more: 
“Why shouldn’t you accept a ticket 
delivery to your mobile phone, in-
stead of printing out something and 
carrying it around? The convenience 
for the user - if it’s delivered in the 
right way - is incredibly compelling.” 

In some parts of Asia he expects 
that people will become quite com-
fortable with such a solution in the 
next 6-12 months and predicts that 
it will reach all demographics, in a 
way as using the Web or download-
ing Web applications. 

Mobile ticketing will break through, 
starting in cinemas, live music 
events, and with fashion conscious 
brands or prestigious drinks. “Unlike 
mass marketing, mobile marketing 
connects you with your target 
group”, he concludes. 

When we wanted to know from him 
at the end which Asian countries he 
considers as the pioneers for his 
service, he couldn’t really tell. 
“Japan is really a market that is 
starting to look like that from the 
technology aspect, but their technol-
ogy is too different and we at Mo-
biqa hear conflicting reports about 
the situation there. You often read 
“everybody in Japan is doing mobile 
payment, ticketing etc., but if you 
talk to people who live there you 
hear - oh, we are doing this?” The 
same situation is in Korea, where as 
well a different technology is in use, 
but Russell confirms that there are 
maybe some options to support at 

least small platforms. But apart 
from Japan and Korea, he forecasts 
a move to barcode ticketing in Hong 
Kong using MMS (still a trial) and 
the cinema chains currently looking 
into it as the fundamentals work. 
Furthermore, he believes that Singa-
pore will be an early adopter, as well 
as places in Thailand, Malaysia and 
Indonesia. 

He admitted that it could partly be 
slightly slower because it’s not only 
the mobile technology that is re-
quired, but in addition other en-
ablers like payment services, pene-
tration of credit cards, etc. So, some 
places will be slower than those 
with good infrastructure, which will 
be for sure first the bigger cities, 
which have the venues and can of-
fer the validation of tickets there. ◊ 

By Daniela La Marca 

From Page 14 —  Mobiqa: Mobile Marketing – Simple & Here to Stay 

Having established a strong cus-
tomer base in the US and more re-
cently in Europe, Qpass, AmDocs’ 
Digital Commerce Division, a global 
company with revenue of more than 
US$2 billion in fiscal 2005, is all set 
to take Asia by storm, riding the 
waves of opportunity that digital 
commerce is stirring. 

Kenneth Parkinson, vice president, 
Qpass, says, “Qpass recognizes that 
Asia is the fastest growing market in 
the world for mobile services. In ad-
dition, we know that we can learn a 
lot of valuable lessons from the mo-
bile operators and content providers 
who have established a strong pres-
ence in the region, and who also 
can contribute the experience they 
have gained in working with opera-
tors in the US and Europe.” 

Qpass is in the business of manag-
ing content applications and ser-
vices across various platforms, be 
they mobile, VoIP or Wi-Fi. According 
to Parkinson, one of the secrets to 
Qpass’ success in the region is their 
strategy to listen to the require-
ments of the mobile operators and 
content providers, and bring their 
expertise to assist in producing the 
next generation of mobile content 
platforms and services. 
 

“Qpass’ vision of the mobile world is 
a fully convergent world where digi-
tal commerce is applicable across 
multiple different discovery and de-
livery channels. Thus, buying music 
can be enabled via your mobile 
phone, your PC or your TV, and the 
music is delivered to the device of 

your choice 
or even mul-
tiple devices. 
Applying the 
same proc-
ess for all 
types of con-
tent and ser-
vices en-
sures that 
the user has 
a single pur-
chasing ex-
perience in-
dependent of 
device type,” explains Parkinson. 
 

He adds that the company provides 
both platform technology and ser-

Kenneth Parkinson, 
Qpass 

continues on Page 16 
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vices, thereby providing an end-to-
end solution.  

“With Qpass Content Services and 
Qpass Digital Commerce Solution, 
the operator can hand over the full 
responsibility of their content portal 
to us to ensure a cost effective solu-
tion. It has been proven in both the 
US and Europe that customers us-
ing both the Qpass technology and 
services can recognize three times 
the average revenue growth for mo-
bile content and services. Qpass 
solutions accelerate the growth of 
digital commerce by enabling the 
marketing and merchandizing of 
digital goods and services, as well 
as by facilitating multi-party value 
chain business relationships,” Park-
inson elaborates. 
 

Having set up operations in Asia 
with an office in Singapore in Octo-
ber 2006, Qpass has already met 
with a number of operators and con-
tent providers in the region. Parkin-
son notes, “The immediate feed-
back that we receive is surprising in 
terms of the time it takes to deploy 
our solutions. This can in fact be 
seen as a huge advantage over our 
competitors. On top of this, Qpass 
also has a stronghold of customers 
in both the US and Europe including 
Cingular, Sprint and T-Mobile Inter-
national as reference customers. In 
addition, we have relationships with 
over 1,000 content partners includ-
ing global brands. Therefore, our 
customers are thus assured by the 
scalability and reliability of our solu-
tions.  
 

Qpass is very positive about the digi-
tal commerce landscape in Asia and 
has high expectations in this region. 
This is seen by the company further 
investing in the region by hiring local 
resources to provide local market 
knowledge. “This is all in line with 

our goal to better understand the 
requirements of our customers in 
Asia. In addition, we will also invest 
in an operational facility to better 
serve our new customers in the re-
gion,” he explains. 
 

Parkinson also notes that there is a 
definite move towards a digital com-
merce environment in Asia, adding, 
“We see this move especially 
amongst many operators in the re-
gion. We hope that Qpass can assist 
these operators in this transition 
process, enhancing their existing 
systems where necessary to meet 
the demands of a fully convergent 
solution.” 
 

In fact, movement towards richer 
media types is driving the industry 
in general at the moment. “This is 
also being seen in Asia,” says Park-
inson. “Music and Video are the two 
categories of content that are identi-
fied by most operators as the “must-
haves” for 2007. However, deploy-
ment of DRM capable handsets and 
efficient settlement solutions must 
occur to effectively enable the suc-
cess of these content types,” he 
cautions. 
 

He adds that the deployment of next 
generation digital commerce solu-
tions in Asia will be a major step to 
enabling a better user experience in 
the region, and in addition, will allow 
stronger merchandising tools to mo-
bile operators and content provid-
ers. “For example, if I go to ama-
zon.com today, they already know 
me as a user when I sign in, they 
know my preferences and they 
know what I have bought previously. 
Why is this type of service not pro-
vided today by mobile content por-
tals in the Asia Pacific?” he raises 
thoughtfully. 

According to Parkinson, the major 

challenges in digital commerce in 
Asia are different, depending on 
whether you are a mobile operator, 
a content provider or an end-user. 
He explains, “As an operator, you 
would like to sell more digital con-
tent and be able to recognize the 
revenue from each transaction. To 
do this, an operator needs to effec-
tively understand its subscribers 
and be able to promote and mer-
chandize their products/services to 
them. Then, they also need settle-
ment solutions capable of managing 
complex contracts with multiple par-
ties. Plus, they need a solution that 
provides accurate reports and al-
lows them to pay content providers 
for only the products sold and at the 
same time, be able to apply refunds 
correctly.” 
 

“As a content provider, transparency 
with the mobile operator is neces-
sary,” Parkinson continues. Reports 
provided have to be accurate and 
from this, there needs to be the abil-
ity to promote products based on 
this data.” 
 

“As a subscriber, the requirements 
are a simpler interface that allows 
users to find the content they are 
looking for more easily, download it 
to the device of their choice, use a 
payment method that is flexible and 
be able to be reimbursed if the us-
ers are not happy with the content,” 
he notes. 
 

Yet, Parkinson is upbeat that these 
challenges will be addressed in 
time. “All these problems can be 
overcome with next generation digi-
tal commerce solutions,” Parkinson 
emphasizes. “Digital commerce is 
not complex. However, the evolution 
of mobile operators networks over 
the last 5 years have made it diffi-
cult to effectively put in place the 

From Page 15 —  Digital commerce in Asia a treasure trove of opportunities, says Qpass 
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best solution for the market. A num-
ber of operators are taking the ap-
proach to replace their original solu-
tions, while others are modifying 
their existing solutions. Both ap-
proaches can be successful and 
offer the operator a way to provide a 
more effective solution.” 

He concludes, “My belief is that digi-
tal commerce in the Asia Pacific is 
leading the rest of the world. There 
are multiple examples where inno-
vative solutions have been put in 
place, which are increasing user 
awareness of the possibilities of 
digital commerce. Many lessons can 

be learnt by Europe and the US from 
the Asia Pacific, which could be im-
plemented quickly and effectively. 
Perhaps then, we will begin to see 
users globally enjoying the benefits 
of the lessons learned from users in 
the Asia Pacific.” ◊ 

By Shanti Anne Morais 

From Page 16 —  Digital commerce in Asia a treasure trove of opportunities, says Qpass 

Irish firm, Xiam Technologies firmly 
believes that the art of selling digital 
content must be powered by the 
science of choice—enabling users to 
experience the discovery of a digital 
universe that's in tune with who 
they are.  

This has led Xiam to pioneer solu-
tions that enable Mobile Operators 
to sell mobile content and improve 
the mobile experience by presenting 
relevant content choices to users 
through a range of advanced mar-
keting techniques.  
 

Enter the company’s modular soft-
ware suite and its answer to mobile 
retailing – MPOS (Mobile Point of 
Sale) – that allows operators to 
automate the marketing and promo-
tion processes and mobile content 
and services. It also enables opera-
tors to capitalize on cross-selling 
opportunities, and sell mobile con-
tent directly to each individual on a 
one-to-one basis. The solution uses 
subscriber profiling, a global content 
catalogue and an intelligent recom-
mendations engine to match sub-
scribers with more relevant and en-
gaging choices. 
 

“MPOS enables operators to 
achieve key business objectives by 
using a rich range of campaign me-
chanics,” elaborates Mark Thong, 
regional sales director, Asia Pacific, 

Xiam Technologies Ltd. “It allows 
operators to automatically reach 
their customers with the right con-
tent, thus cutting down on unwieldy 
manual campaigns. It can create 
personalized content storefronts 
which both increase sales as well as 
assist in content discovery. On top 
of this, it also has a strong reporting 
capability, enabling effective track-
ing of mobile marketing campaigns 
in real time. For users, MPOS has 
the full capability to dynamically 
suggest content to the subscriber in 
real time, providing the user with a 
meaningful mobile experience and 
an easier way to discover content.” 
 

In February this year, the company 
released Xiam 4.0 which boasts 
several key enhancements including 
interactive recommendations that 
enable users to express their own 
tastes. In addition, recommenda-
tions are also now possible by loca-
tion, price, artist or any attribute 
which can be specified in the MPOS 
system. Other new features include 
enhanced music marketing using 
data relationship models that en-
able music repositories to be more 
effectively catalogued and modeled, 
and extended search and reporting 
capabilities to ensure more suc-
cessful tracking of automated cross 
selling. 

Thong notes that when selling mo-

bile content, 
the approach 
is very differ-
e n t .  “ T h e 
brand name 
seems to play 
a very impor-
tant role when 
it comes to 
mobile con-
tent. This is 
why promo-
tions and mar-
keting is very 
important. In Asia, we still have 
some way to go when it comes to 
this, but there is no doubt that the 
mobile marketing landscape here is 
changing,” he states. 
 

In lieu of this, it is not surprising 
that Xiam has been ramping up its 
presence in Asia since 2006, start-
ing off with the establishment of a 
regional headquarters in Singapore. 
“We realized the importance of cre-
ating an on-the-ground presence for 
the company’s burgeoning business 
with mobile operators throughout 
the Asia Pacific region as Asia has 
long been an important and strate-
gic market for us. By setting up a 
regional headquarters here, we’ve 
been able to more effectively de-
velop our customer base in this dy-
namic region, as well as better sup-

Mark Thong, Xiam 
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port both our customers and part-
ners here.” 

In fact, the company’s wins to date 
have already exceeded their expec-
tations. “Xiam is enjoying huge suc-
cess in Asia with wins with some of 
the biggest operator names in the 
region. This shows the value of mo-
bile content marketing and its ability 
of driving business,” says Thong. 

He does note that the Asia Pacific 
still lags behind Europe and the US 
in mobile marketing and the execu-
tion of mobile content. “Operators 
here have to understand their sub-
scribers even better (such as their 
demographics, their likes and 
needs—for example, the type of con-
tent and messages they want, the 
time they want them, and so on). 
Therefore, communicating with  
their subscribers closely is very cru-
cial. They then have to use this 
knowledge they have to add value 
for their subscribers. The question 
that should always be on the opera-
tor’s mind is – What value am I add-
ing on to the subscriber?” Thong 
notes. “There are definitely a lot 

more angles and complexities when 
it comes to the business models of 
mobile content.  

The operators definitely need to in-
vest more in the market, but they 
face their own set of challenges 
such as declining ARPU and lots of 
competing technologies that are 
available in the market. Operators 
have to constantly re-assess them-
selves and re-evaluate the market. 
To be fair, the operators in Asia 
have progressed a great deal be-
cause they have recognized that 
data content and traffic are very im-
portant and very much needed. In 
fact, these are critical keys to the 
survival of operators. In addition, 
most operators in the region have 
also realized that mobile services 
extend to more than just voice and 
SMS. In the Philippines for example, 
mobile remittance is a cash cow,” 
he elaborates. 

Thong adds that the onus should 
not be completely on the operators, 
but that the whole mobile content 
eco-system should work more 
closely together and in tandem. 

“Mobile marketing and mobile con-
tent is a very fast-paced world with 
lots of different perspectives and 
there are huge opportunities for 
everybody – the operators, the con-
tent providers and the users. How-
ever, at the end of the day, it always 
boils down to the perspective of the 
end-users, and mobile content pro-
viders and operators always have to 
bear this in mind. When it comes to 
mobile marketing, more education 
is still needed for all parties in-
volved,” stresses Thong. 

“From the business side, more dili-
gence and responsibility is needed, 
but the users who probably play the 
most vital role of all in order to 
make mobile marketing successful 
need to ensure that they express 
themselves in terms of letting the 
industry know what they expect 
from them. Once again, the whole 
eco-system needs to be pro-active 
in order for mobile marketing to ad-
vance and progress,” he con-
cludes.◊ 

By Shanti Anne Morais 

From Page 18 —  Mobile Content: It’s all about each individual’s choice 
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It seems that innovation in the mo-
bile industry is shifting more to-
wards business models and market-
ing tactics as opposed to technical 
features and functions. To find out 
more about the phenomena and to 
gain insights into challenges and 
trends of the Asian mobile market-
ing industry, Asian e-Marketing used 
the opportunity to conduct some 
one-to-one interviews with partici-
pants of Terrapinn’s Mobile Content 
World 2007. 
 

mBlox is a company that attracted 
our attention in particular. The 
global company, that arrived in Sin-
gapore last year to conquer the 
Asian market, maintains a unique 
position in the mobile business 
value chain acting as an intermedi-
ary between businesses and the 
mobile operators by managing the 
delivery and billing of mobile con-
tent and services. The “world’s larg-
est mobile transaction network” was 
founded in London in 1999, where 
it still has its European headquar-
ters, while its global headquarter is 
in Sunnyvale, California.  
 

Asian e-Marketing had the honor to 
talk to Mr. Faissal Houhou, mBlox’s 
Vice President Business Develop-
ment Asia Pacific, on their mobile 
transaction business and he told us 
that mBlox considers Asia as a “very 
challenging, and growing market.”  
 

The company arrived in Singapore 
last year, with the acquisition of one 
of their major customers. As their 
experienced and savvy partner de-
cided to focus solely on mobile mar-
keting and content, the connectivity 
and billing business went to mBlox, 
which offered them a terrific point of 
departure to start their operations 

in the region. The company is a 
founding member of the recently 
launched Asia Pacific (APAC) chap-
ter of the Mobile Marketing Associa-
tion (MMA), as they are embracing 
the opportunity of being actively in-
volved in stimulating the growth of 
mobile marketing and its associated 
technologies. 
 

When we asked Houhou to describe 
his vision of the future of mobile 
marketing, he painted as expected 
a very auspicious picture of the in-
dustry, based on mBlox’s extreme 
global success. His company has 
grown very fast by focusing particu-
larly on and simplifying the com-
plexities of mobile payment and 
messaging infrastructure. Its growth 
rate of 50% over the past two years 
and an increase of connections to 
now 500 mobile operators in 180 
countries through their carrier-grade 
network, tells its own tale. The com-
pany delivered last year alone 1.4 
billion mobile content transactions 
and could announce a record num-
ber of off-portal transactions worth 
$500m. When Houhou joined the 
company in 2005, he said “on an 
average 50 million SMS were deliv-
ered per month. Today, mBlox han-
dles around 120 million per month”. 
But even more impressive is the 
fact that they are able to satisfy 
even the most challenging global 
customers, like e.g. Skype, CNN, or 
Star Alliance just to mention a few. 
Their extreme success seems to 
prove that their focus on the com-
mercial and technical complexities 
of premium mobile billing and mes-
sage delivery pays off and so it’s no 
surprise that Houhou expects to see 
the success story continue in the 
Asia Pacific region.  

When asked how mBlox differenti-
ates its offerings in the highly com-

petitive mar-
ket they are 
in, Houhou 
made clear 
that he does-
n’t really see 
any competi-
tors. This is 
simply be-
cause mBlox 
still maintains 
a unique posi-
tion in the mo-
bile industry, 
being the only company that fo-
cuses its resources on the commer-
cial and technical complexities of 
mobile billing and message delivery. 
As a global leader in off-portal SMS 
and premium SMS (PSMS) message 
delivery, HouHou notes that no 
other company can compete with 
their expertise in handling applica-
tion-to-person transactions. mBlox 
can deliver content to up to 2 billion 
people worldwide through a single 
standards-based connection and 
their purchasing power is so big that 
they can negotiate very good prices 
with the operator. Supported by the 
continuous growth of connections to 
mobile operators, local partners and 
their carrier-grade network, it’s 
really easy for them to stand out of 
the crowd.  
 

As mBlox’s winning strategy to 
penetrate and stay ahead in the 
market he sees their unrivalled reli-
ability, quality of service, and global 
support for their clients, which he 
believes will convince all Asian op-
erators in the near future as well 
and consequently, grow the com-
pany’s business. He concedes fur-
ther that mBlox intends to support 
Asian application and content pro-
viders in two ways:  

Faissal Houhou, mBlox 
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“Firstly, a lot of Asian companies 
want to explore their overseas busi-
ness opportunities, targeting US or 
Europe. So he would be here as a 
kind of middleman between mBlox’s 
operations overseas and Asian 
countries that have in his opinion a 
lot of great content to offer, and 
which are looking for exposure out-
side of Asia. Therefore, his job 
would be to help them to expand 
their business and of course offer 
mBlox’s platform to do their global 
mobile messaging service and sup-
port their mobile marketing activi-
ties. Or to cite his words here: 
“mBlox is helping its customers to 
make the world flat, which means 
making it easy for them to offer 
their products and services around 
the world”. 

We dug here a little bit deeper to 
find out more about mBlox’s for-
mula of success and asked Houhou 
to define in brief the main strength 
and success factors respectively of 
his company. He came up with a 
whole list of points, but the main 
competitive advantage would be 
simply the enormous size and 
strong industry relationships of his 
company. According to him, these 
are the main reasons that make 
mBlox more trustworthy than any 
other mobile transactions provider. 
Furthermore, mBlox takes good care 
of their clients, with skilled experts 
giving advice regarding regulatory 
and technical complexities of the 
mobile industry, a team of dedi-
cated engineers working with opera-
tors to optimize last mile reliability 
and appropriate next generation 
services, and last but not least 
24/7 technical support. Not to men-
tion that they providing state-of-the-
art technology with flexible options 
and control that guarantees the 
best solutions at a competitive 
price. 

As to the biggest challenges for 
mBlox and the mobile marketing 

industry as a whole, Houhou sees 
the incredibly fast growth of the 
business and the constant chal-
lenge to cope with it as well as the 
rising expectations of their business 
clients. Reliability has to be guaran-
teed as well as worldwide reach and 
complete security to gain the trust 
of being “the” mobile transaction 
network service provider. Houhou 
stresses that his company is con-
stantly working on enhancing their 
core platform, improving their ser-
vice, and respecting the end user as 
well as government regulations. In 
addition, the price information has 
to be very clear for the end user, 
e.g. the download of a movie costs 
$2, but what about the fees for the 
download time? So, mBlox tries to 
convince the mobile operators to 
make their pricing more transpar-
ent. And he believes the pricing 
should be combined with the con-
tent provider instead of charging the 
volume of data separately. In fact, 
mBlox is buying bulk data from the 
operators and could support to de-
velop here a better solution. 

When Asian e-Marketing asked him 
if he would see any new technolo-
gies coming to power that could 
have an influence on his business, 
he said that although mBlox has a 
passion for technology he does not 
see big changes in this area. 
Rather, he is expecting that mobile 
services will be for free in the future 
and instead, be financed by ads – a 
similar business model that we see 
already for TV. Of course there 
would also be premium services 
without ads, but then paid by the 
users And as the purchasing power 
of the mobile users could already 
jump ahead of TV watchers, this 
kind of approach can be justified, 
too.  
Not only that, it’s not even trackable 
who sees a TV spot, he reminds us, 
a mobile phone is no longer a com-
munications device only, but a pow-

erfu l ,  in teract ive ,  revenue-
generating and cost–saving me-
dium. Whether the business needs 
are marketing-related, entertain-
ment-focused or information-driven, 
mobile messaging and SMS specifi-
cally, have proven themselves to be 
highly targeted, versatile and effi-
cient tools to reach customers.  

Of course “all should agree that 
spam is forbidden”, he added. 

As to where Asia stands with re-
gards to mobile transaction net-
work, Houhou immediately noted 
that he wouldn’t treat Asia as a 
stand-alone, as he always has a 
global approach, but that there will 
always be some markets and opera-
tors that are very advanced in the 
mobile transaction business. He 
confirms that “Asians are in general 
familiar to using mobiles and the 
market is mature” and that “the 
market is growing, the penetration 
rates are high, business options are 
given, and the business model with 
the operators, aggregators, and con-
tent providers is well established.”  

He emphasizes “that here in Asia 
like everywhere in the business 
world –mBlox customers what to 
see the world “flat” which means 
the same business operations 
should be conducted like every-
where else, be it marketing cam-
paigns or mobile content issues. But 
to realize that, local partners like 
operators or regulators etc. are 
needed and that’s the challenge for 
mBlox here in Asia – to guarantee 
their customers smooth business 
and growth. ◊ 
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Communication in all its forms is 
changing fundamentally. When it 
comes to the mobile world – 
‘convergence’, ‘interaction’ and 
‘everywhere’ are the definite buzz-
words. Not only are mobile phones 
and devices ubiquitous, they are 
fast becoming most people’s per-
fect communication tool. 

i-POP Network’s executive vice 
president, Colin Miles, sums it up 
perfectly when he says, “Going mo-
bile opens an Aladdin’s cave of in-
formation about user’s habits and 
preferences, stirring the creative 
impulse of marketers to connect to 
more potential customers than 
ever.” And this is where i-POP comes 
in because as Miles succinctly puts 
it, “i-POP makes mobile happen.”  

The company seeks to help inte-
grate mobile across media compa-
nies’ assets, as well as support op-
erators and even handset compa-
nies achieve their objectives 
through the use of marketing mobile 
content via a brand relationship. 
“This strategy is at the heart of eve-
rything we do and propose for our 
clients,” stresses Miles. “We do it in 
an end-to-end way so they only need 
to deal with one company and can 
consolidate all the data and trans-
actions created in addition to the 
subscribers they have successfully 
acquired through those campaigns.” 

To achieve this, all one needs is 
connectivity, and i-POP is connected 
to 55 MNOs in 15 countries around 
the region as well as has rich appli-
cations that deliver compelling ser-
vices. “i-POP can illustrate many 
high profile references to highlight 
that mobile marketing works. We 
have two main thrusts overall - pro-
viding the billing mechanism so 
money can be generated by our cli-
ents, and offering the creative con-

sultancy to enable brands to assimi-
late mobile into their overall cam-
paigns - be it  through either digital 
or traditional media,” Miles says. 

Though only 5 years old, the com-
pany has a very interesting story to 
tell. It was founded in 2002 by three 
long term Singapore permanent 
residents, two of whom had 
emerged from the dotcom bubble 
with a desire to make things work in 
a more client-focused manner 
through the creative use of technol-
ogy and interaction. “At this time, 
there was still a lot of demand for 
such services and adding the mo-
bile phone response element made 
it all pretty sexy and slightly ahead 
of the curve,” explains Miles. 

He elaborates “The name i-POP 
stood for“ interactive point of pres-
ence ”so we did some interesting 
things like touch screen kiosks at 
the Asian Civilisations Museum and 
integrated Plasma screens at the 
Esplanade – before focusing one 
hundred percent on mobile service 
provision. Our first break came 
when doing an SMS service – a VJ 
Hunt in India – for MTV in June that 
year; followed by a very cool re-
gional MTV show ironically called M-
POP (sponsored by Nokia). That 
started us on the path to mobile 
integrated television, providing vot-
ing, interactive services and pre-
mium billing services for the re-
gional media.” 

At the same time, we did some neat 
things for ESPN STAR Sports, such 
as Man of the Match voting for EPL 
games, and that really took off as 
well. We’ve been serving them for 
four years now, basically since 
2003. That said, David Beckham 
still probably has the most SMS 
votes of any player ever featured, 
and he’s been in Spain for the last 

few years! Our most recent services 
were for AXN Asia and The Amazing 
Race Asia, which got some great 
coverage and provided an exciting 
extra dimension to the localized pro-
gramming franchise,” Miles contin-
ues. 

The company is extremely focused 
on its mission of ‘creativity via con-
nectivity’. In fact, for a few years, 
the company’s tagline was ‘making 
the media mobile’. Elaborating on 
this, Miles notes, “It’s always been 
hard to explain very quickly what it 
is that we can do for our major cli-
ents and this tagline was used for a 
couple of years to encapsulate that 
we could work with the broad media 
to help them mobilize their assets. 
Hence ‘making the Media (as in the 
industry) mobile’! In the early days it 
was all about getting mobile content 
from viewers onto a TV show 
through SMS chat and voting etc. 
Now it’s all about getting branded 
TV content onto the mobile phone 
as in projects such as Mobile ESPN 
and Mobile AXN. Somewhere in be-
tween there is a happy balance.” 

Creativity is a forte of i-POP and 
something they value very highly. 
The company has worked with a 
number of advertising firms to facili-
tate creativity and ensure it is 
brought to and works well with the 
mobile medium. This certainly 
makes sense because like Miles 
points out, the PC and even the TV 
have now been surpassed in abso-
lute numbers by the mobile device 
as the single most important, as 
well as personal medium of commu-
nication, and advertisers have re-
cently embraced the fact that they 
need to get into this space as a mat-
ter of urgency. 

According to Miles, i-POP has the 
usual SMS marketing tools and 

continues on Page 22 
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some fairly nifty applets that are 
sponsor-driven. In addition, the 
company uses mobile content to 
market to subscribers in a personal 
way. He notes, “ I really like one of 
our services that automatically 
notes important customer dates 
and sends messages from our client 
to them suggesting they come and 
do something, or simply just wishing 
them ‘Happy Birthday’. This is Mo-
bile CRM in action.” 

He adds, “Some of the things we 
are doing are still under NDA, which 
is a shame, as I’d really like to 
showcase them, suffice to say they 
involve careful integration with 
brands and use viral marketing to 
promote products amongst peer 
groups and influencers. It’s really 
getting quite sophisticated these 
days! The fact that our solutions are 
two way and can scale across the 
region – plus that they can be made 
to fit the objectives of most inte-
grated digital campaigns makes us 
stand out pretty well. 

Elaborating on what makes i-POP 
stand out from its competition, 
Miles says, “Our experience and 
domain knowledge is second to 
none, and that’s useful for compa-
nies that need a guiding hand when 
they are starting out. Secondly, a 
key aspect is our ‘end-to-end’ ser-
vice approach. i-POP has the mobile 
connectivity and a large footprint so 
that we can run regional campaigns 
as easily as national ones. In addi-
tion, we also offer a single point of 
contact and control, so no confusing 
mixtures of third parties that go in 
different directions. Moreover, we 
have a mix of talent to work with 
clients, some techies, some crea-
tive, some commercial, and so can 
blend with differing constituents.” 

On top of all this, Miles emphasizes 
that the company is constantly look-
ing to innovate and have some soon 

to be launched services that he de-
scribes as unique, for example an 
MMS broadcast footprint enabling 
rich media content to be sent out 
regionally by their media clients and 
advertisers alike. “There isn’t any 
company in Asia that can match i-
POP from its own pool of resources 
without looking for third party rein-
forcement,” says Miles emphati-
cally. 

Ever the proponent of mobile mar-
keting strategies, we can expect a 
lot from i-POP this year. In a nut-
shell, these include viral, user gen-
erated, tailor-made mobile CRM and 
content inspired brand relationships 
that advertisers can integrate into 
their core systems. Probably the 
company’s biggest project in 2007 
will be Vietnam Idol, which has 
Unilever as the title sponsor. “After 
this, I’ll be able to tell you how suc-
cessful format marketing can be, 
purely on the number of mobile 
transactions that the brands have 
generated, which should be in the 
high millions, given there are almost 
20 million mobile phones in Viet-
nam!” says Miles. 

Sharing his thoughts on what the 
mobile landscape will be like in the 
next 5 years, Miles predicts, “I think 
it’s probably time to use the word 
convergence, but maybe more in 
terms of integration. I’d like to see 
mobile at the forefront of marketing 
planning for a majority of media 
companies, MNCs, FMCGs and 
agencies in the next few years. Inte-
grated marketing is not a strange 
science; it’s simply the way to maxi-
mize all the available channels for 
the biggest possible impact, 
whether it is brand awareness or 
product sales redeemed via mobile 
codes etc. Mobiles give marketers 
that opportunity and an audit trail 
that can be analysed in depth. I 
think the industry growth will take 
care of itself, but the mainstreaming 

of i-POP’s type of services is para-
mount. 

He also does note that the Asian 
mobile marketing industry is still in 
its infancy, stating, “We’re definitely 
still in the early days in Asia, but 
there are some hotspots here and 
there with agencies like OgilvyOne 
and BBH for example, doing some 
pretty cool stuff and outside of 
Quick Response (QR) codes, which 
are still more prevalent in Korea 
and Japan. Also, WAP marketing 
and applet services are gaining a 
strong foothold especially in niche 
demographics. Mobile advertising is 
set to become extremely critical in 
the next two years and all online 
campaigns should now have a solid 
mobile channel plan attached.” 

Talking on the challenges the Asian 
mobile marketing scene is currently 
facing, Miles states that in many 
ways, it’s trying to obviate the pre-
sent limited focus on SMS broad-
casting and looking at how mobile 
can become the pivot of any brand’s 
efforts to acquire a relationship and 
hopefully a life-long customer. “The 
challenge,” he says, “is to help mar-
keting professionals augment their 
strategies in a powerful way. We 
have seen with the TV media how 
potent the viewing relationship is 
and the extent to which viewers feel 
they have a personal relationship 
with a brand like ESPN – primarily 
because they have interacted with 
their favourite TV shows using their 
phone. If that dynamic can be fully 
harnessed, marketing will change 
beyond recognition as sponsors 
benefit from such association and 
the capability to communicate on 
topics of intense interest to the 
viewer.” 

The signs for a booming market all 
set to take off are there. “While pro-
gress has been slow and steady in 
recent years, it is now picking up 
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strongly; we’ve probably had more 
service requests from advertising 
agencies in the last year than the 
first five years of operation put to-
gether. Services are fragmenting 
slightly and many different cam-
paigns are being tried out. Blue-
tooth campaigns, user generated 
feedback channels, real time search 
recommendations, and the occa-
sional LBS effort are all pushing the 
boundaries of what mobile can do – 
and ultimately the user will decide 
what works for him or her. The in-
dustry and the providers within 
must continue to innovate and try 
new ideas in order to utilize the 
technology and bandwidth avail-
able, the industry itself is quite en-
trenched but there is always room 
for enhancement and I think if op-
erators or service providers see an 
opportunity to use mobile marketing 
within their suite of services they 
certainly will do so,” notes Miles. 

When it comes to mobile marketing, 
there are definitely some regulatory 
issues that need to be taken note of 
and accommodated. One very re-
cent issue is Singapore’s new Spam 
Bill that will be introduced in 2008, 
and which has a mobile component 
that will be included within it.  

i-POP for example, follows an inter-
nal code of conduct because it has 
the mobile phone numbers of mil-
lions of people in their systems and 
would never want these to be com-
promised. In terms of broadcasting, 
the company takes an ‘Opt-in’ ap-
proach, and believes that the adver-
tiser should creatively compel the 
viewer to respond through its Call-
to-Action wherever possible. As 
Miles aptly puts it, “It’s often about 
relationship building and offering 
incentives over time which is appro-
priate to the subscriber.” 

C O M P A N I E S  &  C A M P A I G N S  

When it comes to mobile marketing 
his advice in short: DO consult a 
professional mobile marketing com-
pany; DON’T think it’s sensible to 
abuse the trust of someone who 
has given you their mobile phone 
number! Plus, buying lists of mobile 
phone numbers is something upon 
which to take serious advice before 
you market your message. ◊ 

By Shanti Anne Morais 
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M O C O  P A R T Y :  C E L E B R A T I N G  T H E  N E W  M E D I A  W O R L D  

The convergence of media, a meet-
ing of minds, fostering the exchange 
of ideas, etching as well as pushing 
forward new media strategies, iden-
tifying new business opportunities 
and the shaping of the mobile and 
media industries – these are just 
some of the aims of Singapore’s all 
new monthly networking platform 
which brings together mobile and 
media professionals – MoCo Party. 
Initiated by a group of companies 
and professionals (i-POP Networks, 
Terrapinn, MediaBUZZ, MBlox, 
Qpass, Yahoo! Asia Pacific and VHQ 
TV) who are passionate about evan-
gelizing mobile technology and con-
tent development, the inaugural 
session took off with a blast on May 
2nd at the trendy Casa Z, attracting a 
good crowd of industry executives 
and featured Jason O’Sullivan, vice 
president, multimedia ventures, 
ESPN Star Sports as its guest 
speaker.  

O’Sullivan presented his thoughts 
on how and why the television busi-
ness is changing and stressed the 
importance of having in place and 
executing a well-thought of strategy. 
He also stressed the importance of 
flexibility when it comes to molding 
the strategy to the ebb and flow of 
customers.  

“Data services are over-rated and 
it’s crucial to not let technology 
drive your company. Pay close at-
tention to the learning curve and 
always ensure you know your mar-
ket well,” O’Sullivan advised. He 
also touched on the importance of 
creating products specifically for 
different platforms and emphasized 
how vital quality experience for the 
user at a reasonable price is. 
“Media cannot be a separate plat-
form, which is why localization is 
very important. Content for specific 

markets and individual markets is 
very crucial and going hand-in-hand 
with this is the analysis of data,” he 
stated. 

O’Sullivan’s crisp speech was a 
good talking point for many of the 
attendees at MoCo Party who wel-
comed the opportunity to embrace 
the new media world which heralds 
the convergence of the mobile, 
internet, broadcast and print indus-
tries. All in all, most of the attendees 
that Asian eMarketing spoke to 
came to the consensus that while it 
is a new market brimming with op-
portunities, it is also a tough and 
competitive market especially for 
smaller brands, which is why every 
company’s strategy is or at least, 
should be, top priority.  

Many were also excited about the 
MoCo Party, saying that it’s a great 
platform to meet their peers, dis-
cuss ideas, sniff out new business 
opportunities and even look for new 
business partners. 

“Somehow, mobile technology and 
mobile content development have 
traditionally been two separate and 
segregated industries. The MoCo 
party aims to bridge these two in-
dustries as well as encourage col-
laboration and networking amongst 
industry folks and their organiza-
tions by presenting opportunities for 
personal contacts,” elaborates Colin 
Miles, executive vice president, i-
POP Networks and one of the co-
organizers of MoCo Party. 

Bearing this in mind, the monthly 
sessions will focus on mobile me-
dia, content and technology in Asia 
– how they work, their evolution and 
the various opportunities available.  

The next MoCo Party will be held on 
the 20th of June, 2007 from 7 p.m. 
onwards. Check out: http://
www.mocoparty.com/index.html for 
more details and to sign up.  

See you there!  

Shanti Anne Morais 

http://www.mocoparty.com/index.html
http://www.mocoparty.com/Registration.html
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Mobile marketing 
has become popu-
lar since the rise 
of SMS in the 
early 2000s when 
businesses in 
Europe and some 

parts of Asia started to collect mo-
bile phone numbers and sent out 
wanted or unwanted content.  

Today’s marketers are more aware 
of the particularly high risk with mo-
bile marketing, namely the effect 
that unwanted messages can lead 
to a decreased perception of adver-
tisements or in the worst case, to a 
negative image of the advertiser. 
Nevertheless, many direct market-
ers believe that mobile marketing 
will be even more effective and suc-
cessful than e-mail marketing. 
Aware of the dangers of mobile 
spam, direct marketing associations 
already started to develop codes of 
conduct, trying to protect the poten-
tial of mobile marketing and –
commerce. Experts and especially 
mobile operators believe that mo-
bile spam will never extend to the 
same level as e-mail spam, as mo-
bile technologies, in contrast to the 
Internet, were not conceived as an 
open network, costs are precisely 
allocated, and the sender can’t 
really stay anonymous. These facts 
could indeed help to diminish the 
major  mot ives  fo r  mobi le 
spamming.  However, there are still 
two other risk factors for mobile 
marketing to consider.  
 

In some countries, the receiving 
party pays for messages sent over a 
mobile: 

This system is e.g. used in Japan, 
where approximately 90 per cent of 
spam is sent to mobile phones, 
mainly advertisements for dating 

websites. The problem is that mo-
bile messaging was established 
there with an open e-mail approach. 
NTT DoCoMo, Japan’s major mobile 
operator, tries to help its customers 
by providing tools and filters to 
block unsolicited incoming mes-
sages, giving warnings to users 
about dissemination of their ad-
dresses, or even providing compen-
satory free messages, to cover un-
wanted messages received. Japa-
nese legislators have already ad-
dressed this problem, which Asian 
e-Marketing will present more in 
detail in its next issue in July on 
“Internet-based and mobile video 
advertising”.  

The increasing interaction between 
Internet and mobile technologies is 
bringing problems that were hitherto 
limited to the Internet: 

Mobile spam is considered as a 
greater invasion of privacy, and its 
effect can be even more disruptive 
than computer spamming, as mo-
bile devices are in general more per-
sonal to the user. Cell phone num-
bers are usually only given to 
friends and business partners, so 
that the receiver’s displeasure can 
be extreme when getting an un-
wanted advertising message in-
stead of an important personal one. 
Besides, customers are quite reluc-
tant to pass on their personal data. 
A direct approach of getting in touch 
with the customers requires there-
fore enormous sensitivity from the 
advertiser and the mobiles market-
ing service provider. For this reason, 
operators are also hesitant to 
launch services with increased inter-
activity with the Internet, fearing to 
bring more spam to mobiles. Yet, 
ironically most mobile users have 
experienced messages from opera-
tors welcoming them to a new net-
work when they take their mobile 

phones abroad - typically with solici-
tations to use tourist-directed ser-
vices.  

Thus, in order to avoid not keeping 
keep up with the evolution of ser-
vices and its perceptions, legislation 
should provide a framework within 
which the management of data, the 
passing on of those, as well as in 
the long run the customer ap-
proach, is accurately defined. 
 

We all know, that the precise legal 
situation of mobile marketing re-
garding the use of personalized 
data is complicated and not without 
pitfalls. Legal fundamentals for mo-
bile marketing represent, besides 
respective national laws for data 
protection, the telecommunications 
law of the various regulatory re-
gimes which govern the provision of 
broadcast radio, broadcast televi-
sion, cable television, wireline tele-
phone, broadband Internet, and vir-
tually every other major telecommu-
nications service, as well legal com-
petition laws as e.g. the law against 
unfair competition. The legal situa-
tion is in particular difficult due to 
the fact that different laws contain 
partially different regulations for 
storage and use of personal data. 
Furthermore, complications result 
from the distinction of advertising 
regulation for business customer 
and private customer.  
 

In Asia, the guidelines on how SMS 
advertisements have to be con-
ducted according to the respective 
country-specific regulations, is often 
described in general in the legisla-
tion texts for e-mail spam, too. Ac-
cording to these guidelines the for-
warding of electronic messages 
such as SMS or MMS are only al-
lowed for the purposes of direct ad-
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mous as possible, in order to reduce 
the risks of conflict with data secu-
rity regulations.  

Aside from that it’s best to insist on 
the explicit consent of the mobile 
users to receive advertising, to not 
fall foul with the competition right.  
 

The consent of the customer to re-
ceive advertising messages can be 
gained in two ways: 
 

With the simple opt-in the customer 
agrees to receive a one-time adver-
tising message. The customer can 
send his consent via SMS to the 
marketer or service operator, after 
he has been informed through other 
media such as TV, print or out-door 
advertisement on the offer. 
 

With the double opt-in the customer 
receives usually, after ordering the 
service and his declaration of con-
sent to get advertisement, a SMS 
with code information. Only after the 
customer re-registers by using this 
code, is his agreement considered 
as finally given. This way tries to pre-
vent that customers can be regis-
tered by a third party, without per-
sonally knowing anything about it. 
 

The opportunity to opt-out. Regu-
lated by law are some technical pre-
cautions which allow users to recall 
their consent at any time. This can 
be made for example with a SMS to 
the operator showing the word 
“STOP”. Maybe, the danger of spam 
can at least be controlled a little bit 
by limiting the consent of the cus-
tomers only for a period of time or 
only in connection with a certain 
event. 

Still, as far as I know, only Germany 
has so-called Robinson lists for SMS 
advertisements, but perhaps with 
increasing SMS spam other coun-
tries here will follow? On the Web-
site http://www.sms-robinsonlist.de 
mobile phone users can register to 
protect themselves against un-
wanted mobile messages. Where 
required, marketers could adjust 
their own address data with that list 
and make sure with the next selec-
tion of mobile marketing providers 
that they pursue an appropriate pol-
icy, too. 
 

Still, a standardized and clear defi-
nition of “mobile spam” isn’t in 
place as the nuisance is – like al-
ways - subjective and the problem 
has in general many faces. Mes-
sages from operators, advertising 
promotions, and game prices, are 
common in a number of countries. 
Italian mobile-owners even received 
once e.g a message from the Presi-
dency of the Ministry, reminding 
them to vote for European elections. 
So, the risk of becoming a “victim” 
of mobile spam is perhaps higher 
than you assume and mobile spam-
mers are already busy with collect-
ing mobile phone numbers. Web-
sites offering ring tones and logo 
downloads have also already be-
come the target of mobile phone 
number harvesting, therefore mo-
bile marketers should be alert, bear-
ing in mind the negative impact of a 
drop in efficiency and reliability of 
messaging services for their busi-
ness.◊ 

By Daniela La Marca 

vertising to natural 
persons with their 
consent (opt-in) or 
has to offer at 
least the opportu-
nity to reject any 
messages by opt-

ing-out from the senders list.  

Beyond that, each form of masking 
or concealing of the sender is pro-
hibited. Liberalization under certain 
circumstances is possible in the 
context of existing business rela-
tions: If, for example a customer 
already bought a product or service 
from a company and thereby com-
municated his SMS address – it 
gives the company the permission 
to use it for the promotion of a simi-
lar product or service, as long as the 
customer is provided with the possi-
bility to reject it during both the data 
acquisition as well as with each indi-
vidual transmission (opt out). And of 
course as long as the customer did-
n’t disagree in principle to the use 
of his contact details.  
 

But the, at first sight, confusing le-
gal situation in mobile marketing 
can be reduced easily to one simple 
principle: SMS and MMS are legally 
equated to e-mails and therefore 
applies to the accordingly selected 
principle (opt-in or opt-out) of the 
country.  
 

As different aspects of this guideline 
(e.g. the treatment of legal entities) 
have to be regulated by national 
laws, it is appropriate to consult a 
legal expert when in doubt. 
 

Safest are all advertising forms, 
which make profile data as anony-
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WidSets is a 
very simple, 
yet clever 
little service 
that brings 
information 
that you nor-
mally have 
access to 
over the 
Internet, di-

rectly to your mobile phone. It uses 
mini-applications called widgets 
that keep an eye out on updates to 
websites you normally visit several 
times a day. WidSets allow people 
to personalize Internet content into 
lightweight Web applications and 
stay current with the things that 
matter to them.  
 

The simplicity of WidSets lies in its 
ease-of-use. All that is needed to be 
done is to install the WidSets client 
on your mobile phone, pick a few 
widgets from the library or create 
your own (which takes less than two 
minutes according to Nokia) and 
you’re all set to go.  
 

Whenever the information on the 
website of your choice—for example, 
a news service is updated—the wid-
get alerts you about it, allowing you 
to view the information immediately 
if you wish to, irregardless of where 
you are. 
 

Widgets give you easy access to in-
formation that you want, as soon as 
it's available on the web. They take 
the hassle out of trying to keep up 
to date with the enormous flood of 
information we are faced with every 
day and alert you whenever it is 
available.  

You can pick different widgets from 
the widget library or create your own 

in the Studio and use them to keep 
an eye on the web content you're 
interested in.  
 

Widgets for your favorite web ser-
vices utilize RSS feeds, which many 
of you have been using on the Inter-
net for quite some time. For those 
of you, who haven't dabbled in RSS 
yet, the benefits come from having 
information pushed to you in the 
form of short description links, 
which you can use to view and 
download the entire content. Rather 
than spending time looking for a 
computer and clicking from site to 
site to search for the information 
you want, you can have a widget do 
the hard work for you, and deliver 
the same information straight to 
your mobile phone completely has-
sle free.  
 

With the constant development of 
new widgets and new exciting con-
tent, the possibilities of using wid-
gets are limitless - they not only de-
liver news updates to your cell 
phone, alert you when someone has 
posted a comment to your blog, in-
form you about a traffic jam or de-
liver the hottest gossip as soon as 
it's available, but also let you play 
games and let you interact with your 
web communities.  
 

Widgets have been available on PCs 
for some time, and they bring par-
ticular advantages to mobile de-
vices, as mobiles are highly per-
sonal and among the few items that 
we always carry with us. 
 

What makes WidSets so special? 

The WidSets service is a platform 
which enables the WidSets commu-
nity to create the environment and 
service they would like it to be. The 

W I D S E T S  A N D  W I D G E T S  

community provides input on con-
tent and widgets that are of interest 
to them. 
 

Another advantage of WidSets is 
that it has easy-to-use templates 
therefore enabling any user, not just 
developers, to mobilize a favorite 
web service. This feature of facilitat-
ing user-generated applications is 
very unique. 
 

In addition, it also has the ability to 
push content to your mobile phone 
whenever it becomes available. This 
means that you no longer have to 
use the browser to go to the web in 
order to find content. Instead, the 
WidSets client informs you when-
ever new content is available. 
 

WidSets versus Widgets 
 

Wondering about the difference be-
tween WidSets and widgets? 

WidSets is the service you access at 
http://www.widsets.com, and which 
you use on your mobile phone 
 

Widgets on the other hand, are 
mini-applications that you use in 
WidSets to fetch information for you 
from the Web. 

The main features of WidSets in-
clude: 

• Use widgets in your mobile device 
WidSets enable you to have ac-
cess to your favorite RSS feeds, 
blogs, news and other useful infor-
mation.  

 

• Search for new widgets in the li-
brary 
Browse through the vast collection 
of widgets and select the ones 
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mobile phone operator takes care of 
charging for data transferred to your 
phone (for example, whenever you 
visit websites or use data services 
such as browsing the Internet).  
 

The costs depend on your agree-
ment with your operator, so do find 
out about the data transfer costs 
that your operator charges before-
hand. Also note that when roaming, 
for example, when traveling, data 
costs can be significant. 

 

WidSets have a useful feature 
called Traffic Monitor which helps 
you monitor how much data is used 
by individual widgets. Another ad-
vantage is that you can set a limit 
for the data transferred by your wid-
gets by using your WidSets client in 
your mobile phone. 

 

What do I need to start using Wid-
Sets? 

You’ll need access to the Internet 
and a mobile phone with support for 
Java MIDP 2.0. 

Getting started with WidSets 

It’s simple, just: 

• Pick a few widgets to get started 
from the WidSets clients on the 
m a i n  p a g e  o f  h t t p : / /
www.widsets.com 

• Continue by cl icking the 
Download the selected widgets to 
your mobile button 

• Enter your phone number 

• Download WidSets – you will re-
ceive a text message to your cell 
phone containing the download 
link for the WidSets client. 

• Install the WidSets you’ve chosen 
on your mobile phone from the 
folder you had downloaded it to 

• Start using WidSets 

you would like to have on your cell 
phone. 

• Personalize your widgets 
Create, personalize and tweak your 
widgets to suit your own personal 
style and moods. 

 

• Create your own widget and 
publish it in the Library to pro-
mote it on your website 

Make your own widget and put it on 
your website for everyone to use. 

 

• Get audio alerts whenever the 
content of a website has been 
updated 

This is a great way of making sure 
you do not miss the moment when 
the content for your favorite website 
has been updated. 

 

• Bookmark links straight from 
your mobile phone 

Use the bookmark feature to create 
a link to pages you come across 
with widgets, straight from your mo-
bile phone. Use them later to track 
back to the website the information 
came from. 

 

• Influence the development of 
WidSets 

Have your say by participating in the 
WidSets Forum and suggest how 
you would like to improve the ser-
vice. 
 

• Share interesting articles with 
your friends and share widgets 
and services you particularly like 
 

Do WidSets cost? 

WidSets is absolutely free of charge 
as a service. 

 

However, do keep in mind that your 
continues on Page 29 
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What is a WidSets client? 

The WidSets client is a mini-
application, which functions as your 
own virtual space in your mobile 
phone and is used to control wid-
gets and to view information con-
tained in them. The WidSets client 
is installed onto your cell phone and 
later used to receive information 
when you are on the move.  
 

How do I start using WidSets? 

Once you have started WidSets in 
your mobile phone, check out the 
pre-installed System-widget in it. It 
also functions as your personal 
message inbox from the WidSets 
service and as a new feature you 
can use it to access the Library and 
pick widgets that you want to use 
when away from a computer.  
 

In the Library of your System-widget, 
you can conduct searches for wid-
gets using tags or browse through 
categories. You can also pick wid-
gets from the latest, most popular 
or Slick Picks list. Although you get 
to start using the widgets picked 
from the Library in your mobile cli-
ent virtually right away, it is recom-
mended that you first go through 
their settings to make sure every-
thing is configured to your liking. 

On the website at http://
www.widsets.com, on the other 
hand, you can create your own wid-
gets in the Studio-section. Widgets 
that you either pick from the Library 
or create in the Studio will be added 
to your WidSet Manager.  
 

Move your widgets of choice to the 
WidSet Manager and transfer them 
to your WidSets client using the Syn-
chronize - button. After this, you’ll 
be able to use your widgets the 
same way as the System-widget you 
already had time to play around 
with.  

From Page 27— WidSets and Widgets 

http://www.widsets.com
http://www.widsets.com


Page 29 B U Z Z W O R D  

From Page 28 — WidSets and Widgets 

Click here to return to the contents page 

Here’s a quick guide to WidSets 
main features which you can access 
through the navigation tabs:  

• WidSet - manage your selected 
widgets and transfer them to the 
WidSets client on your mobile phone 
• Library - search through the en-
tire widget collection and pick the 
ones you’d like to use 

• Studio - personalize your wid-
gets using the Skin Editor, create 
your own widgets and promote them 
on your website, or download the 
still somewhat rudimentary WidSets 
development kit and with basic web 
development skills, hack a widget 
for your own blog or website. 
Forum - find answers to frequently 
asked questions and participate in 

the community discussion. 

What character encoding does Wid-
Sets support? 

Currently, WidSets supports Uni-
code (UTF-8 encoding). This means 
that if your mobile uses Chinese, 
Japanese, Arabic, Hebrew or Greek 
character sets, it should work prop-
erly with this service. ◊ 

http://www.mediabuzz.com.sg/mediakit/mediakit-AC.htm
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Dear reader, 

Mobile marketing is one of the controversially discussed mobile radio topics. 
Promising chances of success on the one hand and disillusion on the other, 
it is undeniable that it gives the direct and interactive advertising communi-
cations community new hope while facing declining growth rates.  

And who wouldn’t welcome new impulses in view of shrinking marketing 
budgets? Many marketing executives are challenged to reach their target 
group with less expenditure and less coverage waste.  

Besides, the opportunity of a targeted customer approach, a faster conver-
sion, relatively low costs, and the possibility of the direct dialogue with the 
customer, mobile marketing can increase in general the efficiency of market-
ing measures. Virtually the new hope of marketers to reach their customers, 
the mobile phone enables the sending out of very targeted and personalized 
messages to interested customers - anytime and anywhere – a dream come 
true for all marketers 

So find out more about the promises of mobile marketing, its legal and tech-
nical restrictions, and consumer acceptance. Used properly, mobile market-
ing can be a solid instrument in the media-mix of the marketing conception, 
but deployed inappropriately it can seriously damage an advertiser’s reputa-
tion.  

See you again in July, 

 

 

 

Daniela La Marca 

Editor, Asian e-Marketing 
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