
Streaming video despite 
its massive spread is still 
quite a new technology. 
The transmission of vid-
eos in real time has for a 
long time, been a big chal-
lenge for the data lines. In 
the age of the narrow-
banded modem, video 
streaming access has 
been nearly inconceivable: 
All for small, stamp-size 
videos, which judder along 

with only a handful of pic-
tures per second and on 
top of this, which have to 
be accepted for down-
loads an umpteen number 
of times. In 1997, 
“television live on the 
Web“, was for Internet 
users still the listing of the 
TV program instead of real 
live television.  

The first Web cam applica-
tions hardly offered better 
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Mobile video may still be 
in its infancy stage, but it 
is already fast making its 
presence felt worldwide. 
Bursting with promise, it is 
therefore no surprise that 
marketers are watching 
this space sharply. Tried 
and tested are song 
downloads, promotional 
music videos and spon-
sored ringtones – all three 
of which have proven 
popular with consumers.  

Bearing in mind how well 
these have gone down 
with consumers, it is not 
surprising that mobile 
video advertising is hot on 
the heels of these. Mobile 
media looks all set to ex-
plode but there are hur-
dles that need to be over-
come: 

3G is still not mainstream 

Speed is imperative for 

most mobile video and 
music applications. Once 
there is more bandwidth, 
media on phones will 
most likely increase. 

Competing technologies 

The mobile streaming 
world is still a maze of 
technologies, with wireless 
operators not yet agreeing 
to a standard.  
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technical conditions and 
were for a long time dis-
missed as gimmicks:  

T H E  R O A D  T O  S T R E A M I N G  M E D I A  

S U C C E S S  F A C T O R S  O F  S T R E A M I N G  V I D E O   

As long as streaming 
video took place mainly on 
the PC, providers had to 
stand up to strong compe-
tition that had been in ad-
dition very dynamic as it 
constantly brought up nov-
elties.  

The situation has im-
proved enormously since 

the opportunity of stream-
ing on mobile devices. 
Nevertheless it pays to 
use the advantages of 
streaming video purpose-
fully:  

Take advantage of techni-
cal opportunities 

Using the newest encod-

ers and broadband trans-
missions should be as-
pired in order to not drop 
qualitatively in relation to 
the remaining offer. As a 
target group, broadband 
users are far more inter-
esting as they represent 
the streaming pioneers.  
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Visual telephony via the PC demonstrated still a cer-
tain kind of utility, but the real time transmission of 
meteo-sat pictures or views of road crossings had 
barely anything to do with “television on the Internet”. 
It led even on the Internet, a rather shadow existence, 
while downloadable videos, particularly in the gag and 
erotic industry started to boom slowly. 
 

Suddenly, in the year 2000, the topic live streaming 
resounded throughout the land boosted by TV trans-
missions like “Big Brother” as it did not only bring 
high audience ratings to broadcast stations, but in 
addition, drew many curious people to their Websites, 
too. Unlike the television broadcast, the Internet of-
fered a 24 hours around the clock and editorially un-
filtered observation of the voluntary-involuntary in-
habitants of the Big Brother house via video stream-
ing. 
 

In the industry, a gold rush mood prevailed, although 
it didn’t seem to be reflected anymore in euphoric 
headlines in view of stock market crashes and e-
commerce disasters, as it had been in the years be-
fore with new Internet innovations. Nevertheless, indi-
vidual providers and journalists already prophesied 
“the end of the US-TV-networks” due to streaming 
video and the rise of new possibilities, or they spoke 
of the Internet that would “swallow-up” television. 
Imagine that already at the end of 2001, according to 
a study of the Gartner Group, about half of all Web-
pages would or at least should offer streaming con-
tents so that it could at least assume a wide spread. 
All experts did still predict a side by side existence of 
TV and PC and no convergence of the end devices. To 
make it clear: Convergence doesn’t mean having an 
end device for everything – it means rather that func-
tions are copied. In other words, operations of the PC 
will come onto the television and operations of the 
television on the PC. 

There is a set of reasons why a conversion of WWW-
contents on the television hasn’t really work so far or 
has not been accepted by users. And it isn’t really 
done with an optimization of the design due to the 
different technical resolutions and distances of views: 
also technical operations, prompting, contents, and 
functions would have to be adapted to the changed 
areas of application. 

Already the lack of success of a “parallel WWW” in 
form of the WAP offers would have had to make clear 
that in the foreseeable future, not all available WWW 
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contents would be adapted for Inter-
net televisions, since this would 
practically require creating all sides 
anew. However, a convergence in 
the sense of “copying the functions” 
was most probably conceivable, 
only that it was often thwarted by 
the strategy of the hardware manu-
facturers: 

Expensive Internet televisions with 
luxury equipment, Web boxes with 
contract obligations, and current 
costs aren’t worthwhile for the end 
customers simply because of such 
small functions like sending e-mails 
or chatting. Only if these functions 
are integrated as a matter of course 
in inexpensive devices, as has hap-
pened in the case of videotext for 
example, can it be considered a 
market success.  
 

But how is it with the “TV-PC”, which 
means consuming television con-
tents on the PC?  

With the streaming technology and 
the spread of broadband connec-
tions the technical restrictions are 
omitted and operational and as-
pects of cost are also rather secon-
dary. Thus, the success of moving 
picture offers on the PC depends 
almost exclusively on content: Will 
there be the right content that inter-
ests the PC user and fits into the 
user situation as well as provides 
added value? The topic conver-
gence has to be seen therefore 
from a differentiated viewpoint and 
put as a complete fusion on a level 
with products, suppliers and tech-
nology. 

For the use of the media this has to 
be expected least, but rather a dif-
ferentiation in the form of new, still 
more different end devices like mo-
bile visual phones, internet accessi-
ble handheld PCs etc., as here, only 
a function copying on a small scale 
takes place - as for instance, the 
writing of e-mails on television.  

Since content for the end devices 
has to be optimized, e.g. a movie on 
the visual phone makes only little 
sense, this development follows 
nearly inevitably those of the end 
devices.  
 

However, there will be synergetic 
formats and in this way at least a 
partial convergence, which relates 
to the “copying of functions, men-
tioned above, corresponding to the 
adoption of secondary functions on 
another medium, as for instance 
the news formats on the Internet, 
which already offers today, stream-
ing. The “news of the day” we can 
already receive on PCs, hand helds 
and television without the necessity 
to convert the contents compel-
lingly.  
 

Due to the trend leaning towards 
comprehensive offers, all market 
participants will be forced in the 
long run to offer besides television 
also Internet services or new forms. 
That affects above all “the big 
guys”, which have to stand their 
ground everywhere with their strong 
brand name, and less on the genu-
ine industry supplier, who will still 
get along in the future with an offer 
on one or two media. 
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The convergence thought is most 
captivating with the technology, in 
particular the transmission paths: 
Because nothing argues against 
video streaming over the Internet by 
means of multicasting conventional 
linear television sometime in the 
future. Just as DVB channels for 
data communication could be used 
with the broadband communication 
net, as it’s an available transmis-
sion path which in many countries 
has made convergence already a 
reality, representing a cable for tele-
vision, telephone and Internet. 
 

But the broadband communication 
cable represents only one part of 
the convergence potential. The 
complete convergence of the tech-
nical transmission paths is  not yet 
to be expected: Only if set top boxes 
or televisions which can play 
streamed contents with the same 
comfort and the same quality as the 
conventional television become 
available, can a genuine conver-
gence be carried out in this area. 
Then the way is paved for the inter-
active television - a medium that 
looks like television, but works like 
the Internet. That’s pure conver-
gence, and nothing else. ◊ 

By Daniela La Marca 
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Therefore, content is often custom-
ized for each wireless network and 
users select service providers based 
on the media content they offer. 

Control of the gateway 

Right now, wireless operators con-
trol the "deck," the menu screen we 
all see on our mobile phone. How-
ever, as more media companies 
develop mobile strategies, the deck 
suddenly becomes a huge problem. 
Already, menu space is at a pre-
mium and jockeying for position is 
routine. Industry experts expect that 
wireless operators will eventually be 
forced to give up control of the 
deck, allowing consumers to search 
for mobile content the same way 
they search for information on the 
internet today. 

The success of iPod 

A huge question is if any mobile 
phone can hope to mimic the suc-
cess of the iPod.  

In addition, with the launch of the 
video iPod, where will media provid-
ers gravitate? 

Lack of interest 

Surveys still show that there is a 
siloed approach to mobile applica-
tions. The most successful mobile 
applications are text messaging and 
music downloads. At the moment, 
most consumers are still ambivalent 
about watching TV on their mobile 
phones. 

Pricing 

The per-download fee for ringtones 
has proven a successful business 
model, but pricing for song 
downloads and TV has yet to work 
itself out economically. Eventually, 
consumers will subscribe to a flat-
rate service offering a bucketful of 
content. There is a wild card: adver-
tising. Yet, how much advertisers 
will subsidize programming is yet to 
be determined.  

All the above 
shows  that 
there are still 
nagging issues 
holding back 
streaming in the 
mobile environ-
ment. Analysts 

predict that mobile phone-based 
entertainment will not become a 
strong consumer market for at least 
the next few years  - until there is an 
economic shift in the wireless mar-
ket. They also expect that once the 
price of talk time falls, service pro-
viders will focus more of their mar-
keting attention on entertainment 
offerings. This may result in talk 
time eventually being free, or near-
free, depending on the user’s level 
of mobile entertainment usage. 
When this happens, holding your 
mobile phone to your ear might be a 
thing of the past.◊  

By Shanti Anne Morais 
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The effects of 
the Internet in 
general, and the 
v o l u m e  o f 
streaming video 
offers on the TV 

advertising market in particular, are 
barely measurable. But what’s cer-
tain is the fact that the increase of 
Internet users as well as the change 
of their demographic audience com-
position cannot pass the TV-
advertisement market without a 
trace.  

Marketers favorite target groups, 
the 14-29-year-olds and the well-
funded, high educated profession-
als, are the first and most substan-
tial group surfing the Internet, which 
inevitably leads to increasing adver-
tisements being placed on the net 
to woo this group. 

Even if such a prognosis sometimes 
sound very dodgy, it can be said 
with certainty that online advertise-
ments can be much more effective 
than TV commercials, simply be-
cause its use is to a large extent 
more targeted, so that wastage can 
be avoided and the advertising in-
dustry can be offered a homogene-
ous target group, which is reflected 
in around 10 times higher TKPs 
compared to regular TV commercial. 
This fact threatens fundamentally 
mainly of the free TV channels. But 
in the end, all providers will have to 
transfer their current resources, 
their content and their brands on 
the Web to get their share of the 
new market potentials and not to be 
left behind.  

The influence of the Internet as well 
as the interactive television will 

have a qualitative positive impact 
on the advertisement industry: Ad-
vertisements on both television and 
the Internet have to be more tar-
geted and shorter in order to be in 
the long run still effective and “not 
to go down”. In general, there tends 
to be a negative relation to TV com-
mercials: the majority of viewers 
think advertisements are annoying 
and for most of them the advertis-
ing liberty would be a main reason 
to use Pay TV.  

In the streaming video area itself, 
with the trend to very short videos 
on one hand and the uncontrolled 
online spread of media content on 
the other hand, a question that is 
going to crop up is how refinancing 
for the providers is manageable.◊  

By Daniela La Marca 
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Presentation of a media experience 

Regarding the streaming experi-
ence, larger windows and full-screen 
displays for all broadband stream-
ing should be aimed for, even if it is 
at the expense of sharpness and 
flow of the video. Stamp-sized vid-
eos on the Internet meanwhile are 
regarded as outdated and arduous, 
since they force users to bend for-
ward. However, larger (even if 
blurred) videos invite users to lean 
back. One of the most frequent mis-
takes of streaming video providers 
is to reduce the window as far as it 
seems to be sharp and judder free. 
Actually, videos need substantially 
less dissolution as texts on the com-
puter monitor.  

Part of a good media experience 
could be new forms of presenta-
tions, like e.g. the linking of video 
and text or the interactivity provok-
ing 360-degree-cameras. 

Exclusivity  

As long as stream-
ing video offers 
neither keep up 
with the quality 

nor comfort usage of the conven-
tional television, there has to be a 

focus on content which can’t be 
found anywhere else. So far, all suc-
cessful video productions on the 
Internet - streaming as well as 
download- were based on exclusiv-
ity. This is not compellingly put on a 
level with an exclusive Web trans-
mission, but it is particularly promis-
ing to distribute additional content 
to an established television broad-
cast only on the Internet.  

Choosing the right contents 

Certain videos can be encoded 
more effectively than others - rather 
static talks, news and quiz formats 
allow a substantially better quality 
as music videos and fiction contents 
with many cuts and movements. 

Being up-to-date 

Streaming contents are easier and 
more conveniently exchangeable 
than animations and other optical 
gimmicks – and this definitely pre-
vents the user from having an over- 
saturated feeling. 

Integration of Internet-typical func-
tions  

Linear structures are out in the 
Internet. Interactivity, extensive con-
tent, personalization of offers and 
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an individual approach are mostly 
taken for granted by the users – 
which can be realized by means of 
cookies. In particular, for longer vid-
eos an indexing is important as a 
user has to have the opportunity to 
select chapters individually. 

Offering convenience 

Internet users in general hate to 
wait. Therefore, a streaming offer 
should be available fast, preferably 
immediately after the call-up. Or at 
least the loading time has to be 
bridged meaningfully, as for in-
stance with regards to content coor-
dinated text boards that appear in 
the player. Despite such support, a 
drastic reduction of the buffering 
times is necessary.  

Furthermore the operation is very 
important: “The way is the goal” is 
on the Internet an utterly wrong ap-
proach. The user wants to get the 
content he is interested in as fast as 
possible. A clear side structure, as 
fo r  ins tance  what  h t tp ://
www.channelnewsasia.com offers, 
with only few necessary “clicks´ is a 
basic requirement to ensure high 
usage.◊ 

By Daniela La Marca 

M A R K E T  C H A N C E S  F O R  T H E  N E W  F O R M A T   

With the advancement of technol-
ogy, nobody has ever denied that 
new transmission formats will con-
quer the market. But especially 
within the streaming video arena, 
powerful concepts are still missing, 
especially those that offer the user, 
besides a new media experience, 
some real value-add.  

With the development of a new for-
mat it has to be paid therefore in 
particular attention to the fact that 
it is adapted to the user scenario.  

As right now media contents can be 
transferred in high quality and with-

out delays, the Internet doesn’t 
stay away from the entertainment 
industry. The best business 
chances for moving picture for-
mats in the Internet are in the mu-
sic, TV, news, and business news 
area, which include stock ex-
change and financial information 
as well. These offers are already 
today very successful, as they 
could gain early-on, a high degree 
of utilization without medial com-
ponents of the Internet and have 
been only additionally revalued by 
streaming video. Music TV shows 

recognize in principle a need, but it 
is nevertheless questionable 
whether the high costs, developed 
by streaming, can be brought in 
again. Other interesting Internet for-
mats are in particular “live stream-
ing”, niche programs, personalized 
content, and “unusual awkward”.  In 
the latter case, it is about any kind 
of unusual formats, which do not 
follow any well-known sample, as for 
instance an Internet reality detective 
game or in Singapore the recently 
conducted mobile phone scavenger 
hunt organized by Nokia or simply 
geocaching. 

http://www.channelnewsasia.com
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During the past 
few years the 
mobile phone 
managed to 
establish itself 

as the third most accepted screen 
by consumers in the variety of mar-
keting strategies after TV and PC.  
According to experts, mobile mar-
keting can no longer be excluded 
from campaigns of the big con-
sumer goods manufacturers and 
started to gain momentum over the 
last two years. Special agencies can 
be pleased as it is expected that 
this dynamics will still strengthen.  

However, especially in the area of 
advertisements, it is important to 
consider the needs of the consumer 
and not to be troublesome or annoy-
ing - to create an opposite tendency 
to television. But how is the accep-
tance of the consumers in reality?  
Well, it is expected that in 2007 and 
2008 the majority of consumers will 
change their mind regarding adver-
tisements on mobile phones and 
start to accept it. Last year’s still 
prevailing opinion that consumers 
do not accept advertisements on 
their most personal property, al-
ready seems today to be no issue 
anymore. 

Not only due to the mobile strate-
gies of Yahoo!GO and Google it 
doesn’t matter anymore whether 
advertisements on the mobile 

phone are acceptable, but rather, 
how the customer can be reached 
best. Here, it is crucial to deviate 
from the conventional target group 
analysis and deal more with the per-
sonal profile of the user. Under no 
circumstances should the user be 
overloaded on his mobile end de-
vice with information that doesn’t 
interest him at all. Rather, the great-
est possible care should be put on a 
bearable measure and aiming for 
accuracy. Nevertheless, according 
to experts, proven methods such as 
SMS or MMS are still on top. In a 
ranking, one third of the experts 
surveyed set the possibility of bring-
ing advertising messages to the 
consumer on place one. The general 
observation is that young people 
especially have no problem with 
getting advertising messages to 
their cell phones, as long as they 
also see concrete advantages – like 
e.g. a reduction of their invoice or 
the credit of free SMS. And exactly 
on such kinds of business models 
the industry works like crazy.  

Mobile advertising is completely 
new in global discussions, which 
has suffered so far because of high 
communication costs. The industry 
agrees that this model is still in its 
infancy but shows signs of very 
large potential, based on the fact 
that with mobile advertisements, a 
targeted and partially-personalized 
customer approach is easily realiz-

able, without disturbing consumers 
with unwanted, pushed messages. 
While service providers demon-
strate progress in this area, experts 
which accompany the advertising-
interested parties and who support 
organizing the marketing programs, 
are currently still missing.  

If industry experts are asked which 
form of mobile advertisements they 
would prognosticate the most prom-
ising future prospects, the banners 
and sponsored links are clearly in 
the fore, followed by insertions in 
video or music downloads. 
In-Game-Advertisement and product 
placements in short films are mo-
mentarily still rather secondary - but 
that can change pretty soon. The 
users need for all kind of new mani-
festations an acclimatizing time, 
which can last between two to three 
years.  
Some better results arise already 
for cross-marketing measures, 
which many customers view as in-
teresting offers rather than adver-
tisements. An example: A user 
downloads a music title on his mo-
bile phone and receives immedi-
ately the offer for the purchase of a 
ticket for the next concert of the 
band. 
Anyhow, the direction of the industry 
is clear and allows one to make con-
clusions about certain tendencies.◊ 

By Daniela La Marca  

T H E  C H A N G I N G  M I N D - S E T  O F  M O B I L E  A D V E R T I S E R S :   
P E R S O N A L I Z E D  A D V E R T I S I N G  M E S S A G E S  T O  M O B I L E  P H O N E S   
G E T  A  H I G H  C H A N C E  O F  A C C E P T A N C E  

Live transmissions are still difficult 
to conduct due to missing multicast 
opportunities and rather estab-
lished as niche programs. Common 
big events, especially in the area of 
music and sport, are true “data rate 
devourer’s and besides only inter-
esting if a large amount of concur-
rent streams are possible and eligi-
ble to finance. 

Another interesting approach is still 
user-generated content. A not insig-
nificant part of streaming contents 
in the Web could follow the trend to 
pseudo-„reality-formats, which 
means quasi a symbiosis of Web-
cam and “Big Brother-show”. That 
there is a demand for apparently 
personal, “close-to-reality” content, 

none can deny and the Internet of-
fers here a whole new dimension. 
So, the idea of “the Prosumer”, who 
produces content with the simplest 
means themselves, doesn’t seem to 
be today far-fetched at all.◊ 

By Daniela La Marca 
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Spending on online video advertising is expected to 
reach $410 million this year, 82% more of what was 
spent in 2005 and by 2010 Internet video advertising 
should be a $3 billion business, according to eMar-
keter's latest projections.  

 
Thus, videos on the Internet will be booming, but never-
theless it is important to keep this trend in perspective. 
Although more and more users without doubt will 
watch videos in the future online, online video advertis-
ing will account for only 2.6% this year. Spending on 
Internet video ads will account for 11.5% of all online 
ad spending in 2010, but it will still represent only 
3.3% of TV ad spending in that year and be far behind 
of the total online advertising budget, according to 
eMarketer's projections. Video's high engagement fac-
tor, combined with the Internet's tracking and targeting 
capabilities, potentially offers brand advertisers a 
highly accountable method to deal with their target au-
dience. For Web publishers, video advertising repre-
sents a new prospect for revenue.  

It’s expected that in 2011, nearly 10% of every dollar 

spent for advertising on the Internet will be for video 
advertising. As advertisers continue to shift budgets 
from television advertising, video ads will become a 
driving force in overall Internet ad spending gains. 

However, a factor that has to be taken into considera-
tion to explain the high-percentage growth numbers 
could be the small base from which online video adver-
tising has started. A study of eMarketer claims, among 
other things, that video would be in particular impor-
tant for younger users and here especially user gener-
ated content and it should act on the assumption that 
there is a fundamental interest of the customers in 
video ads. But only with improved video quality and 
functional search options for moving pictures, can mar-
keters meet video susceptible customers in the future, 
as still poor quality of the videos and insufficient sup-
port of video search queries through search engines 
have been a stumbling block so far.  

What will drive the spend-
ing on Internet video ad-
vertising for the rest of the 
decade will be most proba-
bly its advantage of being 
targeted and in a way a 
familiar creative format, 
and the desire to replicate 
the long-favored mass medium TV on the Internet. ◊ 
 

By Daniela La Marca 

W H E R E  A R E  V I D E O  A D V E R T I S E M E N T S  H E A D I N G ?  

R E A E A R C H ,  A N A L Y S I S  &  T R E N D S  

G I V E  M E  M O B I L E  A D V E R T I S E M E N T S  T H E  W A Y  I  W A N T  I T !  

Mobile advertise-
ments are actually 
pretty well ac-
cepted, if advertis-
ers take into con-
sideration the ex-
pectations and 
requirements of 
the receivers. But 
exactly how much 

are mobile advertisements really 
accepted, asked some market re-
searchers.  

Surprisingly, cell phone users are 
more than ever open to receiving 
mobile advertisements.  

Incentive based advertisements, 
which means the advertisement 
compensates for an action, is ac-
cepted by three out of ten users. 
But above all, money is most wel-
come (around 80%), free minutes 
(approx.60), free downloads, or de-
duction coupons (in each case 40 
%). The most acceptable kind of ad-
vertisement is for 56% of the inter-
viewees the text message and for 
40% MMS. Only 24% choose video 
and 23% even prefer the ad sent to 
their e-mail address. Their accep-
tance for mobile advertisements 
could increase, according to 66% of 

the respondents, if they would have 
at least the opportunity to opt-out of 
the advertising list. 56% want to 
determine in which format they re-
ceive the ad; 48% would like to de-
termine the number of the advertis-
ing messages they receive in a cer-
tain period; and 43% can even 
imagine a special interest-profile, 
which filters mobile advertisements 
and delivers only certain ads. How-
ever, 70% are ready for customiza-
tion, thus personal adaptation, to 
reveal private data. ◊ 

By Daniela La Marca 
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S U I T E P H O N E :  T H E  I P H O N E  F O R  B U S I N E S S  

NetSuite’s latest release – the 
SuitePhone, allows its customers to 
run business operations using Ap-
ple’s iPhone. It provides native sup-
port for Safari, the iPhone and Mac 
browser, allowing NetSuite’s AJAX-
based user interface technologies 
such as drop-down menus, drag-and 
drop portlets, and in-line editing, to 
be supported.  

In addition, the ERP, CRM and e-
commerce functionality of NetSuite 
is now also available to Apple users, 
bringing them an on-demand, inte-
grated business management appli-
cation designed for the Apple plat-
form. 

When users log into their NetSuite 
accounts on iPhones, they can man-
age their businesses while they’re 
away from their offices. The func-
tionality of NetSuite— an SAP-like, 
integrated application—runs on the 
iPhone. Using SuitePhone, back-
office users can use their iPhone to 
remotely access their financial func-
tionality such as invoicing, accounts 
receivable, and payroll. CRM users 
can enter leads, file expense re-
ports, view contacts, and even place 
quotes and orders. E-commerce op-
erations can also be managed 
through the iPhone and NetSuite’s 
role-based dashboards provide a 
bird’s eye view of a business in real-

time. 

The Suite-
Phone func-
tionality marks 
a departure 
from current 
mobile CRM technology, which has 
to date offered a slimmed-down in-
terface with reduced capabilities.  

The new SuitePhone capability and 
native Safari Browser support are 
available at no additional charge in 
NetSuite’s NetSuite 2007.0 release, 
which is currently rolling out to exist-
ing customers. It will be available to 
new customers in August.◊ 

W I L L  T H E  I P H O N E  M A K E  I T  O R  B R E A K  I T ?  
Apple’s iPhone is creating quite a 
buzz around the globe, capturing 
the imagination of many.  
Marking Apple's first foray into the 
mobile phones arena, the iPhone 
boasts a whole array of features, 
enabling users to use their phone 
much like an iPod. Amidst all the 
hype, analysts worldwide have de-
bated about the global chances of 
this hot new product. Will the 
iPhone live up to expectations and 
change the face of the mobile in-
dustry? 
Just what are its main challenges? 
Speed issues 
Many analysts feel that their con-
cerns about the lack of 3.5G multi 
Megabit speeds are justified.  

Especially in the more ‘mobile devel-
oped’ countries in Asia, users here 
are used to HSPA download speeds. 
The US version of the iPhone uses 
the slower EDGE technology  - point-
ing to a potential flaw as analysts 
feel that if this technology is kept for 
the Asian launch then it will crash 
before it even has a chance to take 
off.  
Will its high cost hamper its sales? 
Placed at the highest end of the 
market, where sales volumes repre-
sent just a slice of the overall global 
market, many analysts feel it’s not 
going to affect mobile market lead-
ers like Nokia, Sony Ericsson and 
Motorola. Still sales in the US have 
been brisk. 

Battery problems 
Listening to music on the mobile is 
a huge drain to their batteries. Many 
believe Apples’s iPod still has some 
way to go before this problem is 
solved. Yet despite these concerns, 
there are many who also believe 
that Apple’s iPhone will emerge a 
winner citing its draw to users due 
mainly to Apples’s ability to ensure 
users’ have an enjoyable experi-
ence, while ensuring that it is still 
very user-friendly. 
Few things in life are perfect and 
despite some imperfections, so far, 
the iPhone has managed to live up 
to the fanfare.◊ 

By Shanti Anne Morais 

R E A E A R C H ,  A N A L Y S I S  &  T R E N D S  

http://www.mediabuzz.com.sg/events/asian-internet-security-summit-2007---identity-management.html
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W A T C H  O U T  F O R  “ S I L V E R L I G H T ”  O N  T H E  W E B  T E C H N O L O G Y  H O R I Z O N !  

Constant progress in Web technolo-
gies provide companies consistently 
with resources for new business 
opportunities – be it to attract, en-
gage with, or excite customers. 
Hence, it is not surprising that busi-
nesses are steadily on the look-out 
for new online solutions to interact 
with their customers and to over-
come the tension between the goals 
of creating a very personalized, 
high-touch engagement with the 
customer and the ability to cost ef-
fectively reach customers on a 
broad scale. And exactly for these 
companies, Microsoft Silverlight 
may just have shown up at the right 
time. 

Microsoft intends to capture the 
market with its Silverlight technol-
ogy by embracing the challenge to 
liberate the imagination of corpo-
rate Web developers when it comes 
to creating rich, animated online 
content and applications. Like 
Flash, Silverlight is a cross-browser, 
cross-platform plug-in for delivering 
the next generation of .NET based 
media experiences and rich interac-
tive applications for the Web. The 
technology is based on Microsoft's 
Windows Presentation Foundation 
and uses the software giant's XAML 
technology to generate and execute 
graphics and other multimedia con-
tent.  
 

Leon Brown, User Experience and 
Designer Market Regional Manager 
for APAC, India and Greater China 
has over 16 years working experi-
ence with creative professionals 
and is Microsoft’s spokesperson 
who tells us more about the growing 
importance of video for enterprises 
and Microsoft’s tool Silverlight, 
available now to designers and en-
terprises to capitalize on this trend. 
Before joining Microsoft’s team, 

Brown delivered five versions of the 
industry leading Adobe Illustrator, 
as well as Adobe Creative Suite 2 at 
Adobe Systems, Inc. , so tap the 
knowledge of this expert by reading 
what he has to say when Asian e-
Marketing asked some questions 
about the Rich Interactive Applica-
tions (RIA) market, its trends and 
expectations, as well as the chal-
lenges Microsoft faces with its new 
Silverlight technology.  

 

1. What are in your opinion the key 
factors for developing an attrac-
tive RIA tool? 

 

Ovum, an analyst firm in the U.K., 
defines Rich Interactive Applications 
(RIA) as applications that combine 
the light touch and ubiquity of a 
Web application with the interactiv-
ity and functionality of a desktop 
application. They offer a consistent 
and effective user experience, 
across a variety of devices and net-
works.  
 

The key factors for developing at-
tractive RIAs include:  

• A flexible programming model 
with collaborative tools 

• The ability to offer compelling 
cross-platform user experiences 

• Delivering an efficient, lower cost 
of delivery, and capable media 
solution 

• Easily connecting to the Web, 
servers and services 

 

With Silverlight, we have effectively 
created a cross-browser, cross-
platform plug-in for delivering the 
next generation of .NET-based me-
dia experiences and rich interactive 
applications (RIAs) for the Web. 
Silverlight offers a flexible program-
ming model that supports AJAX, Vis-
ual Basic .NET, C#, Python, and 
Ruby and integrates with existing 
Web applications. Silverlight media 
capabilities include fast, cost-
effective delivery of high-quality au-
dio and video to all major browsers 
including Mozilla Firefox, Apple Sa-
fari, and Windows Internet Explorer 
running on Mac OS or Microsoft 
Windows. By using Microsoft Expres-
sion Studio and Microsoft Visual 
Studio, designers and developers 
can collaborate more effectively us-
ing the skills they have today to light 
up the Web of tomorrow. 
 

2. What do you believe are the 
main strengths and success 
factors respectively of Microsoft 
Silverlight?  

 

As companies seek to differentiate 
their respective brands and deepen 
the connection with their custom-
ers, we believe technologies like 
Silverlight will enable them to create 
new and existing scenarios that are 
enhanced by delivering rich and 
compelling user experiences. 
 

continues on Page 11 
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One of the key strengths of Silver-
light is that it is part of the .NET 
Framework and really serves as the 
perfect platform for building the 
next generation of interactive appli-
cations for the Web, Windows, and 
devices. For consumers, Silverlight 
offers a hassle-free install and vi-
brant Web experience; for busi-
nesses, it ensures the broadest 
reach, and cost effective and con-
sistent delivery of branded experi-
ences and media. 

Another strength is Silverlight’s sim-
ple framework, built purely on XML 
and .Net, that stands to significantly 
ease Web design and development. 
This will play a crucial role in engag-
ing the average corporate Web de-
veloper more than ever before when 
it comes to creating rich, animated 
online content and applications. It 
might prove inviting to developers 
who have found other technology 
environments too complex and rudi-
mentary.  
 

3. What do you think are the main 
advantages for a company using 
Silverlight? 

 

The main advantages for companies 
using Silverlight are: 

• Ease of use: the ability to easily 
implement key technologies for 
Internet video and rich broad-
band experiences 

• Better customer interaction and 
experiences 

In fact, with the release of Silver-
light, Microsoft is bringing rich inter-
active experiences coupled with the 
VC-1 video standard into the 
browser, and we are excited to an-
nounce plans to support this tech-
nology and continue to give our cus-
tomers access to the cutting-edge 
technologies that will drive the 
growth of Internet TV. 

For example here in Asia, the Dis-
covery Channel’s adoption of Silver-
light as a platform will touch numer-
ous users and viewers and is driver 
purely by the compelling work cre-
ated by talented designers (see arti-
cle on page ? ). 
 

4. How does Microsoft differenti-
ate its offerings in the highly 
competitive market of RIA devel-
opment and adoption they are 
in?  

 

We see three primary areas of dif-
ferentiation: 

• From a consumer perspective, it 
is all about creating better, 
higher quality experiences – the 
tools and technology to get you 
there are largely irrelevant. Silver-
light will enable higher quality 
and better applications in the 
browser.  

• For business decision makers 
and content owners, though, it is 
all about cost, quality and con-
trol. Silverlight takes advantage 
of the huge Windows Media eco-
system that already exists and 
can deliver video that spans from 
the Web to devices – from low-
bandwidth experiences to HD – 
embedded to full-screen. No one 
else can deliver this today. It also 
offers deep access to rich infra-
structure technologies like 
ASP.NET, IIS7 and Windows 
Streaming Media Services which 
significantly reduces costs and 
simplifies management of infra-
structure – in fact, partners have 
told us the cost is up to 50 per-
cent less than other solutions.  

• From a developer and designer 
standpoint, it comes down to the 
breadth of the platform, continu-
ity, flexibility and productivity. 
Silverlight is a factored version 
of .NET that is optimized for the 

Web and simple deployment. It 
carries with it proven technology, 
access to a variety of languages 
for development, such as 
JavaScript, VB, C#, Ruby and Py-
thon, WPF support for controls 
and code-reuse, AJAX integration, 
and more. So, we are providing a 
highly integrated set of tools that 
facilitate new levels of collabora-
tion between designers and de-
velopers and allows them to build 
amazing experiences while ad-
dressing the “lost in translation” 
issue that is so common at most 
organizations. This also means 
that skills are transferable – any-
one who knows how to build 
Silverlight applications can easily 
build Web Standards-based ap-
pl icat ions on the server 
(ASP.NET) or desktop applica-
tions with WPF.  

 

5. Please give us some insights into 
Silverlight’s value proposition 
and go-to-market strategy? What 
are the biggest challenges Micro-
soft faces in this sector right 
now? 

 

Much of the buzz about Web 2.0 is 
around the proliferation of rich Inter-
net applications (RIAs), which prom-
ise numerous user experience bene-
fits. But building a Web application 
using fancy technology does not 
ensure a better user experience. As 
firms rush to incorporate RIAs into 
their site designs, they should cre-
ate a solid understanding of users’ 
needs and implement structured 
testing techniques to understand 
and validate appropriate use and 
design of RIAs. 

Our go-to-market strategy is centred 
on reaching out to a few different 
audiences, with an overarching uni-
fied commitment to providing great 
experiences.  

From Page 10 —  Watch out for “Silverlight” on the Web technology horizon! 
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For consum-
ers of rich 
content (all 
of us!) you 
will see 
more and 
more com-
pelling sites 
come on-
line.  

We also market to designers who 
create this content – we have an 
on-going mixed campaign that in-
cludes educational outreach like on-
line training at a world-wide level, 
supporting community members 
who are excited about the technol-
ogy enabling them to speak for us 
and create business on our plat-
form, and one-to-many events like 
local ReMIXes (Australia, Hong 
Kong, Korea, Singapore, India), as 
well as traditional awareness meas-
ures like CD cover mounts, direct 
mailings and newsletters.  

The third audience segment is those 
that host content created with our 
technologies. There, we have chan-
nels that developer and technolo-
gists are familiar with as well as tra-
ditional marketing through newslet-
ters, events, community outreach. 
Our activities pivot around enabling 
our partners and potential partners 
to learn and be successful – to en-
gage and delight them. Essentially, 
if they can be more productive and 
create compelling content using our 
tools it is a success for all of us. 

We are creating a transformative 
business opportunity and leading 
with innovation around designer 
developer collaboration, desktop to 
web.  We are betting big on our 
unique Software + Services ap-
proach. With Silverlight, we are 
building on our existing strengths 
around the software tools platform 
and extending it to web services. 
 

6. How do you evaluate the growing 
importance of videos to enter-
prises and Internet-based video 
advertising respectively? 

 

As bandwidth costs have tumbled 
and the expertise necessary to cre-
ate professional-looking videos has 
decreased with advances in video 
editing and production software, 
video is becoming increasing famil-
iar in both enterprises and online. 
The demand for internal video con-
tent–whether a CEO’s message to 
his company or human resources 
training content–has been soaring. 
As such, we have been adapting our 
tools to make sure that enterprises 
are able to deliver experiences that 
are as compelling internally as we 
consumers have learnt to expect on 
the consumer web. 
 

Internet-based video advertising is 
likewise increasing at a staggering 
rate. Web Video Ad Revenues are 
forecasted to grow from a US$0.91 
billion market in 2006 to US$4.23 
billion in four years time, according 
to the Yankee Group. Silverlight 
was designed to allow advertisers to 
take advantage of robust set of con-
tent delivery options e.g., placing 
information not only as bumper ads 
which are common today, but trans-
parent overlays, with or without user 
controllable display. 
 

7. Do you see any new technologies 
coming to power that could have 
an influence on Rich Internet Ap-
plications (RIA) or development 
tools respectively? 

 

Analysts are predicting that by the 
end of 2007, 30% of large compa-
nies will have some form of Web 2.0 
enabled business initiative under-
way. In addition, the tech savvy 
young workforce will persuade 

mainstream enterprises to use so-
cial networks. Companies failing to 
employ these consumer-oriented 
Web technologies will find them-
selves at a competitive disadvan-
tage.  

Therefore, we feel it is the expecta-
tions of consumers for a rich web 
experience rather than upcoming 
technologies that will drive the way 
customers and partners want to de-
liver data and information.  

As a result, this new age is less one 
of Web 2.0, but more that of how 
Software + Services will enable us 
to get the information we need on 
the device or surface we want to 
receive it on, at the right time, and 
in an engaging, informative and in-
teractive manner. 
 

8. What are the current trends in 
the Rich Internet Applications 
(RIA) arena you see here in the 
region, and do you expect these 
to change over the next year? 

 

Today the RIA arena is one of explo-
ration. As consumers of rich content 
become more savvy, the delivery 
mechanisms for content becomes 
less prominent, and the ability to 
create compelling experiences that 
meet business needs efficiently and 
effectively takes a higher priority. 
The possibilities are endless – espe-
cially with RIAs that allows on-off 
line capabilities, in-browser experi-
ence that provides ubiquity of de-
ployment, or the richest possible 
experience delivered on a platform 
like Windows (that takes advantage 
of GPU rendering and hardware ac-
celeration). 
 

In Asia, the range and depth of inno-
vation is staggering and we are wit-
nessing some of the greatest de-
signs in the world being developed 
in the region.  

From Page 11 —  Watch out for “Silverlight” on the Web technology horizon! 
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There are a growing number of con-
tent creators and consumers rang-
ing from large multi-nationals work-
ing using RIAs to leverage cost effi-
ciencies, to IT outsourcing compa-
nies who are growing and differenti-
ating their business by building rich 
internet experiences for their cus-
tomers. 

In Korea, for example, the majority 
of the population is online and con-
suming high bandwidth content on 
their PCs and mobile devices. De-
signers and developers therefore 
not only need to provide rich con-
tent via video and modern engage-
ment models such as social net-
working, but an engaging experi-
ence that fits on a 3 cm x 5 cm 
screen as well. Their ability to create 
a consistent visual identity, brand-
ing and experience which can be 
scaled to a website or a home me-
dia centre are design challenges 
that other parts of the world are just 
beginning to conceptualize and de-
ploy. At Microsoft, we are working 
hard to enable RIAs to be deployed 
across multiple surfaces with our 
technology, and allowing the skills 
of developers to be leveraged from 
one surface to the next. 
 

9. Adobe Flash Player is de facto 
still the standard for delivering 
high-impact, rich Web content, so 
how does Microsoft intend to 
convince its customers to use 
Microsoft Silverlight? 

 

We have spent the past two years 
courting Web designers, the strong-
hold for Adobe and Macromedia. 
This effort has already yielded sev-
eral successes. Windows Presenta-
tion Foundation is the backbone of 
the graphic richness in Windows 
Vista.  And just this year Microsoft 
introduced a new line of tools called 
Expression Studio – tools that are 

designed specifically to meet the 
needs of professional designers. 
Expression Studio ensures that 
creative professionals are first-class 
citizens in the application develop-
ment process, giving them tighter 
control over application design 
while streamlining collaboration 
with developers. The product’s own 
user interface (UI) reflects Micro-
soft’s new understanding and com-
mitment to this market: The dark 
color scheme of the UI is more suit-
able for extended use in the low-
light environments that designers 
commonly work in, and the neutral 
colors in the default themes allow 
for greater color quality. 

In addition, Silverlight is far more 
than video. At MIX in Las Vegas, we 
showcased how Silverlight enables 
designers and developers to utilize 
existing skills, assets, tools and in-
frastructure to build applications in 
the emerging media experiences 
and RIA category of applications. 
The combination of Microsoft Silver-
light and the other new platform 
and tooling enhancements we an-
nounced – such as dynamic lan-
guages support, enhanced function-
ality for ASP.NET AJAX and Microsoft 
Silverlight Streaming – are great 
news for developers and designers 
in terms of ensuring productivity 
and collaboration. They also make 
the .NET Framework unequalled for 
building and delivering applications 
for the Web, Windows, Macintosh 
and devices. 
 

10. If Microsoft battles the chal-
lenge of Flash's dominance, 
how do you think the end-user 
adoption scenario will look like? 

 

We plan on making sure that the 
content delivered through Silverlight 
is compelling and engaging for us-
ers! At MIX we announced a number 

of significant partners like Major 
League Baseball in USA, and part-
ners like Discovery Channel in Asia 
Pacific, who will help drive con-
sumer adoption of Silverlight. We 
also have a number of partners who 
are working with our technology, so 
we are confident about end user 
adoption moving forward. 
 

11. How do you think the Web multi-
media technology and tools 
market could look like in a year? 
Or is Microsoft prepared to wait 
a bit longer to achieve mass 
adoption? 

 

We are seeing momentum build in 
many markets. As a company that is 
taking our first steps in engaging 
with professional designers, we are 
getting a warm reception and feed-
back has been positive about our 
products, tools and technology. We 
have a long road ahead of us and 
we are committed to helping create 
the best experiences wherever it 
may reside. 
 

12. Do you expect the majority of 
your partners will wait for the 
2.0 product? 

 

We expect that partners will adopt 
the tools as demand increases for 
content on the platform. We are 
seeing Expression Studio adopted 
today by agencies and enterprises 
that are creating rich experiences 
targeted at the Windows Vista plat-
form. A few pieces of end content 
that have been created to date in-
clude extremely rich data visualiza-
tion applications, scientific applica-
tions, cataloguing, kiosks and digital 
signage. These have created a mar-
ket for the current tooling, and with 
Silverlight, we expect to see the up-
take continue and increase in the 
coming year. 

From Page 12 —  Watch out for “Silverlight” on the Web technology horizon! 
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13. As far as anima-
tion for the Web 
goes, Microsoft 
now has a lead 
o v e r  o p e n 
source because 
W3C's vector-
based animation 
technology is 
still in its in-
fancy. Being 
aware of its 
competitive ad-
vantage, what is 
Microsoft’s ex-
pectation for the 
future? 

Our plans are evolv-
ing as we make 
Silverlight available 
for the first time. 
While we have some 
ideas on where we 
might want to take 
our technology in 
the future, we are 
constantly seeking 
feedback from our 
customers, partners 
and the users to 
make sure we de-
liver the most com-
pelling tools, plat-
form and experience 
to them. 

While the product is 
still in Beta, hosting 
is free of charge to 
up to 4 GB of data 
and streaming is 
free of charge up to 
700 kilobit/s.  

From Page 13 —  Watch out for “Silverlight” on the Web technology horizon! 
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At the conclusion of the Beta program, the developer can then chose to enable Microsoft-sponsored advertising in 
the application for continued free use of the service to or subscribe to a pay-for-use service that is free of adver-
tisements. So, what are you waiting for? Check it out and form your own opinion!◊ 

By Daniela La Marca 

http://www.iqpc.com/cgi-bin/templates/genevent.html?topic=236&event=13668
http://www.microsoft.com/silverlight/default01.aspx
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M O B I L E  A D V E R T I S I N G  S E T  T O  S O A R  I N  T H E  A P A C  

During Singapore’s CommunicAsia 
2007, Acision conducted a survey 
with 100 trade visitors on mobile 
advertising trends in the Asia Pacific 
region. 

According to the company, the sur-
vey findings depict an industry ready 
to embrace mobile advertising espe-
cially in countries where there is 
high mobile penetration. In fact, 
many respondents surveyed believe 
that advertisers are looking to the 
mobile platform at the newest chan-
nel through which to reach their tar-
get audiences and drive brand 
awareness. Many feel that a key 
driver of mobile advertising is its 
wide reach beyond that offered by 
more traditional TV and radio adver-
tising. 

“Global brands are look-
ing to the mobile plat-
form to reach out to an 
increasing mobile, inter-
net savvy customer who 
is looking for relevant 
and useful marketing 
messages and greater 
freedom in the way they 

use mobile services to make con-
sumer purchases,” notes Boudewijn 
Pesch, managing director, Asia Pa-
cific, Acision. 

Mobile advertising is already taking 
hold in the region with the majority 
of respondents (71 per cent) stating  

that they receive text and multime-
dia advertisements on their mobile 
devices, 32 per cent of which cur-
rently receive them at least once a 
week.  Of those who did not cur-
rently receive adverts on their mo-
bile, nearly a third (29 per cent) ex-
plained that this was the result of 
pro-active opt out rather than a lack 
of enabling infrastructure.  Interest-
ingly for a poll among industry ex-
perts, only half (47 per cent) under-
stood the opt-in or opt-out nature of 
mobile advertising. 

The mobile phone is almost omni-
present in Asia Pacific, where mo-
bile penetration is steadily growing 
in developing markets like India and 
China, and already near or at full 
penetration in mature economies 
like Singapore, Hong Kong and 
South Korea.  These market condi-
tions were believed by many to be 
one of the key factors in the appeal 
of the mobile as an advertising 
mechanism. 

However, the survey also revealed 
the opinion that operators will need 
to better understand the types of 
products and services desired by 
their customers in order to effec-
tively target mobile adverts, a chal-
lenge beginning to be solved by 
technologies such as Customer In-
telligence Management.  Service 
providers would need to work 

closely with potential advertisers in 
aligning these preferences with the 
advertiser’s products in order to 
ensure the success of their mobile 
advertising campaigns. 

In fact, more than a third (34 per 
cent) of all respondents indicated 
that ad customization is the most 
important factor when deciding 
whether to subscribe to mobile ad-
vertising funded services.  Most re-
spondents preferred to receive mo-
bile adverts that are tailored to their 
likes and preferences, and location 
relevant.  If not effectively targeted, 
23 per cent would prefer not to re-
ceive mobile ads at all. 

Finally, the perception of mis-
targeted advertising as spam was 
raised as an issue.  Thirty-four per 
cent of respondents chose spam 
management as a primary success 
factor.  Ease of use was also an im-
portant consideration, along with 
simplicity of viewing and response.  

“The findings are exciting because 
they reveal key insights into percep-
tions of mobile advertising, and 
what is required for it to take off in 
Asia Pacific.  Asians have always 
been very open to new mobile ser-
vices, and mobile advertising looks 
set to be the next trend,” concludes 
Pesch.◊ 
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According to a re-
cent study of the 
China Internet Net-
work Information 
Center (CNNIC), 

the Chinese just can’t get enough of 
the Internet, with another 25 million 
people joining the Net world in the 
last six months of this year.  

In fact, CNNIC believes that as many 

users joined the Net in the past six 
months as in the whole of 2006. 

This brings the number of China’s 
Internet users to 162 million. Of this 
number, 44 million go online with 
their mobile phones, reveals the 
study. Good news for the mobile 
industry: the biggest growth was 
seen in mobile, with numbers up 
2.6 times since December.  

This spike in growth is mainly due to 
falling mobile phone charges. 

China now has 122 million broad-
band users and an overall Internet 
penetration rate of 12.3%. CNNIC 
notes, “China’s means of going 
online is gradually changing and 
diversifying, which better meets the 
needs of the development of the 
Internet..”◊ 
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M I C R O S O F T ’ S  F I R S T  C O M M E R C I A L  A P P L I C A T I O N  O F  S I L V E R L I G H T  
I N  A S I A  H I T S  T H E  B U L L S E Y E   

Although Microsoft hasn’t con-
ducted any formal Silverlight studies 
yet that are specific to the APAC re-
gion, Asian e-Marketing is neverthe-
less keen to present not only their 
new Web technology (see article 
pg. ), but the world’s first commer-
cial application. Discovery Channel 
used Silverlight to enhance viewer 
and customer experience with an 
online email alert system, called run 
by Discovery Networks Asia.  

It reminds Discovery Channel fans 
of their favorite programs on the 
days of telecast. Discovery Chan-
nel’s use of Silverlight gives good 
evidence to the fact that Asia 
stands high in the global usage and 
acceptance of RIAs and reinforces 
as well that Asian consumers are 
some of the most digitally-enabled 
and proves that there are exception-
ally talented developers in the re-
gion, too.  

Discovery Channel’s interface of 
their existing ‘Never Miss TV’ Web-
site has been static and text- based 
only, leaving little room for viewers 
to customize their profiles or view 
video content online.  This site has 
been revamped and rebranded with 
Microsoft’s Silverlight technology to 
present content accessible via a 
single click only (see article on page 
10), encouraged by their viewers 
who demanded richer content and 
quality video online. And the broad-
caster wasted no time to work with 
international web developers to cre-
ate a new site that would enrich the 

experience of their fans around the 
world. The result is the first com-
mercial application of Silverlight in 
the world, and a new ’Never Miss 
TV’ website developed for the core 
Discovery Channel community.  

The TV channel decided to use the 
technology of Silverlight due to the 
fact that:  

• it is powerful – with superior 
video streaming and editing ca-
pabilities  

• it is adaptable – and was easily 
incorporated into Discovery 
Channel’s existing site rather 
than requiring another site to be 
designed around it  

• it is flexible – enabling the devel-
opers to get the site up and run-
ning fast  

• it provides a consistent cross-
platform user interface for Web 
applications, the design and exe-
cution of the new site was com-
pleted just weeks after @www 
developers took their first look at 
Silverlight  

• in the future, it will enable Dis-
covery Channel to stream its con-
tent in HD quality to online users 

 

The soft launch of the new site in 
Southeast Asia took place on 2 July 
2007, enabling fans in this part of 
the world to discover the new roll-
down menus, personalized playlists 
and smooth scrolling through con-
tent. As part of the official media 
campaign for “Never Miss Discov-
ery” that will be launched on 13 Aug 
2007, fans from around the world 
will participate in an online trivia 
competition with video elements 
powered by Silverlight technology as 
well. Since Discovery Channel’s 

partnership with StarHub for HD TV 
this year, the broadcaster is now 
even able to bring HD quality video 
to online viewers with Silverlight.  

And let’s see what else the new 
technology is capable of doing in 
the future. In the Microsoft develop-
ment community, the technology 
has already received a lot of atten-
tion as it has so far proved to be 
easy to use and relatively free of 
glitches. Even the download process 
has been made trouble-free and 
fast with only around 20 seconds 
needed that even skips the reboot.  

Microsoft seems to be so convinced 
of Silverlight’s success that the 
company has decided not to take 
advantage of its desktop stronghold 
this time around. Therefore, the 
software giant will not be pushing 
the technology to users through a 
Windows or Internet Explorer up-
date. Instead, the company will rely 
on users choosing to install Silver-
light to access applications built 
with it. No wonder that Nick Ratsey, 
Microsoft’s person in charge who 
oversaw the Discovery Channel im-
plementation with Silverlight, 
sounded so enthusiastic with his 
prognosis, stating that over the next 
few months a lot more examples of 
how Silverlight can create richer 
interactive applications than the 
current standard of inter-actives 
that are being produced will be 
demonstrated. He notes:” Silverlight 
1.0 has only just been born but with 
the full 1.1 plug-in slated to be 
available in the next few months, 
developers and designers will have 
even more tools and functionality to 
leverage.”◊ 

By Daniela La Marca 
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Walt Disney Internet Group (WDIG) 
recently unveiled its latest mobile 
initiative for China that will provide 
WAP users in the country nation-
wide access to Disney’s rich array of 
mobile content through a single new 
central ized destination site 
(wap.disney.com.cn). 

Disney Mobile customers can now 
access the latest mobile games, 
send greeting cards by MMS or 
email, upload photos to an online 
album, and download streaming 
videos, phone themes, animated 
wallpapers, icons and MP3 ring-
tones through China Mobile. A free 
content section open to all mobile 
users will be updated weekly with 
games, icons, wallpapers and ring-
tones. Disney will also present infor-
mation relating to its broad range of 
quality family entertainment in 

China through the WAP site, from 
Disney films and live shows to new 
games and TV programs. The com-
prehensive and integrated offering 
makes the WAP site a centralized 
wireless destination on all-things-
Disney in China, and the first of its 
kind in the market. 

“Compelling storytelling is at the 
heart of everything we do at Disney. 
As we grow our business in China, 
we are actively utilizing technology 
to deepen our relationships with 
Chinese consumers by connecting 
them with great Disney family enter-
tainment experiences,” says Stanley 
Cheung, executive vice president 
and managing director, The Walt 
Disney Company, Greater China. 

Tapping into its popular stories to 
drive growth and deliver engaging 
gaming experiences, WDIG, the 
technology arm of The Walt Disney 
Company, is creating premium digi-
tal entertainment and content for 

new devices and platforms for kids, 
families, and traditional gamers 
alike.  

WDIG won a ChinaJoy Award in the 
“Best Mobile Game” category with 
Mickey Majiang, one of China Mo-
bile’s top five Java Game downloads 
in 2005, and is further strengthen-
ing its position in mobile gaming 
this year with the launch of 15 new 
titles.  

“This launch is significant, both be-
cause of the sophistication of the 
service, and the breadth of content 
suddenly available to Disney fans 
throughout China,” adds Norbert 
Chang, vice president, Mobile, Walt 
Disney Internet Group, China. 
“Disney is investing heavily in creat-
ing content that is made for the lo-
cal audience by a local team, and 
then making that content available 
across the most relevant mediums 
available in that market.”◊ 
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I S  G E R M A N Y  A  P I O N E E R  I N  T H E  V I D E O  A D V E R T I S I N G  M A R K E T ?   

German based company Sevenload 
offers video advertising via a tech-
nologically new platform which is 
used for managing photos and vid-
eos online. It provides an opportu-
nity to upload, tag, protect and or-
ganize photos and videos to share 
them with friends and web groups. 
New photos and videos can be 
found on Sevenload's growing com-
munity on a daily basis and you can 
meet there others with similar inter-
ests, too. By integrating your own 
photos and videos on the embed-
ded-player, you will also be able to 
include them onto your own web-
sites, forums and blogs over an 
open API, which is the common pro-
cedure to configure your own slide 
show or video to prepare them for 
showing and sharing them with 
friends and family. 

 The portal also already offers their 
customers the opportunity to book 
video advertisements. Advertising 
spots can be placed in the future 
either before or after the actual 
Internet clips. The reservation can 
be made by their marketing part-
ners – two popular media compa-
nies -and is possible exclusively on 
the Sevenload video channels. 
Moreover, with regards to content, 
new offers can be integrated: Thus, 
audio podcasts can be recalled on 
the platform, too, which gets started 
with the self-appointed Web show 
master “Rob Vegas”. The company 
is planning to have further Euro-
pean podcasters and has created 
for this ambitious venture, its very 
own Podcast Channel (see: http://
en.sevenload.com/channels).  

Besides this, users can integrate 
existing podcasts on other Websites 
and self-produced audio files can be 
loaded onto Sevenload’s platform. 
The channel “Bitfilm TV” is still new 
in the program – a joint venture of 
Bitfilm Networks and Sevenload – 
that offers exclusive video clips 
from the world of digital movies. On 
30 August for instance the channel 
will show all nominations of the Bit-
film festival 2007 there. So, what is 
holding you back from checking out 
the extensive features and possibili-
ties offered? Sevenload’s services 
are free and utilize the newest Web 
2.0 technologies such as Ajax, 
ATOM and RSS – See for yourself!◊ 

By Daniela La Marca 
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M O B I L E  A D V E R T I S I N G  V I A  N E X T - G E N E R A T I O N  S M S  

UK-based mobile media enabler, 
Affle launched last month a new 
platform for SMS (Short Message 
Service) – a hugely popular text ap-
plication especially in Asia. Called 
SMS2.0, the new application has 
enhanced features, content, promo-
tions and even a search facility that 
redefines the 2nd ‘S’ in SMS (Short 
Message and Search). 

A search function embedded in 
SMS2.0 allows users to conduct a 
search as they would on the internet 
via search engines like Google, Ya-
hoo!, or Microsoft. However, instead 
of launching a web-browser, users 
merely have to access an enhanced 
‘options’ menu and select the 
search function. While no plans 
have been firmed up yet, Affle is in 
talks with various online search en-
gines to power its mobile search on 
SMS2.0. Affle also links to other 
customizable search services like 
dictionary, wikipedia, movies and so 
on. The SMS2.0 platform therefore 
brings together messaging, content 
and advertising into a single appli-
cation. According to Affle, SMS2.0 
enriches the text messaging experi-
ence by adding enhanced messag-
ing features, including colors, emoti-
cons, scheduled SMS and other per-
sonalization options. 

“Existing mobile phone media are 
merely a replication of online media. 
They require consumers to actively 
access via a GPRS connection, 
‘made-for-mobile’ content that’s 
really just watered down online con-
tent that they pay for. SMS2.0 is 
free and it is purpose-designed for 
mobile phones. This means content 
will be an almost perfect fit for the 
mobile screen and navigation from 
page to page will be near seam-
less,” explains Anuj Khanna, Foun-
der & CEO of Affle. 

In addition, through media and con-
tent partners, the platform also en-
ables the free discovery and delivery 

of new headlines, movie trailers and 
exclusive promotions direct to the 
mobile device. 

Affle aims to market SMS2.0 across 
the Asia Pacific with the help of 
global media company and strategic 
partner GroupM. The company is 
targeting to bring SMS2.0 to ten 
countries in the region, starting with 
Singapore and India. Other coun-
tries in the pipeline are Malaysia, 
Indonesia, Thailand, Philippines, 
China, Taiwan, Japan and Australia. 

The company has enjoyed success-
ful pilot tests held in Singapore and 
India.  

In Singapore, Affle’s Singapore-
based research and development 
team collaborated with M1 to roll-
out trials to some 2,000 users with 
positive results. According to MI’s 
CEO Neil Montefiore, the trial in Sin-
gapore demonstrated the potential 
for SMS2.0 to be a catalyst in 
changing consumer behavior on the 
mobile screen by encouraging a 
level of interaction that is currently 
still not possible using conventional 
SMS. Moreover, unlike traditional 
mobile marketing, users are more 
likely to explore onscreen content 
and advertisements delivered via 
SMS2.0. 

Montefiore notes, “With the popular-
ity and pervasive use of messaging, 
SMS2.0 offers advertisers a direct, 
inclusive and cost-effective channel 
to reach out to their desired con-
sumer segments. For the willing mo-
bile user who has to opt in for this 
service, it opens up a world of use-
ful and relevant promotional offers 
and content.” 

Both trials were also well-received 
by Affle’s participating advertising 
and content partners. In fact, ac-
cording to Khannan, SMS2.0 has 
already received resounding inter-
est amongst brand name advertis-
ers and content producers. This is 

despite average advertising on the 
SMS2.0 platform costing 60% to 
80% more than regular online ad-
vertising, Heavyweight brands such 
as Procter & Gamble and Coca Cola 
are some of the companies that see 
the benefits of reaching highly tar-
geted groups of consumers that 
choose to receive such advertising. 
Khannan adds that SMS2.0 facili-
tates this by enabling users to 
choose the types of material they 
want to view. Users then can take 
advantage of exclusive SMS2.0 pro-
motions by choosing the ‘save pic-
ture’ feature and presenting it at a 
participating shop for discounts or 
freebies. However, promotions are 
simply only one element of SMS2.0. 
Affle has joined forces with an all-
star list of international content pro-
ducers including Singapore Press 
Holdings and India’s Times Internet, 
to bring quality local content to us-
ers. The news stories and headlines 
are updated many times daily to 
ensure that content is current. Us-
ers that choose to receive sports 
news may then be sent scores of a 
soccer match as it happens, wher-
ever the user may be. In addition, 
users can also receive an assort-
ment of content from other provid-
ers who publish RSS feeds.  

With trials concluded, M1 custom-
ers in Singapore can look forward to 
the commercial launch of the 
SMS2.0 platform in the country in 
September 2007. Furthermore, 
teaming up with Nokia, SMS2.0 will 
be pre-embedded on select new 
S60 phones for M1 in Singapore.  

Nokia is currently the only mobile 
phone brand that is compatible with 
the new text message platform. 
However, Affle is in discussions with 
other major brands to make it uni-
versally compatible. In addition, 
more partnerships are expected to 
be announced in the upcoming 
months.◊      By Shanti Anne Morais 
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Consilient is a leading developer of 
push email, multimedia and adver-
tising software for mobile phones, 
founded in 2000 with offices in the 
US, Canada, and Southeast Asia. 
Ideal for the consumer market, Con-
silient Push is software that allows 
mobile operators to deliver low-cost 
push email on “regular” mobile 
phones. Consilient Push supports all 
popular email platforms and has an 
upgrade path to a full multi-media 
suite of content sharing and mobile 
social networking.  

Its software is built using open stan-
dards and is known for giving cus-
tomers the flexibility and choice 
they demand. Consilient Push was 
launched late in 2006 and is al-
ready deployed by carriers such as 
SingTel, AIS, and Vodacom. 

Widely recognized for excellence in 
innovation and business practices, 
Consilient’s fantastic performance 
is driven by CEO Trevor Adey, who 
was named an Innovation Leader by 
the NRC Canada and received the 
Emerging Entrepreneur of the Year 
award by Ernst and Young.  

Asian e-Marketing jumped at the 
chance to ask the leader of the 
company whose technology enabled 
SingTel to become the first in the 
Asia Pacific to offer free mobile 
email service to their customers, 
some questions about challenges 
and trends for mobile advertising in 
the region and how Consilient suc-
ceeds in the market. When they 
were planning the free service, they 
knew from the beginning that they 
would need the right partners in-
volved to launch the service prop-
erly, Trevor Adey told us. Consilient, 
SingTel and the agency Mindshare 
worked together to bring the best 
advertisers on board for the launch - 
KFC, Pizza Hut, Sony Ericsson and 

others. Also, he added, it would be 
extremely important to keep the 
advertising messages fresh and 
creative to have an impact on the 
reader, but at the same time, the 
advertising needs to be as unobtru-
sive as possible. “The bottom line 
is” he said,  “that yes people want a 
free service like mobile email, but 
the advertising has to be incorpo-
rated into the service in as seam-
less a way as possible.” 

When we wanted to 
know the main strength 
and success factors re-
spectively of Consilient 
he said he believes that 
their key strength is 
based on the way they 
build their software. “Our 
engineers are top”, he 
threw in and added “the 

mobile email application we built for 
SingTel, their MobileM@il applica-
tion, was done with the mass con-
sumer market in mind. The launch 
of SingTel MobileM@il marks the 
first time that consumers will have 
access to completely free email on 
their mobile phone in exchange for 
viewing advertisements.  Consil-
ient’s mobile software has the capa-
bility to serve advertisements of in-
terest along with email messages. ”  

So from the ground up, it has been 
designed to be easy to use, fun and 
full of great features for mobile 
email on the go. Therefore they 
would have, for instance, even 
multi-account support, which allows 
checking email from up to five ac-
counts from a handset.  

“This is an evolutionary advertising 
platform that very effectively caters 
to the changing lifestyle of the grow-
ing number of mobile users in Asia, 
which is home to nearly half of the 
world's 2.7 billion users,” he added. 

Asked how Consilient differentiates 
its offerings in the highly competi-
tive market they are in, Consilient's 
CEO mentioned “by quality and 
reputation” and told us that they 
would use open standards in other 
software's architecture which is a 
big step away from the closed, pro-
prietary standards that other com-
panies are using. He also elabo-
rated that by open standards he 
means the underlying technology 
that the software uses. For example 
RIM uses proprietary standards and 
there would be an industry shift tak-
ing place that is moving toward the 
use of open standards, which is a 
benefit to everyone involved in mo-
bile email advertising: from opera-
tors like SingTel, to advertisers like 
KFC, Pizza Hut and Sony Ericsson as 
well as the end consumer.  

The SingTel MobileM@il service for 
instance would give a company that 
wants the ultimate exposure in the 
consumer market, access to con-
sumers - on one of their most valu-
able personal accessories, namely 
their mobile phones. 

On the end-user side, a company's 
employees using free SingTel Mo-
bileM@il would get all the benefits 
of wireless email - which instead of 
monthly service charges of around 
40 dollars a month, is in this case 
for free. 

Raising awareness to the fact that 
mobile email doesn’t have to be just 
for business use, Consilient consid-
ers this as one of the biggest chal-
lenges it faces and Adey empha-
sized that “it is a very convenient - 
and now free service- for absolutely 
everyone.” For so long, the market 
perception has been that email on-
the-go is only for businesses, but in 
reality the freedom of mobile email 
is for everyone who wants to stay in 

continues on Page 21 
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touch with 
what's in their 
"In" box. “Yes” 
he stressed,” 
SMS is super 
convenient as 

well, but mobile email takes access 
to information to an entirely new 
level.” He added that he would use 
SMS, IM and mobile E-mail, or what-
ever else comes along on the mes-
saging front in the future. 

When he was asked for his vision 
for the future, free mobile e-mail 
came to his mind “with cool, crea-
tive advertising across Southeast 
Asia”. Starting with SingTel and Sin-
gapore, Consilient has plans to offer 
similar services across Asia. 

As to new technologies coming to 
power that could have an influence 
on his business, he expects to see 
on the handset side alone incredibly 
advanced operating systems and 
features coming to the mar-
ket.”These newer handsets will en-
able us to create more sophisti-
cated advertising with video stream-
ing and interactive multi-media” he 
said. And improved and faster net-
works will allow running bigger files 
with richer content.  

When it comes to mobility overall 
and advertising-based mobile email, 
Asia is according to Consilient in the 
lead. The market overall in Asia is 
technically speaking more advanced 
and the mindset of consumers more 

accepting of free - in-exchange for 
advertising messages. The uptake 
has been phenomenal which con-
firms that Asia is the right market 
for us to be launching first. 

At the end he shares with us that 
his company intends to bring to-
gether with its partner SingTel a mo-
bile email service to operators that 
comprise the Bridge Mobile Alliance, 
of which SingTel is a founding mem-
ber.  

It could be a paid or a free advertis-
ing-based service depending on the 
requirements expressed by the par-
ticular operators.◊ 

By Daniela La Marca 
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Advertising prohibitions 
and restrictions are 
again and again in the 
headlines of media and 
at the Courts of Justice, 

as for instance the tobacco advertis-
ing prohibition of the European Un-
ion.  
 

Back in 2003 the European Union 
adopted the guideline that adver-
tisements for tobacco products in 
newspapers, magazines, broadcast 
and on the Internet as well as spon-
soring of big events is forbidden.  

Publisher associations and the ad-
vertising industry expect further 
European Union prohibitions and 
restrictions after this signal from 
Luxembourg.  
 

Less income from advertising  

Devised restrictions refer to alcohol 
and automobile advertisement as 
well as advertisement for sugary 
food. The publishing and advertising 
industry is therefore under threat of 
losing a high percentage of their 
income prospects. 
 

Protection of children and young 
people  

In the consumer world, advertise-
ments are crucial and have an im-
portant position: Dreams and long-
ings are sold, requirements for pres-
tige are served, and images devel-
oped. But do advertisements in this 
place in society have no moral re-

sponsibility? Of course, not!  

Even advertisements have to re-
spect and follow certain rules. Espe-
cially, when they can negatively af-
fect the entire society, the govern-
ment should intervene, as for in-
stance regarding the protection of 
the health of young people.  

For this target group it is necessary 
to adopt an advertising prohibition 
for alcohol and tobacco. Particularly 
for the protection of children and 
young people, preventive measures 
have to be implemented since they 
can be influenced easily and seem 
to be less resistant against tempta-
tions.  

The average total consumption of 
tobacco through advertising prohibi-
tions could be lowered up to seven 
per cent, according to a study of the 
World Bank.  

That result was even re-confirmed 
by a study of tobacco company 
Philip Morris, which states that ac-
tive promotion to the age group be-
tween 15 - 19-years old is responsi-
ble for the fact that the tobacco con-
sumption has increased.  

Thus, with regards to topics with 
socio-political values, advertise-
ments don’t seem to be able to ad-
just themselves, but legal barriers 
have to apply here.  
 

Pawlow dog or responsible citizen  

Others have the point of view that 
an advertising prohibition for certain 

products doesn’t really make sense. 
They believe consumers are sub-
stantially underestimated and often 
described in court scenarios as a 
kind of Pawlow dog or relegated to 
puppets of the advertisement indus-
try. But advertisement isn’t pursued 
thoughtlessly by consumers - rather 
they pick the communications that 
suit their requirements best. 

For this reason, each person should 
have the chance to decide which 
advertisement they feel is convinc-
ing, and whether they want to reach 
for a cigarette or beer after seeing 
it. 

Beyond that, the democratic princi-
ple of the individual autonomy gives 
the right to freedom of information - 
even if e.g. repeated nicotine or al-
cohol consumption results in addic-
tions. The decree of advertising pro-
hibitions by a national instance is a 
patronizing of mature citizens, who 
can decide even on the dangers of 
smoking and alcohol for itself.  

Advertising prohibitions in this way 
interferes with the freedom of entre-
preneurship, since advertisements 
are a necessary condition for the 
development of exchange proc-
esses in the dialogue with the cus-
tomers. Which products the con-
sumer wants to consume or not, 
should be allowed in a democracy 
without national influence.◊ 

By Daniela La Marca 

A D V E R T I S I N G  P R O H I B I T I O N S  A N D  R E S T R I C T I O N S   
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M O B I L E  M A R K E T I N G  A S S O C I A T I O N ’ S  G E N E R A L  C O N T E N T  G U I D E L I N E S  
F O R  M O B I L E  A D V E R T I S E R S  

The Mobile Marketing Associa-
tion (MMA) published in May 
2007 their “general content 
guidelines for mobile advertis-
ers”. The action-oriented organi-
zation designed the guidelines in 
an effort to clear obstacles to 
the development of the mobile 
advertising industry and to 
stimulate the growth of mobile 
marketing.  

Advertisers and publishers 
should take the following into 
consideration: 

1. Advertisements may not be 
misleading or deceptive to 
the recipient in any way. 

2. Advertisements promoting 
illegal products and services 
are not allowed. 

3. The sponsor of any adver-
tisement message should be 
clearly identified either on 
the ad itself or on the result-
ing first-level jump page. 

4. Special categories of prod-
ucts must comply with exist-
ing voluntary industry guide-
lines. (This includes, but is 
not limited to alcohol, to-
b a c c o ,  s w e e p s t a k e s /
promotions and ads target-
ing children.) 

5. Any advertisement for regu-
lated products must comply 
with existing guidelines for 
s u c h  a d v e r t i s e m e n t .  
(Example: Pharmaceutical 
ads must comply with Food 
& Drug Administration (FDA) 
guidelines. 

6. Advertisements should be 
age appropriate. (Example: If 
ads can be targeted by age, 

then alcohol ads can be shown to 
only those mobile users who are 
of legal drinking age.) 

7. Potentially controversial adver-
tisements should primarily be 
avoided, but may be reviewed on 
a case-by-case basis by publish-
ers and wireless carriers. 
(Example: Political organizations, 
adult or sexually explicit content, 
issues/causes and religion.) 

8. All claims made in an advertise-
ment must be substantiated be-
fore the advertisement is sched-
uled to appear. Advertising that 
includes warrantees, or other 
types of assurances to the user 
must comply with all applicable 
laws, regulations or guidelines 
regarding such assurances, in-
cluding, but not limited to those 
set forth by the Federal Trade 
commission (FTC). 

9. Advertisements cannot promote 
or glorify violence, crime. Obscen-
ity, the use of weapons or provide 
instructions on how to “get away” 
with crimes or unlawful activity. 

10. Language that is offensive, dis-
turbing or likely to cause outrage, 
general disapproval or negative 
opinion within the community is 
not allowed. 

11. Any customer information pro-
vided is limited to the current 
campaign only. Further interac-
tion with the customer requires 
an additional opt-in.◊ 

Source:  

Mobile Marketing Association (MMA) 

Click here to return to the contents page 

Click the image for more information 

http://www.mocoparty.com/
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Mobile video advertising is a form of advertising via 
mobile phones or other wireless devices. This type of 
advertising is generally seen as MMS advertising, mo-
bile gaming advertising, mobile video advertising, and 
full-screen interstices, which appear while a requested 
item of mobile content or mobile web page is loading 
up. 

The effectiveness of a mobile ad campaign can be 
measured in a variety of ways. The main measure-
ments are impressions (views) and click-through rates. 
Additional measurements include conversion rates, 
such as, click-to-call rates and other degrees of inter-
active measurement. 

There are hundreds of handsets in the market and 
they differ by screen size and supported technologies 
(e.g. MMS, WAP 2.0). For color images, typically JPG, 
GIF and BMP formats are supported.◊ 

M O B I L E  V I D E O  A D V E R T I S I N G   

Streaming media is multimedia that is continuously 
received by, and normally displayed to, the end-user 
while it is being delivered by the provider. The name 
refers to the delivery method of the medium rather 
than to the medium itself. The distinction is usually ap-
plied to media that are distributed over telecommuni-
cations networks as most other delivery systems are 
either inherently streaming (e.g. radio, television) or 
inherently non-streaming (e.g. books, video cassettes, 
audio CDs). The verb 'to stream' is also derived from 
this term, meaning to deliver media in this manner. 

A media stream can be on demand or live. On demand 
streams are stored on a server for a long period of 
time, and are available to be transmitted at a user's 
request. Live streams are only available at one particu-
lar time, as in a video stream of a live sporting event.◊ 

S T R E A M I N G  M E D I A   

S T R E A M I N G  M E D I A   
T E C H N O L O G I E S  

• Adobe Flash 
• Accordent Technologies 
• Ampache 
• Clipstream 
• FORscen 
• Icecas 
• FreeCast 
• Matroska 
• Microsoft Windows Media 
• Ogg/Vorbis 
• Orb 
• QuickTim 
• ReelTime.com 
• RealNetworks 
• RealPlayer 
• SHOUTcast 
• Silverlight 
• SlimServer 
• Winamp 
• Philips Media Manager 
• Unreal Media Serve 

L I S T  O F  S T R E A M I N G  
M E D I A  S Y S T E M S  

• Broadwave 
• Campcaster 
• Clipstream 
• Epresence 
• FFmpeg 
• Flash Media Server 
• FORscene 
• FreeCast 
• FreeJ 
• Helix Community 
• Icecast 

• IceShare 
• iRate 
• Live365 
• MuSE 
• MPEG-4 
• Ogg 
• Pandora (music service) 
• Peercasting 
• P2P streaming 
• phpStreamcast 
• QuickTime 

• QuickTime Broadcaster 
• RealSystem 
• SDP Multimedia 
• SHOUTcast 
• SlimServer 
• Unreal Media Server 
• VideoLAN 
• Windows Media 
• Zina 
• dyne:bolic 
• Xiph.org 

M E D I A  C O N T A I N E R  
F O R M A T S  

Containers assemble video and au-
dio tracks in a file or data stream. 
Common examples are AVI, Ogg, 
QuickTime, RealMedia, ISO MP4 
and the Matroska Media Container. 
Note that old containers, like AVI, 
are not well suited for streaming. 

S T R E A M I N G  M E D I A   
C O N T E N T  P R O V I D E R S  

S T R E A M  A N D  T R A N S P O R T  P R O T O C O L S  

HTTP, MMS , RTMP, RTP , RTCP , RTSP , RealNetworks RDT , UDP  

• netflix 
• Dailymotion 
• Google Video 
• Imeem 
• YouTube 
• Joost 
• Veoh 

• Soundpedia 

Source: Wikipedia, the free encyclopedia  
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TARGET AUDIENCE: 

Top decision-makers, management & channel professionals. 

Partner Relationship Management (PRM) was one of the hotly hyped solu-
tions of the late 1990s, but it never made an impact in the Asia Pacific, 
mainly because of a lack of understanding of PRM and the solutions offered 
then, and a very 'bells and whistles' approach. In addition, the very definition 
of PRM was unclear, and that there were (and still are), many very different 
definitions floating around. 

While the PRM landscape especially here in Asia still faces many hurdles, 
there is no denying the fact that the market here is finally ready for it, herald-
ing its comeback into the region. This is good news for the channels industry 
because a strong, healthy PRM system can translate into successful chan-
nel, marketing and business strategies. 

The expert forum on ‘The Return of Partner Relationship Management” is 
kicking off our power-packed line-up of events on August 1, 2007. 

The Forum will create a dialogue on PRM , and cover everything attendees 
need to know about PRM – what exactly it is, its significant trends, the cur-
rent scenario of the market, the obstacles it faces and why they are there, its 
benefits, how to ensure the PRM system translates into ROI, what it takes to 
implement a good PRM system, its evolution and more… 

Discover the reality of PRM in this informative, power-packed, exciting and 
engaging seminar. Hoist the sails and set course for success with PRM by 
improving your interaction, collaboration and loyalty with your channel part-
ners. Journey into the PRM world together with Asian Channels and find out 
everything you need to know about PRM. 

GET ON BOARD NOW! 

 

 

 

 

 

 

http://www.mediabuzz.com.sg/events/asian-channels-expert-forum-the-return-of-partner-relationship-management-prm.html
http://www.salesforce.com/products/partner-relationship-management/
http://www.sqwarepeg.com/
http://www.nexgen.sg/
http://www.mediabuzz.com.sg/events/event-subscription.html


PROGRAM 
09.30 - 10.00 Registration & Welcome Coffee 

10.00 - 10.20 Demystifying PRM - Why PRM? Its benefits and challenges 
10.20 - 11.00 PRM: Then & Now, Myth versus Fact - The Truth about PRM  

• Why did PRM not take off in the late 1990s and early 2000? 

• Why is it making its comeback? Is Asia ready for PRM? 

11.00 - 11.20 Coffee Break 
11.20 - 12.00 Traveling along the PRM Road - Present PRM Trends & Predictions for 2007 

12.00 - 12.40 
PRM: An e-Business & Channel Management Strategy  

• How important a component is PRM to a company’s e-business and channel management strategy? 

• Is PRM a technology or channel buzzword? 

12.40 - 14.00 Lunch and 3 live demos (each 20 mins)  

14.00 - 14.40 Making a Case for Successful PRM in Asia — A Case Study 
14.40 - 15.20 Successfully Implementing PRM Solutions — How to Find Out What Best Suits your Company and PRM Best 

Practices 
15.20 - 15.40 Coffee Break 
15.40 -16.20 

PRM & CRM – One Size Does Not Fit All  
Addressing the great need to understand both the core and subtle differences as well as similarities between 
these two strategies, and why they are not and never can be, the same 

16.20 - 17.00 EXPERT FORUM Panel Discussion:  
PRM, SaaS and the Channel: Where do partners stand?  

• How is PRM is tied to Software as a Service (SaaS)? 

• Will on-demand PRM succeed and take off in Asia? 

• On-demand SaaS versus on-premise SaaS - Which one of these will fuel PRM adoption in the region, if at all? 

• What should vendors and their partners consider when it comes to on-demand PRM? 

• Can channels ensure ROI with on-demand SaaS? 

17.00 - 18.00 Sundowner & Networking 

18.00 END 

http://www.mediabuzz.com.sg/events/asian-channels-expert-forum-the-return-of-partner-relationship-management-prm.html
http://www.mediabuzz.com.sg/events/event-subscription.html
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Dear reader, 

An estimated growth rate of 89% in 2007 and a worldwide revenue prognosis of US$ 3 billion 

US until 2010 are pointing to a flourishing future of video advertising. Without doubt the indus-

try gains further momentum in Asia, driven by more broadband, media convergence, and a 

change in media use.  

The currently booming interest in using mobile phones as an attractive advertising medium 

receives even more attention as pictures, animations and videos are able to deliver the “Look 

& Feel” of brands to the customers, that couldn’t achieved so far by text SMS. New JAVA appli-

cations allow a safe and efficient campaign without coverage waste that reaches and activates 

an attractive advertising target group through the mobile marketing channel. Whether Internet-

based or mobile, video advertising is on the rise. Read more about this engaging form of ad-

vertising in the current issue of Asian eMarketing. 

Have you signed up yet for Asian Channels dynamic forum on ‘Partner Relationship Manage-

ment’? Happening on August 1st at Sentosa’s prestigious marina One 15, Asian Channels Ex-

pert Forum on Partner Relationship Management (PRM): The Return of PRM explores the 

realm of PRM to find out some essential questions on this technology – where is it standing 

now; why has it not gained a secure-hold in many partner ecosystems in the regional is it more 

a luxury then a necessity?; what’s holding the adoption of PRM back; the benefits and advan-

tages of PRM within organizations and also for their partners; if and how PRM is tied to Soft-

ware as a Service (SaaS); how to use PRM effectively to ensure ROI and how it has and is 

evolving? Also find out just how is PRM tied to sailing. Explore this theme and join an exciting 

line-up of speakers including those from Salesforce.com, Channel Enablers and Springboard 

Research, Sqware Peg and NexGen, and rub shoulders with experts and peers from this indus-

try. To book your place in this thought-provoking Forum, sign up here NOW, as space is limited: 

http://www.mediabuzz.com.sg/events/asian-channels-expert-forum-the-return-of-partner-

relationship-management-prm.html 

Engaging the 4 Passion Points that Drive Youth Culture - Technology, Music, Sports & Fashion 

is Youth Marketing Forum 2007, which is taking place from September 25 - 27, 2007 ·  Rasa 

Sentosa Resort, Singapore. Attend this power-packed event and discuss the latest trends and 

compare notes with other youth marketing powerhouses. For more information: http://

www.iqpc.com/cgi-bin/templates/genevent.html?topic=236&event=13668 

Mobile Asia Congress 2007 builds on the momentum of 3GSM World Congress, Barcelona, 

presenting a myriad of opportunities for mobile professionals and innovators from operators, 

value-added service providers and equipment and device manufacturers from across Asia and 

around the world. It takes place from 12-15 November at the Venetian, Macau. For more de-

tails, check out: http://www.mobileasiacongress.com/english/aboutthecongress.htm 

We’ll catch up again with you in September, when we zoom in on “Web analytics and online 

marketing services”. 

Till then, 

Daniela La Marca 
Editor, Asian e-Marketing 
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