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Welcome to the dotMobi Advisory Group

“Serving the global .mobi community”

The dotMobi Advisory Group (MAG) is a dotMobi accredited independent not-for-profit industry forum with
the goal of ensuring that the dotMobi Top Level Domain (.mobi) is operated in the best interests of the global
dotMobi community and the Internet at large.

With over 100 members, the MAG is a global forum exploring the dotMobi technical style guides and best
practices, domain policies and commercialization initiatives, providing policy advice to dotMobi through the
Policy Advisory Board (PAB). The MAG enables its members to keep in touch with market trends and
understand, assess and prioritise the needs of the mobile Internet community. It acts as a vehicle for mobile
industry stakeholders to network and voice their opinions and ideas for the betterment of the mobile
experience.

MAG Mobile Advertising Task Force

Chair: Eric Eller, Senior Vice President Products and Marketing, Millennial Media Inc.
Vice Chair: Harald Neidhardt, Co-Founder & Chief Marketing Officer, Smaato Inc.

Mobile Advertising is emerging as the new "hot topic" in the mobile and internet industry today. It is clear
from industry event presentations and discussions held in the marketplace that there is an extreme diversity
in views and ultimately no one person or organization has Mobile Advertising “figured out".

The work of this task force will continue to explore product, service, policy and commercialization
opportunities for the Mobile Advertising market leveraging the .mobi domain trust mark.

About the dotMobi Company

dotMobi (the informal name of mTLD Top Level Domain Ltd), a consortium based in Dublin, Ireland, with
offices in Washington, DC, and Beijing, is leading the growth of Internet use from mobile phones with the
.mobi domain name. Unique among domain name providers, dotMobi ensures that services and sites
developed around .mobi are optimized for use by mobile devices. On-the-go consumers can have
confidence that an Internet site or service will work on their mobile phones when using a .mobi address.

dotMobi is backed by leading mobile operators, network and device manufacturers, and Internet content
providers, including Ericsson, GSM Association, Hutchison 3, Microsoft, Nokia, Orascom Telecom,
Samsung Electronics, Syniverse, T-Mobile, Telefonica Moviles, TIM, Visa and Vodafone. dotMobi is also a
sponsor of W3C's Mobile Web Initiative. For more information on dotMobi visit http://dotmobi.mobi.

There are currently over 700,000 .mobi domains in the marketplace.
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Mobile Advertising in a .mobi World
Position Paper from the dotMobi Advisory Group (MAG)

Scope and Purpose: To share a global perspective of the Mobile Advertising marketplace and explore the
emerging opportunity for marketers, brands, and advertising agencies to leverage the .mobi domain mobile
web trust mark in the Off-Portal Mobile Advertising industry.
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Introduction

The MAG Mobile Advertising Task Force was formed early in 2007 as a global forum to discuss any aspects
of marketing or advertising through mobile consumer devices and to foster creative thought leadership
towards accelerating the growth of Mobile Advertising through the forum members efforts. This task force
has benefited greatly by the participation of dozens of individuals representing companies both large and
small and distributed worldwide. Although this paper uses the U.S. English language and U.S. currency ($)
for consistency and convenience, our aim is to provide useful and actionable information that is relevant

globally, and not to focus on specific regional initiatives.

This paper, “Mobile Advertising in a .mobi World”, is the first official document from the MAG Mobile
Advertising Task Force, and we strove to create and assemble information that is new and that contributes
to the overall body of knowledge available to those seeking to learn more about Mobile Advertising. To
these ends we believe we were successful and we hope that you enjoy and benefit from our shared

research and experiences.

We'd like to personally acknowledge the MAG members that volunteered their time and resources to drive
this project to completion: Helene Haughney, CEO, Nubiq; Grace O'Dwyer, Product Marketing, Nubig;
Anshu Dua, Director of Sales, Vantrix; Cathy Rohrl, Product Manager, The Weather Channel Interactive;
Vance Hedderel, Director of Communications, mTLD Top Level Domain Ltd (dotMobi); and Wendy

Holloway, Association Manager, dotMobi Advisory Group.

Looking forward, the MAG Mobile Advertising Task Force has several other exciting projects to undertake,
including active global promotion of ideas, creation of additional industry resources, and continued education
for the key players in the Mobile Advertising ecosystem. In order to tackle these projects, we need to
continue to grow our team and leverage even more diverse experiences and knowledge. Please consider

our open invitation for all organizations to contribute to this important initiative by joining the MAG.

For more information about our initiatives and how to join the MAG, contact Simi Grosman, MAG Marketing

Services, at simi.grosman@advisorygroup.mobi or visit our web site at http://advisorygroup.mobi.

Sincerely,
Eric Eller Harald Neidhardt Michael J. O’Farrell
SVP Products and Marketing, Co-Founder & CMO Chair & Executive Director
Millennial Media Inc. Smaato Inc. dotMobi Advisory Group (MAG)
MAG Task Force Chair MAG Task Force Co-Chair
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1. Mobile Advertising in a .mobi World

Introduction

Mobile Advertising is a sector of the overall advertising industry that is reaching an important milestone.
Though still rapidly evolving, and driven in large part by innovative mobile web startup companies worldwide,
the Mobile Advertising industry is approaching $1 billion in global revenue for 2007 and attracting attention
from top brands and advertising agencies. Mobile Advertising is the next wave of opportunity for marketers,

brands, and advertising agencies to capture the attention of highly-desirable and affluent consumers on the

go.

The Mobile Advertising Ecosystem (Figure 1) consists of many participants, and within this paper we will
review in detail the primary roles that enable this sometimes complex process to operate. However, the
primary players on the Mobile Advertising stage are consumers and the advertisers that desire to market

their products and services to these consumers.

FIGURE 1 — Mobile Advertising Ecosystem
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Therefore, the intended audiences for this paper are the marketers, brands, and advertising agencies that

are just now testing the Mobile Advertising channel, or are in the process of evaluating Mobile Advertising
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strategies. The information contained in this paper will provide an overview of the ecosystem, survey Mobile
Advertising business models, describes the .mobi made-for-mobile trust mark opportunity, and present
relevant research and mini case study examples. Our conclusion to the paper will provide an overview of the
next steps we believe are required to grow the burgeoning Mobile Advertising industry with universal appeal
for agencies, vendors and brands; and deliver consumers a great mobile web experience supported by the

.mobi domain trust mark.

What is Mobile Advertising?

In the most basic definition, advertising is the paid promotion of goods and services, and Mobile Advertising
(Figure 2) is the usage of mobile devices such as cell phones and mobile web browsers to deliver these
promotional messages. However, this high-level concept does not help us understand the opportunities and

challenges that are driving so much activity and attention towards Mobile Advertising.

FIGURE 2 — Mobile Advertising Example
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Mobile Advertising is made possible by the fragmented media consumption of consumers. A simplistic
evolution of consumer media consumption follows the objectives of choice and convenience. The
opportunity of more choice for information and entertainment drove consumers from print to radio to
television with a few choices, to cable and satellite broadcasting with hundreds of choices, to the Internet
with millions of choices. The opportunity for convenience saw usage grow for video on demand, digital

video recorders (TiVo), and digital media reflectors (Slingbox).

As the most personal electronics device most consumers own, and rarely leave home without, the mobile
phone offers the potential for both the greatest choice and greatest convenience in media consumption.
Now, with high-speed third generation mobile data networks (3G, EDGE, EV-DO, GPRS), more capable

mobile Internet experiences (mobile Web browsers), video content (mobile TV and streaming players), and
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an emerging mobile Internet trust mark (.mobi) that assures consumers of a made-for-mobile experience,

this potential is being realized.

The forms that Mobile Advertising takes are in many cases similar to online advertising. There are display
units such as text links, banners, and video ads (Figure 3). There are search models that enable text ads to
be shown in response to keywords entered on user queries. There is a messaging medium that is much
more instantaneous and personal than email, although not yet as rich. Additionally, there are models that
are unique to the device such as use of the idle screen and click-to-call. This paper will not delve into all
these specific standards and best practice guidelines, but plenty of information exists through other forums
such as the Mobile Marketing Association (MMA), GSM Association (GSMA) and Canadian Wireless

Telecommunications Association (CWTA).

FIGURE 3 — Released MMA Mobile Advertising Guidelines

The MMA has recently published Mobile Advertising Guidelines for mobile web banners and links:

MMA North America: MMA EMEA:
Ad Size Technical Specifi- | Sample Creative (approx. size) Ad Size | Technical Speci- | Sample Creative (approx. size)
cations fications
X-Large Image | ® 305 x 64 pixels K-Large Im- | = 300 % 50 pixels '
Banner » <3k file size . R TTOTR ane B%nner *<h I{B:;I IP.DSIZP. e g::"!‘c ?}?;ﬁ;,c £ TICKETS
OYOT, W g - LRETS
* Static ua”sﬁ‘ oy rwane » ® gif, .pna, Jpa SHON k.

* .gif, .png or Jpg

fScene Cinemars
<HOW TIMES £ TICKETS

Large Im- * 216 % 36 pixels
ane Banner | * <3 KB file size

Large Image * 215 x 34 pixels

Banner ® <2k file size ) * .aif, .png, Jpd
* Static Uaris S =.1orera Medum | » 168x28 pieels e e
* gif, .png or jpa Image Ban- | * <2 KBfile size CHOW TMAES £ TICNETS
ner & gif, .png, Jpg
el (W e Small - | ® 120 20 pixels
o Static Tha new & rovaTA age Banner | = <1 KE file size
« gif,.png or Jpg s € * gif, .png, Jng
Taxt Tagline | * Upto 24 characters View Program
Small Image | ® 112 20 pixels (optional)* | for X-Large
Banner * <1k . * Upto 18 characters
* Static uoris STae © for Large
* qif, .png or Jpa * Upto 12 characters
for Medium
Text Tagline * 16 -24 characters ealar] * Up to 10 characters
{optional) ! fior small

For more detailed information please refer to these Web links:

Mobile Advertising Guidelines (North America)*
http://www.mmaglobal.com/mobileadvertising.pdf

Mobile Advertising Guidelines (Europe, Middle East & Africa)*
http://www.mmaglobal.com/emeamobileadvertising.pdf
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2. Mobile Browser Market Research by M: Metrics

Size Matters by M:Metrics

While there is much hype about the undoubted potential of mobile advertising with all its promised
personalisation, the industry is still working out the basics. The recently updated MMA Mobile Advertising
Guidelines are a good start in mapping out the basic inventory types and providing specific
recommendations. An obvious starting place is banner sizes linked to device screen sizes, which is a simple
level of personalisation. We suspect that this is something about which creative and brand folks are going to
become increasingly precious. Automatic re-sizing is inelegant and less effective for brand marketing. There
are a bewildering 26 different screen widths by pixel count in the UK, Germany, France, Spain and Italy and
29 in the US. The MMA has wisely selected 4 key screen sizes for WAP 2 devices, which account for 92%
of the installed base of WAP 2 handsets in the EU and 98% in the US.

From M:Metrics data, one can see the relative importance of the difference screen widths: the trusty old 128
pixel width screens, such as the Nokia 6230 or the Motorola V220 accounting for third of all WAP 2 handsets
but only a fifth of handsets used for browsing, while in the US they are almost a half of all installed base but
less than 30% of active browsers; the 176 screens, such as the Motorola RAZR or Samsung D500 are the
work horses of the mobile internet today, making up 40% of handsets in both the EU and US, and 40% of
browsers in the EU and almost 50% in the US; it is in the 240 screens, such as the Sony Ericsson K800i or
Nokia N73, that the differences between the handset stock in EU and US becomes apparent, with almost
20% of EU handsets against 6.6% in the US and almost 30% of browing in the EU vs 15% in the US.
However the relative success of Palm Treos and Microsoft smartphones such as the Motorola Q and
Samsung Blackjack sees the US leading with an impressive 7% of browsers for handsets that account for
only 2% of installed base.

WAP 2.x handset screen sizes - Market and mobile br  owsing shares

M:Metrics data EUS us
Mobile Marketing Association Total
(MMA) - Guidelines for handset subcribers with
displays and corresponding ad WAP 2.x
images handsets 143,427,088 132,710,920
Screen WAP 2.x % of % WAP 2.x % of % WAP 2.x
Ad size size handset screen | WAP 2.x browser WAP 2.x browser
Ad unit (pixels) (pixels) widths handsets users handsets users
Small 112x20 | 128 x 160 128 32.54% 20.45% 48.64% 28.47%
129 - 175 2.90% 1.82% 2.06% 2.17%
Medium 167 x30 | 176 x 208 176 39.89% 41.80% 40.36% 47.02%
177 - 239 4.41% 3.56% 0.23% 0.37%
Large 215x34 | 240x 320 240 18.20% 28.11% 6.66% 15.39%
X-Large 305 x 64 | 320 x 320 320 1.27% 2.27% 2.04% 6.58%
320 and more 0.78% 2.00% 0.01% 0.00%

3 month average ending APR 2007. Based on a survey on 71,075 respondents in the EU (UK, Germany,
France, Spain and Italy) and 33,810 respondents in the US.
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m:metrics

Analysis of MMA Mobile Ad Banners Specs

WAP 2.x handset screen sizes — Markets and Mobile  Browsing share

Market: EU5 (UK, FR, DE, IT, ES)

50% - - 450
45% - 400
40% - 350
35% 7 - 300
30% - L 250 % of WAP 2.x handsets
25% - 1% WAP 2.x browser users
/ - 200

20% - —a— Benchmark Index

15% - - 150

10% | - 100

50 A - 50

0% - ‘ ‘ == 0

Small: Medium: Large: 240 X-Large: 320+

128-175 176-239

Market: US
50% 450
45% - 400
40% - - 350
0f -
35% - 300
30% - L 250 % of WAP 2.x handsets
25% - 200 1% WAP 2.x browser users
20% - / | —a— Benchmark Index
15% - - 150
10% - - 100
5% - . - 50
0% - ‘ ‘ 0
Small: Medium: Large: 240 X-Large: 320+
128-175 176-239
Time frame: 3 month average ending May 2007
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m:metrics

Analysis of MMA Mobile Ad Banners Specs

WAP 2.x handset screen sizes — Mobile Browsers by G ender
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3. The Mobile Advertising Market Opportunity

Market opportunity

The Mobile Advertising market is rapidly materializing into more than a $10 billion opportunity globally (Table
1). As the world enters into a period where there are more mobile devices than both televisions and personal
computers, coupled with the recent decline experienced within traditional TV and print-media advertising, it's
no surprise that Mobile Advertising is becoming an increasingly attractive channel. While predictions from
various research agencies on the overall market opportunity over the next several years vary considerably,

there is a consensus on continued accelerated growth in the years to follow.

TABLE 1: Sample of Mobile Advertising Market Size Projections

Global Market Research Outlook for Mobile Advertising:

More people in the world have access to an Internet ready mobile device than a PC with Internet
access. And by 2008, researchers expect 1.3 billion people to be connected to the Internet through
mobile devices. (GSM Association)

Growth in mobile Internet phone sales is expected to rise from 450 million to 850 million by 2009.
(T-Mobile, Credit Suisse First Boston and Pyramid Research)

EJL Wireless predicts that the global mobile ad market will reach $9.5B by 2011.

The Shosteck Group forecasts the global mobile ad market at $10B by 2010.

Informa sizes the global mobile ad market at $11B by 2011.

Strategy Analytics sizes the global mobile ad market at $14B by 2011.

ABI Research sizes the global mobile ad market at $19B by 2011.

eMarketer sizes the USA mobile ad market at $5B by 2011.

FirstPartner sizes the UK mobile ad market at $1.1B by 2010.
Not surprisingly, the majority of Mobile Advertising spending today is linked to text messaging and mobile
Internet display ads, which happens to represent the most ubiquitously available mobile mediums. Major
global brands spanning a variety of industries including consumer packaged goods, credit card agencies,
automobile manufacturers and even non-profits have begun implementing effective interactive text
messaging campaigns. Simultaneously, dozens of large media companies representing various content

categories ranging from news, sports, entertainment, weather and online portals have begun serving banner

based Mobile Advertising on their respective mobile Internet properties.

Consumer acceptance
Most early indications regarding consumer feed-back to Mobile Advertising has been positive, as long as
executions are useful or entertaining and aren’t perceived as intrusive or annoying. Most consumers have

already become accustomed to the rapidly solidifying online advertising world, where content is offered for
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free in exchange for advertising exposure. The same will likely be true in mobile as well. Especially if the
mobile network operators embrace Mobile Advertising as new revenue streams to offset the high costs of

consumer mobile data services.
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4. The Mobile Advertising Value-Chain

The Mobile Advertising industry is a market still in its advent; with several players all trying to establish and
differentiate their own identity. However, in this hybrid Mobile Advertising value-chain three distinct

industries are coming to the fore: (i) the advertising industry, (i) the content industry and (iii) the

telecommunications industry.

The Mobile Advertising value-chain, or ecosystem, needs to be further defined; but allowed the scope to
grow and change. This can be achieved through the establishment of best practises, standards and

guidelines. Going forward, the general acceptance and compliance throughout the Mobile Advertising

industry of these procedures is vital.

Several different depictions of the ecosystem have been presented by various researchers in this market.
Essentially, all are in agreement with the key entities within this ecosystem, noting that; the value-chain
always commences with the Advertiser. Figure 4 illustrates this Mobile Advertising Ecosystem as a value-

chain and the dynamic and interchangeable relationships within this ecosystem.

FIGURE 4 — Mobile Advertising Ecosystem Value-Chain Overview
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The top layer (Blue Circles) highlights key players in the value-chain who typically participate; advertisers
buy Mobile Advertising space on advertising networks, advertisements are placed with content on mobile

Web sites, and consumers access the mobile Web sites through mobile operator network services.

The lower section (Black Circles) of this value-chain demonstrates the “value-adding” contributors. Agencies
catalyze the advertisers buying decision and strategy, ad servers (or enablers) deliver specialized formats of
mobile advertisements or provide advanced ad management, and content enablers support mobile content
display and delivery. Below, each of these players is described in more detail; bearing in mind the common

and often intersecting relationships within the chain.

The Advertiser

The Advertiser initiates the demand within this value-chain, their driving force being; promotion, sales and
general exposure of their product or service. Mobile Advertising is fast becoming a sizeable portion of any
advertisers yearly spend, with companies such as Ford, Sony BMG and VISA realizing the huge potential
the mobile device offers as a highly targeted and scaleable advertising platform. Recently SonyBMG and 3V
chose to run a mobile advertising campaign in Ireland. With the use of banner ads and mobile web sites
developed by Nubiq (Figure 5), both companies experienced the success of a mobile advertising campaign

on the Vodafone Live! mobile portal.

FIGURE 5 — Mobile Advertising Example

SonyBMG's Banner 3V banner Ad on 3vmobile.mobi
Ad on Vodafene paddycasey mobi Vodafone Live!
Live! Mobile Portal Mobile Portal

Marketing Agencies
The key role of the Marketing Agencies, such as Carlson Mobile, in the value-chain is to facilitate the
relationship and link between the advertiser and other chain members; and often guide the advertiser’s

buying strategy.

Advertising Networks

Advertising Networks, such as Millennial Media, bridge the gap between a network of mobile web sites that
want to host advertisements and the advertisers who wish to conduct Mobile Advertising campaigns.
Advertisers buy mobile advertisement space from the advertising networks’ advertising inventory; who in

turn pay the mobile web site owners revenue for allowing the distribution of adverts on their web site.
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Advertising Servers

Advertising Servers enable both Off-Portal and On-Portal advertising by offering a platform to “ad-enable”
mobile content. Nokia, Smaato and Add2Phone, all Mobile Advertising enabling companies, provides
technologies to mobile network operators and developers alike, to enable their mobile content for Mobile

Advertising, consequentially generating a new stream of revenue (Figure 6).

FIGURE 6 — Mobile Advertising Server Examples

Image banner Text link Combo banner

Content Provider

By supplying contextual made-for-mobile material; Content Providers, such as The Weather Channel and
Sony, are adding to the Mobile Advertising value proposition and providing content for the advertisements to
be dispersed. More importantly, the rapidly growing availability of high quality content via the mobile Internet

is fueling consumer usage of the mobile web as a media channel.

Content Enablers

Content Enablers such as Nubiq and iLoop Mobile facilitate the rapid creation and publishing of mobile
portals or landing pages for content providers and advertisers, leveraging content delivery platforms and
discovery vehicles. Others such as Vantrix, enable the delivery of ad-supported multimedia content through
these mobile portals, navigating the complexities of a fragmented device capabilities eco-system. New
enablers occupying this link in the mobile advertising ecosystem are domain registrars. Companies such as
Go Daddy and Network Solutions provide the .mobi domain for mobile web sites which enable content
distribution over the mobile web.

Mobile Services

Mobile Services play a key role within the ecosystem. As the penultimate sector in the value-chain, mobile
network operators like Vodafone, Hutchison 3, Telecom lItalia and T-Mobile enable and facilitate On-Portal
and Off-Portal advertising. Through On-Portal advertising, they enable the distribution of advertisements
throughout their mobile content portals and web sites (On-Portal is also referred to as On-Deck: as in On the
mobile network operators’ Home Deck). Off-Portal advertising is facilitated and delivered through their
mobile network on third party mobile content portals and web sites (Off-Portal is also referred to as Off-
Deck: as in Off the mobile network operators’ Home Deck). Also, through the introduction of high-speed
mobile data networks and flat rate data for mobile web browsing, Advertisers have a platform to deliver

contextual mobile content that consumers are willing to adopt.
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The final entity in the ecosystem; and perhaps the most vital is the Consumer ; without whom there would be

no advert consumption and the chain would cease to exist.

dotMobi and the .mobi domain

The dotMobi company underlies the entire made-for-mobile eco-system to enforce and utilize style guides
for the development of mobile web browsing on .mobi domains. dotMobi’'s key differentiator is ensuring a
positive mobile user experience; achieved using a mixture of compulsory and recommended mobile web
best practices based on W3C Mobile Web Initiative published standards. It is important that the key entities
in the chain uphold these standards and continue to promote the .mobi domain trust mark to their

consumers.

Industry Trade Associations and Standards Organizat ions

While Figure 5 illustrates the Industry Trade Associations and Standards Organizations on the periphery of
this value chain; they are in fact the adhesive that binds the chain together to ultimately ensure the market
continues to develop and grow. Bodies such as the MAG, the MMA, the GSMA and the CWTA (Table 2) co-
exist to ensure that every player in the value chain benefits from this industry. By providing a forum for

information sharing, these organizations are setting a platform for continued sustainability and growth.

TABLE 2 outlines a number of Trade Associations - Standards Organizations and their target audiences

Trade and Standards Body rarget Audience
Global trade association for the .mobi domain developing
policies, best practice guidelines and commercialization

programs for the mobile Internet community.

dotMobi Advisory Group
(MAG - advisorygroup.mobi )

Mobile Marketing Association
(MMA — mmaglobal.com )

GSM Association

(GSMA — gsmworld.com )
Canadian Wireless
Telecommunications Association

Global trade association for the mobile marketing community.

Global trade association representing mobile network
operators, industry manufactures and suppliers.

Canadian trade association representing mobile network

(CWTA — cwta.ca)

operators, industry manufactures and suppliers.

CTIA — The Wireless Association
(CTIA — ctia.org)

American trade association representing mobile network
operators, industry manufactures and suppliers.

Mobile Entertainment Forum
(MEF — m-e-f.org )

Trade association representation companies in the mobile
entertainment industry.

Direct Marketing Association
(DMA — the-dma.org )

Global trade association for marketers, agencies and suppliers.

Interactive Advertising Bureau
(IAB —iab.net )

Global trade association for interactive marketers, agencies
and media companies.

World Wide Web Consortium
(W3C —w3c.org)

Standards body providing technology guidelines for web and
mobile web development.

Open Mobile Alliance
(OMA — openmobilealliance.org)

Standards body providing technology guidelines for the mobile

industry.

Through the establishment of this Mobile Advertising value-chain both Off-Portal and On-Portal standardized
advertising has been achieved and Mobile Advertising penetration has catapulted. A reported US$410

million was spent on Mobile Advertising in 2006 yielding US$871 million in revenues.
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As the ecosystem continues to foster the pervasive delivery of mobile advertisements, this industry will
continue to expand and generate an unrelenting increase in revenues. As long as there is common
acceptance of standards and guidelines and good contextual content is being offered; every player in the

Mobile Advertising Ecosystem can benefit equally.

In the very near future

As the consumption of mobile data continues to increase around the world, many industry watchdogs predict
there will exist greater opportunities for multimedia based Mobile Advertising campaigns through vehicles
such as on-demand and live streaming video content. However, since the mobile device is perceived as
considerably more personal than a TV or PC, advertisers and carriers need to be especially concerned that

their campaigns aren't perceived as spam.

According to the Mobile Video Advertising Research Study by the MMA completed in late 2006 among
mobile subscribers in the US:

Approximately 23% of mobile subscribers are positively predisposed to the idea of watching
advertisement supported video on their handsets.

More than 43% of mobile video viewers and intenders—or more than 19 million consumers—
agree that they would watch advertisements in order to watch mobile TV/video for free.

Nearly 20% of viewers and intenders—or more than 9 million consumers—agree that they

would watch advertisements in order to watch mobile TV/video for a reduced fee.
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5. Mobile Advertising Business Models

Mobile Advertising in its early stage is producing several new business models and brings new lucrative
revenue streams into the Average Revenue per User (ARPU) driven mobile network operator economy.
According to Yankee Group research: “About 42% of mobile customers are open to Mobile Advertising, if it
is relevant, if they asked for it or if they get coupons for free services.” Clearly, mobile network operators
should work more aggressively with Mobile Advertising value-chain partners to create new business models

and innovative On-Portal and Off-Portal service offerings to better serve their customers’ mobile web needs.

Business models

There are several business participants in the Mobile Advertising value-chain and therefore also several
market segments to be considered in looking at Mobile Advertising business models. A recent Frost &
Sullivan research paper describes these mobile market segments (Figure 7), with the noted ‘WAP-based’

services representing mobile web browsing.

FIGURE 7 — Mobile Advertising Market Segments

Maobile Advertising and Search Market: Frost & Sullivan's Market Segmentation (U.5.), 2007
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Source: Frost & Sullivan

On-Portal — Proprietary mobile network operator por  tals
Operators’ On-Portal mobile web content offerings so far have been “Walled Gardens” by controlling access
to pre-selected information and content partners. Mobile consumers are mostly treated to content where the

revenue through data charges or access fees are collected by the mobile network operator.

Mobile web based portals, such as Vodafone Live! in Europe or Sprint's Mobile Media Network in the U.S.,
are starting to incorporate Mobile Advertising as text links or display ads (banners). Revenue is mainly
based on delivered advertisement impressions, and Cost per Thousand (CPM) rates vary by country and
carrier. Europe has seen high CPM rates for example in Germany for Vodafone Live! around €50+ ($65) and
for O2 even up to €80 ($104), whereas France sees average CPM at $20 and the U.S. average at $15 - $30

but increasing to $50 for targeted multimedia ads. The main advantage here for advertisers is the high reach
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provided through the standard launch page of the mobile web browser, mostly mandatory, which is fixed by

the mobile network operator — the same as in the early days of the Internet (e.g. with AOL).

The next generation of Mobile Advertising includes full rich-media content. An interesting sector to follow is
emerging video-based Mobile Advertising which is part of existing download (Mobile TV) or streaming
broadcast (DVB-H, MediaFlo, DMB) models. Operator trials are well under way, but to date we are only
seeing live services and promising usage numbers in Asia. Video advertising will appear pre-roll and post-

roll as part of the video stream.

As with the Internet, another big new revenue stream for Mobile Advertising comes through On-Portal and
Off-Portal mobile search, which will be a major portion of future advertising supported business segments —

active players include dotMobi, JumpTap, Google, MCN and Yahoo.

Off-Portal - Open mobile web experience

The open mobile web (or Off-Portal) offerings are gaining momentum and they might be the main driver to
push Mobile Advertising into the projected $11 billion industry by 2011, according to Informa Telecoms &
Media (Figure 8).

FIGURE 8 — Mobile Advertising Forecast

Global Mobile Advertising Forecast 2011: $11.35B
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Source: Informa Telecom

Analyst firm GP Bullhound states that Mobile Advertising is starting to gain significant traction with some
vendors within a 200+ mobile start-up universe, having established an early leader / mover advantage.
Independent start-ups broadly expect increasing consolidation in the years to come as leaders extend their
product portfolio and geographical reach. Additionally, Internet and mobile companies are acquiring startup

Mobile Advertising ventures as witnessed by the recent acquisitions of Third Screen Media by AOL,
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ScreenTonic by Microsoft and EnPocket by Nokia. The major differences between Internet advertising and

Mobile Advertising should allow both domains to grow in parallel.

As we have seen Off-Portal entertainment offerings flourish (e.g. ringtones and wallpapers) you can expect
independent major players emerge in the Mobile Advertising space. Since Off-Portal offerings are more

flexible and experience faster time to market there is already significant traction in the market.

Millennial Media’'s Decktrade ad network has built a large number of text-based and graphical ad
impressions delivered through its self-provisioned mobile advertisement service. Decktrade is open to
mobile publishers and small budget mobile advertisers. This offering is modelled after Google AdSense, and

Google recently announced AdSense for mobile.

Hybrid models

While mobile advertisements are delivered on mobile web sites, there are also hybrid models emerging
including in-application or in-game advertising models where advertisements point to mobile web landing
pages provided by brand advertisers. Hybrid models may also use On-Portal advertising placement as a

discovery vehicle and then point to Off-Portal mobile web content and services (Figure 9).

FIGURE 9 - In-Application Advertising with Click-to-Call Example
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In a recent study Frost & Sullivan concluded: “In-application advertising is increasingly becoming a popular
ad mechanism. Consequently, ad enablers (like Smaato) can choose to serve the ads themselves or partner

with third-party providers such as Third Screen Media.”

A very exciting and promising market segment is the free ad-funded Mobile Virtual Network Operator
(MVNO) such as Blyk in the UK. Blyk, which is led by a management team formerly with NOKIA, launched
its teenage targeted mobile services in September 2007. Other players in Europe are bound to follow, such

as easyMobile (UK) and offerings from established mobile network operators as well. These MVNO models
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could easily translate into ad-funded business models to subsidize mobile data services from Operators for

Off-Portal offerings.

Although most Mobile Advertising business models are based upon impressions delivered to an audience at
a negotiated CPM rate, performance based models are becoming increasingly popular due to promising
consumer response. According to GP Bullhound, one of the key metrics is the display advertisement Click-
Through Rate (CTR). According to the MMA, mobile has been delivering CTRs that are orders of magnitude
higher than the traditional web, averaging around 4% on the mobile web. But the MMA is seeing some
campaigns yield much higher results, as high as 7-12% for certain campaigns. Ad-enablers, like Ingenio for
click-to-call technology, are at the forefront of exploring new ways how to combine the effectiveness of

performance based billing with the calling capabilities of the mobile handset.

With increased activity and creativity in the Mobile Advertising space, a greater share of budgets will be
dedicated to enhance the mobile user experience. Again, GP Bullhound research shows that advertisers are
now spending $75k to $300k on typical mobile web campaigns, vs. $25k to $50k in 2005. In 2006,
advertisers were exploring the market, and campaigns of $75k to $100k were uncommon. This year there

are several campaigns with budgets greater than $1 million, leveraging multiple options listed earlier.

However, even though more and more Mobile Advertising is emerging, only 8% of the Fortune 1000
companies have mobile web pages or a mobile strategy. There is a lot of work to be done by independent
Mobile Advertising agencies and integrated global advertising conglomerates, such as Carlson Mobile which

is an active player and acquirer in the mobile market space today.

Breaking News from Google...

Google announced the release of Android, the first truly open and comprehensive platform for mobile
devices, and the formation of the Open Handset Alliance, a multinational alliance of technology and mobile
industry leaders. Over 30 global companies have announced their support for Android and the Open

Handset Alliance, there sure are more to come.

According to Dean Takahashi of The Merceury News:

“Google's CEO, Eric Schmidt, promised that the alliance would enable phones that will give consumers a
much fuller Web browsing experience. That means Internet advertising could be a bigger part of revenue for
the mobile industry than it is today. As a result, carriers could have more options. They could give away
phones for free in exchange for a share of the ad revenue, which Google has already said it would do. Or
they could lower monthly subscription fees. In this environment, the phone companies would still be better

off because they would benefit from an explosion in consumer demand for phones and services.”
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6. Brand and Mobile Network Operator Opportunities in Mobile Advertising

The potential opportunity to make the mobile web "free or partially subsidized" via advertising support is
tremendous. As the world's best-known brands begin to realize the global reach of the mobile web and
engage within the Mobile Advertising Ecosystem, the mobile web ‘subsidized’ opportunity will evolve and

emerge in many forms if fully supported by all the Mobile Advertising Ecosystem participants.

The Mobile Advertising Ecosystem and its key players have already been detailed in this paper; what has
not been conveyed is why brands, and mobile operators, are only how beginning to realize the opportunity

that is Mobile Advertising.

Brands have yet to experience the true reach of the mobile web

Globally, more than four mobile phones are sold for every PC. Brands have been told that the PC-based
Internet is all-pervasive, when in fact, even though the mobile web is only in its infancy; its reach is
multitudes greater than any existing PC-based website can offer. Brands perceive their existing channels as
key, and engaging in a new channel like the mobile web is seen as complex and expensive. Of course there
is also a concern that, after investing in the development of mobile campaighs and mobile websites,

consumers will not access them.

However in reality, a lucrative Mobile Advertising market already exists and billions of Mobile Advertising
page impressions have been reported by mobile ad networks worldwide. The Mobile Advertising industry is

in fact a booming marketing medium, yet to reach its zenith.

Brands have yet to acquire the necessary skills

Successful advertising requires an ability to exploit the medium in which it is presented. For television,
advertisers are generally assuming a viewer is in a home context. For Internet-based advertising, the
assumption is a sit-down location that will, most likely, lead to a "click-through" scenario. For mobile,
advertisers have to rethink context completely: Where is my user? What do | want that user to do? What will
be a successful metric beyond a click-through rate? How do | determine a realistic ROI? How do | make my

static brand meaningful in a mobile world?

Brands need to take an innovative approach

All brands are pioneers when it comes to advertising on the mobile web. Although many organizations such
as the MMA are providing guidelines for Mobile Advertising, there are no textbook case studies on how to
make it work. Some companies are taking steps to broaden the possibilities of Mobile Advertising leveraging
the .mobi domain trust mark, for example, Zagat Survey, who is opening their service to the mobile world via
zagat.mobi with subtle banner advertising support from VISA Signature (Figure 10). The Mobile Advertising

world needs more services like this, so that existing barriers can be broken down by engaging the brands
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with mobile operators to assume strategic Mobile Advertising Ecosystem partnerships for On-Portal service

offerings or when moving to an open, trust marked Off-Portal platform like .mobi.

FIGURE 10 — .mobi Mobile Advertising Example
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Brands, and Mobile Operators, have yet to experienc e real incentives

By acting as consumer’s first access point to the mobile web, mobile operators have the capacity to
influence and control what content reaches the consumer in order to satisfy their Quality of Service (QoS)
and ARPU requirements. Mobile operators have exerted a level of control that many brands find prohibitive;
both in rules about what these brands can and can not do as part of their advertising strategies on the
mobile web and undefined delivery expectations to reach these consumers. Together, the brands and
mobile operators have been constrained by the lack of clear Mobile Advertising service delivery models,
defined business incentives and campaign measurement analytics when delivering to the mobile web

opportunity.

On the flip side...Until now, mobile operators have not actively enco uraged brand advertisers to get

involved because they are afraid that consumers may leave their service due to poorly developed mobile
web offerings and experiences that could arise with the improper use of Mobile Advertising. However, many
mobile operators are now beginning to open up their On-Portal content to Mobile Advertising, having finally
realized the contextual experience it offers, where advertising is seamless within the complete user

experience.
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The Off-Portal Mobile Advertising community is now aggressively engaging with brands and mobile
operators to educate them that this advertising channel is an opportunistic medium and, when used in the

right context, can provide a lucrative and highly-measurable return on investment for all parties involved.

One example of the way that Mobile Advertising can provide brands and mobile operators with real
incentives in the Off-Portal market is to make advertising available as an option for all .mobi mobile web
developers as they build their sites. For example, Brand X makes its advertising available for developers to
use on its .mobi sites. dotMobi and network of trust marked advertising partners offer this as inventory for
small developers to use for free, funded by Brand X. In turn, small developers and mobile operators receive
revenue share based on measurable and reported ‘click-through’ redemptions, which the dotMobi endorsed
partner network would track on behalf of the developers, mobile operators and advertisers. This opens a
world of advertising into the mobile web space that is integrated at Off-Portal site launches and allows
content providers to build more sites because they are not solely reliant on content sales for revenue. Brand
X wins by getting more inventories of sites to promote its offerings with success measurement reports. And,
the mobile operators win by being serviced Off-Portal through the .mobi trust marked Mobile Advertising

environment that meets their QoS requirements and delivers new ARPU opportunities.
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7. Synopsis

Mobile Advertising has the potential to be a highly engaging, lucrative market opportunity. It presents
marketers, brands, and advertising agencies a highly-personal, interactive new media channel to engage
over 2 billion consumers anywhere and at anytime: On-Portal and Off-Portal. And, it is forecasted to be a
$10 billion plus industry by 2010: quite similar to the early forecasts for the Internet advertising industry

years ago.

The mobile industry presents its own challenges for marketers, brands and advertising agencies; there are
two communications channels available to access mobile consumers. The On-Portal mobile operator
controlled portal and the Off-Portal open mobile web world. Additionally, a multitude of interdependent
players exist in the Mobile Advertising Ecosystem and all are required to engage in order to provide

consumers with a very compelling mobile web experience, whether it be On-Portal or Off-Portal.

Unlike the Internet advertising industry the Mobile Advertising industry includes a controlling gatekeeper, like
in the broadcast television and radio world, that serves to protect consumers from unsolicited content, or a
poor user experience and is expected to be rewarded for providing access to its network investments.
Mobile operators play the role of the gatekeeper in the Mobile Advertising industry and need to be
considered as a significant partner in the successful delivery of any Mobile Advertising offering, and all for
the right reasons. Mobile operators are the primary touch point to deliver all mobile Internet services to the
consumer. The consumer is contracted with the mobile operator for the services they receive. Furthermore,
mobile operators have strict requirements and expectations for any service delivered to its customers as
they take full responsibility to support and charge the customer for services rendered. They are literally on
the hook for all service expectations by the customer. As the Mobile Advertising industry is new to
marketers, brands and agencies — it is also fairly new to the mobile operators. The good news is mobile

operators are ready for Mobile Advertising; they just want to be active in the terms of engagement.

Marketers, brands and advertising agencies, with mobile operators, need to work with the whole Mobile
Advertising Ecosystem to create, develop and commercialize new business models for advertising
supported On-Portal and Off-Portal mobile web services. Through a collaborative effort, Mobile Advertising
revenues and ROI analytics could exponentially accelerate the adoption of consumer mobile web services
by providing advertisers with access to more made-for-mobile web sites to support, subsidizing mobile
operator ARPU for data services, and delivers consumers with a trusted On-Portal and Off-Portal made-for-
mobile web environment. The history of the Internet advertising boom will repeat itself, enabling a whole new

economy for the mobile Internet industry — it is just a matter of time. And, we believe the time is now.

For the On-Portal opportunity, mobile operators are working on new business models with selected partners
and are preparing strategies to engage with marketers, brands and advertising agencies directly. They are
adopting industry best practices to deliver Mobile Advertising, like those published by the MMA, and control

mobile web delivery technologies to maintain Quality of Service requirements. Also, marketers, brands and
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advertising agencies need to understand that mobile operators are looking for innovative and new ARPU
revenue share models that scale to the millions of customers they have on their networks — mass market

opportunities for the regions they cover.

For the Off-Portal opportunity, advertisers and mobile operators are challenged with finding the right
business models to address their needs for Quality of Service, ROl measurement analytics and ARPU
contributions. The Mobile Advertising industry needs to work together to address these challenges before

any expectations for success in the Off-Portal market can be achieved.

The .mobi domain trust mark, when enforced to dotMobi Style Guide domain policies, is well-positioned to
provide mobile operators the Off-Portal Quality of Service assurances they need. It is also easily identified
by their mobile Internet network service operations when requested by a customer to use on their mobile
device. This process to ensure Quality of Service via .mobi domains could very easily be automated and
scale for large volumes of made-for-mobile web sites by the mobile operators. For marketers, brands, and
advertising agencies; web site developers using dotMobi best practices, the .mobi domain extension and the
MMA style guides are the natural way to ensure Off-Portal consumer mobile web experiences are well
designed made-for-mobile web sites and services — not an unusable rendition of a “made-for-the big-screen-
and-DSL-speed” experience. Mobile operators and their customer do not want to guess nor worry about

what won't or will work best on the Off-Portal mobile web.

For Mobile Advertising to succeed in the Off-Portal market; advertisers need exponential brand reach and
ROI measurement analytics — the mobile operators need to see how their mobile Internet network access
contributions will be preserved and rewarded. Through collaboration with all Mobile Advertising industry
stakeholders, an Off-Portal trust marked Mobile Advertising partner network could be established providing
mass market service delivery and reporting functions for advertisers; and a new revenue stream to subsidize
mobile operators. By establishing and enforcing industry best practices for Mobile Advertising, as published
by the MMA on .mobi domain-based mobile web sites, the global Mobile Advertising community could lead
in the development of a successful Off-Portal market. Business models would be created to reward mobile
operators, reward mobile web site developers and reward all contributing members of the Mobile Advertising
Ecosystem value chain; especially for consumers by providing thousands of made-for-mobile web sites for

them to enjoy — whether On-Portal or Off-Portal.
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8. Call to Action

To accelerate the creation and adoption of a structured and profitable Mobile Advertising industry, the MAG
Mobile Advertising Task Force proposes the following ‘Next Steps’ and invites all Mobile Advertising

Ecosystem industry actors to play a role in shaping the future of the mobile Internet.

1. To define and publish a dotMobi Mobile Advertising style guide for agencies and brands; based
on published MMA Mobile Advertising Guidelines;

2. To define, publish and enforce dotMobi Mobile Advertising best practices with mandated policies
for . mobi domain-based Mobile Advertising offerings for the Off-Portal community;

3. To research, develop and define the requirements for an Off-Portal trust marked Mobile
Advertising partner network; including a common criteria framework for QoS service delivery,
ROI analytics and revenue share models; and

4. To empower marketers, brands, and advertising agencies with an ongoing series of Mobile
Advertising Off-Portal white papers, industry awareness programs, market research initiatives

and educational events.

The MAG Mobile Advertising Task Force has an open invitation for all organizations to contribute to this
important initiative by joining the MAG. For more information about our initiatives and how to join the MAG,

contact Simi Grosman, MAG Marketing Services, at simi.grosman@adyvisorygroup.mobi or visit our web site

at http://advisorygroup.mobi.

The time to act is now. The market, reach and revenue opportunities for Off-Portal Mobile Advertising are
too big to ignore. The MAG will continue to focus on advancing the evolution of Off-Portal mobile Internet
services supported by the trust marked .mobi domain service offerings, and to engage with all industry

actors to advance the development of an open mobile Internet.

m © 2007 dotMobi Advisory Group Mobile Advertising in a .mobi World Page 27 of 38
All rights reserved.



9. Industry Support

The following organizations support the MAG Mobile Advertising Task Force efforts and the Call To Action

recommendations presented in this Mobile Advertising in a .mobi World: Position Paper.
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10. dotMobi Advisory Group Community

Members of the dotMobi Advisory Group

Foundation Sponsor Members Full Members Associate Me  mbers
Akmin Technologies Boomcast Entertainment Canadian Wireless
Library of Congress Carlson Marketing Worldwide Telecommunications
Sedo.com GoDaddy.com Association (CWTA)

iLoop Mobile Firstserver
Informa Telecoms & Media Funambol
Instant Access Technologies MCN
Millennial Media Mobile Marketing Association
mTLD Top Level Domain Ltd (MMA)
(dotMobi) mobility.mobi
Nokia Network Solutions
QuickPlay Nubiq
Sony SinglePoint
The Weather Channel Smaato
Vectormax Vantrix
For a list of Observer Members, please visit the dotMobi Advisory Group web site at
http://www.advisorygroup.mobi/mag_members.htm
mTLD Top Level Domain Ltd (dotMobi) Investors
Google Syniverse Technologies

GSM Association

Microsoft
Nokia
Orascom Telecom

Samsung Electronics

Hutchison Europe Telecommunications

TIM

Visa

Ericsson

T-Mobile

Vodafone

Telefonica Moviles

http://mtld.mobi/domain/find

For a list of over 100+ dotMobi Accredited Registrars, please visit the dotMobi web site at
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11. Mobile Advertising Case Study — The Weather Channe

| Interactive

The Weather Channel Interactive Secures weather.mob

st to
cess

Premier provider of weather information becomes fir
secure rights to a premium .mobi domain via RFP pro

August 14, 2007 — dotMobi, the consortium behind the first and only
Internet address created for mobile phones, today announced that
The Weather Channel Interactive has become the first company to
secure rights to a premium .mobi domain through participation in a
unique Request for Proposal (RFP) premium name process.

As a result of the agreement, consumers will have a new method for
accessing weather information and features provided by The
Weather Channel anytime, anywhere via their mobile phones. Terms
of the agreement were not disclosed.

“The Weather Channel is dedicated to ensuring that our customers
have access to the information they need, how they want it. Adding
the weather.mobi domain to our mobile product offerings helps us
continue to meet that goal,” said Louis Gump, Vice President, Mobile,
for The Weather Channel Interactive.

“Through this RFP process, dotMobi developed a program that
enables companies like The Weather Channel Interactive to provide
the best content for highly-desired .mobi domain names in a way that
is always focused on mobile consumers. This approach lets us
continue to fulfill our mission to providing consumers with the best,
most up-to-date weather information available at any time,” Gump
added.

dotMobi evaluated RFP submissions for the weather.mobi domain
based on the applicant’'s business and technical capability, with an
emphasis on the proposed content for the web site relating to the
domain name.

Available on the mobile web since 1999, and producing the second-
most visited mobile site behind Yahoo! Mail, The Weather Channel
Mobile continues to deliver the most comprehensive weather data
available, including current conditions, detailed hourly and seven-day
forecasts and severe weather information for over 98,000 locations
worldwide.

About The Weather Channel Interactive

i Domain

Las Vegas, NV
hutlook

Mow | 36 Hour | 7 Day

1y
; /J' Sunny
T"': G9F
Hurmidity: 16%

Wind: SE at ¥ mph
Barometer; 30.15in

Weather
1. Outlook
2. Maps

3. Zevere Weather
4. Redional Mews
Interests

5. Airport Delays
6. Lifestyle

7. Preferences

8. Change Location
Products

9. Deskiop
0. Text Mezzading
The Weather Channel Home

The Weather Channel Interactive (TWCiI) is the leading provider of broadband and wireless weather products
including weather.com, Desktop Weather by The Weather Channel and The Weather Channel Mobile.
weather.com, the Web site of The Weather Channel, is the ultimate source of weather on the Web, helping users
plan their lives by delivering timely current conditions, expert forecasts and relevant lifestyle content for 98,000
locations worldwide. weather.com reaches more than 30 million unique users each month, is the most popular
source of online weather, news and information and is the most trusted source of online weather information
according to Nielsen / NetRatings. TWCi provides consumers with unique and customizable products such as
Desktop Weather and a full lineup of mobile services including downloads, messaging, mobile Web, and mobile
video. Other TWCi sites include forGetaway.com, a vacation home rental site and Forecast Earth, a site dedicated
to the discussion of climate change.
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The Weather Channel Interactive

Mobile Advertising Case Study featuring Hampton Hotels

©2007 The Weather Channel Interactive and Published by Dynamic Logic: A Millward Brown Company

EDITOR’S NOTE:

The following Mobile Advertising Case Study features the weather.com WAP site.
The featured project and research was in market pri  or to The Weather Channel
Interactive securing the made-for-mobile weather.mo bi domain address.

The Case Study is a great representation of Mobile A dvertising for both On-Portal
and Off-Portal opportunities.
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NOTES:
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