Index

ABC News, 215
Accenture, 261
Accountability, 94-96, 372
Acquisitions, 60-62, 379
Acrodea’s Vivid UI, 124
Action Engine, 250, 251, 270
Adidas, 110, 111, 220, 225
Adinfuse, 145
AdMob, 110, 145, 216, 218-221, 362
AdSense, 49, 50, 180
Advanced Info Service (AIS), 124
Advertising:
agencies, 9, 62, 200, 378-379
ambient, 255, 304-305
business model, 9-10
funnel, 94, 95
history of, 1-31
agra, 1-6, 389
bad news, 29-30
business model (1893), advertising
as, 9-10
competing media, dynamic
evolution of, 17-18
database direct marketing, and
emergence of engagement,
156-17
emerging versus steady stage
markets, 1, 5
first advertising agency,
Philadelphia (1843), 9
as formal/dynamic industry, 10
Franklin, Ben, 7-9
industrial revolution, printing
presses, 9
Internet, 24-25
“I Saw You” genre, 7-8
magazines, 19-20
as market, 1-3
markets are made, 4-5
media advertising, 5-9
movies, 14
Munsey, Frank, 9-10
newspapers, 18-19
Oyster Bay estate ad (1704), 6-7

Pennoylvania Gazette, 7-9
personal ads, 7-9
print, 6, 7-9, 18-19
radio, 20-22
shopping guides, ad-only (1680s), 6
spending in 1929, 11
technology, 6, 11-14
television, 2224
virtual media, 11-14, 24-25
mass media (vee Mass media)
mobile («ee Mobile advertising)
recommendations (vec Mobile
advertising, recommendations/
conclusions)
Advertising Research Foundation
(ARF), 13, 80
AdWords, 49
Agarwal, Kanishka, 361-365
Agencies. See Advertising, agencies
Agra, 1-6, 389
Ahonen, Tomi T,, 161
AiCROSS, 192
Air2Web, 145
AirG, 145
Airtel, 250
Alltel, 275
Alta Vista, 53
“Always-on” term, 293-294
Amazon, 148, 215, 276
Ambient advertising, 255, 304-305
American Airlines, 283
American Association of Advertising
Agencies (AAAA), 80
American Express, 356, 379
American 1dol, 48, 54, 104, 214, 3565
Amobee, 145
Amp'd, 175
Analytics, 256, 275-281, 286, 372, 383
Anderson, Chris, 69
Andreessen, Marc, 302
Android, 317
AOL, 54, 61, 62, 127, 308. See also Third
Screen Media
Apple, 214, 237, 246, 311



392

Applied Semantics, 180
aQuantive, 61, 62
Archie, 37
Argentina, 251
ARPU. See Average revenue per user
(ARPU)
Asatsu DK, Inc., 193
Asia/Asia-Pacific, 47, 108, 114, 129,
207, 356. See also China; India;
Japan; South Korea
Association of National Advertisers
(ANA), 80
Atlas Solutions, 203, 380
AT&T:
1-800-Yellowpages, 210
as advertising sales firm, 190, 191
American 1dol sponsorship, 355
convergence, 319
failed attempt (1997) at mobile data, 40
marketing spending, 382
mMode, 104
open ecosystem intent, 311
PocketNet, 40, 47, 54
“3 Screen” Strategy, 304
Audi, 237
Audience share, radio, 184
Audit Bureau of Circulation (ABC), 10,
185
Australian Tennis Open, 356
Avalanche analogy, 208-211
Average revenue per user (ARPU),
160, 161, 194, 227, 229,
261-262, 314, 373

Baird Falkirk (1926), 11, 12
Baker, Mike, 199
Bandwidth:
elastic demand for, 171
increasing, 371
Bank of America, campaign for, 366
Banner advertising, 38, 108, 111
Barcodes/OR codes, 90, 117, 129,
232-234, 252, 328, 356, 386
BBC, 237
Behavioral targeting, 165-166
Berners-Lee, Tim, 37
Bevocal, 221-222
Big Brother television clip, 323
Billboards, 105, 233, 334
Blackberry’s push-based vibration
e-mail mode, 1563
Bluecasting, 145, 237239
Bluejacking, 330

Index

Bluespamming, 117, 166

Bluetooth, 99, 117, 237-239, 244, 298,
309, 331, 356

Blu-ray video format, 237-238

Blyk, 174

BMW, 124, 225, 226, 237, 238

Boerries, Marco, 345-348

Bones: Skeleton Crew, 121

Boo.com, 44-45

Brand advertising, 101, 107-112,
177-178, 211, 358-361

Brand awareness, 94

Brand favorability, 94

Branding measurement, 187

BREW development platform, 348

Brin, Sergey, 49, 53

British Advertising Standards Authority
(ASA), 46

Broadcast services, mobile, 122, 349-350

B2B mobile advertising, Vodafone, 249

Bulova television ad (1941), 13

Bush, Vannevar, 33

Business model, advertising as, 9-10.
See also Mobile advertising,
models

Business of mobile advertising,

317-319, 374

C(s), three (communications/content/
commerce), 354

Cable TV, 14, 23, 33

Cache model, advertising, 270-272

Cadbury’s chocolate, 228, 337, 385

C.A. Mobile, 192

Canon, 237

Carriers, 317, 369

Cart Companion application, 243

Cellular migration from analog to
digital, 160

CERN (1991), 37

Channels, mobile, 89, 90, 137, 368

Chief Marketing officers (CMOs), 59

Chief Privacy Officers, 376

China, 101, 160, 191, 194, 225-227,
249, 252, 267, 316, 373

Christian Science Monitor, 22

Cisco Systems, 237, 356, 360

Click-through rates (CTRs), 110-111,
198-200, 216, 252

Click to call feature, 225

Clipcasting, 349

Coca-Cola, 16, 110, 220-221, 226, 237,
246, 251, 318, 388



Index

Code-based advertising, 117, 129,
232-234, 252, 328, 356, 386
Code division multiple access
(CDMA), 39
Common gateway interface (CGI)/Pearl
scripting, 42
Community context, 273
Competitive advantage, 318, 376
Compuserve, 127
ComScore, 108, 370
Consumer(s). See User(s)/customer(s)/
consumer(s)
Consumer Best Practices (CBP), 345
Content:
delivering, versus experiences, 381
discovering/sharing, 375, 376
paid versus free, 171
targeted search advertising, 180
Context awareness, 272-274
Context engine, 257
Context/immediacy/personalization,
97, 139
Contextual/behavioral advertising, 178
Contextual nirvana, 371-373
Contextual relevance, 372
Contextual targeting, 164-165, 254
Control, user, 266-268, 270, 375
Convergence, 303-307, 319
Coors Lite 4:53 campaign, 141, 142
Cost(s):
flat rate data plans, 150, 172-173, 318
high; of social networking usage in
mobile, 378
Cost per action (CPA), 67, 188-189, 201
Cost per call, 187-188
Cost-per-click basis, Yahoo, 41
Cost per engagement, 203-204
Cost per mille (CPM), 67, 82-83, 110,
158, 187, 197-198, 200-203, 318
Coulson, John, 68
Coupons, local, 210
Crazy Frog, 46, 47
Cricket World Cup, 2003, 336
CTRs. See Click-through rates (CTRs)
Cuesol. See Modiv Media
Culture, organizational, 314-316, 317
Currency metrics, 364-365
Customer(s). Se¢ User(s)/customer(s)/
consumer(s)
Customer relationship management
(CRM), 17, 337, 355, 383
Cyber Communications, 192
Cyworld, 181

393

D2 Communications (D2C), 47, 54,
109, 191, 192, 195
D.A. Consortium, 193
Data, 41-43, 335, 372, 383-387
Database direct marketing, 15-17
Data warehouse, 256
Day in the life of 18-year-old in 2012,
290-293
Dead space between downloads,
ownership of, 126
DeC](:
clutter, 149
on-/off-, 91, 92, 109-110, 122, 199,
216, 218-221, 385
Delayed visits, 81
Delphys, 193
Demand. See Supply and demand
Deming, William Edwards, 176
Demographics, 79, 359
DelNA, 192
Dentsu, 47, 54, 134, 192, 193, 388.
See also D2 Communications
(D2C)
Design, campaign, 91-92
Device context, 273
DHL, 246, 355
Diageo, 326-329
Dichter, Ernest, 14
Digital Code of Practice, 328
Digital revolution, 32-64
acquisitions, 60-62
advertising empire building
(Overture/Google), 47-52
dot-com shakedown, 43-46
early history of Internet (Mosaic
Age), 37-43
imploding attention spans on old
media, 55-56
mass media generations defined,
32-33
mobile data, 39-41
mobile media gets its own mini
shakedown, 4647
old media models flipped upside
down, 35-36
overview/introduction, 32—-35
revenues, historical perspective in
graphs, 52-55
seeds of disruption planted, 41-43
software invading advertising, 59-60
television as wheel with digital
spokes, 56-59
winner, digital advertising as, 6264



394

Digital rights management (DRM), 260

Digital SideBar, 270

Direct marketing, 16, 18

Directory assistance (DA), 118

Direct response, 187, 25656-256

Disney, 105-106, 201, 284, 319,
338-342, 388

DoCoMo. See NTT DoCoMo

Doran, Joe, 332-335

Dot-com shakedown, 36, 43-46, 1563

DotMobi, 114

DoubleClick, 53, 60, 158

Dove, 105, 355-356

Downloadables, 90, 125, 375

Downloads, dead space between, 126

Dumb pipes, 313-314

Dutch Insurance Network, 249

DVB-H, 129

Ecosystem, fostering, 370

800-numbers for tracking, 85

Electronic Programming Guide
(EPG), 235

Emtage, Alan, 37

Engagement, 15-17, 56, 79-82, 90, 1564,
203-204, 318, 385-386

Enpocket, 127, 145, 191, 199, 216-218,
250, 251, 387

Environment context, 273

ESPN, 53, 108, 203, 362

Ethnic marketing, 256

ExamResults application, 228

Experiences, delivering, 381

Facebook, 145, 377
Farnsworth, Philo, 11
Federal Communications Commission
(FCO), 24
Feeva, 216, 217-218
Ferris, Scott, 203
Films/movies, 14-15, 32, 130
Filtering, 162-168, 204
Finland, 40, 74
Firefox browser plug-in, 69
First screen, mobile as, 358
Five-points framework, 87, 90,
91-93, 95-96, 186-187,
383-387
engagement, 156-17, 56, 79-82, 90,
154, 203-204, 318, 385-386
reach, 70-73, 75-76, 91, 102, 184,
186, 256, 385

Index

targeting, 28, 76-79, 99, 1564, 162,
163-166, 179-180, 339-342,
348-351, 368, 385, 386

transaction capabilities, 84-86, 91,
385, 386-387

viral effects, 67, 82-84, 90, 122, 240,
303, 378, 385, 386

Flat-rate pricing, 150, 172-173, 318

Flea market, mobile as, 146-150

Flytxt, 106

Ford, 378

Forum for July 1929, 22

4INFO, 118

Fragmentation, 67, 69, 163-166,
369-370

France, 89

Franklin, Benjamin, 7-9

Fredericks, Stephen J., 34

Free business models, 45, 150, 174-175,
245-247, 252

Frequency capping, 376

Frequency management, 79, 285-286

Frequency measurement, radio, 184

Frequency-to-conversion ratios, 76

Friction, consumer, 376-377

Fry, Jason, 276

FTP (file transfer protocol), 37, 238

Future of mobile advertising. Sec Mobile
advertising, future of

Games, mobile, 15, 47, 133, 245, 246
Gates, Bill, 254
General Electric (GE), 225
General Motors (GM), 332-335
General Packet Radio Service
(GPRS), 39
Generations:
generational shift, 330
Generation C, 161-162, 168, 174, 376
Generation M, 280
youth market, 329-332, 368, 376,
377, 388-389
Geovector Corporation, 387
Germany, 89, 251, 354
Giant Step Records campaign, 366
Global advertising expenditures, 373
Global Measurement Committee
(GMO), 157
Global Network Navigator (GNN), 38
Global Positioning System (GPS), 118,
156, 209, 295, 356
Global System for Mobile (GSM), 39



Index

Go2 Directories, 118
Goldman, Aaron, 61
Google:
acquisitions, 60, 62, 180
AdMob following in footsteps of, 218
AdSense, 49, 50, 180
advertising empire building, 47-52
advertising revenue growth, 53, 62
AdWords, 49
Android, 54, 316, 317
Blyk comparison, 174
business model, 69, 158, 315
directory searches (1-800-Goog411),
210
Doubleclick, 60
GYM powerhouses (Google/Yahoo/
Microsoft), 51, 91, 113, 115, 144,
211, 221, 249, 362, 379
impact of, 48, 49-50
Indian market, 338
Internet advertising history and
revenues (graph), 563, 54
IPO, 53
KDDI and, 136
Maps, 328
open ecosystem intent, 191, 311
Search Engine Optimization
(SEO), 49
Sprint/Google WiMax partnership,
191, 308
vendor map, 145
Gopher, 37
GPS. See Global Positioning System
(GPS)
Graphic Interchange Formats (GIFs), 42
Gray, Matthew, 37
Greystripe, 145, 245
Grocery store advertising, 243-245, 386
Gross, Bill, 48-49
Gross rating points (GRPs), 75, 200
Guidelines, global mobile advertising
market development and, 342-345
Guinness, 326, 328
GYM (Google/Yahoo/Microsoft), 221

Hakuhodo, 192, 193

Harrods, 237

Havas, 388

Hershey Company, 14

HipCricket, 223-224

Historical perspective. See Advertising,
history of

395

History Channel, 250

Honda, 124

Horizontal/vertical integration/strategy,
261-263, 352

HTC, 316

HTML (hypertext markup language), 37

1AC/Ask, 158
IBM, 223, 237, 244, 356, 383
Idle screens, 123-126, 156, 166,
247-248, 274-275
1M, 173, 176
Image advertising, 255. Se¢ also Brand
advertising
Impression, radio measure, 184
India, 101, 109, 191, 194, 227-229, 249,
250, 252, 335-338
Industrial revolution, 9
Industry, advertising as formal,
dynamic, 10
InfoSpace, 114
Integration:
integrated mobile data platform,
278-280
integrated solution offering, 263-266
with retail, 256
Intel, 316
Interactive advertising, 178-179, 211
Interactive mobile web, 301-303
Interactivity, 81-82, 102
Interface, cleaning up, 29-30
Internal marketing, 256
Internet:
banner ads, 109
as broken model, 69
dot-com bubble, 10, 36, 43-46, 153
ﬁve-points framework context
comparison, 87
global advertising expenditure
(2005-2009), 130
historical perspective on, 24-25, 33,
42, 53, 158
impact of, 14
metrics, 42, 67
models, 187-189
penetration, compared to mobile,
selected countries, 132
reach, 56
sixth mass media generation, 32, 33
Internet Protocol (IP), 255
Internet Real Simple Syndication
(RSS), 153



396

Internet service providers (ISPs), 33,
38, 42, 190-196

Interpublic, 388

Interstitials, 101, 125-126

Inventory management, 341-342

iPhone, 54, 83, 119

iPod, 2568-260

ipsh!, 54, 106, 145, 366, 379

IPTYV, 255, 268

Isobar, 227

Italy, 89, 106

ITVX, 122

Jambal, 46
Janer, Jeff, 109
Japan:
culture, 267
D2C, 47, 54, 109, 191, 192, 195
data use gap, United States, 369
Guinness, 328
interactive advertising, 101
joint venture structure in, 193
McDonald’s, 241
mobile advertising market, 74,
133-137, 294, 331, 371
mobile phones as payment devices,
186
NTT DoCoMo, 40, 47, 124, 136, 191,
192, 193, 195, 239-242, 308,
316, 373, 386, 387, 388
reach of mobile channels, 89, 160,
232,252
value chain convergence, 127
Jarvis, Richard, 39
Javaid, Omar, 348-351
Jefferson, Thomas, 19
Jemison, Tim, 150
Jingle Networks, 210
Jippii Group, 40
JMobile, 192
Johnnie Walker, 326, 328
Johnson & Johnson Vision Care, 225
Joint venture approach, 191, 192-194
JumpTap, 114, 145, 362

Kargman, Harry, 100

KDDI, 124, 136, 192, 193

Kellogg, 243

Key performance indicators
(KPIs), 383

Kohli, Ujjal, 235, 358-361

Korea. See South Korea

KTF 192

Index

Ladies’ Home Journal, 10

Land Rover, 237, 238

Language, voice phrases versus, 301

Lenovo, 223, 224, 356

Lent, Brian, 115

LG Consumer Electronics, 337

Licklider, J. C. R., 33

Life magazine, 22

Linden, Greg, 276

Listening to your customers, 269

Little Miss Muffet, 61

LML Motorbikes, 336

Local search, 118-120, 209, 229-232

Location-based targeting, 116-119

Logan, Mark, 102

“Long tail” of digital advertising, 69,
70-73, 74

Loyalty measure, radio, 184

Mac computer, 83
Magazines:
advertising business model, 10
as entertainment, 19-20
global advertising expenditure by
(2005-2009), 130
Life magazine, 22
MelOn magazine, 274
Munveys Magazine, 10, 315-316
Opral magazine, 298
television’s impact on, 23
Mandel, Maria, 3563-358
Manutius, Aldus, 16
Marck, Marianne, 338-342
Marconi, Guglielmo, 11
Market(s):
advertising as, 1-3
agra, 1,2-4,5
choosing, 387-388
dynamics colliding on the web, 155
emerging versus steady state, 1, 5
making, 4-5, 26, 311
recommendation, focusing on most
critical 1 percent, 377-378
steady state markets, basic
characteristics, 5
Marketing:
executives, survey for key issues, 256
mobile advertising and, 354-357
need for innovation, 326-329
Marriott, Laura, 342-345, 382
Martin, Kevin, 307
Maslow’s Hierarchy of Needs, 18, 19, 23

Mass mailings, origin of, 17



Index

Mass media:
attention span fragmenting, 94
companies, versus mobile operators, 312
competition, 26-26
generations defined, 32-33, 97
global advertising expenditure by
(2005-2009), 130
historical perspective, 17-18
imploding attention spans on, 55-56
Internet, 24-25, 33, 130
key issues rated, 256
magazines, 19-20, 130
(vee also Magazines)
mobile, 46-47, 97, 361-362
models flipped upside down, 35-36
movies, 32, 130
newspapers, 18-19, 130
print, 32 (see also Print)
radio, 20-22, 32, 130 (vee also Radio)
recorded music, 32
television, 22-24, 32-33, 130
(vee also Television)
vendor map, 145
MasterCard, 121
Maxwell, James, 11
McCahill, Mark, 37
McDonald’s, 224, 226, 227, 379
McFadden, Daniel, 264
Media. See Mass media
MediaFLO, 54, 122, 129, 145, 270,
348-351, 362
Mediba, 192
Medio Systems, 114, 221, 362
MelOn magazine, 274
Message association metric, 94
Metrics/measurability, 67-96. See also
Five-points framework
accountability, 94-96
brand awareness, 94
brand favorability, 94
built-in versus bolted-on, 155-158
challenges of advertising
measurement, 68—70, 182—-187
comparisons of mobile with other
media, 86-88
comparisons with mobile channels,
88-91
data, 14 flavors of, 335
early days, mobile advertising, 364—365
engagement, 79-82
frequency management, 79
legacy issues and mobile
measurement, 185-187

397

lessons from emerging media,
334-335
message association, 94
mobile making old media more
measurable, 106
new long tail, 69, 70-73, 74
old media, mobile making more
measurable, 106
overview/introduction, 67-68
performance metrics, 365
possibilities in mobile today, 87-88
print, 74, 184-185
purchase intent, 94
radio, 74, 183-184
reach, 75-76
ROI analysis, 42
standard advertising metrics, 94
standardization, 156-158
targeting, 76-79
technology and, 254
television, 74, 182-183
tomorrow’s advertising metrics,
73-86
transactions, 84-86
viral effects, 82-84
mGinger, 228
mHows, 192, 193
Microformats, 302, 303
Microsoft, 51, 54, 91, 115, 144, 158,
209-211, 238, 246, 254,
332-335, 360
acquisitions, 54, 60, 61, 62, 145,
209-210, 211
advertising revenue growth, 62
annual Strategic Account Summit in
2007, 254
Bluecasting compaign, 237
Doran and, 332-335
GYM (Google/Yahoo/Microsoft),
221
vendor map, 145
Zumobi and, 214
Microvision, 295, 297
Millennial Media, 110, 145, 220
Mindshare, 236
M:Metrics, 88, 103, 161, 186, 351, 355,
356
MMS. See Multimedia Messaging
Service (MMS)
Mobile:
Internet versus, 46, 100
potential of, 69, 87
unique because, 74-75, 97-98



398

Mobile advertising:
bad news, 29-30
basic concepts and, 26-31
challenges and accelerators, 139-168
behavioral targeting, 165-166
built-in, not bolted-on metrics,
155-158
complexity, 142-143
contextual targeting, 164-165
digital distribution stuck in an old
physical world, 146-148
filtering, 162-168
growth pattern comparison, 140
mobile geo-targeting, 164
mobile targeting and audience
fragmentation, 163-166
new mobile operator value
creation, 163
respecting consumer privacy,
166-168
short codes, 150-151
silo issues, 143-146
standardization, 156-158
transformational potential, 159-160
context/immediacy/personalization,
97, 139
as flea market, 146-150
framework (vee Five-points
framework)
future of, 200-203, 290-319
always on, real-time era, 293-299
ambient advertising, 304-305
business of, 317-319
connected devices everywhere,
294-298
convergence, 303-307
day in the mobile life of an
18-year‘-0]d in 2012, 290-293
dumb pipes, 313-314
evolution versus revolution,
307-311, 316-317
impact of alternate devices,
298-299
industry structure/vision as
challenge, 307
interactive mobile web, 301-303
openness, 308-310
operators versus online entrants,
311-317
opinion piece by Marco Boerries,
345-348
organizational cultural issues,

314-316

Index

overview/introduction, 290
real time, 293-299, 305-307
tomorrow’s reality, 200-203
voice interface, 299-301
good news, 28-29
interactivity of mobile phone and
legacy media, 102
metrics (vee Metrics/measurability)
models, 170-211
abstracting value and getting out of
the way, 195
alternatives, 192-195
avalanche metaphor, 208-211
brand advertising, 177-178, 211
comparing ad rates across
industries, 197-200
cost per engagement, 203-204
creating whole thing, 194-195
flat-rate data plans, 172-173
free mobile phone service, 174-175
interactive advertising, 178-179, 211
Internet models moving to mobile,
187-196
joint venture approach, 192-194
legacy issues, and mobile
measurement, 186-187
magical second act, 180-182
measurement issues, 182—187
“omnia omnibus ubique,” 175-182
overview/introduction, 170
supply driving demand (Say’s
Law), 170-172
targeted search advertising,
179-180, 211
three basic advertising types, 177,
211
tomorrow’s reality, 200-203
value chain participants, 204-208
push versus pull, 151-154
recommendations/conclusions, 30-31,
366-390
children as insight into market,
388-389
choosing market wisely, 387-388
contextual nirvana, 371-373
educating/evangelizing/
standardizing, 382-383
embracing digital, 378-379
focusing on most critical 1 percent
in market, 377-378
giving consumers control, 375
keeping things in perspective,
373-374



Index

mobile metrics, 384-387
openness, 379-383
overview/introduction, 366-370
preparing for data everywhere,
from gigabytes to yottabytes,
383-387
removing consumer friction,
376-377
respecting consumer privacy,
375-376
standardizing, 380-381, 382-383,
384-387
understanding the business, not
just the technology, 374
user experience mantra, 374-378
visualizing three screens, 381-382
revenues, global, 133
sizing the market, 129-133
value chains, 126-129 (se¢ also Value
chain)
vendor map, 145
youth as market, 329-332, 368, 376,
377, 388-389
generational shift, 330
Generation C, 161-162, 168, 174, 376
Generation M, 280
Mobile Content Network (MCN), 136
Mobile Data Association (MDA), 39
Mobile Entertainment Forum (MEF),
47, 54
Mobile Find, 352
Mobile games, 15, 133, 245, 246
Mobile Games Interoperability Forum
(MGIF), 47
Mobile geo-targeting, 164
Mobile Marketing Association (MMA),
157, 166, 321-326, 342345, 382
Mobile News Service, 250
Mobile Posse, 145, 199, 247-248, 270
Mobilerated.com, 245
Mobile spam, 54, 123
Mobile video, 90
Mobile Virtual Network Operators
(MVNOs), 174-175, 246
Mobile Vision, 245
Mobisodes, 34, 121
MobiTV, 145, 260, 362
Models. See Mobile advertising, models
Modiv Media, 243-245, 386
Moore, Alan, 161
Morse, Samuel, 11
Mosaic age (early Web experiences),
37-43

399

Motorola, 237, 316
Motricity, 114, 145
Movies, 14-15, 32, 130
MP3, 173, 260, 332
MSN, 173, 203
MSNBC, 250
MTV Networks International,
329-332, 389
Multimedia Messaging Service (MMS),
89, 90, 142, 144, 156, 258-259,
345
Munsey, Frank, 9-10, 11, 315-316
Music:
mobile, 133
recorded (as mass media generation), 32
Music/entertainment industry, 251
MVNOs. See Mobile Virtual Network
Operators (MVNOs)
MySpace, 145, 377

National Science Foundation (NSF), 38

Navteq, 127

NearbyNow, 229-232, 386

Needs, hierarchy of, 18, 19, 23

Negroponte, Nicholas, 68, 78

NeoMedia, 145

Network context, 273

Newspapers, 18-19, 130. See also Print

NFC (Near Field Communication),
129, 239-242, 252

Nielsen, 13, 42, 54, 76, 121, 361-365,
370

Nike, 154, 215, 367, 388

Nintendo, 247

Nivea, 360

Nokia, 39, 127, 237, 316-317,
351-353

Northwest Airlines, 232-234, 386

Norway, 118, 387

NTL, 304

NTT Ad, Inc., 193

NTT DoCoMo, 40, 47, 124, 136, 191,
192, 193, 195, 239-242, 308,
316, 373, 386, 387, 388

Off-deck, 91, 92, 110, 122, 199, 216,
218-221, 385

Ogilvy, 105, 237, 3563-358

Omnicom, 54, 61, 106, 145, 366, 379, 387

On-deck, 92, 109-110

On-demand mobile media, 178

OneSearch service, Yahoo, 114

Open device capabilities, 309



400

Open Handset Alliance, 316

Open Mobile Alliance, 47

Openness, 148-150, 309, 310, 311, 314,
320, 379-383

OpenText, 49

Operators, mobile, 126, 311-317, 382

Oprak magazine, 298

Opt-in advertising, 368

Orange, 108, 173, 250, 251, 387

Orb, 173

Original equipment manufacturers
(OEMs), 127

Osaifu-Keitai platform, 239, 241

Overture, 48-49, 53

Opyster Bay estate ad (1704), 6-7

Paananen, Vesku, 40-41
Page, Larry, 49, 53
Paid placement or paid inclusion search,
51, 180
Papworth, Neil, 39
Pay per click (PPC), 48, 50-52, 67, 83,
110, 115, 120, 187, 201, 379
Pennvylvania Gazette, 7-9
Pepsi, 246
Performance metrics, 365
Permissions, 82
Personal ads, early, 7-9
Personal navigation devices (PNDs),
298
Persuasion, art versus science of, 13-14
PicoP, 295, 297
Pihkonen, Riku, 39
Pizza constant, Mato’s, 353
Pizza Hut, 275
Planning metrics, 364
Please Call Me service, 222
Pocketnet, 47
Podcast, 81
PointCast, 4344
Pop 100! franchise, 104
Post hoc analysis, 244-245
Postroll videos, 178
PPC. See Pay per click (PPC)
Prasad, Mahesh, 228, 335-338
Predictive analytics, 278
Pr‘icing, flat-rate, 150, 172-173, 318
Print:
first mass media generation, 32
five-points framework, 87
historical perspective on, 22, 32
long tail graph, in head/shoulder
of, 74

Index

metrics, 87, 184-185
silo, 56
Prison Break mobisode, 121
Privacy, consumer, 166-168, 375-376
Privacy framework, trust-based,
268-275
Private context variable, 272
Procter & Gamble, 10, 41, 243, 246,
379, 382, 386
Proximity marketing, 117
Public context, 273
Publicis, 388
Publishers, 283-284, 382
Purchase intent metrics, 94
Push- and pull-based advertising
models, 43, 1561-154, 166
Pyramid scheme, TXT advertising, 229

QR (quick response) codes, 129,
232-234, 328, 356, 386

QOtime, 247

Qualcomm, 316, 348-351

Quasar, 194

Quattro Wireless, 145

Radio:
biggest FM radio network, 338
five-points framework, 87
global advertising expenditure
(2005-2009), 130
historical perspective on, 11, 20-22,
23, 32
long tail graph, in head/shoulder
of, 74
metrics, 183-184
silo, 56
Radio Rex, 299-300
Rapaille, Clotaire, 276
Reach, 70-73, 75-76, 91, 102, 184, 186,
256, 385
Reactric Display, 297
Readers Digest, 17, 304
Real Media, 61, 1568
Real-time store operations, 245
Recommendation engines, 276
Recommendations. Sec Mobile
advertising, recommendations/
conclusions
Reddick, Paul, 146
Region, advertising expenditure by, 131
Registrations, user, 179
Reliance Infocomm, India, 191, 227,
335-338, 373, 385



Index

Reports/reporting, 257, 364

Resolution Media, 61

Revenue growth patterns, 140

Revenue sharing with host, 189-190

Revolution/evolution, 305-311,
316-317, 372

Revol Wireless, Ohio, 275

R}lyt}lm New Media, 145, 234-237,
358-361, 386, 387

Rich media, 186

Right Media, 60

Ring tones, 4, 40, 46, 47, 113, 221-222,
258

Riordan, Kathy, 214

ROA (return on advertising), 93, 285

ROI (return on investment), 34, 42, 68,
190, 256

RSS (really simple syndication), 81, 82

Saggers, Richard, 321-326, 373
Saller, Syl, 326-329
Samsung, 251, 237, 316
Santamaki, Harry, 351-353
Say, Jean Baptiste (Say’s Law), 170-172
Scandinavia, 40, 118, 160, 186, 387
Schmidt, Eric, 174
Schneider, Ingo, 308
Screen(s):
PC monitor-sized, 98
small, magnifying mistakes, 99
three, 381-382
Screen Tonic, 60, 108, 250, 251
Search, mobile, 112-116, 135-137,
211, 266
Search engine bias, 48
Search engine marketing (SEM), 84
Search engine optimization (SEO), 49,
84, 153
Search marketing, Internet, 38, 52, 101
Segmentation, 17, 218, 281-283
Service Delivery Platform, 263-266
Service level agreements (SLAs), 261
Services-oriented analytics-driven
framework, 286
7UP, 251
Shapiro, Larry, 201
Shopping guides, ad-only (1680s), 6
Short Message Service (SMS), 39, 40, 54,
79, 82,87, 101, 102, 103, 125, 173,
328, 332, 333, 336, 337, 355, 356
Silos, 33, 43, 56, 143-146, 206,
258-263, 305, 335
Sirius, 180-181

401

Size, segmentation by, 282

Sizing the market, 129-137

SK Telecom, 181, 192, 193, 274, 319

Skype, 173

SlingBox, 173

“Slug trail,” 68, 78

Smaato, 145

Small and medium enterprises
(SME), 282

Small office and home office
(SOHO), 282

SmartPhones, 354

Smirnoff, 326, 328-329

SMS. See Short Message Service (SMS)

Snacks, free media, 121-123, 235

Social currency, 377

Social networking, high costs of, 378

Social objectives, 316

Social sciences, development of,
television and, 13

Softbank, 193, 388

Software, advertising, 59-60

Software development kit (SDK),
215-216

Sohu, 227

Sony, 83-84, 237, 246

South Korea, 186, 191, 192, 193, 252,
267,294, 297, 308, 331, 332, 371

Spain, 89

Spam:

Bluespamming, 117, 166
mobile, 54, 123

Speech recognition technology,
299-301

Sponsorships, 177-178

Sports analogy, 361-365

Sprint, 109, 146, 191, 196, 216, 217,
304, 308, 311, 316, 360, 387

Sprite China, 226-227

Spyware, 83-84

Stack-It game, 246, 355

Standardization, 49, 156-158, 324-325,
335, 370, 379-387

State of mind of the consumer,
capturing, 245

Stewart, lan, 329-332, 389

Stickiness, 369

Stock keeping units (SKUs), 260

Stovepipe deployment (graph), 259

Strategic changes, authority shifting
driving, 333-334

Strategy canvas of competing factors in

mobile data industry, 313, 320



402

Subscriber Identity Module (SIM)
card, 242
Subscriptions, mobile portal, 179
Subsidized premium mobile media, 177
Sugar Mama, 246
Supply and demand:
making markets, and, 4-5
Say’s Law (supply driving demand),
170-172
Sweden, 387
Syndication, 189

Tags, keyword, 302
Talent recruitment/development, 256
Targeting:
behavioral, 165-166
contextual, 164-165
five-points framework, 76-79, 385, 386
frequency management, 79
history of advertising, 28
mobile, and audience fragmentation,
163-166
mobile geo-targeting, 164
mobile redefining concept of, 1564
opinion piece by Omar Javaid,
348-351
push implication, 162
reach and, 28
target data source deve]opment,
339-342
targeted search advertising, 179-180
timing of, 99
value to user, 368
Technology, 254-286
advertising empowered by, 255-258,
379
alignment across applications,
262-263
analytics, 256, 275-281, 286, 372, 383
business evolution and operator
technical architectures, 258
contextual targeting, and, 2564
frequency management, 285-286
future perspective, 307
historical perspective, 6, 11-14, 17
versus industry structure/vision as
challenge, 307, 367
integrated solution offering, 263-266
measurement of results, and, 254
overview/introduction, 254-255
radio as, 22
segmentation by, 282
siloed approach, genesis of, 258-263

Index

social fabric, integration into, 371-372
trust-based privacy framework,
268-275
understanding the user, and, 254
user control, and, 266-268
vertical versus horizontal integration,
dilemma of, 261-263
yield management, 283-286
Telecom, 373
Telecom Italia, 316, 319
Telefonica, 319, 387
Telegraph message, first, 11
Telephia, 108, 186, 234, 355, 362, 363, 364
Television:
consumer statistics, 55, 97-98
digital revolution and, 35-36
digital spokes in wheel of, 56-59
first commercial broadcast
(Felix the Cat), 12
five-points framework, 87
global advertising expenditure by
(2005-2009), 130
historical perspective, 11-14, 2224,
32-33
interactive, 103-105
Internet’s impact, 36
long tail graph, in head/shoulder
of, 74
metrics, 182183
mobile’s impact, 102, 168
“threes” of media buying (1980s),
42-43
TXT voting, 102-103
VOD platforms, 334
Tellme, 210
Textime, 247
Third Screen Media, 60, 61, 109, 145,
216, 362
3G, 135
3UK'’s Planet 3 portal, 236
Times Square billboards, 105, 154
Time Warner, 62
T-Mobile, 308, 316, 387
ToruCa, 240, 241, 242
Toyota, 121, 360
Transaction capabilities, 84-86, 91, 385,
386-387
Transformational potential, 159
Transparency, 268
Travel industry, 251
Treatment/message format, 17
Trust-based privacy framework,

268-275



Index

TV. See Television

21 Communications, 194, 225, 226, 227

TXT, 39, 89, 90, 98, 99, 101, 104-105,
118, 125, 150, 154, 156, 160,
166, 179, 258, 267, 302

UL See User interface (UI) products/
types
Ultra-mobile portable computers
(UMPCs), 299
Unicast, 122, 260
Unified approach/platform, 264-265
Uniform resource locators (URLs), 38
Unilever, 70-73, 236, 243, 386, 388
United Kingdom, 40, 89, 161, 191, 250
USA Today web sites, 223
Usenet, 37
User(s)/customer(s)/consumer(s):
context, 272
data, explicit versus implicit, 277
database, 17
experience:
engagement, 80-81
recommendations, 368-369,
374-378
relevant/opt-in targeted
advertising, 368-369
Zumobi, 93, 145, 214-216, 270,
386
friction, 376-377
giving control to, 266-268, 375
insights, as key issue, 256
listening to, 269
profile, 257
reasons for adoption of new media or
technologies, 171
technology, and understanding of, 280
User interface (UI) products/types, 93, 156
UUNET, 42

Valtonen, Mato, 353
Value chain:
importance of each player in, 372-373
industry comparison, 127-129
inherent benefits for all participants
in, 368
mobile advertising, 126-129, 207
online advertising, 205
perspectives:
advertisers, 369
carriers, 369
content providers, 369
user, 368-369

403

revenue splits, 205, 207
“too many pigs at the trough,”
204-208
Vodafone’s role in, 324
ValueClick, 158
Value creation, 163
Vendor map, 145
Venture capital funding, 44, 45
Verisign, 145
Verizon, 54, 196, 304, 311, 360
Veronica, 37
Vertical versus horizontal integration,
dilemma of, 260-263
Viacom, 62
Video(s):
ads, 360
games, product placement in, 15
invention of, 11
mobile (Rhythm New Media),
234-237
prerolls/postrolls, 178
snacks, mobisodes, 121
television silo, 56 (vee also Television)
View-through rates (or delayed visits), 81
Viral effects, 67, 82-84, 90, 122, 240,
303, 378, 385, 386
Virgin Mobile, 237, 246, 304
VOD, 333
Vodacom, 221-222
Vodafone, 39, 173, 191, 192, 245, 249,
251, 316, 321-326, 373, 387, 388
Vogue, 22
Voice based directory assistance, 209
VoiceBox Technologies, 301
Voice recognition technology, 299-301
Voice solutions, 119, 160, 209, 221-222,
299-301, 337
Volvo, 237

Wanamaker, John, 68

Wanderer, 37-38

WAP. See Wireless Application Protocol
(WAP)

Weather Channel, 108

WebConnect, 42

Web measurement tools, first generation
(1996), 42

Weinberger, David, 147

Weiser, Mark, 293-294

Widgets, mobile, 302-303

WiFi, 309

Wikipedia, 15, 377

WiMAX Mobile Internet Services, 308



404

Wireless Application Protocol (WAP),
39, 54,79, 90, 99, 108, 125, 156,
200, 210, 333, 355, 356, 375

Wireless medium, first, 11

Woodward, Jack, 22

World Wide Web Wanderer, 37-38

WPP Group, 60, 61, 62, 114, 387

Wunderman, Lester, 16

XM/Sirius, 180-181

Yahoo:

acquisitions, 53, 60, 62

advertising revenue growth, 62

global market, 136, 338

GYM (Google/Yahoo/Microsoft), 51,
91, 113, 115, 144, 211, 221, 249,
362

Internet advertising history, 53, 60

Japan, 136

Index

oneSearch service, 114
opinion piece by Boerries, 345-348
Procter & Gamble and, 41
search-based marketing, 158, 210
vendor map, 145
Weather, 108
Yield management, 283-286
Yomi Group, 40-41
Youth:
generational shift, 330
Generation C, 161-162, 168,
174, 376
Generation M, 280
market, 329-332, 368, 376, 377,
388-389
YouTube, 377

Zoove, 150-151
Zumobi, 93, 145, 214-216, 270, 386
Zyman, Sergio, 318



