





MANUFACTURING

Will all mobile phones be smartphones in 20107

By Dan Butcher

hile the recession definitely took its toll on handset
manufacturers’ bottom line in 2009, analysts are ex-
pecting a strong 2010.

The push towards producing
smartphones is adding to the al-
ready competitive smartphone
space, and manufacturers are
going to have a tough time dif-
ferentiating themselves. On the
plus side, smartphones are lead-
ing to higher margins for origi-
nal-equipment manufacturers.

“The smartphone market is very

attractive with high margins and

mobile devices analyst, growth,” said Michael Morgan,

ABI Research Winooski, VT-based industry an-

alyst of mobile devices at ABI Research. “Although the growth

is only expected to be around 4 percent over 2009 sales, it is
still an improvement.

Michael Morgan,

“Smartphone and low-cost handset segments will show the
greatest growth in 2010,” he said. “Many vendors will be im-
proving and retooling the user interface experience as a

di erentiating factor.

“In other words, the software will be leveraged more than it
has been historically as a value-driver.”

Mobile Internet devices threaten smartphone

Uptake of mobile Internet devices (MIDs), netbooks, personal
media players (PMPs) and cameras with WiFi are going to be
challengers of smartphones.

These emerging devices deliver a better experience in their re-
spective segments. The subpar experience for mobile Web
browsing needs to improve to keep these adjacent markets
from grabbing smartphone customers away.

Consumers may opt-out of a smartphone for a basic phone
and purchase an MID instead.

In 2010 manufacturers will rush to release the latest and
greatest devices based on Google’s Android operating system,
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especially now that three of the big four U.S. carriers either
currently o eror planto o er multiple Android smartphones.

Google is already making waves with its Nexus One handset.

ABI research expects to see a plethora of Android devices re-
leased in 2010 from many handset manufacturers.

“With its free licensing and consumer appeal, there is a very
compelling reason to build Android smartphones,” Mr. Morgan
said. “For operating system market share, Android will be a
big winner and Apple’s OSX will also continue to climb in mar-
ket share, while Microsoft's Windows Mobile will likely con-
tinue to decline.

“In terms of handset vendors’ market share, winners will be
RIM, Apple and Huawei,” he said. “While not a large gain, but
with potential for forward momentum, | would say Palm has
a chance to slowly grow their business over 2010 and beyond.

“In terms of market share losers, while not a big loss, Nokia
will continue to decline, and another that may continue its
decline is Sony Ericsson.”

Androgynous Android?

Despite the many upsides of Android, handset manufacturers
must keep di erentiating their products from those of com-
petitors so they do not get lumped in with the pack.

With so many di erent Android devices on the market, consumers
may become confused into thinking that one Android device is
like another. It will be important to highlight what a manufac-
turer has added to Android to make it a unique experience.

“Try to keep in mind that the landscape is changing rapidly
with netbooks and mobile devices substantially impacting
viewing habits and technologies — think Kindle,” said Tim
McLaughlin, president and chief technology o cer of Site-
worx, Reston, VA.

“When making a substantial investment in broad campaigns,
ask yourself if the approach will be portable as the device
landscape shifts,” he said. “If it is a very short and targeted
campaign, then focusing on a particular technology is
no problem.” |
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MEDIA

Mobile will not save the print industry in 2010

By Chris Harnick

obile will not compensate for what is lacking in print
and online monetization, business models and ad-
vertiser or reader interest.

One thing is for sure, though: expect more consumers to get
their news on-the-go from their mobile devices as more Web-
enabled smartphones hit the market.

“If 2009 was the breakout year in
terms of truly capturing the attention
of both consumers and the focus of the
technology and media industries, |
think 2010 will be the year of innova-
tion,"” said Yaron Oren, director of mo-
bile strategy and operations at
Hachette Filipacchi Media, New York.
"New hardware, new software, new
services and new business models will
all start to take hold.

"It's hard to change,” he said. “That has been and will continue
to be the biggest challenge for us as a large publisher.

"At the same time, therein lies the great opportunity. The reason
we are battling through the pains of change is because mobile
is a new battlefield with many new business opportunities.”

Hachette Filipacchi Media recently launched new iPhone ap-
plications for several of its different media brands including
Elle and Women's Day.

The mobile issue

The announcement of Next Issue Media, the joint venture be-
tween Time Inc., Meredith, Hearst, News Corp. and Condé Nast
to launch a digital storefront for the collective publications,
has been met with speculation - is it too late?

Condé Nast's GQ launched a monthly iPhone application ver-
sion of its magazine. It acts as a direct replica of the publica-

tion and sales count towards its circulation total.

But not every magazine can reach a digital audience on a
monthly basis, especially on an iPhone.

As more consumers get their news from the Internet, and now
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the mobile Internet, why would they go back to print? If the
Internet cannibalized print publications, mobile is going to
seal the deal.

In reality only three models work in media:

1. Paid subscription, complemented by advertising
2. Paid subscription, such as the Consumer Reports model
3. Free content supported by advertising

Readers know no better and neither do advertisers. Forget the
metered reading.

Catching the wave
Other media brands such as cable network Bravo have successfully
integrated mobile to their digital marketing strategy.

"Mobile is a key component of our digital strategy in 2010,"
said Lisa Hsia, senior vice president of digital media at Bravo,
New York. "Mobile is essential because a phone is a personal
belonging that travels everywhere with Bravo's users, giving
us an opportunity to reach individuals and give them access
and interactivity with Bravo on-the-go wherever they are,
whenever they want."

In 2010 more media companies will use mobile as the latest
spaghetti tossed at the ceiling, but will it stick?

Hachette Filipacchi's Mr. Oren said 2010 is not the hockey-
stick year where billions of dollars will shift towards
mobile advertising.

“Our excitement as an industry about
the potential of mobile has bred an un-
attainable 'year of mobile' goal,” Mr.
Oren said. "However, | do think we've al-
ready reached the toughest milestone.
Mobile is now high on everyone's radar,
not just the early adopters.

WomansDay

Cooking Assistant

king

"We've seen unprecedented growth to-
wards the end of 2009 in terms of fre-
quency and size of ad buys, and we
expect that trend to continue into next
year," he said. H
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MESSAGING

Nothing compares to ubiquity of SMS marketing

By Giselle Tsirulnik

s brands complete analyzing their 2009 campaigns,
they will shift to more solid mobile messaging strate-

gies in 2010.

SMS is becoming more recognized and accepted, as evidenced
by increased brand adoption and budgets.

“In terms of opportunities, as location-based services increase,
mobile coupons, wallets and ticketing will be more commonly
used,” said Shira Simmonds, president of Ping Mobile, Engle-
wood Cliffs, NJ.

"With more smartphones in use and more advertisers adopting
mobile marketing strategies and custom mobile applications,
the industry will continue to grow," she said.

Provisioning time a major hurdle
There are several challenges that marketers will face in 2010.

The first is that digital bar codes cannot be scanned by regular
scanners. Until handset manufacturers modify handsets or retail-
ers replace all their scanners, this will continue to be an issue.

Short code provisioning will continue to be an impediment in
2010, as it was in 2009. Carriers better get their acts together
because marketers will not accept more delays in provisioning
common short codes.

Also, an increasing amount of noise in the mobile messaging
space will make it more difficult for marketers to break-
through and be noticed, per Cindy Tai, vice president of prod-
uct and marketing at OpenMarket, Seattle.

Marketers, in some cases, will have to overcome poor mobile
programs that preceded them, reducing consumer willingness
to participate in new programs.

Some industry experts argue that SMS will become irrelevant
with the growth of the mobile Web, which is expected to
reach nearly 100 million unique users per month in 2010, ac-
cording to Millennial Media.

But nothing will beat the ubiquity and reach of SMS.

Discount retailer Target taps SMS on an ongoing basis to con-
nect with consumers. Target has used text messaging in select
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advertising and marketing campaigns to be fresh and innova-
tive, connecting with consumers to reflect their wants
and needs.

“Text messaging is layered into a campaign if we believe it
aligns with our overall strategy or adds an element of interest
or surprise for our guests," said Sara Boehle, spokeswoman
at Target, Minneapolis.

Data plans key for SMS marketing
There will be several SMS opportunities in 2010.

Ms. Tai predicts that wireless carriers will continue to push
unlimited text plans leading to even greater SMS usage.

“The U.S. mobile market is stabilizing with stronger regulations
and policies in place,” Ms. Tai said. "Streamlining industry
guidelines will make it easier for newcomers to understand
and enter the mobile messaging space

“The industry is overcoming some of the legal challenges, and
opportunities for innovative services will continue to grow at
a faster rate," she said.

A HipCricket survey on SMS shows that 37 percent of con-
sumers would participate in a mobile customer loyalty pro-
gram from a brand they trust. However, 83 percent say their
favorite brand has yet to market to them via their mobile
phone.

This will change in 2010, as more brands will recognize the
value of SMS and will use it to target consumers.

“| strongly urge advertisers to work with an experienced, ac-
cessible mobile marketing company that provides the support,
technology, knowledge and creative input to create an effec-
tive campaign,” Ms. Simmonds said. H
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MUSIC

Mobile will continue to drive innovation in music

By Chris Harnick

n 2010, mobile music will become more innovative as wire-
less devices get smarter and the rate of consumer adoption
takes off.

Record labels will expand marketing on the platform and there
will be more mobile fan clubs and programs incorporating
SMS alerts. Mobile radio also has increased in popularity and
will continue to do so.

"l know this has been said many times, but 2010 really is going
to be the year of mobile, at least it is for us," said Tim West-
ergren, founder of Pandora, Oakland, CA. "In 2009 our mobile
audience went from under 2 million to well over 15 million,
and that growth is accelerating.”

Pandora is a personalized Internet radio and music
discovery service.

Gimmie, gimmie more

In 2010 artists and record labels will continue to

integrate mobile.

Britney Spears launched an official iPhone application in 2009
and Rihanna partnered with Nokia, MTV and VH1 for several
mobile initiatives to promote a new album.

Evan Schwartz, cofounder/CEO of Thumbplay, New York, said
the 2009 boom of smartphones helped create opportunities
for applications such as Thumbplay Music.

“People can leave their homes with just one
device that does everything," Mr. Schwartz
said. "We fully expect consumer usage of
music on their mobile devices to take off in a
very big way this year."

The main challenge for 2010 is to create sim-
ple, gratifying experiences that are intuitive
at the same time.

Consumers increasingly view their mobile de-
vices as something more akin to a mini-PC

Beatropolis

starting to use their devices as their primary means to listen
to and discover music.

Pandora's Mr. Westergren thinks the adoption rate of con-
sumer-marketed smartphones will increase and in turn drive
the prices for these devices down.

“This will mean that more users will be consuming data serv-
ices and, in particular, music services like Pandora, in a much
more meaningful way,” Mr. Westergren said.

“The challenge for us will be in making sure that our mobile
applications work seamlessly across all of the new devices that
will be released this year," he said.

The industry helped pave the way for mobile commerce with
MP3 purchasing, but will mobile make the album irrelevant?
Mobile commerce is all about convenience. Hear a song and
want it? Download it to your phone with a few clicks.

The iTunes store made consumers comfortable and it will con-
tinue to have the same effect while consumers begin to make
more music-related purchases over their wireless devices.

Mobile brought back the singles and in turn took apart the
concept of albums. Once again, singles are easier to monetize.

Need for speed

John Trimble, chief revenue officer of Pandora, said a constant
challenge in the mobile market in the near fu-
ture is the speed of innovation.

Pandora got into the mobile radio market
early. Mr. Trimble said it has benefited from
fast cycles of innovation and adoption.

Mr. Trimble said 2010 will let Pandora provide
consumers with options to use its service
however they want, rather than trying to steer
consumers to one or two devices.

“We believe 2010 will be the year Pandora re-

with rich data services that can also make
phone calls.

As perceptions have changed, consumers are
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ally delivers on providing the best free music
discovery service to people wherever they are
— whether at home, at work, on mobile
phones or in the car,” Mr. Trimble said. B
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SEARCH

Will 2010 be the year of mobile search marketing?

By Giselle Tsirulnik

his year is shaping up to be a real break-

Tthrough year for mobile search, as brands
learn more about consumers.

The vast majority of large advertisers are

quickly moving to be included in the mobile

search results of Bing, Google and Yahoo. This

year will be pivotal for Fortune 500 brands to
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great potential if it is location- and
proximity-based.

There is enormous opportunity for the early
adopters of mobile search.

The current search marketplace is similar in
many ways to the early pay-per-click online

ouTube

begin solidifying their overall mobile strategy

search marketplace, circa 2002.

and Web presence with mobile search advertising.

“Buying mobile search is one of the most effective tactics to
helping engaged customers locate and interact with your
brand via their mobile device,” said Douglas McMillen, New
York-based national mobile search specialist of advertiser and
publisher solutions at Microsoft.

“This year will also be a pivotal year for consumer adoption of
smartphone technology, which will enable consumers to in-
corporate many common tasks we associate with PC usage,
such as search and Web browsing, into their daily mobile
phone habits," he said.

Mobile, online searches different

Last year was rather quiet for mobile search, with not a lot of
media surrounding marketers' use of the channel. In 2010 ex-
pect to get more case-study examples in terms of how mobile
search fared well for large brands and publishers who are try-
ing to drive site visitors and even application downloads.

Mobile searchers differ greatly from online searchers. Mobile
searchers are looking for immediate answers, while online
searchers are usually in no rush.

Online searchers are usually researching something, while mo-
bile searchers are looking for an answer on the go. Mobile
searchers expect answers immediately.

Since consumers are increasingly relying on their handsets
while on the go, mobile search is most effective and has

What this means is that those who have their mobile strategy
ironed out and are ready to get serious about investing in PPC
mobile search will gain significant advantage in terms of mar-
ket share and overall learning of consumer behavior in
the space.

“The biggest challenges we see are weaknesses in an adver-
tiser's speed-to-market building a mobile Web site that con-
sumers are excited to engage with, as well as the complexities
surrounding conversion tracking due to the nature of all the
various mobile devices in the marketplace,” Mr. McMillen said.

Measures not the same

Big brands need to lock down a solid strategy for their mobile
Web presence and also determine how they are looking to
measure success in this new space as quickly as possible
this year.

Success may not be measured in exactly the same way as
marketers' PC search campaigns.

For example, say a marketer is looking to drive brand interac-
tion or a click-to call-campaign. Mr. McMillen recommends
not being narrow-minded in how to measure success.

“Consumers are engaging with brands through their mobile
device every day - you'll need to understand how and why
they're looking for you and build a framework around that to
accurately measure your success in 2010, Mr.
McMillen said.
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Social media networks and mobile go hand-in-hand

By Chris Harnick

This year, social media will continue to mo-

brightkite Brightkite

bilize, as consumers demand on-the-go
access to their favorite networks. Those
that do not will be left behind.

25 results found

One of the biggest challenges for social net-
works in 2010 will be monetization. And as
more networks mobilize, another challenge will
be maintaining and attracting consumers.

“[Social networks will see] continued growth,"
said Rob Lawson, chief marketing officer of
Brightkite, Burlingame, CA. "There will be an
increase in the number of pure-play mobile so-
cial networks, their feature set and their
user bases."

Good beer...5 barrel

posted 10 days aga

Towards the end of 2010, expect to see the beginning of
market consolidation.

Brightkite is a mobile social network that lets users meet peo-
ple around them and keep up with their friends, as well as ex-
plore and discover new places via mobile augmented reality.

Reality warp

Consumers are ready for and clamor for mobile social net-
works. Social networking is one of the fastest-growing activ-
ities among mobile users domestically and worldwide, so
marketers must follow the eyeballs and develop a mobile so-
cial strategy, according to eMarketer.

As one of the primary ways mobile users communicate with
one another, social networking — the exchange and discussion
of information, content and media on shared communities
such as Facebook, MocoSpace and Foursquare — is proving a
significant driver of Internet usage on mobile devices.

In the United States, mobile social networkers will total 56.2
million by 2013, accounting for 45 percent of the mobile In-
ternet user population, eMarketer predicts.

Furthermore, the Facebook application for Apple's iPhone has
topped the charts for almost two years, proving that social

networking and mobile go hand-in-hand.

With mobile, social networks will continue to embrace tech-
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nology unique to mobile devices such as GPS
and augmented reality.

However, the biggest challenge for social net-
works on all platforms is monetization and it
will not be solved by mobile. The question will
still remain as social networks experiment with
pay-per-download models, micropayments
and advertising.

Consumers will not tolerate any intrusion into
their private conversations.

Marketers such as Best Buy have been experi-
menting with integration into social networks,
without being considered intrusive by consumers.

In December the electronics retailer used Brightkite's aug-
mented reality advertising platform to drive consumers in-store.
Augmented reality helped to serve consumers store information
and deals.

Ante social

The main challenge in the mobile social networking realm re-
mains proof of performance, and for many brands this means
proof that mobile can change real-world behavior, versus
clicking through to a mobile Web site.

Neil Edwards, CEO of Cellufun, New York, said social networks
have been changed by social games.

Social games such as FarmVille have influenced the way con-
sumers use social networks. Consumers now log on both to
communicate with friends and to be entertained.

Consumers pay for virtual goods in their social games, but net-
works such as Facebook are merely the host of the applications.

Mr. Edwards said 2010 will still see social networks being chal-
lenged by discovery, access and coverage. Not every consumer
has an iPhone.

“As more people use their phones to access the Web, the pop-
ularity of social sites on the phone is also increasing,” Mr. Ed-
wards said. "Cellufun expects 2010 to be the year of the
mobile social and gaming network.” l
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Augmented reality, smartphones and bar codes

By Dan Butcher

smartphones with more sophisticated browsers and func-
tionality spurring the rise in popularity of mobile appli-
cations and the mobile Web.

The biggest trend of 2010 is the continued evolution of

The advent of 2D bar codes, augmented reality and Adobe
Flash on certain phones will help support mobile marketing.

“Mobile software is going to be-
come more important this year as
a way to not only hook cus-
tomers, but to also give them real
value,"” said Omar Green, director
of strategic mobile initiatives at
Intuit, Mountain View, CA.

"l suspect that 2010 will be the
year when mainstream con-
~ sumers begin to expect that their
‘ favorite online tools, games and
content sites have mobile com-
ponents that

work on their

Omar Green, director
of strategic mobile
initiatives, Intuit

choice of phone," he said.

What this is going to mean for software and
technology companies is that they will have
to get better about managing the fragmen-
tation that will come from this new
target market.

0S wars

In terms of operating systems, Apple's
iPhone, Research In Motion's BlackBerry,
Google's Android, Palm's WebQS, Mi-
crosoft's Windows Mobile and Nokia's Symbian will continue
to fight for supremacy.

"We're going to have to add our voices to those others in the
industry that are asking for fewer platforms, or for solutions

that help us to manage those platforms better,” Mr. Green said.

All smartphone operating systems will race to court application
developers and encourage them to innovate on their platform.

Application stores were a huge story in mobile in 2009, and
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this year they will continue to proliferate, as they also begin
to transform to be more favorable to developers.

Manufacturers will realize the differentiation possible with
treating these retail outlets as real stores. This will result in
real merchandising, community development and more mon-
etization components.

The crossover and cross-pollination between desktop, laptop
and mobile software will be interesting to monitor in 2010.

Expect to see a larger resurgence in desktop software for the
Macintosh, as the iPhone halo expands the overall Mac user
base, said Scott Michaels, vice president at Atimi
Software, Vancouver, British Columbia.

Small application developers will decline in 2010, as they
struggle to get noticed.

Bar codes, bar none

A trend that is starting to really move in mobile applications
is around payment processing. This trend
will continue throughout 2010.

"It will be supported by consumers, small
businesses and the mobile industry as it fi-
nally starts to look like the roadblocks to
getting to true mobile wallets begin to
crumble,” Mr. Green said.

Another hot trend that will grow signifi-
cantly in 2010 is 2D bar codes for use in
marketing campaigns, promotions and
couponing, publishing, on-the-go product
information and commerce.

"l know all of the major publishers are aggressively pursuing
forms of 2D bar codes in 2010, and | think of any medium, the
print medium is going to move the fastest, driven by the pub-
lishers," said Dudley Fitzpatrick, CEO of Jagtag, New York.

"Brands and retailers are also driving in-store 2D bar code pro-
grams, and event marketers are early adopters of 2D bar codes
and will continue to drive usage,” he said. "We also have pack-
aging programs in planning for 2010, and programs on digital
signage coming up." W

Mobile Marxketerx MOBILE OUTLOOK 2010



TELEVISION

2010 will be about keeping up with the audience

By Chris Harnick

elevision programming content on mobile can engage
Tand entertain audiences when they are not in front of

their TV sets.
However, mobile television will not make up for fleeing eye-
balls from TV sets. Instead, mobile TV can act as a comple-
ment, especially if it is monetized.

Several networks have launched
applications that include stream-
ing live TV and full episodes while
others, such as The CW, have used
the platform to drive consumers
to purchase its content. Marketers
will also continue to use TV to
promote mobile programs.

"We definitely believe that mo-
bile is where online was
three to four years ago
and following the
same trajectory,”
said Rick Haskins, executive vice president
of marketing and brand strategy at The
CW, Burbank, CA. "Video is going to
play a pivotal role in the expan-
sion of mobile, much like it
has online, whether it's
streaming, downloading,
extra features or exclu-
sive video for mobile."

Rick Haskins, EVP of
marketing and brand
strategy, The CW

The CW has developed
several applications for its
television properties and like
other networks it has SMS programs
to alert viewers when new episodes of
their favorite programs will be on.

Marketers have had success and will continue to suc-
ceed by advertising their mobile programs on TV.

Screaming for streaming

Networks can continue to monetize content by selling
episodes on mobile devices through platforms such as iTunes
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and Verizon Wireless' V Cast.

Mobile TV content appeals to consumers on the go since they
can plug in while commuting and not miss a beat.

Vicki Mealer, senior director of product management at Flo TV
and Qualcomm Flo Technologies, San Diego , said mass adop-
tion of mobile TV is imminent.

In 2009 Flo TV launched its own direct-to-consumer business.
It believes the critical elements of mass consumer adoption
are coming together in 2010.

“Consumer awareness and acceptance are integral factors in
mobile TV taking off and reports have already shown a steep
increase," Ms. Mealer said. "Imperative to the mass adoption
of mobile TV is that consumers across the country
have access to high-quality TV from
a network built to scale as
consumption grows."

Ms. Mealer said the current
mobile TV market is crowded
and the industry, as a

whole, needs to continue

to educate the market on all
forms of potential TV content.

Selling mobile TV content could lead
to the replacement of DVDs - only if
the memory of smartphones improves.

In 2009, TV shows and networks integrated
mobile into marketing tactics to reach consumers.
In 2010, networks will continue to use the mobile
channel to bring more content to viewers, including
streaming of live TV.

Mr. Haskins said the biggest challenge for The CW is advertis-
ing within its applications.

“The mobile market is being flooded with a wide variety of
new and different applications, so the challenge is knowing
which one is going to be popular, which one is going to break
through the clutter,” Mr. Haskins said.l
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Mobile video gets into

By Giselle Tsirulnik

obile video is going to be big in 2010 because of the
rise of smartphones and consumer demand for on-
the-go snackable content.

With the proliferation of smartphones and increased MMS
and mobile Web usage, major brands will realize that they can
no longer avoid serving, de-
livering and advertising using
mobile video.

“Mobile video will become
pervasive for all players within
the ecosystem, from con-
sumers with feature phones
receiving video MMS, to
smartphone users watching
full-length television shows
on their device and brands
using video advertising to en-
gage their audiences,” said
James Citron, CEO of Mogreet,
Venice, CA.

"With mobile video now accessible through a number of plat-
forms to a wide audience - 200 million consumers - we ex-
pect to see the first mobile video viral phenomenon to hit and
spread in 2010," he said.

Video gaga
There will be several opportunities in 2010. Marketers already
using SMS can breathe life into their campaigns with MMS video.

Expect to start seeing companies delivering video via MMS to
their consumers as a substitute for standard SMS campaigns.

"Who doesn't want to see a sneak peek of the next ‘24’ or
'Gossip Girl'?" Mr. Citron said. "Consumers want to see Jack
Bauer or Serena van der Woodsen on their phones, not 160
characters of text."

Additionally, in 2010 the mobile Web will change drastically.
It will no longer look like the Internet, circa 1998. Mobile Web
sites will need mobile video to stay relevant as consumers'
thirst for it spikes due to cheaper data plans and fast-growing
smartphone penetration.
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VIDEO

marketing's big picture

With video capture devices everywhere, including hundreds
of millions of phones, iPod Nanos and Flip cameras, consumers
are able to send and receive mobile video en masse. Expect to
see the beginning of viral videos captured and distributed first
through mobile social networks.

Mr. Citron anticipates this will
extend mobile existing busi-
ness models - mass media and
gossip publications - and cre-
ate new ones such as
citizen journalism.

“We've already seen one major
carrier threaten to price data
access on a per-bit basis as it
struggles to keep up with con-
sumer demand,” Mr.
Citron said.

"Just like AOL struggled with
network capacity years ago when it moved to unlimited Inter-
net plans, several carrier networks will struggle keeping up
with the network demand as millions of consumers' use their
mobile phones for data-intensive services, such as viewing
and sharing mobile video," he said.

Data issue

Data plans are expensive today and largely the domain of early
adopters and corporate users. For the feature phone audience,
which is still three times bigger than the smartphone audience,
the price of data plans must come down for them to start con-
suming mobile video.

Additionally, the best mobile video content is not just repur-
posed traditional video content, which is often what is cur-
rently most accessible.

Content providers, media companies and advertisers will need
to start creating compelling video content specifically for
the mobile medium.

"Without question, mobile video spend will increase as 2010

is starting to see bigger advertising budgets, and brand inter-
est in mobile video is incredibly high,” Mr. Citron said.
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