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NEWS

Publicis Mojo searches for CD
Publicis Mojo is reviewing a shortlist of candidates
following the news regional creative director Darren
Spiller is to leave the agency in June to join Fallon
Minneapolis. Spiller leaves after 14 years at Mojo.

Members Equity appoints

George Patterson Y&R and Wunderman Melbourne
have been appointed to handle the Members Equity
bank business following a pitch against incumbent
Shannon’s Way, which held the account since 2005.
Members Equity was created in 1999 to provide low
cost housing loans for trade union members.

Car sales set for recovery
A recent survey
suggests 3.4% - or
557,000 people -
intend to buy a new
car in the next 12
months. The latest
Roy Morgan Automotive Leading Indicators for March
2009 show that although recording a slight drop of 0.1
points since February, last month’s figure was up from
the five-year low of 3.0% recorded in December 2008.
The number of Australians intending to buy a new car
in the next four years is 12.1%, the strongest result
since October 2008.

Amber still “has the answer”

Amber Tiles has boosted its ad spend by almost $1
million as it looks to increase its presence on TV.
Amber launched new TVCs in NSW and Queensland on
15 April, primarily on Seven Network and Nine Network.
The “Waiting Room” campaign by M&C Saatchi, which
won the account in mid-2008, retains the “Amber has
the answer” tagline.

JWC catches Difflam account
Sore throat relief brand Difflam has appointed Jack
Watts Currie as it looks to up its advertising in traditional
media this winter. The iNova Pharmaceuticals-owned
brand’s range includes sore throat lozenges, solutions,
iodine gargle, throat sprays and oral mouth gels.

Tourism WA pitches account

A tender has been released for Tourism Western
Australia’s creative and digital accounts, with the
tourism body already in talks with many of Perth’s
top agencies. Marketforce and NetX are the current
incumbents, while DGM looks after search. A shortlist
is due in May, with a final decision expected by June.

Sony sponsors Opera House
Sony has signed a multi-year deal with the Sydney
Opera House to become a major partner and exclusive
entertainment technology partner. Sony will feature
Sydney Opera House brand and imagery across a
selection of its future promotions and campaigns.

Nielsen Mobile set for launch

Nielsen Mobile, Australia’s first full mobile internet
measurement service, will be launched in June.
Nielsen Online global chief executive John Burbank
announced the launch on a recent visit to Australia:
“Nielsen Online recognises that the mobile space
is developing at a phenomenal pace and, in turn,
we are investing heavily in continuing to expand our
capabilities in this important area. Nielsen Online
has been providing measurement of mobile Internet
usage for the past three years globally through its
acquisition of mobile measurement provider Telephia.”
Turn to page 25 of the Mobile Marketing Special
Report in this issue for the latest mobile trends from
Nielsen Online.
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could deliver.

“In the six months after the
iPhone was launched we saw a 100%
increase in unique browsers and a
400% increase in page impressions,”
Ray claims. “What that demonstrates
is that the audience is getting
bigger and their level of engagement
isgrowing.”

This was confirmed by the 2008
Worldwide Mobile Data Services
Study conducted in November
by m.Net which revealed 49% of
Australian respondents visited
a mobile web page in 2008, up
from 41% on 2007.

Sixty-four percent of
Australian respondents in the
m.Net survey said they were
willing to pay more than $10
per month for unlimited mobile
data access, up from 0% the
previous year

Users previously had the fear
of using data but bundled plans
are helping to dispel fears.

“Now that providers are
doing bundled plans prices will
continue to go down. This is
contributing to growth and will
continue to do so,” Ray says.

Yahoo!7 head of mobile
Tommaso del Re also
acknowledges that the iPhone
has had an impact.

“Wehaveseenadvancements
in terms of mobile users’
behaviour as well as innovation
to improve ease of access to
mobile internet services,” Del
Re says. “Our user base has
been growing on average 16%
over the past 12 months and as
of February we enjoyed around

phones, publishers recognise the
constraints of the smaller screen size
and are trying to create solutions
tailored for mobile phones.

Ray believes mobile publishing
is about giving the user the correct
information at the right time. “If
you require them to jump off the
phone thenitis the wrong solution,”
he says.

As a result the publishers have
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Apple’s iPhone has prompted consumers to
re-evaluate what their phones can do.

their content on the internet.

It also gives them more control
over the way the advertising looks
and enables them to provide
different solutions for the hundreds
of different mobile handsets that
are available.

“It’s not as simple as being a
publisher and putting up ads — it is
about creating the user experience,”
Ray says. “Advertisers need to think

through their mobile strategy.
It is about guiding advertisers
and getting the creative right
so that you are sending them to
aquality site.”

PLACING ADS
ON MOBILES

Ninemsn director of operations
& mobile Dean Capobianco
says even though the company
has the same serving system
across the web and mobile there
are key differences.

“We have built on top of the
solution to deliver content to
certain handsets so that they get
the best user experience.

“It's not one fits all. We have
a piece of technology that is
optimised with advertising so
that our standard ad can look
different,” Capobianco says.

Google advertising product
specialist Jeremy Wood says the
company is trying to replicate
its online strategy on the mobile
platform. Google uses its own
online advertising platform,
Adwords, for mobiles as well.

“It is slightly condensed
with one ad at the top and one
ad at the bottom, which makes

Continued on page 28
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MEASURING
THE GROWTH

MOBILE ADVERTISING IS SET TO RECEIVE THE
MEASUREMENT STANDARDS THAT ARE VITAL
FOR ANY MEDIUM WHEN PUTTING ITS CASE TO
MARKETERS. HELEN SCHULLER REPORTS.

lack of consistency in the measurement of users has held

back the growth of mobile advertising. In response, the
peak industry body for interactive content and digital media, the
Australian Interactive Media Industry Association (AIMIA), has
taken on the task of compiling data to indicate the growth of
mobile phone usage to help guide advertisers.

“Ongoing education of the market and proving the value of
mobile adverting is an essential element of a digital marketing
mix,” Yahoo!7 head of mobile Tommaso del Re says.

“Furthermore, given the pressure on advertising budgets,
clearly proving the return on investment from a mobile advertising
spend is important.”

GroupM director of mobile communications Claudia Sagripanti
has worked with AIMIA and a panel of publishers, carriers and
suppliers over the past 12 months to develop a system to
measure how the industry is performing.

The first figures released in March show page views across
mobile internet sites within Australia increased by 17.3% from
September 2008 to December 2008, reflecting a compound
annual growth rate of 89.3%.

“We started mobile measurement over a year ago,” Sagripanti
says. “It is part of the bigger approach to mobile advertising
and making the industry more accountable by introducing
measurement and standardisation.

“It is also about making it easier for clients and their agencies
to buy media and other mobile applications. It has taken a year to
come to some agreement and we have consulted widely across
carriers and some suppliers.”

Ninemsn director of operations & mobile Dean Capobianco
agrees that AIMIA’'s mobile measurement plans are a step in the
right direction in a long process.

The next stage will see AIMIA work with GSM Association
(GSMA), a body that represents the mobile communications
industry worldwide, to supply a comprehensive report modelled
on the GSMA’s current Mobile Advertising Programme (MAP) in
the UK.

The report due to be released in 12 months will see more
in-depth analysis and should see the inclusion of all carriers.

Continued from page 27
it different to the computer-based
experience,” Wood says.

“We can leverage an existing
platform so we can target people
as easily. The key difference is the
way we evolve — how to present the
advertising and how to connect at
different times and places.”

According to Wood, the cost
of entry into mobile advertising
on Google remains low because
demand has not yet taken off.

“The auction space [for
inventory] is not cluttered and the
cost is cheap. It is a huge space to
take advantage of without a huge
amount of competition,” he says.

“We are seeing strong growth in
mobile usage and advertisers are
cashing in on it as it is an untapped
space which it is not saturated.”

Fairfax’s Ray agrees: “For many
advertisesitisarelatively inexpensive
medium because your investments
can be small to start with.”

He notes a key element for
success is that display ads don't have
multiple visual distractions. “Brand
recall and click-through rates are
higher for mobile than most other
mediums,” Ray claims.

At this stage though, publishers
are creating dedicated mobile sales
teams. Mobile advertising is not
seen as a standalone marketing
tool but rather as a component of
campaigns that also include print,
online, mobile and television,
suggests Yahoo!7’s Del Re. Yahoo!7
uses the same advertising platform
for mobile as online.

“We need to make the purchasing
of mobile advertising as easy as
possible for clients and in that sense
signing insertion orders, scheduling
of campaigns and reporting is
consistent with what we already
have online,” Del Re says.

“The Yahoo!7 approach is not
to create silos within the business —
mobile is not seen standalone butan
integral part of the business.

“We don’t expect changes to
the system in the future but rather
enhancements to it, to include
features such as geographical
targeting and behavioural targeting
specific to mobile,” Del Re says.

Such an approach plays on

mobile advertising’s ability to
target users with highly relevant
information that is specific to where
the user is at any given moment.

WHO'S ADVERTISING?

The automotive and entertainment
industries have been early adopters
of mobile advertising, not just in
Australia, but globally.

Publishers see 2009 as an
important time to build on those
relationships, while expanding the
portfolio to include brands and
sectors that haven't engaged with
mobile advertising to date.

Yahoo!7 has launched mobile
adverting campaigns for KIA, Toyota,
Masada, EMI, Nokia and Paramount
Pictures in the past six months,
says Del Re.

“One of the areas of focus is
FMCG. We also see retailers as an
area where there is potential for a
rise because we see mobile as an
effective tool to drive customers into
stores to either redeem a voucher,
get a free sample or take-up any
other promotion the retailer may be
running atatime.”

He believes mobile ad rateswill be
stable during 2009. “The focus will be
more on delivering additional value
to advertising clients as apposed to
discounting rates,” he says.

Ninemsn has calibrated mobile
pricing with web pricing and does
not differentiate the products too
much, Capobianco says.

“Our pricing is getting consistent
with a banner across online and
mobile the same price regardless
of whether it is sport, news or
entertainment.”

Fairfax’s Ray says automotive,
finance and location-based travel
advertisers have been the biggest
supporters of mobile advertising. He
claims mobile ad revenue has grown
300% year-on-year.

“Eighteen months ago mobile
advertising was experimental — now
we are getting demand on a month-
by-month basis.”

NDM'’s Saavedra says: “We have
gotalot more proposals and interest
from advertisers. Sales people are
asking more and more questionsand
there isalot more discussion around
how to advertise on mobiles.”
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Sony Ericsson [top] and Lion Nathan [above] are two marketers that have
added QR Codes to their advertising.

MOBILE'S
TIME OF
REDEMPTION

MOBILE COUPONS AND QUICK RESPONSE CODES ARE SET TO TAKE
OFF AS ADVERTISERS LOOK FOR CHEAPER AND TRENDIER CALLS TO
ACTION IN TOUGHER ECONOMIC TIMES, WRITES

to the iPhone and other 3G
handsets has pushed savvy
marketers to test more mobile
ad campaigns and interactive
sales promotions.

The two-dimensional Quick
Response (QR) Code, until now
exclusive to Telstra, is set for a
marketing boost of its own when

other carriers begin promoting

their QR-enabled phones. These
use the camera to read and
understand the square boxes
appearing on outdoor posters and
print media.
QR Codes summarise complex
promotional information and
make phones open a webpage
automatically. It is estimated there
are two million QR-ready handsetsin
usein Australia. The free pre-installed
reading software first developed in
Japan is widely used in Asia and is
gathering popularity in the UK and
US. But it is yet to become the norm
for digital campaigns here.

Sony Ericsson used QR Codes
last year in conjunction with Telstra
and Sneaky Sound System to
promote its W760 Walkman. Jacob’s
Creek included it in an integrated
campaign earlier this year and Lion
Nathan has integrated it into a fully
interactive campaign for its web
series “6 beers of separation”.

“We're expecting it to ramp up
when Vodafone and Optus start to
promote it,” says Bill Obermeier,
former brand & marketing chief
at Telstra, now chairman of
Publicis-owned digital marketing
consultancy Myne.

“We're predicting there will be
a lot more uptake, with 10% to 15%
of all phones enabled by the end of
the year,” he says.

Mobile coupons will also take off,

he growth of mobile internet
access and services thanks

says Myne partner Simon Morgan.
First touted as a great way to deliver
concert and cinema tickets, the
barcoded coupons have been
largely forgotten by advertisers who
struggled with implementing reliable
means to track them at point of sale.

People are
beginning to
make more
considered
decisions than
what ringtone
to download.

But Morgan says if the enquiries
he’s been getting from agencies and
advertisers in the last few months
are any indication, coupons will
become a much more popular direct
marketing tool this year.

“We've been doing a lot of
research on the coupons and
methods [of redemption]. The
barrier to marketers using them
has not been consumer acceptance;
it's been the training of staff at point
ofsale.”

Morgan says coupons work
best when brands control the
redemption point as is the case
with national store and cinema
chains. But FMCG marketers would
still find it challenging to convince
supermarkets and general retailers
to accept such promotional tools.

Morgan says the cost of
including a QR Code or couponina

mobile campaign is negligible. The
important thing is to have a linkable
mobile internet page that matches
the desired user experience, and
have an integrated back-end
database to collate analytics.

Richard Mergler, chief executive
of mobile technology provider MIA,
says consumers weren't ready for
coupons when firstintroduced.

“The mobile generation is less
than 10 years old. Now that they are
older, they are beginning to make
more considered decisions than
justwhat ringtone to download, and
mobiles are their device of choice.”

Coupled with data speeds rising,
data costs dropping and a pro-
liferation of cool mobile applications,
this means consumers will be
more willing to use mobile-driven
response mechanisms, he says.

Other mobile applications are
also gaining track, with NAB recently
launchingan ATM locator that allows
people to find the nearest ATM to
where they stand.

Dr Marisa Maio Mackay, research
director at m.Net, agrees QR
Codes and coupons are emerging
applications as mobile searches

drive internet usage.

“What we are seeing is people
searching in a quick and effective
manner. They use the mobile phone
for specific quick information, as
opposed to PC searches where
they want lots of information,”
Dr Mackay says.

This bodes well for tools that
allow users to go directly to the
content they need. But she warns
advertisers to use the medium
appropriately.

“The mobile phone is not a place
to create anew brand, butto tap into
existing behaviour. It is a powerful
channel, but just another tool to
communicate with users.”
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BlueZones [top] allowed consumers to download free mobile content,
and in the process get to know characters like Indiana Jones [above].

TEMPLE OF
BLUETOOTH

PARAMOUNT PICTURES BOOSTED TICKET SALES BY INTRODUCING A NEW
GENERATION OF CINEMAGOERS TO ITS ICONIC INDIANA JONES, INCREDIBLE
HULK AND IRON MAN CHARACTERS, USING BLUETOOTH TO DISTRIBUTE FREE

MOBILE CONTENT.

aramount Pictures was
P banking on the success

of three action adventure
blockbusters scheduled for release
last Autumn - Iron Man, Indiana
Jones and the Kingdom of the Crystal
Skull and The Incredible Hulk.

Although the subjects of these
films are iconic and familiar for
older cinemagoers, much of
Paramount’s target market for the
films — 13 to 24-year-olds with a
male skew — were too young to
know the characters. Paramount
wanted to ensure high ticket sales
by introducing the characters to this
younger audience.

Paramount hired Sydney-
based agency Aura Interactive to
create a promotional campaign
that integrated mobile advertising
with out-of-home across 22 major
shopping centres and Hoyts
cinemas. While the film distributor
had previously used Bluetooth to
promote its movie titles, in this
case Paramount wanted to use the
technology to broaden the reach
and scale of its promotions and
provide measurement of its out-of-
home media activity.

Aura chief executive Adam
Dunne says the campaign was a
good example of the value of depth
rather than breadth of engagement
in the mobile space.

“It wasn't just all about the
amount of eyeballs captured by
the campaign. It was the level of
meaningful engagement that we
were able to achieve with each
consumer reached,” he says.

The 60-day campaign included
the development of a library of
customised mobile content about
the films, including short video
previews, animations, screensavers,
voicetones, ringtones, mobile
vouchers and calendar reminders
that could be delivered via

REPORTS.

Bluetooth to mobile phones.

The key plank of the campaign
was avoiding the high data charge
rates applied by the mobile carriers
that make downloading rich
content-such as HD-quality video
trailers — prohibitive for average
mobile users.

It wasn’t

just all about
the amount
of eyeballs
captured by
the campaign.

Aura achieved this by linking
into the BlueZone networks of each
of the Hoyts and shopping centre
locations to deliver promotional
movie content free-of-charge to the
mobile phones of mainstream users
identified as the target market — 13
to 24-year-olds with a male skew.
Based on a rate of 2.2c/kb, more
than $56 worth of content was made
available for free to each consumer.

“It was great being able to work
with films with broad appeal and
enable users to download the rich
content for free,” Dunne says.
“The target audience wants to
know ‘what’s in it for me?’ and they
want to know we're not capturing
information about them via their
mobiles for future reference, which
we weren't.”

The mobile campaign was used
in conjunction with 340 x 42-inch

interactive touch screens installed
in the 22 shopping centres and 60
promotional display stands inside
the Hoyts foyers.

The nature of the live network
meant that Paramount could track
unique and repeat interactions
across the network and follow the
detection/interaction paths of
consumers from shopping centres
into Hoyts cinemas. The BlueZones
also allowed advertisers to track
which specific locations were
delivering the best results.

Dunne claims the campaign hit
each of its objectives:

* To get the high quality movie-
related promotional content
directly into the hands of the
target audience.

*To engage with this audience in
a positive and memorable way.

¢ To create awareness of the
movie release dates and, most
importantly, drive ticket sales
through to the box office.

The campaign established an
immediate and strong connection
between the target audience and the
product on offer — the films — with
ease of access via mobile phones,
Dunne said.

Overall the campaign interacted
with more than one million mobile
devices, delivering more than
117,000 downloads to consumers.
The interactive out-of-home media
campaign reached more than 5.5
million people.

Box office ticket sales for the
three films hit $54 million, with
Indiana Jones box office sales
passing the $29 million mark and
Iron Man selling more than $20
million of tickets.

The campaign won the global
award for Best Use of Mobile
Marketing — Promotion at the
2008 Global Mobile Marketing
Association Awards.
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2009:
THE
YEAR
MOBILE
FINALLY
TAKES
OFF?

ACCOUNTABILITY AND RETURN
ON INVESTMENT ARE IMPORTANT
SELLING POINTS AS MOBILE
MARKETING LOOKS TO ASSERT
[TSELF DURING THE DOWNTURN.
REPORTS.

I\/I obile marketing first
appeared in the late 1990s
and for at least the past half
decade, pundits have been lining
up to declare each year as the year
of mobile marketing.

However, 2009 shapes as the
year the medium may finally be
ready to deliver on its promise.
Mobile is poised to achieve this by
positioning itself as a cost-effective
and accountable channel in a
very difficult environment, claims
Mark Shaw, commercial director of
mobile ad network MediaSmart.

“Weareatech-savvy population,
early adaptors of innovation.
Consumers don't treat the handset
as a device - it's a resource, a
personal medium that’s your diary,
your music store, your best friend,”
Shaw declares.

“Telstra’s 3G network now
has 4.4 million customers and
savvy marketers are grabbing
the opportunity to employ the
channel’s size and engagement
power. The mobile medium has
gone through enormous growth,
for anyone to suggest this isn't a
force to be reckoned with — they've
got to be kidding themselves.”

With a focus on ROI, measur-
ability, cost efficiency and account-
ability in 2009, major advertisers
are beginning to seriously commit
to the mobile channel, he says.

“The average conversion rate
for mobile advertising is about
20%, which is about 10 times
higher than online, and targeting
of consumers far exceeds online
capabilities.”

He points to a recent campaign
for McDonald’s that demonstrated
the medium’s capabilities.

“The results for McDonald’s
Chicken Choice show the mobile
channelwas the most cost-effective
medium used in the campaign,” he
claims. “The cost per competition
entry for mobile was at least 50%
less than any other medium used.

157
= MiDonalds

You're now in the draw to win 510,000
far something you love! Why not visit
youur hocal McDonald's ® today to try the
Lasty mew Seared Chicken range?

u Watch the new TV ad

McDonald’s use of mobile in a
promotion proved at least 50% more
cost effective in attracting competition
entries than other media.

“Butwhat is taking mobile to the
next step is the ability to integrate.
It's a strong complementary
medium with enormous opport-
unity around innovation.

Shaw continues: “Strong results
are being achieved across a range
of sectors — from automotive and
banking to fast food, consumer
goods and alcoholic beverages. It’s
relevant to all demographics.

“Growth will continue to come
from the other half of the market
that haven’t yet ventured into

Mobile has
unique
capabilities —
it’s always on
and reaches
a diverse
audience at
any time.

mobile marketing,” Shaw expects.

Blue chip brands are already
signing on for mobile campaigns.
In the past 12 months, MediaSmart
has run more than 100 mobile
campaigns for clients including
McDonald’s, Lexus, Roadshow,
Fosters, CommBank, Qantas, IBM,
Malibu and Connex.

NAB recently signed a long-
term deal to advertise on BigPond
Mobile’s homepage, with a range of
campaigns planned for the year.

According to Shaw, the appeal of
mobile is not just as an advertising
medium, but also a channel
to enhance customer service
and the customer experience.
NAB has also joined Foster’s
and Toyota taking up mobile
sponsorship deals for the 2009
AFL and NRL seasons, helping
to reach and interact with male
sporting fans.

“Mobile has unique capabilities
— it's always on, it has the ability
to reach a diverse audience of
consumers at any given time, and
engagement opportunities exist
across all markets.”

Shaw predicts: “The next wave
of mobile functionality will only
add to the strength of mobile.”




