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Increasingly Important role o fulfill, The launch and penetration of 3G moblle
devices has made mabile anline experiences mare rich and dynamic and made i
more interesting for advertisers to venture into the business of mobile marketing
S0 whal exaclly are the new appartunities that this 'multi-screen warld® Ras ta
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ore than simply smaller screens

Figuras from comScare show that 27% of consumers in the major European
markeis are using mobile browsers, application and content downloaders.
Though it has been well over a year since the launch of the iPhone 3G and the
resultant boom in mobile Internet services, the growth in new Users seems
unlikely to diminish. The Web in general has already brought fremendous
changes and consumers hisve grown accustomed to being less than ten sieps
away from a compuler screen, But wilh the arrval of mobile Infemet it 1S now
possible for adverisars to reach into pockets, purses and briefcases of
consumers on-the-go. Even more so than PCs, mobile devices are highhy
persanalised, which calls for highly persanal media as well,

Mobile ads often benefit from strong consumer response and click-through rates.
However, the Stalus Repord on Mobile Advedising by the Interactive Adverising
Bureau correctly points out that this can parly be atiributed 1o the novelty effect and
a platform that is still in its early days. Users are still curious to explore all the
oplions that it has fo offer, including ads. In addition, mokile screens are still
relatively free of ad clutter, making the batila for the user's attention slighlly less
fiarce.

Itis imporant to acknowledge the fact that mobile markeling is Becaming an
advertizing discipline within itz own right and that it reguires more than simply the
PC-based Internet on smaller screens. One does not need to be an expert to
recognise the new opportunities that are ready o be explored. Advertising
messages can be targeted on a much more personal and local level, making the
brand message relevant and valuable for the consumer.
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This means that there is absolutely no
reason for brands to take mobile social media reputation amy less serdousky than
itz large screen counterpart. Infact, there is probably & lot of untapped potential
and first-mover advantage waiting to be materialised. Just like several ather larger
sites, Facebook iz now offering targeted mobile adgverising solutions, Howewver,
the many clever hranded Facebook applicalions, such as Burger King's Whopper
Sacrifice or Coca-Cala look-alike app have had an even greater impact. There is
nia reason why similar innovative branded apps cannot be 1zilored and adapted far
a miahile audience,

But other dramatic changes are occurring right now. Following their US
counterpars, a growing number of European mobile sevices providers are now
starting to offer unlimited data plans. This will convert into a boom in European
mobile Internet trafc, It also paves the way for richer mobile branded conlent, such
as videos and widgets. So ifyou want to gain eary experience in @ rapidhy
expanding markel, now might be the righ time to act
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