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Blooming
Beauty 
COLORBAR presents
Bloom collection. It
includes foundation,
compact, lip color, lip liners,
nail polish and French
manicure and is priced
from Rs 65 onwards.

Festive Fun 
FUNSKOOL lauched new
range of products for Diwali
like Diya Maker, Candle Factory
and Architect Wonder.
It is priced from Rs 199
onwards.

One
Step At
A
Time
HOMME shoes unveiled its
Lounge Wear collection.
Classified into classic worn and
club wear, it is available in black,
tan, brown and white shades.
It starts at Rs 3,290 onwards.

Natural
Beauty
NATURE’S Essence introduced
Fruit Bleach. It contains extracts
of fruits, herbs and flowers and
is priced at Rs 55.

Heat
Is On
JAQUAR and AO Smith launched a
series of water heaters. Made from
high quality steel and available in a
variety of colours, these water heaters
come with a two year warranty.

BRAND
LAUNCHES

Print
Solutions
HP launched 470-mobile printer in
the OJ category. It is battery-powered,
enables Wi-Fi and Bluetooth printing,
is compatible with Windows®,
Macintosh, Palm, Tablet PC, Pocket
PC and Symbian series 80 & 90 and
is priced at Rs 13,999 plus taxes.

Daily Dainty
NAICE Jewels launched jewellery brand Varaarkam.
It is an all diamond range of products like rings,
earrings, pendants, etc starting from
Rs 2,000 onwards.

Feel Safe
ZICOM launched video
door phone with
memory. The B&W door
phones can store upto
32 images, it consists of
a doorbell, an in-built
camera and comes with a
1-year warranty.
It is priced at Rs 8,990.

Lip Treats
LOTUS Herbals introduced
Seduction botanical tinted lip
gloss. It contains extracts of
grapes and jojoba and is priced
at Rs 175.

Like A
Lady
W launched its latest collection of
kurta tops and trousers for women.
It is priced between Rs 499 to Rs
999 for day wear and Rs 1,200 to
Rs 2,500 for evening wear.

Dance
Steps
PUMA introduced Ballerina
collection comprising
Espera, Icon, Prance &
Sabadella. It is priced from
Rs 1,999 to Rs 3,999. 

Speedy Talks
MOTOROLA launched 3G
MOTORAZR2 ™ V9 Ferrari
special edition in India. It come
with a 2GB memory card, is 3G
enabled, has a 2 MP camera
and more. It is priced at Rs
21,840 and is available at
Motostores, Motostore Lites
and select outlets.

Day N’
Night
GROGGY unveiled
its winter collection
AM to PM for men
and women. It
comprise casual
wear, jackets,
waistcoats and is
priced between
Rs 660 to Rs 6,800.

One of the fundamental issues with mo-
bile marketing is the multiplicity of measure-
ment methods and models the world over.
Add to this the absence of even a proper def-
inition of what mobile marketing constitutes
and the lack of the right standards, and ad-
vertiser apathy is natural. “Big brands will
advertise only if we have a universally ac-
cepted measurement model,” said Patrick
Parodi, CMO, Amobee, and global board di-
rector, Mobile Entertainment Forum, adding
that both marketers and media professionals
will pay for performance in real time. While
Purohit revealed that Cadbury India has still
not used the mobile for actually driv-
ing sales — for now the company is
using mobile advertising more from
a branding perspective — Harit Nag-
pal, marketing & new business direc-
tor, Vodafone Essar, pointed out that
as a service provider, his incentive
would be to get paid for perform-
ance. “I don’t want to be paid for ‘im-
pressions’ delivered. If the objective
of a mobile campaign is to get con-
sumers to test drive a car, rather than
getting paid 8 or 10 paise per impres-
sion, I’d rather get paid Rs 500 for
every test drive I deliver,” he said,
making a case for a performance-
linked model. “I would want to see
the bulk of mobile advertising as be-
ing conversion-centric,” he said,
adding in the absence of conversion
mechanisms, the industry has to fall
back on impression-based revenue
models, which are less than optimal.

The bigger issue that Parodi raised
was that the mobile is still to emerge

as a ‘medium’, and that to achieve ‘media
status’ the active involvement of service
providers is crucial. “Operators have access
to everything that the consumer does, so
they can take control of all levels of user ac-
tivity,” he said. However, Balsara drew at-
tention to the fact that advertising is a low
priority for operators as ad-based revenues
have a small impact on their overall busi-
ness. “The total advertising market in India
is worth Rs 20,000 crore. The cellular oper-
ators’ business is worth Rs 100,000 crore.
How much can mobile advertising add to
their business? Yes, the operator is critical,
till he looks at it seriously, mobile advertising
will be a slow burn,” said Balsara.

Nagpal, who admitted that operators
have usage behaviour mapped to the T, in-
sisted that there needs to be a system in
place that can analyse consumers in a man-
ner that allows for targeted communica-
tion. He added that in its absence, it’s in
everyone’s best interest to go slow on mo-
bile marketing. “I am happy we have not
spammed consumers with unsolicited ad-
vertising — my fear is that conferences like
this will get people to see the revenue in it
and spam blindly,” he said, adding that for
operators, advertising revenue, as a per-
centage of the overall revenue, will only be
in “low single digits”. Manu Kumar, CEO –
Maharashtra & Goa, Bharti Airtel, added
that service is the most important aspect of
the business to operators, and everything
else naturally takes a back seat.

Relevancy and intrusion are clearly is-
sues that the industry is grappling with
everywhere. “Only 12% of European
consumers trust mobile advertising, and a

bulk of them are
averse to unsolicited
ads. So there is a
strong need for a per-
mission-led ap-
proach,” said Parodi,
adding, however,
that the response rate
for mobile advertis-
ing is higher than for
internet advertising.
Cadbury’s Purohit
was also clear that in-
trusive advertising is
not something that
mobile consumer will
take kindly to. “While
we have to look at
mobiles, it’ll be a mis-
take looking at the
mobile screen as a TV
screen or a PC moni-
tor. The mobile phone
is a very personal
thing,” he said. Nag-
pal added that while a
10% response rate
can be seen as some-
thing positive by mar-
keters, everyone has
to keep in mind the
fact that the 90% that

didn’t respond is likely to have cursed the
marketer and the operator.

What adds a spin to the entire mobile
marketing debate is the fact that advertis-
ing on the mobile does not follow the tradi-
tional model found in other media. “The
mobile is wholly user-paid, unlike other
media where ads were inherent from be-
ginning. So how to get ads into mobiles
needs thinking,” remarked Parodi. One ar-
gument that’s usually put forward is that all
advertising helps subsidise the cost of the
product to consumers. While this is a rivet-
ing argument, Nagpal said it doesn’t make
sense taking money from advertisers to
give consumers a discount. “I won’t rob Pe-
ter to pay Paul. Let consumers pay for the
services he uses and let marketers pay for
the value they derive,” he said.

In the final analyses, it’s the consumer
who serves as the best pointer to the way
forward, observed Anuj Khanna, CEO &
chairman of mobile media innovation
company, affle. “The consumer sees mo-
bile as communication device, so it’s the
consumer who’ll tell what to do,” he said.
Khanna added that the mobile can serve
as an access point for content. His pre-
scription: “Create a parallel drive that gets
customers to start consuming content
and build the ad business model around
that.” In conclusion, Khanna also pointed
out that the mobile is not merely a tactical
or transactional device. “Top brands we
work with are not just executing brand
strategies but making the mobile central
to their strategy. Things like which brand
ambassador will become the brand’s next
endorser are being decided through mo-
bile marketing,” he said.
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Mobile as a media vehicle could be
restrictive to high-end mobile phones.
Isn’t it early to talk about mobile mar-
keting in India, where high-end hand-
sets have a relatively small user base?

Let me give you an example of advertis-
ing that can happen on all handsets. A sin-
gle SMS has the capability to carry 164
characters. Most of the times, consumers
do not use up all that space. In Europe, the
average message has only 70 characters,
and the volumes are huge. In the UK, for
instance, during peak hours 2,500 mes-
sages are sent every second. Even if all
those messages were 100 characters each,
you are still left with an inventory of
160,000 characters of potential advertising
space per second. That’s a lot more space
than what Google generates with Adsense
and their search engine today. That’s the
kind of inventory that lies unused today.

Aren’t several smaller players
tagging ads on SMS and mobile
phone calls already?

The trouble with the smaller at-
tempts is that they have to be scalable.
It’s very critical about where the oper-
ator fits into the process and if the end
user benefits. That’s critical and a defi-
nite need because if users do not bene-
fit, then the audience is dead and the
medium is dead.

Are user requirements and their ac-
ceptance of mobile marketing meth-
ods ever kept in mind?

It’s interesting because there are cultural
issues here. In Europe, there are discrepan-
cies between the Italians, French and the
British when it comes to attitudes towards
mobile advertising. India will have its own
flavour, as in this country you have trucks
plying on roads with messages saying,
‘Honk, please’. In several countries, honk-
ing is an intrusion, but here it seems to be
an invitation.

Is the making of a media company
out of a mobile operator all about con-
tent and creativity?

Building an audience is the starting
point. It’s interesting that operators already
have an audience for things like peer-to-
peer SMSing and there is an opportunity to
monetise it. Ironically, what’s getting serv-
ice providers to look at mobiles as a media

system is the competition that they are be-
ginning to get from the likes of Yahoo!, Mi-
crosoft and Google.

When the internet became big in the US
10-15 years back, there were companies
building content and others building pipes
to serve that content. Many years later, we
realised that people building pipes were
reaching a saturation point. At the same
time, Google became one of the world’s
most powerful companies. For mobile com-
panies, because they have 10 years of the in-
ternet backdrop, they can see what hap-
pened to the ISPs. The wireless operators can
benefit from the experience of others and
ensure that they do not get commoditised.

What are the things they need to get
right?

The main thing is to devise a common
way of measuring this audience. In the UK,
the GSMA (telecom industry body) has
taken a step forward by getting traffic from
all networks and directing the service logs

into one third-party service provider. This
third party is going to tell the advertising
community what the mobile media gener-
ates in terms of page views, the length of
exposure and so on. Then, you tie this in-
formation back to the panel data for demo-
graphic and behavioural information.
That’s a quintessential first step.

Most mobile advertising parameters
still talk about impressions delivered,
click-through rates, intent to purchase
and so on. Can mobile advertising de-
liver sales and shift the focus to per-
formance?

We ought to be careful not to carry for-
ward too many internet parameters and
frames of reference, because mobile is not
internet. People didn’t use radio parame-
ters to measure TV and people are not buy-
ing mobiles phones to search the web, par-
ticularly not in India. This new media is go-
ing to have new KPIs, new measurement
formats and engagement rates that are not

just about click-throughs. When that hap-
pens operators will tell advertisers, “You
only pay me if you make some money.”

Apart from operators, will device
manufacturers also become media
owners in a way?

Absolutely. On one side, operators are
getting a big squeeze from Google, Mi-
crosoft and Yahoo!, and on another side by
iPhone and Nokia, so there is definitely a
need to react and move fast.

Do you see increasing collaboration
between device manufacturers and
the operators?

It’s a strenuous relationship. I think
Apple was very effective in developing a
model where they could engage with op-
erators and generate revenue out of
voice, which is a first. This is creating
some different models. Nokia is doing the
same thing with music by paying a lot of

money to record labels to load songs
on phones. That’s shifting the model
as well. The question that I have is, is
this model sustainable over time?
Because when the iPod came out,
Apple subsidised iTunes because
that’s the way they could get people
to buy the product. Apple is basically
a company that makes money from
consumer electronics hardware and
the music industry pretty much got
affected because they were about
making money from music. We are

seeing a lot of shifts and mobile is playing
its role in these shifts. Also, I think adver-
tising has a role to play. Only you need to
be careful as the mechanism of mobile as
a media is different, and the people in-
volved are different and are coming from
different angles. There is an appetite for
sure. In South Africa, one operator pro-
vides an option called Please Call Me,
which allows you to send free message to
someone to call you and that message is
supported by ads.

Will mobiles have the power to kill
the TV station?

No, I don’t think that’s going to happen.
Everyone said that the music industry would
be killed by the internet, but music retailing
has just reinvented itself to its current form.
Initially, what stopped the music industry
from going digital was the fear of piracy. But,
everyone knows the story forward.

prasad.sangameshwaran@timesgroup.com

MOST consumers use mobile phones
to call and send messages. However,
unless they use the device to dis-

cover and engage with content, advertis-
ing on the mobile phone will not take off
in a big way,” feels Anuj Khanna, chair-
man & CEO, Affle, a mobile marketing
and advertising solutions provider. Khan-
na might have a point. Consumers detest
commercial SMSes at odd hours or the
telemarketers’ avoidable calls. So there
needs to be a trick that serves content to
consumers without interfering in his pri-
mary tasks. But first, there needs to be

enough content. Khanna is sure that
there is. But the mobile content scene is
like the internet without a Google.

“If we can give users in the big cities a
tool to discover content on the mobile
phone easily, then mobiles will not just
become a content consumption device
but also the primary device to access in-
ternet content,” he says. That naturally
will create a mobile advertising opportu-
nity. SMS 2.0 (an upgrade of the con-
ventional SMS) is an example of tempt-
ing users to access content when they
look at the mobile screen when typing

out an SMS. The content banner appears
at the bottom of the screen while you
start typing messages from the top. “We
can push content on the screen without
interrupting the user’s message,” he
says. Khanna says that early feelers of
the SMS 2.0 launch in India have been
positive. An average cell phone user
sends around 50 messages per month in
India, but on SMS 2.0 they consume
about 200 impressions per month. That
could be the honeymoon phase, one
could argue. But a good start might take
you the distance.

Small Medium 
To Large

We oughtto be careful not

to carry forward too many

internetparameters and

frames of reference,because

mobile is not internet

PATRICK PARODI
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It’ll be amistake looking

atthe mobile screen as a

TV screen or aPC monitor.

The mobile phone is a

verypersonal thing

SANJAY PUROHIT

Itdoesn’tmake sense

taking moneyfrom

advertisers to give

consumers adiscount.I

won’t rob Peter to payPaul

HARIT NAGPAL 

From amedia

professional’s

perspective,

the mobile

meets mostof

the dream

parameters —

ithas reach,it’s

in-the-face and

it’s accountable

SAM BALSARA
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