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SESSI ON 5: MOBI LE ADVERTI SI NG AND MARKETI NG - THE
TRANSI TI ON AND ADAPTATI ON TO MOBI LE DEVI CES AND
THE SMALL SCREEN

MS.ENGLE: Thisisthelastpaneloftheday,where
we will be talking about the transition of marketing and
advertising to mobile devices. My name is Mary Engle and
lamDirectorofthe FTC'sDivisionof AdvertisingPPractices.
Moderating the panel with me today will be Jim Trilling,
whoisa Senior Attorney alsoin the Division of Advertising
Practices.

So, the issue of advertising on mobile devices is
one that people have been talking about for a long time and
kindofwaitingforittohappen. WhentheFTCheldawireless
marketing workshop back in 2000, people were saying | know
itis going to take off in the next year or two. And then,
recently, Advertising Age ran an article with the headline,
“Why'08 Isn’t Mobile’s Year Again.” Each year since about
2000 and maybe even before has been wrongly touted as the
year of mobile marketing.

Andthenjuston Sunday, the International Herald
Tribune ran an article led with something like gotten an ad

on your mobile phone lately? No? Well, neither have we.

So, itis something that has been seen as coming
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down the pipeline for some time and certain to take off very
soon. ltisstillaprettysmallfractionofmostcompanies’
advertising budgets, but we have a very excellent group of
paneliststhisafternoontotalkaboutwhatishappeningright
now in the mobile advertising space and some of the issues
that it presents.

So,first,lamgoingtointroduce,wehaveseveral
panelistswhoare goingto be making presentations, andthen
after that we will have others who will comment on the
presentationsandwewillopenitupforafullerdiscussion.

First, we will hear from Professor Hairong Li of
the Department of Advertising at Michigan State University.

ProfessorLiwillpresentsomeofhisobservationsregarding
mobile advertising in Asian markets.

Second,ProfessorMichaelHanleyoftheDepartment
of Journalism at Ball State University, will discuss his
research on the use of incentives as a factor to increase
consumers'willingnesstoreceiveadsontheirmobilephones.

Professor Hanley is co-chair of the Mobile Marketing
Association’s Academic Outreach Committee and co-editor of
its International Journal of Mobile Marketing.

Third, we will hear from Ben Ezrick, a Senior
Strategist at Ogilvy Interactive and he will offer an

advertising agency'’s perspective on mobile advertising.
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Then Jean Berberich, from Procter and Gamble. She
is P&G’s Digital Marketing Innovation Manager for mobile,
and she will share some of P&G’s experiences.

Jim Durrell, the Director of Product Management
forGreystripe,willdiscuss Greystripe’sbusinessofmaking
ad-supported games available on mobile phones.

And then we will hear from Jeff Chester, who is
the Executive Director of the Center for Digital Democracy,

a non-profit organization that advocates regarding various
digital marketing issues.

After that, then | will introduce the other
panelists who will also be commenting. Thanks, and we will
start with Professor Li.

PROFESSOR LI: Thank you. By now, we all agree

that the mobile phone is a dream medium for advertisers,
right? So, we had so many wonderful presentations this
morning. We know mobile phones offer many features like
personalization, interactivity, location awareness, and
advertisingthroughmobile phonesisreally anewballgame.
A new side of new and effective rules are being explored,
developed, and tested, in some Asian markets which has been
my research focus for the past few years.

Andwherelseeamobilelifestyleisforming, most

mobile phone users seem more receptive and responsive to
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advertisingthroughapersonalmedium. Let'sgotothe next
one here.

My definition of mobile advertising has three
elements. Ithinkcommunicationregarding text messages or
mobile banners or coupons and for promotional purposes.
Sometimes there is an intention to sell by use of mobile
devices. So, then here we have a converging medium. Many
functions are available through the mobile phones right now
and that means there are a lot of marketing potentials.

Here, | just want to show you one series. There
are so many different forms of mobile advertising available
in many markets, particularly in Asian markets where I have
beenfollowing. Largely,theycanallroughlybecategorized
into two broad strategies. One we call a push strategy,
meaning the advertiser initiated a communication process,
and a pull strategy, meaning the consumer initiated the
communication process.

So, overall, both strategies are working well.

If some considerations are made, some issues are addressed.
Iwantto introduce some brief cases to see how that works.
However, the pull strategy, the second one, | think that

represents the future of mobile advertising. Itis less

intrusive and better meets the needs of the users, and also

fits the nature of the mobile phone as a personal medium.
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So, hereletmeshowyouanexample,thisisapush
strategy. This can benefit the consumer as well. Itis
often used to address unrecognized needs of the consumers.
The key is adding value. So, we analyzed a lot of cases
in Korea, Japan, China, Singapore to try to see what kind
of campaignsworked welland what did notworkwell. We see
thatnowto add value is the key in these kind of campaigns.
Therearemanyconsumerengagements,involvements,itcould
be either the design GUI in the campaigns, but what kind of
value from a consumer perspective is added. | think that
is the key.

Forexample,inthiscase,marketersoradvertisers
canselectatargetaudience and send couponstotheir phone
and attract them to stores to fuel the store traffic. It

isaverycommonuse. ltisatypicalkindofpushstrategy.

A pull strategy example here, as this morning the
Commissioner introduced a quick response code. Thisis a
good example because with Hub RS (phonetic) the mobile
keyboard is small and keying in data is difficult. So, in
Japan, many service providers use the quick response code
asasolution. Thesemblanceonthephonethattakespictures

can also be used as a scanner, so it can scan and decode a
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QR code.

Forexample,anydatacanbeturnedintoaQRcode.

Here, 1 did a demo here because you can see, you know, the

rightside is the QR code, itis much easier. You use your
QR code enabled phone to punch a QR code, and push a button
instead of keying in alpha numerics for the URL of this
website, you know, for this medium. So, thatis much, much
easier to do this.

In Japan, | go there every year to study and we
see many fast food restaurants place the QR codes on their
placemats and, you know, for patrons can easily scan and see
the nutritioninformationformanyitems. So,|cansee how
much calories for a hamburger or for something else. 1use
it while | am eating. | am just again curious of how much
calorie intake | will have. So, | was cautious.

There are also many advertisers also use
traditional media, they put a QR code on traditional media,
posters, outdoor. So, the curious users use their cell
phones to scan for the information. It can be a URL or it
can be a text message or it can be a phone number. Almost

everythingcanbeconvertedintoatwo-dimensional barcode.

So, this is a good example. Ever since | heard

theCommissionerthismorningmentionintheU.S.wearesoon
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going to see this application, | think it is really great.
| want to show you some numbers based on studies in Japan
to see how widely the mobile phone users in Japan use this
technique.

Here,we havethe numberof 93 percentof Japanese
mobile phone users knowwhata QR codeis. So,itisavery
high familiarity level from a technology perspective. And
then mobile phone users in Japan are also very receptive.
Youseethehighpercentage,84percenthaveuseditatleast
oncewhentheydothesurvey,the dataisactuallyfrom2006.

| believe this year the percentage will be even higher.
You can look at the increased ratio increments.

Thenlookatfurthertheusage. Itseemsthatthe
user use alot, about 70 percentuse a QR code at least once
a month and then 25 percent use it at least once a week.

So, weekly use, that is a quarter of the user base use that
frequently. Thenforwhatpurpose --letme showyou--why
do they use QR codes, for coupons, for discounts, special
eventsandproductandserviceinformation. So,thatisthe
primary use, more than 30 percent.

This pie chartusage indicates that when there is
aneedforinformation,mobileuserswillseekandtakeaction
with their mobile phones. So, that is really what |

emphasize. The user initiates the process. It really
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represents the future of mobile advertising.

So,toquicklysummarize fromwhatwe havelearned
fromthisquickreviewofthemajorpracticeinAsianmarkets.
Oneisreally the mobile phoneisindeed adream medium for
advertisers. Itshigh potential has to be fully recognized
throughout cooperation among mobile service providers,
advertisers,mobileagenciesandthemobileusers. So,that
is the first one.

The second one, in whatever scenario, consumer
initiatedprocess, initiationorcontrolofthecommunication
processisreallyinthe keytosuccess. We seethe earlier
pushstrategyworksifitiswelldesigned,butlthinkreally
thefuturereallywewillsee moreapplicationsfromthe pull
perspective.

Andthenforthesamereason,intrusiveadvertising
has little room because users do consider the mobile phone
their personal medium. So, as we saw in some of the
presentationsthismorning,consumerssaythe phoneismine,
mine, mine, mine, it is my phone, which is quite different
from any other medium we are familiar with, including
television, PC right or any other media.

Lastly, adding valueis areal driver. Value can
be mandatory or not mandatory or practical or pleasurable

or immediate or delayed. A well designed added value can
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serve as the lubrication for the interaction between the
advertiser and the mobile users, which is really the
interaction that is the most important thing probably for
successful mobile advertising campaigns. Thank you.

(Appl ause.)

MS. ENGLE: Professor Hanley.

PROFESSORHANLEY: Thankyou,Mary. Thankyoufor
invitingustoshare ourinformation. lonly havetenpages
of very detailed slides to go through in five minutes, so
| will make it. Not a problem.

Actually,  am going to give more of a high level
view of what academic research has found in the past six or
seven years about advertising acceptance, specifically
incentives. | have been fortunate enough in the last four
or five years to do my own tracking research of college
studentsinaredstateintheMidwest,aswesayinacademics,
thatis having its own primary today. You can choose which
one thatis. And | found some very interesting things and
Ireviewedliterallydozensanddozensanddozensofacademic
articles from around the world and some of my own research
andacademics have now kind of come to this consensus point,
ifyouwill,aboutwhatadvertisingacceptanceissuesreally
are.

There are three key issues with advertising
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acceptance. The first one is the issue of trust, privacy
and control. That is the number one thing for advertising
acceptance. The second one is the device experience, and
the third one is the whole issue of advertising relevance.
That is just not for mobile, that is for everything. So,

thosearethethreekeyissuesaboutadvertisingacceptance.

As | look at some of my own current issues, this
is what | tell my students is one of those “duh” issues.
Everybody knows that mobile is growing and itis now eight
outoftenadults. We also knowthatthe cellphoneis, and
Hairong alluded to this, the most personal communication
device in history. Try to take one from your children and
you will know very quickly that that is the case.

And,also,thatmarketersarepoisedand,according
tomanyspeakers, have beenpoisedforthelast15andahalf
years or so to do cell phone marketing.

A quick aside. Mobile marketing is the most
complicated marketing in history. So, another year is not
goingtohurttogetthere. Itisgoingtotake anotheryear
or so before we get there.

Theissueis, are consumersready for whatwe want
to send to them? And the fact is research shows not only

mine butalotof academic and industry research shows that,
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in fact, consumers are more and more willing. My research
showsthatcollege studentshave doubledintheiracceptance
ofthe mobile channel for marketing inthe lastthree years,
and | know a lot of industry research is showing the same.

Now, there is other research that says maybe they are not
ready and that is how research is. We are kind of like
economists, we have opinions all over the board.

There are also key audiences that are developing.

College students are one, and it was interesting research
from M:Metrics this morning showing all the different age
segments. Butlgottotellyou, college students are their
ownsegment,18to 24-year-olds,thereareabout18million
of them in the United States, and 98 percent of them in my
research have cell phones. | do not think there is a
demographic segment that is quite that high, 98 percent.
92 percentuse text messaging. So, college students, as an
individual specific medium to research, have quite a few

different type of statistical and demographic information.

Also, mobile marketers are doing some really
interesting experimentation, and we hope to hear a little
bit more about that from Ogilvy and from Procter & Gamble.
They are doing it the right way and they are helping the

mobile market develop the correct way.
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Yougottogivethe FTC,yougottogivethe Mobile
Marketing Association, you got to give the CTIA credit for
helping protect this market in ways that have not been
protectedin, forexample, the email marketin several other
ways. So, they have done a very good job of that.

Thenin mobile marketing was last year or perhaps
2005 and you see a lot of articles talking about the fact
that either the mobile market is here or it is not here or
itiscomingorithasbeenhere oritis never going to show
up. Thefactisitwillbe here. It may take another year
or two. From the research standpoint, it is showing that
certainly college students are ready and | think other age
segments, specifically teens are certainly ready, and
business users, | think are poised to be a huge market as
well.

Recentarticles,BusinessWeek, Ithoughtthatthe
Nielsenrecentresearchwasfascinatingtoshownotonlythat
about a third of Americans have been exposed to mobile
marketing, but half of those have actually interacted with
mobile marketing, mobile advertising. So, you are starting
to see that trend move forward, and | think that will only
probably speed up as we move more into the ability to
individuallytargetconsumerswiththeinformationthatthey

want.
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The market now is you are starting to see these
types of articles that mobile marketing is taking off. My
own research in the last three years has college students,
which are pretty poignant about the fact they do not want
anything sentto their cell phone that, number one, they do
not choose and, number two, that is not relevant. They
doubled in the last three years.

| do this survey twice a year, and | will do it
againin September, and the number will probably go way over
50 percent.

They only acceptthese messages as they have been
exposed to them themselves. And there is a huge confusion
factor, specifically with college students. |cannotspeak
necessarily to other demographics, but number one, they do
not know what the WAP is, they think it is the internet.
Whenltellthem, no,itisnottheinternet, they say, well,
what is it? So, we have a confusion problem and that has
led to some of the issues with mobile marketing and
advertising. If we help make them understand that the WAP
is not the internet, now WiFi is the Internet. So, | have
a whole course on understanding what the terminology about
mobile marketing is and it really takes that. So, we could
streamline those things and that would probably help.

But,certainly,theusageandacceptancebycollege
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students is growing rather rapidly. But the big issue is
this: The term “annoyance” in my research gets to the fact
of are you willing to accept something if you give me
permission or are you willing to accept it because of
relevance? So, annoyance has been flat for the last four
years for college students while the usage has doubled.

Now, statistically, that says something is going
onthere andthe factisthey are using their mobile market,
their cellphones more and more for the types of things that
marketers want them to use them for, and they are enjoying
itmore. Theyarenotenjoyingitless. So,thatisagood
sign. Teensare pretty much the sameway. But, certainly,
college students are that way.

Interestingly, the students that have said that
they have been getting mobile messages from businesses that
they do not know, they do not feel any worse about that
businessthanbeforetheygotthemessage. So,theygetthese
messages and, in fact, they almost expect if the product is
relevanttothem. Now,thatdoesnotapplytoalotofother
products that we may not want to get on our phones, but
products that are relevant.

So,whatroledoincentiveshaveinthis? Ithink
alotofmarketersthatareactuallydoingmobilesay,without

incentives,youaregoingtohaveahardtimegettinganything
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done. Certainly, my research shows the same thing. They
provide a positive motivation. Two-thirds of the students
say they would be willing to do mobile with incentives, and
coupons are the number one use of that. Someone mentioned
the theater or the movies on the last panel. That is the
numbertwouse of coupons by studentsismovies. Numberone
isqualityrestaurants, notfastfood, butquality, sit-down
restaurantsisthekind of couponthatcollege students want
to getand movies is number two. Actually, dry cleaningis
numberthree. Whowould have guessed thatone, right? Dry
cleaning is number three.

Now, another interesting thing about incentives
is you do not need to use them for life. They are only as
a way to get students to use the mobile internet and over
time theyrealize thattherelevance and the value will take
theplaceofwhatevermonetaryincentivesthattheyinitially
got. So,youdonothavetokeep providing coupons for life

just as a way to get them to trust and use this technology.

So, a few quick trends, and again, this is over
five years. For college students specifically, incentives
are a major motivating factor, students are receiving many,
many more cellphone messages, butannoyance, again, has not

gone up. That is a key indicator.
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Consumption hasflatlined, basically, forcollege
students, buying very little mobile content other than
ringbacks, all the other content is actually flat or going
down. And | am also seeing college students that are now
eitherbuyingsmartphonesorbuyingdumbphones. Theyreally
have gone backwards with a lot of -- they say they bought
more expensive phones and say | do not use the devices, so
| am going back to basically calling or | am going to go up
to the smartphones. So, we are seeing a spreading in the
actual phone technology.

Perceived risks associated with it do not appear
to be a barrier to accepting advertising, and the perceived
risk,ofcourse,istheissueversustherealriskwithcollege
students.

One of the largest increases in data that | have
seenin the last five years was this year when the usage of
still cameras and video cameras went over 50 percent for
college students. Of course, that has to do with the new
phonescomingin,butnotonlyarethephonescapableofthat,
they are actually using it to that level, to do all types
ofthings and thatis where Hairong's QR codes willcomeiin.

Eventually, that market will eventually be a very dynamic

market. Thank you.

(Appl ause.)
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MS. ENGLE: Next, Ben Ezrick.

MR.EZRICK: Thanks,Michael,forthatinformation
oncollegestudents. Whenwearelookingatallthedifferent
demographicsthatwearetryingtoreachforouradvertisers.
Obviously, we are seeing an increased usage of mobile
consumption amongst younger consumers. If anyone is not
familiar with Ogilvy and Mather, itis aworldwide ad agency
thatdoescreative productionforwebsitesto TV commercials
to mobile as well. Some clients include Unilever, Kraft,

IBM and Cisco.

So, my position at the agency is | am responsible
for investigating emerging technologies with mobile being
oneofthem. So,whatweseeinmobileiswearereallygoing
from the third screen to the first screen. | am not sure
if anyone has heard it before, but mobile is often spoken
ofasthethirdscreen. Buthowwelookatitattheagency,
itis really the screen that everyone has with them. Itis
onethat people are constantly looking atanditis the most
personal and pervasive one. The other two would be the
computer and the TV. So, at this moment, we really see a
movement from third screen to first screen when it comes to
mobile.

So,hereisalookattheU.S.mobilemarket. When

evaluating campaigns, we really like to see what the
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penetration isamongstthe general population. So, we have
about233millionmobilephones. Thisdataisalittledated,
soitisactuallymore thanthatrightnow. 200 millionare
SMSandMMS capable, SMSjustbeing standard textmessaging;
MSS being picture messaging or any other multi-media files
like videos. And then we have 185 million data and WAP
enabled phones and 12 million video enabled phones.

Now, what is really interesting when you look at
this data is it seems like there are a tremendous number of
people in this country who have the ability to access the
mobile internet. The factis these people have the ability
to do so, but not a lot are actually using it. So, we do
not see a high percentage of users actually accessing and
paying for data plans. In fact, we are only seeing about
13 percent of the U.S. population that has a data plan and
accesses the mobile web on a regular basis.

ThisdatacomesfromM:Metrics. Iknowtheyspoke
earlier. |think this is really great because when we are
lookingatconsumers,wearereally seeingahuge uptickwith
the iPhone. M:Metrics just recently came up with this
report,whichlamshowcasingoverhereanditsaystheiPhone
lived up to the hype. Obviously, there were tremendous
expectations for that device, and from a mobile marketing

perspective, it is really a game changer.

For The Record, lne.
(301) 870-8025 - www:frincinet - (800) 921 -5555



237

Whatyouseehereisthat85percentofiPhoneusers
accessthemobileweb. So,anynewsorinformationontheir
browser on any given month, and that compares to 13 percent
for the general market and close to 60 percent for
smartphones. So, you can see that the iPhone has really
changed things and itis because Apple has required, A, all
users who buy the iPhone to purchase a data plan as well,
sothereisnoroadblockthere. And,also,theyhavereally
createdanoptimalmobilewebexperience. Therearenotmany
other phones out there that have done so at the moment. |
know Nokia showcased some great phones, but a lot of those
phones have not reached widespread adoption in the U.S. at
this point, though they are really big in Asia.

Some other figures to just take a look at is
accessing mobile search, we see that as a big market, a big
growth market for advertisers. Sixty percent are doing so
in the iPhone and about 6 percent in the general market.

So, here are some potential mobile marketing
solutions. When we go to our clients, this is the array of
optionsthatthey have inthe mobile space and some of these
work better for a particular client goal than others. We
justdonot pushthe mobile marketing option. lItreally has
to fit in with the client’s objectives, whether that be to

further engage the consumers with branded entertainment, so
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video content or engage them with an SMS campaign.
So,thefirstoneisatextmessagecampaign,simple
SMS, we seethe mostwidespread adoptionto thistechnology,
approximately 60 percent of the U.S. population uses SMS.
So, by far and away that is the most commonly used mobile
product. Thenthereis WAP pages, on and off deck. Ifyou
have been here for the majority of the conference, you have
heard alot aboutthat. On deck being the carrier portals,

off deck being the general web access via mobile browser.

Thenwehavevideo,andthisisareallyinteresting
area. Youcaneithersubscribetovideowithasubscription
service like MobiTV. Orthereisfree mobile video similar
totheinternet, whereyouare justaccessing contentonthe
go,shortclipsviaYouTubeoranyothersites. Forinstance,
if you go -- some really great mobile sites with video are
CBSNewsand Reuters. Allyouneedthereistohave aphone
thatiscapableofaccessingvideo. Youdonotactuallyneed
to pay a $10 or $15 subscription fee. So, we see that as
being a great growth area.

Coupons, QR codes have been covered over here.
Very few phones in the U.S. actually have the application
embeddedonthephoneandthatissomethingworthremembering.

InAsia,almostallthephonesthatare soldthere havethis

For The Record, lne.
(301) 870-8025 - www:frincinet - (800) 921 -5555



239
application thatcanread a QR code. Inthe U.S., you have
to manually download it and very, very few phones come with
it.

The last option is downloadable content and that
couldinclude games or flash applications. What you see on
thescreenoverhereisanapplicationthatwebuiltftorJohnny
Walker in Asia. This uses flash and basically itis a
personaldigitalassistant. Thisdigitalassistantcantell
youaboutthehottestclubs,barsandrestaurantsinthearea.

So,whatwearereallydoingisproviding contentand useful
utility toconsumers. Thatis very important when engaging
them on such a personal device.

Hereisanexampleofamobileadvertisingcampaign
that we ran for Lenovo in the U.S. a couple of years ago.
Whatyouseehereisthatwhenpeoplearebrowsingthemobile
webandtheywereonUSAToday'ssite,theysawalittieLenovo
adthatsaidtherewasaThinkPadsale. Theycouldthenclick
through and find out more about the sale, what the offer was
thatthey could save upto $600 andthenthey had the ability
toenterintheiremailaddressto be contacted with further
information on the sale.

Whatwe saw here isthat we measured this for both
brand and direct response purposes. Direct response being

obviouslycollectingtheemailaddressandbeingabletosend
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them an offer through their email. And then, hopefully,
engage them and get them to actually buy a computer.

The second option was we ran a brand awareness
study. A brand awareness study is basically just a survey
that pops up, | am sure you have seen them on the internet,
would you like to take this survey? Similar things going
oninmobile. Andwhatwe found is that there was actually
188 percent brand lift for Lenovo being on the PC screen.

So, brand awareness went up 188 percent amongst people who
saw the ad. And then people who clicked through to the
banner, it actually went up nearly 500 percent. What this
campaign helped do was move the association of the ThinkPad
laptop away from IBM and to Lenovo because this campaign
occurred around the time when IBM sold its PC division to
Lenovo.

Another areathatwe are increasingly focusing on
is activating traditional media channels. Everyone has
heard the story that Google is killing the TV industry and
the print industry and all of that. So, what we need now
is away to measure our traditional campaigns and to really
engage consumers there. And an excellent way to do so is
in mobile, and SMS specifically.

What you see there on the left is a campaign that

we ran for a client called Select Comfort. So, they are a
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mattress company. And this ad ran in USA Today and many
different versions of it ran. One had an 800 number, one
hadauniquewebURLandanotheronehadatextmessageoption.
Whatwefoundwasthetextmessageoptionofferedtheability
to text Select Comfort and get a $50 coupon off. What we
found is that had six times the response rate than any of
the other methods that we tried. So, we are seeing that
consumerswanttoengageinmobile,itisconvenientforthem
and it provides utility.

The other example you see is a billboard in Times
Square right there in the middle. That was for Dove’s
campaign for real beauty. We asked consumers to vote. We
took a survey and said, do you think this woman is wrinkled
or wonderful? And then the results were posted on the
billboard. You will be happy to know that the majority of
people thought she was wonderful.

(Laughter.)

MR. EZRICK: | think it was at 70 percent. The
other example all the way to the right is a campaign that
we ran for DHL. In the ad industry, you hear a lot about
the word “engagement.” Itis a big buzz word. How do you
engage consumers, makethem care aboutyour brand and choose
preferred DHL over UPS or FedEx when choosing a shipping

provider? Here, once again, we are providing utility,
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entertainment for consumers.

The first example you see is an umbrella
overhanging an outdoor bus ad in San Francisco. You could
textinandgetaweatherreportandfindoutwhattheweather
report was going to be like in San Francisco for the next
five days, courtesy of DHL.

The second execution shows DHL boxes flowing in
a Tetris-like formation. It offered the opportunity for
consumers to text in and get a Tetris-like branded game on
their cell phoned. So, this is a free game that they did
nothavetopayfor. Whatwe foundisthatconsumersreally
enjoyed that, not only did thousands of people download the
game, but actually there was a 20 percent pass along rate.

So, itis really allowing for kind of viral sharing. So,
a consumer downloaded the game and then was able to forward
it on to a friend.

My final slide here is just showing how we are
extendingexistingonlinemarketingcampaignsintothemobile
environment. An example here is something that we did for
Kraft. You can go on the web address and sign up for this
ifyouwouldlike. Itis Kraft mobile recipes. Obviously,

Krafthas alot of core consumers who want to know what they
should be making for dinner that night. This really allows

themtodo soandhavethoserecipesonhand. So,consumers
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cansignuponthewebsitetogeteitherdaily or weekly text
message alerts with the recipe of the day or the recipe of
the week and then next time the consumer is in the store,
theyareabletohavealltheingredientsontheircellphone
ready and prepared, so that they can go and pick the
ingredients that they need up at the supermarket.

So, we have seen tremendous success across all
these different campaigns and clients. This is just a
snapshot of what we have done so far. Thank you.

(Appl ause.)

MS. ENGLE: Thank you, Ben. Next, we will hear
from Jean Berberich.

MS. BERBERICH: Good afternoon. Quick question,
who here does nothave a mobile device withthem? Does not?
| always like to ask that one.

Who actually has texted in to a campaign before
fromabrand? Great. Ireallyencouragedoingthatbecause
youreally--no,seriously. Igotacoupleofexamplesthat
you can try from P&G. 1 just really feel that immediate
gratification and understand that two-way communication, it
really helps you understand this channel.

Anyway, | am Jean Berberich. | am from P&G. |
am responsible for digital marketing innovation for mobile

forourbrands. Whatlam goingto dois justgive yousome
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background on where P&G is with the mobile channel and talk
about an example from Cover Girl.

Just a little background on P&G. We are a
170-year-old company. There are over 135,000 employees in
120 countries. We focus on the consumer, the consumer is
ourboss. Youmayrecognizeacoupleofourproductsonthis
page and you can read the statement of purpose.

Thisishowwedefinemobileasamarketingchannel.

It is a permission-based, real-time, interactive channel
anywhere. We consider it the third screen from TV to PC,
anotherwaytodistribute marketing. Anditoffersaunique
way to respond to traditional media like TV, radio, print.
And it is part of an overall marketing strategy, it is an
extension,likeeverybodyelseissaying,ofamarketingplan.
Itisnotreallyamarketingchannel,perse. Butitusually
extends a traditional marketing plan.

Why are we interested in mobile? Well, some of
thethingsljustsaid here. Butitreally doesgive usthe
opportunitytointeractwithourconsumerswhenthey choose,
atthetimeofneed. So,iftheyareattheshelfandchoosing
a product, they decide to ask for help. And that is where
we comeinand serve up the right content based on what they
are requesting from us. They could use any technology,

anything across the globe. They could text in, they could
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scanacode,theycouldcallanumber. Wejust,asacompany,
have to be prepared to serve up the right information based
on their request.

It is really an opportunity to reach this new
generation of consumers that are a part of the digital
millennium that are always on, always connected. Alwayson
the go. Very rarely sit around and watch TV anymore.

Where we are today as a company, we are still in
the test and learn phase. There is a lot of work going on
globally, mainlyinAsia. AndhereintheU.S., we have had
severalbrandstrymobileasamarketingchannelorextending
their mobile plan. Brands like Always, like Tampax, Cover
Girl, Vick's, Pringles. So, we have had several brands try
this out, butitis still just a fraction of the opportunity
thatis there today. Andwe are still trying to figure out
whatisitthatconsumersfind valuable enoughto engage and
use their mobile phones to engage with our brands?

Of course measures, it is all about measures in
companies like mine. And there is just not a lot of data
topullfrom. So,whatwe are basically doingisinternally
figuring out our own measures and slowly proving out this
channel.

Education. |spendalotoftime in this country

educating. | hate to say this, but we have a lot of older
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people that make decisions at companies like mine and itis
like, well, I just need it for a phone call, | do not know
whatallthis stuffis. lamlike,yeah, butwhataboutthe
rest of the world?

And especially with the brands and agencies, when
these vendors come up to them and say, hey, we can do WAP
and MMS for you on GPRS network and the WiFi, and they are
like, huh? So, we have to start talking marketing talk and
really translating all this stuff going on in the world to
the brands.

Our first priority was to establish privacy
guidelinesthatwereinline withthe mobileindustry. Some
key points on our guidelines, and we do require all brands
to follow these, is opt-in is a must. Consumers must opt
in. Calltoactionsarevaluableandrelevant.Doubleopt-in
is required. This is when a consumer opts in to a text
program. Wecomebackandsay,hey,yousignedupforaCover
Girltextclub,youwillreceiveacoupleofmessagesamonth,
doyouagree? Andthenthesecondoptisyes. Thatiswhen
they are a part of the program.

The opts are only used for specific campaigns and
programs only and easy opt-out is communicated often.

Let's go through an experience with Cover Girl. This

is actually a live campaign, and actually, it is not a
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campaign, it is really a strategy, let’s put it that way.
When you do get a chance, folks of you who do have phones
right now, go to covergirl.com from your phone, if you want
to pay the data charges, that is up to you, standard rates
apply.

(Laughter.)

MS. BERBERICH: But you can probably feel this
experienceifyouwantto. Anyway,ourbrandsstartoutwith
knowing the consumer and understanding who the consumer is.
And Cover Girl consumers a skew to a
younger woman who loves make-up, loves to try it, loves to
tell their friends about it, just loves everything about
make-up. Theyalsoarepartofthedigitalmillennium. They
are digitally connected all the time. They are looking at
their PC and their mobile phone screen more than the TV.
So, brands like Cover Girl need to come up with innovative
ways to market their products. So, what they did
wastheycreatedthisexperiencethatallowstheirconsumers
tointeractwithCoverGirlcontentfromvarioustouchpoints
that they are using. So, mobile call-outs on the websites
or mobile call-outs in magazines and even on popular mobile
websites. IhatesayingWAP sites. lamsousedtotalking
to brands | have to say mobile sites.

Here is just a little blow-up of a couple of the
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mobile contact points just to give you an understanding.
Actually, you could go out and buy an Elle Girl or a Cosmo
Girl, maybe a Jane Magazine. A couple of these magazines
actually have afull page on various ads to text to thisand
sample this and if you want to try this out. But this just
shows in the magazines you can text in to join the club and
banneradsonpopularmobilesiteswheretheyareadvertising
the Cover Girl site.

So, let'suse Ruth as an example. Okay, Ruth, we
are going to go through an experience. Let's say you are
on the way to work, you are thinking about buying make-up
onyourway home. You are onthetrain, sowhatelse doyou
have to do but to play with your mobile phone, right? It
is your entertainment device. You get on your daily candy
site because that is like the coolest site to know what is
going on in the world and you see this banner ad that says,
hey,youseeanadvertisementabout CoverGirl. Andyouare
like, hmm, | want to check this site out.

So, you go immediately to the Cover Girl site and
you are thinking, | am going to try to get color matched
because | need to figure out what my next foundation is.

So, you immediately pick, get color matched, you answer a
couple of questions. The first question is you pick and

choosethecolorofyourskin. Andthe nextquestion, which
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| do not have on here is, what colors look better on you,
isitcoolorwarm? Thatisit. Itisthe same exactthing
actually that we do on the Cover Girl online site. And
immediately we come back with the shade recommendations.
And now, you feel more confident as a consumer when you
purchase your foundation that day. Itis going to be True
Blend Cover Girl.

(Laughter.)

What we are finding out, you see all these menu
items, you can join atext club, you can win a chance to be
amodel. Thisistheonethatgetsthe mostclicks. People
wantvaluable information. Theywant stuffthat helps them
now. Howmanyhaveadrawerfullofmake-uptheydonotuse?

Ido. [Laughter.] Andhowmanytimesdoyoutakeitback?
| do not. That's a shame.

So,anyway, CoverGirlcontinuestoinclude mobile
as part of their overall strategies and plans. So any new
initiative, they are like, okay, does this meet the
demographic or does this meet the objective? Now, we have
fruit spritzer, color matches on there, soitis part of an
integrated strategy.

We are learning that the consumers who really get
mobile, whoreally have like unlimited plans and theyreally

understand the value. They engage like crazy. They do.
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Theyloveit,andsometimesalotmorethanouronline sites.
So, again, we are still trying to figure out what is the
value.

But this is what we are learning so far. Itis
allaboutchoiceandrelevantcontent. So,consumerschoose
to engage when they find a content is relevant to them or
when they find that it is of value to them. Thank you.

(Appl ause.)

MR. DURRELL: Hello, good afternoon. My name is
Jim Durrell. | am responsible for product management at
Greystripe. Veryfew people have ever heard of Greystripe.
Wedonothaveaconsumerbrand, we donotadvertise or have
our own brand out on the mobile web. Instead whatwe do is
we are basically an aggregator and a mobile gaming
distributor.

What we are pioneering is the distribution of
mobilecontent,specificallymobilegames,inanad-supported
model. Now, certainly, before us, there were sponsored
games, you could download a mobile game to go collect all
the Skittles. But what is unique about what we have done
iswehaveputitintoanadnetworkkindofmodelwheregames
have beendistributedand we can dynamically serve fresh ads
into the games.

Moreover, we have added the content distribution
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portion of it. Previously, you would have to match an
advertiser with a publisher and then go find a carrier to
putitondeck. WhatGreystripe hasdoneis managed to take
that off deck and we have built a very large off-deck
distribution system that is worldwide.

So,one ofthe greatthings aboutgoing atthe end
of the day like this is | have had the opportunity to hear
everyone else speak and have gotten a lot of great points
from everybody's comments. One of the things Andrew from
Nokia said this morning was there are a surprising number
of game players and you would think at first that that is
notreallytrue. Howmanyhaveyoudownloadedandinstalled
a game onto your mobile phone?

That is pretty good actually. Itis a fairly mobile savvy
audience.

Now, how many of you have played the one mobile
gamethatcamepre-installedonyourphone? Therearemore.
Every BlackBerry user plays Brick Breaker. We all do. We
do it on the plane.

So, people will play mobile games. The problem
iswheretheyfindit, the distributionis areal challenge.
Someoftheobstacleswehavefoundare peoplearereluctant
to download and pay for it because they do not know exactly

what the charges are, they do not know exactly if it will
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work on their handset, they do not know if it will be any
good. So, by offering the consumer option of this
ad-supported model, we have introduced the opportunity for
consumerstodownloadlotsandlots offreegames. Lotsand
lots of games, putthem on their handset and try them to see
if they like them.

Wehaveover800games,over100publishers,awide
variety,andweservefivetosixmilliondownloads permonth
worldwide. This is quite large.

One of the great things both Professors Li and
Hanley mentioned were that you need to give incentives to
users, you need to give value added in order for mobile
advertising to be accepted. We have found that the
combination of the free gaming content combined with the
mobile advertising works well. Consumers are receptive to
itandtheylikeit. So,thisunique adformathasbeenvery
effective for advertisers.

So, how does it actually work? What do we do?
Most of the time when we explain what we do, people scratch
their heads and say, do you guys write the games or what do
you do? No, we do not write any of the games. The games
we have come from lots of different publishers. They come
from Disney, they come from Vivendi, Digital Chocolate, are

some ofthe betterknownnames. We take them and bringthem
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into our system. We then have some proprietary technology

thatrewrapsthemandmakesthemreadytoacceptadvertising.

And then we partner with the advertisers, Army is
a big one, Diet Coke, the recent Golden Compass movie was
one of our advertisers, and we are able to dynamically put
advertisements into the games. Then we distribute them to
people worldwide.

Now, we do not run our own site and, generally
speaking, we do not use the carrier deck. So, we do have
some overseas carrier arrangements. But more than that, we
partner with other mobile sites. So, some of the ones
mentioned earlierwould be MOCOspace, MyWaves, Nokia's Mosh
site we just signed a deal with and they went live this past
week to distribute our games. We let other people that
already have the mobile audience or already have the online
audience take our games and distribute them as extra value
added to their universe. So, Greystripe is kind of hidden
behind most of this.

One of the things that frequently comes up is a

matter of consumer concerns and that is obviously why we
are all here today. One of the big things we get is we do
have acouple ofracy games. Notmany, butwe do have some.

Certainly,some ofthe advertisers wantto push videos that
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are not suitable for children. So, we definitely have to

matchthe partnersites withthe gameswith the advertisers.

Nickelodeon is one of our distributors. We
certainlydonotputSexyCalendarorPornManageronto--Yes,
those are really game titles.

(Laughter.)

MR. DURRELL: And | have been told Porn Manager
2 is pretty good, too.

(Laughter.)

MR. DURRELL: We do not put those on Nickelodeon
sites. AlsoDisney. WehavegamesfromDisney. Ifyouever
wanttotalkaboutacompanythatjustabsolutelyvaluestheir
brand and does everything they can and doesiitthe right way
to manage that brand, they are really restrictive on what
we can and cannot put on the games. So, we have to match
the advertising there.

Aconcernthatcameupfrequentlyisprivacy. What
do we know about you? Now that you have put this on your
phone,canwetrackyou? Dowe haveyourphonenumber? Can
we put spyware on your phone and pop-up SMS ads? The short
answer is we, not being one of the carriers and not being
plugged into the carriers, can really do very, very little

totrack you. And as something of a personal privacy freak
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myself, | find that fairly welcoming, actually.

Most of the downloads are anonymous. There are
acoupleofcompetingstandardsoutthereforhowtogetphone
numbers outof WAP headers and | have researched this myself
and monitored and observed our own traffic. It turns out
itisavery small percentage of requests that actually send
itandthey are all from outside the U.S. Andlamnoteven
sure how reliable they are. So, although there are some
standards outthere, they are just notused and | think that
is appropriate, nor do we really want them to be used that
easily.

We dofind out, typically, whatkind of device you
have. Thatis kind of essential to figure out what content
worksonyourhandset. Thatisokay, Ifeel. We definitely
cannot find really any personal information. In terms of
personal information, your phone number, the demographic,
who you are, how much you paid, really it is the carriers
thathaveallthat. So,whenwetalkaboutprivacyconcerns,
Ithinkitmakessensetolookbackatsomeoftheinformation
the carrierscollect. Thethird parties actually have very
little access to it.

Another question is about data usage. Are these
really free? From our perspective, they are. We do not

collectanyrevenue, we never charge anything, we do not get
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anyrevenuesharesfromthecarriersinanyway. ButasJean
said in her speech, standard data charges apply.

We do go out of our way to put -- beneath every
download there is a link that says, are these games free --
and in that link we describe that they do incur normal data
charges, itis kind of up to you to know what your data plan
is. We do not have a good indication of that.

But, also, inside the handset itself, before you
run the game or when you run the game, before it connects
to the network, the Java platform -- all of our games are
writteninJava--theplatformactuallypopsupausermessage
and says, this application wants to connect to the network,
isthatallowed? Andearlier,lthinkitwasRichfromGoogle
was talking about Android and how the platform can provide

alotofthegoodsecuritymechanismstokeepusersinformed.

Ithink thisis an example where the Java platform
isdoingtherightthing, itis informing the users. Ifthe
user says, no, | do not wantto connector itis not worth
it to me, they can always refuse it. The game cannot
surreptitiously connectbacktothe ad network and pulldown
ads and incur data charges.

So,whatdoesitlooklike? Onceyoudownloadthe

game and install it, | am not quite going to walk through

For The Record, lne.
(301) 870-8025 - www:frincinet - (800) 921 -5555



257
the whole WAP download process, but you start the game and
thefirstthingyou seeisapre-game menu. And,typically,
the first thing you are going to do is play the game. That
isthefirstoption. Default. Andyouwillseeanad. This
istwo example ads we have. One foragame and one for Diet
Coke. And the user interacts with it. They can click
continue just to skip the ad, or they can interact with the
ad.

What does it mean to interact with it? Itcan be
just clicking through to a second full screen ad, or it can
belaunchingthebrowsertoaWAPpage,oritcanbeinitiating
aphonecall. Beforeanyofthese operationsgooutsidethe
game, again, itis the Java environment that asks the user
forpermissionfirst. So,we cannotjustlaunchthebrowser
and we cannot just initiate a phone call. It has to be
approved by the user every time.

As | mentioned, Greystripe has served over 50
million downloads. We serve five million per month, it has
been growingworldwide. We do this almost entirely through
a network of partners. We have one site we run ourselves,
but most of it is through our white label partners.

So, the question for advertisers is, okay, this
isgreat, youhave shownmewhatitlookslike, doesitwork?

And the question we talked about earlier, if you show
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advertising is there an annoyance factor, are you annoying
the users, have you combined it with enough value ads that
people are receptive to it?

We believe it has. We have done a number of
studies, this one site is one we did with Diet Coke Plus,
andwefoundthatitoutperformed mostotherorinthiscase
every other mobile testthatwas run. More importantly, it
is the bar on the far right, you see it measures purchase
intent. That is really at the end of the day what the
advertisers care about. Did it move the needle on whether
people are going to buy the product?

Here you show that it actually did. Users were
very receptive to it and | think it shows what you can do
wellwhenyoucombinegoodincentivesandfreecontent,reward
users for being open to the advertising.

Some of our publishers, like | said, you have
Digital Chocolate, Disney, one of the nice things is that
there are a lot of names on there you probably do not
recognize. Because we are off deck, itis a lot easier for
publisherstogetintous,wecandistributethingsworldwide
andletthecontentkindofcompetebyitself,notnecessarily
who has the better arrangements with the carriers to get it
on the carrier deck.

Some of our advertisers and some of the partners.
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We have about 50 that are significant, probably about a
hundred or just over a hundred total. So, some of the
partners we have there should be in the games. Thank you.

(Appl ause.)

MS. ENGLE: Thank you, Jim. Our last presenter
is Jeff Chester.

MR. CHESTER: Hi, | am Jeff Chester, Center for
Digital Democracy. |wantto thankthe FTC for inviting me
abouttwoweeksagotobeonthispanel. Ididraiseconcerns
that there needed to be, specifically on a panel like this,
where we're talking about the design and structure of the
mobiledigitalmarketplace,consumerrepresentation. Ilwant
tothank Mary and James for the courtesy. So, |do nothave
aPowerPoint. ljokelwouldhavecalleditDoAndroidsDream
of Mobile Ads, if any of you know the Philip K. Dick story.

The Center for Digital Democracy and its
predecessorgroup, CenterforMedia Education,isaconsumer
watchdog organization thatlooks at broadband media, and it
isanearlywarning systemforconsumerand publicinterest.

Inthe early 1990s, asthe debate onthe Telecommunications
Act evolved, we said, you cannot have a society where some
people cannot be connected online and we helped lead the
campaign for the E-Rate, (phonetic) which is why there are

computers in schools and libraries.
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When we began looking at the online advertising
marketplacetoseehowchildrenwerebeingtargeted, wefiled
acomplainthereandledtheCongressionalcampaignthatended
up with the passage of the Children's Online Privacy
Protection Act. We have been leading the net neutrality
fight since the late 1990s, and in 2006, we and U.S. PIRG
filed a complaint here, which I will talk about in a few
minutes, which we believe led to the current investigation
of the FTC into behavioral and interactive advertising.

Consumer interest must be brought into the
developmentofthemobileplatform--notasanafterthought.
The FTC cannot repeat the mistake it has made with the
web-based online system of privacy. Itis time now for
proactive action during this still fluid period when the
mobile marketplace in the United States is developing.

And we have talked about children here and teens,
and we do think there need to be special rules related to
the mobile phones. Commissioner Leibowitz talked about it
relatedtochildrenandteens. Butthisweekendmydaughter,
who is from Guatemala, had a Quinceanera, and a lot of kids
were there, multi-cultural friends of hers. And what was
so interesting to me was they danced and they came back and
they looked at their cell phones. They danced, they came

back and they looked at their phones.
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Marketers know, because we have some of the
research that you have commissioned, that young people in
particular have deeply integrated the mobile device into
theirownpsychosocialdevelopment. Iwouldsaytoyouthat
ifweareconcernedbroadly,beyondmarketing,aboutthenext
generation,thegenerationsbeyondthatinthis country, let
alone around the world, who can participate as healthy
citizens, then we need to design this very powerful device
that is connected to the psychosocial development in ways
that benefit them.

Bytheway, sincetheindustry knows, becausethey
have done the research, which we will be providing the FTC
ifitwants, that Hispanic, Latino American, in particular,
and also African Americans are some of the leading groups
using all these mobile devices, we hope that subsequent FTC
eventswillinclude representatives from consumer and civil
rights organizations that represent those multi-cultural
communities. Theyhaveastakeparticularlysince,inaway,
they are a special target market and focus here.

Two weeks ago, the Center for Digital Democracy,
Children Now, the American Psychological Association and
othergroups asked for new privacy rules for kids and teens.

We think that such rules have to be also implemented for

the mobile marketing era.
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| urge you if you have not read the MacArthur
Foundation MIT Press Series on digital media and youth,
including identify formation and the role of marketing, you
do so. ltis free on the web.

There is a new bar that will be raised related to
unfairness and deception in the interactive space related
to children and teens because of the changing nature of
psychosocial development, and it behooves us all to address
that early on.

We have been tracking at CDD what they call the
mobilemarketingecosystemforseveralyears. Weunderstand
thatmobile isjustone part of a cross platform advertising
andtargeting and communication system that we increasingly
all live in. If you go to digitalads.org, you will see a
report that we issued last fall on this digital marketing
ecosystem as it relates to the current obesity crisis with
children and teens and, indeed, there is an entire section
that | wrote about the role that mobile marketing plays in
this obesity crisis.

Today, the Center for Digital Democracy and the
U.S.PublicinterestResearch Groupannouncesthatweintend
toamend our 2006 complaintthat we submitted to the Federal
Trade Commission on behavioral targeting.

Many of the same practices, which raise privacy
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and consumer concerns with the PC net marketing, are also
nowappearinginthemobilesystemhereinthe United States,
including tracking, profiling, targeting, impulse buying,

etcetera. Thistimelocation identifiers are being added.

Letmejustreadtoyoujustafewexamplesofwhat
the marketers are now working on. Enpocket, now owned by
Nokia, for example, talks about the advanced profiling and
targeting systemthatwillreach high quality eyeballs based
ondemographics,declaredpreferences,theirpersonalization
engine, scores mobile users based on past behavior, enables
us to predict
which products and services a customer might purchase next.
This way, we can provide the right message, advertisement

or promotion at the right time and reduce customer churn.

Putting media telephony advertising platform in
their multi layer and targeting for mobile includes the
following: gender, age, language, income, education,
country,state, zippostalcode, GPS coordinates, behaviors,
interests and tastes, the context of voicemail and text
messages. BangoAnalyticsusesaprecisionlinkbasedmethod
fortrackingandrecordingdataasvisitorsgototheirmobile

site. Bango analyzes your visitor using our unique
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fingerprint technology.

Then MoPhap talks about spark mobile targeting,
behavioral targeting, contextual targeting, geographic
targeting, day parttargeting, mobile targeting, et cetera.

Today, Direct Marketing News, one of the lists it was

offering was that if you wanted to buy their 58 million

lifestyle enhanced consumer master file, this file contains
people who have purchased premium content such as ringtones
or wallpaper for their mobile phones, it includes wireless
carrier, marital status, pet owner information, presence of

child, et cetera, et cetera, et, cetera, extensive system.

Based on the business practices and advertising
practices that we have surveyed over the last two weeks in
preparation for this presentation raises a very disturbing
set of issues related to the plans of mobile marketers in
the United States.

Consumergroups,privacygroups,children’'shealth
groups and civil rights groups must be brought into this
process. Aslsaid,itisespecially important, | believe,
for the Hispanic and African American populations to be
brought in here because they are such early adopters.

The creation of the interface and the business

modelcannotbe onesided. Itcannotbe oh, we are creating
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the best practices for you. You have to involve consumer
groupswithinthesediscussions. Indeed,wecallontheFTC
toencouragethedevelopmentofsuchinitiatives, wherereal
standardsandareal consumer-friendly design canbe created
based on services that will respect consumer privacy and
autonomy and also address special issues.

The FTCmustbe proactive here. Weareatapoint
of | think almost unprecedented anxiety in the American
populous. We have problems related to the current mortgage
crisis, certainly, and our gas and oil prices have gone up.

Wedonotwanttohaveasystem, particularly tied toyouth,
that is running amuck because it is tracking everything we
are doing, encouraging this kind of impulse buying. What
weneedtodoisdesignthisinawaythatworksforconsumers,
works for democracy, works for marketers as well.

Butwe dothinkitis time thatthe Commission has
to come in and be more proactive and work on some rules.
We will be submitting our amended complaint within the next
two weeks or so where we will raise what those rules will
be, and we think it is time now for Congress and indeed the
European Union to also step in and create some rules of the
road for mobile marketing. Thank you very much.

(Appl ause.)
MS. ENGLE: Thank you, Jeff. Now, I will
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introduce the remaining panelists before we open it up for
a broader discussion.

WehaveGeneKeenan,whoisVicePresidentofMobile
Services at Isobar Global, where he helps clients plan and
implement mobile advertising campaigns.

We have Susan Duarte, an attorney who is Counsel
for Marketing Practices at Sprint Corporation.

And we have Marci Troutman, who is the founder of
Siteminis,acompanythat,amongotherthings, helpsclients
create mobile websites.

MR.KEENAN: ljustwanttoaddIsobarisactually
a full service agency like Ogilvy and that we are global.
Just a small correction. We are not a mobile marketing
agency. | want to make sure that you know that.

But actually just to correct one point, Jeff,
actuallyMoPhaphaschangedtheirname. Theyarenowcalled

Ringleader Media, so make sure you put that in your notes.

MR.CHESTER: We downloaded itafew days ago and
it was still MoPhap.

MR.KEENAN: But,honestly,Imean,itsoundslike
the sky is falling from listening to you talk and | think
justtheoppositeistrue. Ithinkasamemberofthe Mobile

Marketing Association and a board member, | think that we
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have been very proactive in trying to create guidelines and
consumer protections for everybody in the space, not just
marketers but for consumers, for brands, because everybody
wants to win at this.

| understand that some of the stuff that you said
does sound shocking on the face of it, but the MMA is the
preeminent organization for creating these guidelines and,
honestly, before the MMA existed in other chapters of the
world, it was frankly the Wild West. You go into Asia and
you go into Europe, there were no standards, there were no
guidelines. Those guidelines that have been established
here in the United States on the MMA have now been adopted
by a number of carriers globally and the MMA has expanded
their chapters to every region in the world. So, EMEA,
Asia-Pacific and now Latin America.

Everybody is on board because nobody wants to see
what happened with the internet and with other media happen
withthe mobile phone because we understand the mobile phone
is the most personal device. You think of it in terms of
like -- well, everybody said it is so personal. Well, for
amarketer, itisevenmoreimportant. Ifyoupisssomebody
off with an ad campaign, with email for instance, you spam
theirbox, youkind of pissed off that email person. Ifyou

pissoffsomebodywithaphonenumber,youhavekindofpissed
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them off forever in away because your phone number, unless
you change your phone number, it almost becomes like your
Social Security number.

So, we are notinterested in pissing anybody off.
We are interested in creating dialogues with people and
giving the consumer total control over their experience, so
thatthey canoptout, optin, optback in any time anywhere
they want, regardless of where they are in the world.

Honestly,theprofilingthingisithinkthe--from
what | understand with Nokia, that is all consumer input
information that they have agreed to to be used for the
purposes of marketing. The same that Sprint has done.
Actually, it is the same thing because Nokia handles
advertising for Sprint.

So, you can choose to receive targeted messages
fromspecificbrandsoragencies based uponthe profile that
youhavecreatedyourselfandthereisafulltermsofservice
agreement that says what you are getting into and what is
involved and how to opt out and how to change your profile.

It is not some back door agency saying like, oh, we have
looked up your phone number and we have determined that you
liveinCaliforniaandyoulikemovies. No,itisveryabove
the board and we want to keep it that way.

MR.TRILLING: lwantto interjectbecause | want
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to make sure that our other panelists have a chance to be
partofthediscussionaswell. Andtwothingstohighlight
in light of the discussion that that has been raised, one
is we will be having an entire session tomorrow on best
practices, including the MMA guidelines, where perhaps some
of the issues that have been raised will be discussed more
fully.

Then,also,thereisapaneltomorrowspecifically
dealingwithchildrenandteens,whereanumberofthegroups
that have been mentioned will be participating.

So, if we can try to save some of the additional
discussiononthese pointsforthose panelsthatwillenable
us to continue our discussion here about advertising more
generally.

Marci, we have heard discussion today about the
variousreasonsthatthemobileinternethasnotperhapstaken
off as much in the U.S. as has been projected in the past
and what some of the limitations are on greater access to
the internet via mobile devices. Can you talk about what
your business does and what some of the limitations are or
some of the challenges that consumers face when they try to
interact with websites on their mobile devices and how that
maybe changing? Aswe have heardtoday, thereisprojected

greater penetration of smartphones and other factors.
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MS.TROUTMAN: Yes,thanks,Jim. MynameisMarci
Troutman with Siteminis, Incorporated. | have been in the
mobile space since about 2000, kind of developing what the
mobile space would look like versus the internet. And most
websites nowadays, when you go to the internet, we actually
concentrateonbigboxretailersfornow. Whenyoupulldown
each of these pages, it tries to smash all of the content
thatis living in that big box into the small space. Well,
that is not the way it works. It will not do that.

Not only that, most of the technologies that work
on the internet as far as the PC and MAC go do not apply to
the mobile yet. | am not saying that they will not in the
future, they probably will, but they do notyet. So, pages
donotcache. ltwilltakeaboutafulltwominutesforeach
pagetoloadin. Itisgoingtoloadallyourimagesinfirst.
Well, it will load all your text in first and then it will
loadallyourimagesinontopofit. So,youcannotnavigate
any of the mobile sites. So, what we do is we pare those
down.

We concentrate mostly on mobile commerce and have
a platform where we build out your mobile commerce shop and
align it next to your e-commerce shop behind your firewall,
utilizing everything that has already been done on the

e-commerce side. Why would we re-work the wheel that has
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been done as far as securities and that kind of thing go?

So, we pull everything -- your online shopping
experience to the mobile commerce for your mobile commerce
experienceandsyncthosetwoup. So,itenablesyoutoshop
online on your mobile with ease.

MR. TRILLING: And, Susan, we want to bring you
intotheconversationaswell. Oneoftheslidesthat Mike
Hanley showed quoted a news.com statement from | believe a
year ago talking about the major carriers’ continued
reluctance to see mobile advertising rolled out on a wider
basis. Can you comment on that?

MS. DUARTE: Sure. | think with every business
thereisalwaysadesireto explore newthings. Ithinkthe
reluctance really stems from the fact that we are a very
competitive industry and one of our main and mostimportant
goals is making sure the consumer experience flows all the
way from voice through data applications.

So, there is nothing that we want, as carriers,
thatwouldgetinorinterferewiththeconsumer'sexperience.

IthinkasGenewassaying,youdonotnowwanttonecessarily
piss them off such that they will leave the carrier or find
another alternative. So, | think that is one of our big

reluctancies.
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But I think if you can make it relevant, which is
whatwewerediscussingtoday,andreallyexplorethebenefits
and focus narrowly on those benefits and make the consumer
experience positive, | think you will see more and more
carriers that will become more accepting of this type of
advertising.

MS. ENGLE: Forallthe panelists, do you see the
offeringofincentives--someoftheresearchsuggestedthere
that that is certainly a way of making consumers more
acceptingofadsonthecellphones. lItissortofthevalue
proposition for the consumers, | am already paying for my
phone and for my service and so why should | take ads? But
maybe with the use of incentives that is something that we
will see changing people's perceptions.

MR.CHESTER: Look,lamabigboosterofthemobile
market. As far as|am concerned, itis here. lItis here
with the desired demographic, which is youth. It is here
around the world. It is just a question of time.

The industry talks about the fact that people will not

pay for content, whichis true, itwillbe all ad supported.
But how those incentives are structured and what has to be
given up in return and how those incentives are presented,
it goes to the issue of the design of the business model,

andifyoulook at what the Mobile Marketing -- | mean, just
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read the April 2008 overview of the Mobile Marketing
Association or just look at the most recent minutes of the
global effort to create the mobile standards.

Theindustry frameworkisinsetnow. Thisisthe
timeforconsumergroupsandthe FTCandthe Congresstocome
inand make sure itis done right, so we do not have to have
all these people accepting these incentives and giving up
all kinds of personal data and allowing them to be targeted
and, frankly, other things done to them because that is how
we let the model evolve.

MR.KEENAN: Actually,ldonotdisagreewithyou,
Jeff. Wedowanttomake sureitisdoneright. Absolutely.

That is one of the goals of the MMA.

MR.EZRICK: AndIthinkwhenwe aretalkingabout
mobileadvertisingandthereisalotofpressobviouslyabout
how consumers do not want mobile ads. If you have ask a

consumeriftheywant TV ads, they are going to say no, too.

But the truth is | think there is one aspect of
mobile marketing that is pretty prevalent and growing
increasingly that is not very invasive at all and that is
contextual advertising. So, when you are talking about
putting a Budweiser ad on ESPN.com, you are not targeting

the consumer necessarily, you just know that men who happen
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to drink Budweiser and drink a lot of beer happen to be on
ESPN. You put the advertisement there.

| think that trade-off is pretty clear for the
consumer. Theyarenotgivingupanyinformation. Theyare
getting to access sports scores for free and just have to
look atan ad. And that ad may be useful to them, they may
want to click through, similar to the Cover Girl example.
Auserisgettingutilityandtheyarenotnecessarilygiving
up any personal information.

So, there are alot of mobile marketing practices
outtherethatdonotrequireausertosubmitanyinformation
to the advertiser.

MS. BERBERICH: [justwantto say | really think
itisabouttheirchoiceanditisinformationthattheywant.
If they want to be targeted, if they want the information
at the store shelf, while they are driving by a Walgreen'’s,
that makes their lives easier, | think it is going to be a
choice.

Now,howyoucollectthatdataandhowitismanaged
isimportant. But, to me, if it helps and if they want it,
then let them choose.

MR. CHESTER: But, you know, with the teens and
in your promotion material, you understand that is a target

audience. | forgot what the phrase was that you used.
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MS. BERBERICH: Younger woman?

MR.CHESTER: No,itwasnotthat. We understand
who those users are. And it does require some additional
sensitivity about those tween teen girls and boys, frankly,
that | think the industry needs to work on and be ahead of
the curve here because clearly we are going to make this a
big political issue.

And by the way, Senator McCain was the co-sponsor
of COPPA. So, no matter what happens at the election, we
think we will be okay on the kids and youth data issues.

MR. TRILLING: Marci, did you have something you
wanted to add?

MS. TROUTMAN: Anyone that has worked for a
retailer of any sort will realize that the ad dollars are
very important to the retailers. For most retailers, any
big box scenario, they are going to use those ad dollars to
jump into an innovative market. They are not goingto jump
into it otherwise because they are not going to risk other
dollars that they know are working to test things that they
do not know that will work or not work.

So, given that, | think we should apply the same
rules that apply to the internet itself on the MAC, on the
PC, whatnot. The way that e-commerce is now evolving, why

wouldn’twe applythose same exactrulesto mobile commerce?
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MR. TRILLING: We have heard competing comments
today. Itseemsthatsomeofthe presentershaveanalogized
themobile space and mobile advertising in particulartothe
internetspaceandinternetadvertisingandotherpresenters
have indicated that perhaps that we should not be thinking
in terms of that analogy.

How should we be thinking about the mobile space?
Should we be thinking about it differently when it comes
to issues like the ways that advertisements are targeted?

MR. CHESTER: Canlstart? Look, I think, first
place,ldoseethisultimatelyasseamless. Thereisthree
platforms. It is broadband, it is mobile and it will be
interactive television. Plus it is ubiquitous out of the
home. That is the marketing ecosystem.

But what was disturbing in looking at what the
mobile marketing companies are doing is that they are using
the same language and they have created the same business
models that have caused us to be concerned about behavioral
targeting and online advertising. There are distinctive
issues related to mobile marketing that must be addressed,
including location-based marketing, but you really have to
look at this whole system comprehensively because it is
linked. Ultimately, everything goes back -- we are

360-degreetargets. Thatishowtheadvertisingsystemworks
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andtheCommissionneedstoaddresshowtheactualadvertising
industry is implementing this paradigm.

MR. KEENAN: | would agree with Jeff that mobile
is really just an extension of all our other marketing
efforts. We do not typically just do stand alone mobile
marketing campaigns. They are always an extension of our
traditional media or online media.
But what was it you said before, the 360-degree
target?
MR. CHESTER: There are distinct mobile issues,
but you have to look at the entire environment, right?
Because advertisers are targeting us in multiple ways, go
to digitalads.org, all the copy comes from you guys. But
it is the best overview of what that ecosystem looks like.
MR.KEENAN: But, honestly, the way we do mobile,
we are buying mobile media the same way we buy online media.
Ifwe wanttobuyforbasketball, we willgoto sports sites
or we will go to sites for people who go who are passionate
about basketball and we will buy our display advertising
there. That is how people will interact with the brand.
It is done exactly the same way as it is done online.
If we were going to buy games, we would buy games
that we know that basketball players probably have a

predisposition to playing and then they would see our ad
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there. Itisnot--1don'tknow, itis not as sinister as
some of us would think it is.

MR.CHESTER: ltisnotsinister,butthefactthat
some of the same practices that have raised concerns from
all kinds of consumer groups, including CDT and CFA and
others, Children Now, the behavioral targeting, the
behavioraladvertising,theprofilingandallthat. Thefact
that some of those models, as we will document are being
migrated over to the mobile platform, given the uniqueness
of that mobile device, does raise a set of concerns that do
need to be addressed.

Itisnotsinister,butitisdisturbingthatthose
practices are being migrated over to the mobile platform.

PROFESSORHANLEY: Inaway,weareactuallylucky
that we did have the internet first. Can you imagine
developing the mobile channel without the internet?

We have to remember that the text messaging began
when AOL went from instant messaging to cell phones, and
that is what started text messaging about four and a half
years ago. So, this thing does not happen overnight by
itself.

So, now, have we taken it as far as we can with
theinternetpartofit? Probably. Butlthinkwearelucky

we havethe internetorwe would be way behindin certainly
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the mobile channel.

MS. ENGLE: Professor Li?

PROFESSOR LI: Yeah, I think the difference
betweeninternetadvertisingandmobileadvertisingisreally
the costissue. Rightnow, onthe internet, most of us use
a broadband based Internet. So, there are no connection
times. So,lcangotoGoogle, spend 30 minutes or one hour
and | will not incur any extra charge.

But, right now, with how we see the mobile
advertisinggraduallyevolvewiththemobilewebsitestolike
what Gene and Jim mentioned, to download the game is free
or | go see the Cover Girl website free, actually that is
onlytrueifl have anunlimited datapackage. Butiflpay
by traffic then that will incur a cost.

Lastsummer,lwasin Seoul,Korea. Itaughtwith
some of my former students that were in this area. There
was one company there thattried to develop a package so the
usercandownloadthingslike Cover Girl, thiskind of stuff,
actually free, connection time is free. So, | do not know
how likely that is to happen in the U.S.

| think one day in the future maybe our own data
connectionwillbetotally free, unlimited monthly pay, that
isit, like broadband right now. So, before that, | do not

know how the marketers see if they can increase the usage
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of their websites, campaign sites for free.

One thing that | heard this morning, | think the
presenterfromM:MetricstalkedabouttheiPodandtheiPhone.
Why is iPhone internet usage at 83 percent? Becauseitis
free. So,ifyouhaveaniPhone,youcangetontheinternet
and it is no extra charge. So, | do not know what is your
perspective on the cost of access.

MR. KEENAN: | think that the data charges are a
huge inhibitor to the growth of the Internet on the mobile
phone and will continueto be so. Itisnotjustthe mobile
internet, it is the whole a la carte billing system that
carriershavewherekidsare neverreallysure. Asanadult
you are never really sure if you are going to get some
outlandish charge for something that you did.

Thereisatestgoingonfor QR codesonuniversity
campuses around the country right now, and alot of kids are
notusingitbecausetheyarefreakedoutthattheyare going
togetsomeunknownchargeontheirbillforusingtheirphone
as a QR scanner. Andlam not sure how that issue is going
to get solved. That is a carrier issue.

Ithinkthat AT&T has made big strides and all the
carriers have, but AT&T with the iPhone has really been a
leader in the market in terms of making it completely

understandable. You buy the iPhone, you get everything.
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There are no other charges, right. That is really the way
everybody wants it to be.

MR. CHESTER: But there will be. | mean, | do
think, particularly for the next administration, there has
to be some universal service reform so that more
constituencies can be connected, and as the mobile device
becomes, as | believe it will, an essential part for
democraticparticipation. Andlsaywewillelectour next
President in four years based on the mobile phone, it may
be eight years. | really believe that.

As the mobile device becomes the key element
connecting us to the greater civic sphere, we clearly have
to address this issue of giving people access to it at
reasonable low cost, and for some who cannot afford it,
subsidizedrates. Butthebusinessmodelthathasdeveloped
is, okay, the advertising will take care of it and the
advertising will provide all the free services, and the
carrierswill be happy to collect that, which is why we have
to structure the advertising right so it is not unfair to
consumers.

MR. TRILLING: Marci, did you have something to
add? Andthen,also, ifwe have anybody inthe audience who
wantstoaskanyofthese panelistsaquestionbeforewewrap

up for the day, please go to the mics or use the cards.
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MS.TROUTMAN: Yeah,ljustwantedtoaddonething
towhatyoujustsaidactually. Themobilecarriersprobably
have a little bit too much power, and we keep giving them
more. We need to take it away from them and the platforms
probably need to layer in with whatever is being built on
the e-commerce which is what we do with our systems. Ifwe
doitinthatway, thenitgivesbacktheretailersandgives
back Americathe powertocontroleach ofthe usersthatthey
getintheir base. The other question was kind of answered
anyway.

MS.ENGLE: Susan,ldonotwantto putyouonthe
spot necessarily, but if you would like to respond to that,
feel free.

MS. DUARTE: Well, there is definitely a tension
there because they are our customer base.

MS. TROUTMAN: But it is not in a negative way.

MS.DUARTE: Butweneedtohave controloverthat
because we needto ensure thatour customers are getting the
best possible experience. As | mentioned earlier, we are
a competitive marketplace.

lwould respondtowhatyou said, thatif you make
rules too onerous too early, you are going to see carriers
backing away. So, then it will just become a moot point,

and you will not have the access that you want and that you
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are desiring.

MS. TROUTMAN: [ think we are giving that to you
guys anyway. We are making you guys more powerful and it
isbecausewe are notowningitourselves, whereas we should
not be giving you guys that responsibility.

MS. DUARTE: ltis stillnew and we are all still
learning, so I think as we partner together, we will be able
to work through issues.

MR.CHESTER: Butthatis where Google and groups
like Public Knowledge and Free Press are right. We have to
haveakindofopenspectrumsystem. Theadvertisingisgoing
to flow over it. Thatis Google's game plan. But we have
to have an open pipeline for this most essential medium.

MR.KEENAN: lagreewithyouthere, Jeff,totally
100 percent.

MR.TRILLING: Inthatpointofagreement,wehave
a question in the back.

MS. ENGLE: Could you identify yourself, please?

(I'ndi vidual not at a working m crophone.)

UNIDENTIFIED MALE: We were here six months ago
and (inaudible) conclusion being that no one ever really
showed any evidence of harm. And here we are again talking
about the same thing in a mobile context and | still have

not heard any evidence of harm. 1 still have not heard any
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reason why we should be treating one segment of advertising
different than any other segment of advertising whether it
is online, offline, mobile, internet. Why are we creating
separate rules? (Inaudible).

MR.CHESTER: Well,inthefirstplace, | have to
say it because we filed, | think, the initial key complaint
herein2006and2007,andweareverygratifiedthatcertainly
the FTC staff took what we documented to heart and issued
a set of principles. | cannot speak for the FTC directly,
but I will say that it is very clear from those principles
and from our conversations here that they saw the harm that
wearticulated. Thatiswhytheindustryis nowfacingthat
new set of principles.

And online, including mobile, is different from
non-interactivemarketing,wedocumentedthat. Itisinthe
literature. lamhappytoworkwithyousoyoucan--Imean,
go to the McArthur series. It is a unique medium that
requires special rules.

MR. TRILLING: We have another question.

(I'ndividual not at a working m crophone.)

UNIDENTIFIED MALE: My name is Dominique
(inaudible), I am with Siteminis. But this question is
really specifically directed to you, Professor Hanley. In

response to what Mr. Chester’'s commitment is in the world
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of advertising in this medium, it seems to me that they
probably, in the world of advertising, had this discussion
since print or maybe since the TV came
outor--becausethisisanewmediumandthereistheability
for younger and younger people who are at least (inaudible)
getting it (inaudible) when we are at the radio or TV now
or on the internet (inaudible) because the device is
ubiquitous, so is the advertising and the penetration.

So, isn'tit the same sort of argument? Haven't
we all really dealt with the challenges of this electronic
media since electronic media started?

PROFESSOR HANLEY: In many ways, we have. This
discussionis nothing like the discussions about television
and children in the late sixties. |
was notaroundthen, butl have read aboutthem. [Laughter.]

They were much more poignant. That is where a lot of the
actualgroundbreakingresearchthatledto some ofthe early
laws about consumer practices came around. Itwas children
being -- this was primary television back then.

But to his point, there is a difference. If you
are 18, you are an adult, you can do what you want to with
acellphone. Butifyouareyoungerthanthat, maybethere
should be some protections and I think there probably should

be. Itis the should that | think that we have to discuss
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alot. And parents have a lot to do with the should. But
there are obviously ways that we need to have some type of
protection.

Ihaveanine-year-oldsonthatgoesontheinternet
allthetimetoplaygames. llookaround. Thatismyjob.

| am a parent. So, we have to balance all those things
together.

MR. CHESTER: This is a unique medium, the
interactivity,thedatacollection,thepersonalization,the
immersive -- that is the word the marketers use -- the
immersive nature of the rich media applications is unique.

But what the lessons -- and | was also responsible, along
with my wife, for the passage of the rules implementing the
Children’sTelevisionAct,whichalsogovernssomecommercial
content.

Buttherules of U.S. media history are this: If
you do not come in at the beginning of a medium and impose
some safeguards, nomatter whatthe marketers and the market
says, theywillbreakthose promisesandyouwillend upwith
amediumthatdoes notfulfillits democratic potential and,
in this case, its privacy potential. This is the time to
do it. | think reasonable rules can be crafted, but | do
thinkthatthereareissuesrelatedtomortgagesandfinancial

information and health information and youth that require

For The Record, lne.
(301) 870-8025 - www:frincinet - (800) 921 -5555



287
a higher level and special scrutiny of this FTC.

MS.ENGLE: Ithinkthatcouldbeagoodseguefor
tomorrow's discussion. We are going to talk about controls
onthemobiledevice,parentalcontrolsandothers,andthen,
ofcourse,wewillhaveawhole sessiononchildrenandteens
as was mentioned. We will start again tomorrow at 9:30.
| want to thank all the panelists for their participation
and all of you for attending.

(Appl ause.)

(Wher eupon, at 5:10 p.m, the workshop was

adj our ned.)
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