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With more and more mobile numbers becoming available to marketers, Robert Buckley finds
that the latest handset technology still has a long way to go to beat SMS as a marketing
medtum,
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Got the Message?
l\1S nrcssaging\vas thc suryrisc hit amongst
contunlers oi Lhe first generrLion of digiial
mobile fhones. No one expect.d thrt scDding

la charr.ter me$rges would become nrore popul.r
('itlr some phone users th.n nraking cills. fhc,c a,c
nolv 186 billbn nesrges sent annrally rnd, s'ith 90
per ceDt peDetration ofthe rn.rket,.iDost anyoDc
wonh Ldrgeting ha\ a tuobih.

illarketes hi\r not been dowto see the potential

and havc bccn intcg,adig tcxt mcssaging with othcf
chxDnels likedirect lriil iDd ernnilforsome time,both
L r ( 1 . , , " , . h . ,  l , u i l d i n ;  ' r d r o r  . u r . ' .  ' s p  \ r ' r r .

Llut ds the Dext generdtioD ofphones enrryes with
.  . . ) .  ' 1 1 _ , . , r ' .  .  .  ' J r ' , l r i r l . d L r l e  , " i r .
hls mobile nMrketirglet fouDd its niche.nd \vhdt ir

Getting helter all lhe lime
r .  . r  r r '  J  .  r (  .unp( l  1E : {  nJ, l  , . ,L  r l

i$trnt respoDse medrdrisn th.t customers catr use
. ' 1 ,  r ' \ . . .  .  ' J J ' :  l '  J i g i  c . p  r - , . , c . , r v .
' t 0 l r " . e r  o i L , . n , d , . r  9 . u b l i . \ i r  g , r d , r . r l . , .
dii companics ife Do\! using text N prft ofthcir brand
diurene$ drd mdrketing camprigns (Berchmark

Itcscarch). Ma.yhavc uscd it as a rclationship hol,
$'ith more th.D 40 per ceoi having tried to nur regulnr

quizzesvii s\lsisports upd.tcs and lotin! b,v tert havc

ilso proveD popuhr\'.ys to lccp the;brdrd uttcr

nrost i. rhcir runofters Dinds.
The dcmaDd for prospeds hds no$'been mcl wiLh

milli.ns ol numbes. though sonre halc rpttodched

dris mirket ililh grcato conscieniiousDess thin orhers.

Onc ofrhc chiel ..ftphnrts rbort Dnrbilc ddLd hds

beer the lorL quilitl ind Dirrow redch ofbulk lists:

inpovcrishcd tcenagets brving nngtones mighl be
nsrtullbr prcduds ch .s gimcs and rlcopoirs but arc

uDlikcl) tu buy highct pri.ed oftirnrgs.

lohn FrnDer, director ofCoton Pr.Ln{s, reckoDs

tlnt lists havc been gdting bettef ovef thc lis! ye..
'A(e$ to good drtr is dchnilcly improvnrga lot.

Coing ba.k d l.rr, you couldnt get info, fralbn ior all

l .  . h . . . i o g r . ' r { . L  .  t ' ' r J r t ' , . u r e . n  t o "  i

l()L 01 ,r $rs opL in b,v def.ult thc p,osptds h..1

opt€d ir rbr infomntion iron o$ernntrcesbut no
nobile ddtr Nxs collected. Nos')ou c.n get qudlitv

data thatl\ Lrccn acquned in the right i{ay a.d che.ked

l'anrir Cclcnbc, co founder ofmobile mirkcting

agency FlILxt,dgrees."lis i litde betterthan itwrs x
yeir igo. $re hDally havc piolessionrl plarrs such as

Cldritds geunrg h on the.ctioD. lhatl\ whereweget
' o r p o r o - r  r ' , r , r  u u  "  L  l F d  e r r .  r . . L r i r r i r

IVN/lS will bring
the whole
medium to life
and you'll be
able to do so
much more
Pam[ G€ enbe. co rounder,
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l\,4obile [/]arketing

You just can't
do an MMS
campaign yet

some deas. The dara ma'ketsliii has \ome way to go.

But Ben Iohnson, managing director of Satsuma
Solutions, a tednology conpmy that provides consul-
tanq.servic€s for nobile and Internet campaigns, sa)s
that most lists de still pooi

"Most 
liental] listr are stil variable though so nost

of our clients de still workng wiil thei! own dara," he
sa$. lohn Corbett, nanaging dnedor of Opera
Tele@m, sls that his clients still do not trust agency
In6 and havebeen imp ovingtheir o$n dra rcqdi-
tion a we[, eNuing rnat registration forms and other
acquisition tools include mobile phone nmbers. But
gening hold of mobile numbers is about to becone a

lot simpler.
As of FebMry n€xt yean millions of mobile nm

berl will become rvrJable in a srJnd/rd fomdr, mak-
ing the job of validating €nsting databares fd edier
dd also potentialy opuing up rnilions of prospects

for mobile contact by text dd by phone. After pro-
racted negotiations with operators, Oftel is getting

closer to realising its ahbition of creatinS a cfltral
dneaory of the names ard addrcsses of UK phone

numbers with all relei€nt phone nmbers, induding
mobile nmbers, attached.

BT wholesale Dnectory solutions will add the nM

drta ro lhe induLry srandard 0515 darabare Md rdle
responsibility for its mainterance aDd sale- lt has
alEady acquned neady ten rnillion mobil€ numbers
fton Vodaphone, half of which are q-dnedory and
d or y be used for ve!fication purposes, leaving five
million available to osls licensed reselers dd their
clients to append to their customers and prospects. Tbe

other ten nilion rnobile numbets ftom other opera
tors should be releded soon.

"These numbers can be used lor coniact once
appended to a customer or prospect database;'sa}{
Antony Allen, managing director of cB Gmupk
Datacde dd Datacapture divisions (one of the
licensees reseling the data). "But you can only add the

number if you already have the nme ud address -

you @nl just buy a list of numbersl'At the moment,
50 per cent of nmbers are d diredory which neans
that )ou can validate that those customers are ex direc
tory, but cmnot contact them.

While this dnectory wil help dean existing daiabas
es md fiI some gaps for companies that have not yet

started to collect mobile numbers, €xp€rienced sMs
mdketeis advise restraint. A mobile phone is some-
thing very personal to its u5er and should be treated
with lespect. Guidelines Forn the Mobile Marketing
Alsociation suggest regrnar check agaiNt the
Telephone Preference seffice and rigorous compliana
witb 1998 Data Protection Act should represent the
mrnmm. 'ol'itin8 tuI opr-ir oefore teningor .al]-
ing would be better practice.

And to frrther deter mobile spammers, the regulato'
ry authoritjes arc increasingly on the lookout too.

Mob)Mon!.e/\El 6ned t50.000 by lcsTlq ldlt Augbt

after iec€iving 200 complaints over unsolicited mes-

"age" lor r premium rdte phoneline. some peoplehdd

received it 40 times in one day.

slJts of  l||s?
In light of dre above, campaigns which use a variety of

media to pul] in customer responses via their mobiles

are proving far more sucassfin thd outbound can-
paigns. Not only de riey opt in bI default, but they

.an alo be publici'ed throuBh o$er.hannels a5 p.In

of an existing cmpaign, without the cost of ma$ out-

bound sMs. The advent ofmole rnemorable unified
"shortcodes' special fourl five- or sk digit numbers

!a$er than the t I digit nmbels of .egulat mobile
phones - is also naking direct response cmpaigns

8ur despite lhecL,rrenl populdiryof iM\. il" <hine

may soon disappeai Ca.bon Partners s lemer says

that he has recendy seen the responr raies of cam-
paigns flattening otr while Ftes are still good, con

smers are getting more sav\y about neketing and

the newe. resaging rechnologies nowav.ilrble mry

be making sMs look lke Ksterday's technoloSy.

These numbers can
be used for contact
once appended to a
customer or
prospect database
Anloiy Allen, manaqing direclor,
Dalacare and D.tacapluc, GB

With their built in grQhics capabilities, Multimedia

Messaging Service (MMs) and Extended Me$aging

Seflice (F fs) are bodr conp€titors to supersede sMs

a! the nessaging system of€hoice. EMS ody provids

basic logos and p;ctures while MMs ofers support for

phoros as wel as somd and video on laster cPRs
phones (General Packet Radio SeNice - an always on

mobile data connection), though tbe handseti to send

dd recei\€ sound and video are not F available. Until

th€i. drival, nobile network operators m pushing the

photo messaging aspect of MMs strongry, providing it

on rr) enry levelphones rnd retring up \pecial rd

iffs for MMs m€ssages.
Analysts lrost & Sullivan predict the eventual tri-

umph of MMs over both EMs ud sMs. It foresees
continued grosrh of sMs into 2004, afte! which it wi

level otr, with revenues dslining as MMs flses in pop

darily appronmately 900 per cdt between 2004 and

2007. sMsl eventual demise at the han& of MMs

seems inaitable, but beware ofjumping onto the

bandnagon before it is ready to lol]�
At the moment, MMs is far more er?ensive than

sMs, q?ically fouJ times as nuch. Benchrnark
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Resea.ch\ survey shor{ed that ilhile sNls is popula.

with mark€te6,3l per cent believe the costs associated
rsith MNls rr€ prohibitivc and willstunt the groirtb of

thc narket- The nehvorks have also used slightly
in.omp.tible \eNions ofMNJS. and have not )et
implenented gateways between rheir nehlorks as
they did with sMs - to cnable messages to cros net-
i{ork bounddries.It wil be sprirg2003 at least before
rhere i re.u.h b L,q D'  -nd 'e .d rg ep. ' rure.or ' r ( r

lists to each network operator is Do longer nccessary.
B€n lohnson of Satsuma also points out dre m.in

challenge that MMs marketes facq the recipient pays

fortbedownload as wellas tbesender In the US,
where recipients ds ireil as ca €rs havc to Pir for

notJile phone crlls. tile up of handsets has been ooto

rioNry ileak compa.ed to othercountries. The sane

could b.ppen to MMs and for the same rcasons.It
prospects consider uDi{anted sMs mesages intasive

now, consider how they nill feel about unwanted MMs

r le+. ,8e.  i f  lhc)  h. t rL lo  pay Io re.e vP r lFT.  . \e1 opl -

in messages r{ill need to proyide nore value than they
do noiv if corsumers ar€ gojng to be rviling to pay for

Operatos maI eventuaily offer tarilis 10 marketeA

so lhey can bcar lhe cost ol receiving the nr€$age as
w€llassending it. But ihvil be some timc be{ore con
suners understand which nressages tbey have to pal'

for and for which they do not.And incorlo.ating cxtra
terl to.dvise rhemwould ccrtainly d€tract from the

Ar€ we rcady lor Mlts?
Nevcrtheless, despit€ these obsta.les, lohnson adviscs
tridling MMs seNices with a small target n.rket nor{,
''just to learn the lessons'l The data cleansing invotved
b ffeatingan sN.1s o!1-in databasc {illhive to be

rcpcat€d again for dn MMs database with €\en gnater

rigour The incompatibiiiti€s of nctvorks, tbe differ

cnces between hands€tslhsdre fact that unlike sMs
nessages, nor all handsers will be ible to undersland
MMs messages, mean that witbout dn opt in t{ith
del r i l  o t  r  eMork p-o\  ider .urd hdnd\1.  Jn v v \ ,  rm
paignwil not even be technically possible.

"We did a campaign for abisnightclub chain in

ilhich cve.yone who .egistered to receire sNts Dres-
sages would get! logo forthei.handsct dhich they

could showlo the.lub doormen to get free entryl'
recalh iohDson. But thc bsos would only work on
Nokid phones. No$'nnagnre th.t timcs tcD. You just

canl do an l\'lMs campaigo yer people gettnrg gib-
berish ftom lou is worse than no nrarkctingat alll'

Fa,fter suggests boldingback for e\en longer ftom
d d ^ t r i r .  v M . . i o - r h e . . , r l e r e l J l ' P ^  . h , . r n " .

we'll havc a sood idca of horv nuch hlDdset penetr.
tion there\ beeDl he says. 'Untilthen, itt not worth it.

Ii's going to be tbe firs! quarter of2003 at least before
rve can look at it.s a realistic conrnrunications option.

There has to be a marlct out thereb€foreyou Put
plans togeth€rard )ou have to hav€ a reason forusing

it. Don'L use it jNt for tlre sake oiiil
Panir Gelenbe offlylxt remdN optinistic that if

and rvhen NlMs takes off, the opportunities to fieate

better canipaigns irill be hr great€L 'Citic.l m.$will

bc an issue $'ith NIMS adoption. But Mr'Is i{ill bring

the i'hole nredium to liie rnd )ou li bc able to do so

rL(h ro- .  t . . . .  n i r t  r r lc \ .  u .  o r .  j r .n  J ,  P,  .  , r r f led

o d  r , J u r  o . r . , n J \ \ i r e r e \  . ' r ?  |  u L v d ^ . o u r d . P i (

tures and colour, exactlythcsane thnlgwill hapPen

.  holgh rhe err r . . ,odbi  "  o f  \aM'  lou l  .en pr_

ing,the inrftalurity of the nurketand ils aey€1kN

penetration nrcaD it is too earryforanyone. excePt thc

trulv adrenturous $'ith highly largeted lists, to run an

N.lr'ls canrlaign. But by doing the homeilork Dow atd

buildingon the knowledge acqui.ed in usirgsMs asa

mdrketing tool, cotupanies will be ready lbr MN1s, if

and ilhen it ever re.lry takcs ofl: r

New media agency YourRel€ase would like to say it was the fnst to
launch an MMs marketing campaignlor the gam€s industry
Untortunalely, says rhe company's technical director Mark Panan its
ambitions far outstripped rhe current marketing poiential of MMs

"at the moment, it's ridiculously hard to do it," he comPlains. "Hardlv

anyone has it. Thsre's one little MMs seruer out there somewh€re that
can send messages to allthe networks ThereS no cooPration between
operator and it would cost a silty amountto do." Insteacl, to raise
awa.eness of Rock Star Gamesb latest release, titled "Grand Theft Auto
Mce City", YourBelesse created a wAP push campaign "lt's a little known
secret thal MMs is iust sMs wiih wAP,rr Panay contesses. "we put a link
into an sMs message that leads to a waP site. lt's not 1oo Per cent true
MMs lhough."

The incentive lor recipients to clicklhrough on ihe msssage was
!100,000 wo(h of ringtones,logos and picturo messages tor Nokia
handseis, available at a specially crealed wireless portal. There, us€rs
could customise the picture messages with their own text and then send
them on as true MMs messages to friends with suitable handsets.

YourRelease runs its own ringtones and logos site from which it has
compiled a database of opt-in customers and the handsets thev use. The
database has in excess of l20,0OO names ot underS'year-old music and
gaming fans that have opted in fo. rnobile and email contact. From this
database. it selected 10.000 numbers to rert with the initial message

"The principal aim was to get the kids out ftere creating a streel_l€vsl
buzz." explains S€th Jackson, marketing manager at YourRslease.
'rEveryone who has a cra orMce City logo ringtone or MMs image on
th€ir phone is promoting the brand. The data capture willallow us to re-
contactthis group and use lhis promotionalbase once again lhrough a
follow-up emailcampaign after Christmaswhen the hyPe sunounding the
game has died down a little."

The multi-channel campaign for the game started slowlv in earlv
November, but th€ mobile campaign did wellfrom the outset. "W€'ve had
a 50 per cent response rate," says Panay. "Ofrhose, we currentlv have an
opt in rale of 69 per cent to receive tuture mailings via texi message and
email, wilh the database growing byrhousands each dav."

Jackson agrees that th€ mobile camPaign has been a hit, but not all
asoects ot the MMs offer have been taken up. "The logos, ringtones and
picture messagestlew offthe shelves but only a smallPercentage of
these people took up the MMs backgrounds ofier- That said, thelull
colour backgrounds were what attracted ihe most interest and s€rved ro
promote the campaign as a whole. lt also atlowed us to claim 6 tirst in
the games indusiry"
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