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missing out on, and what they should be doing about it.
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Foreword

Mobile marketing and advertising industry 
in India has worked through the hype 
and experimentation and now it seems to 

be heading towards a phase of informed growth.
This phase can set the tone for industry’s future in 
a more inclusive and sustained manner benefiting 
the stakeholders of the ecosystem alike, including 
operators, ad networks, ad agencies and most 
importantly the consumers. 

Let us examine the positive developments first, 
which will augur well for this industry. Trends like 
increased adoption of smart devices, rollout of faster 
networks, introduction of wearable technology & 
bigger screen sizes, rapid growth in mobile internet 
base as well as availability of rich media content, 
apps and location based services are definitely going 

to propel the industry forward. New ad formats like 
native ads and hyper location ads are also being 
tried out to further augment the attractiveness of 
this media. However the size and growth rate of 
mobile advertising is still relatively quite modest. 
Though consumers spend close to 25% of their time 
in mobile media, the ad spent on mobile media is still 
below 2% of the total ad spent.  

The market still appears a little unsure and 
is probably adopting a wait and watch approach 
towards mobile media as a vehicle. Moreover this has 
a lot to do with the way the medium is being used 
now, which is largely in an information dissemination 
mode. I strongly believe that mobile media has 
to be approached from a one-to-one engagement 
perspective. Enterprises need to bring on the unique 
power of mobile media to drive relevant engagement 
and deliver seamless experience across touch points 
and devices. They also need to understand that 
mobile media can deliver unparalleled reach, precise 
micro-segmentation to access the right audience as 
well as accuracy in measuring the effectiveness of ad 
campaigns. 

The market is yet to realize this, primarily 
because the industry is flooded with players who 
have little control over the mobile media and 
provide only a limited reach for driving personalized 
engagement. This is where mobile operators have 
the potential to play a key role. Appropriate Big 
Data solutions will enable the operators to derive 
in-depth consumer insights from underlying data and 
to share them in an anonymized manner addressing 
privacy concerns while at the same time providing 
superior targeting options to advertisers. They can 
also bring in efficiency to the whole ecosystem by 
connecting enterprises to their consumers directly 
thus optimizing the reach and control. n
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Dr VinoD VasuDeVan 
Group CEO, Flytxt BV

Look beyond Mobile Advertising; 
bring on the power of mobile for 
customer engagement!
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Yes, there is one way your brand can be 

right next to the news headline. Be on the 

Manorama app. With more than 10 lakh 

downloads, it is an obvious fact that 

Malayalees trust the Malayala Manorama 

app for regular news and updates. Being 

here is like advertising on the front page.

/mobile
Source: Play Store developer console, itunesconnect, Windows Phone Market Place, Nokia Developer, MMCustom 
Admin, Amazon Developer Account, Vendor Portal for BlackBerry World.

Book your front page, mail us at
onlineadvertising@mm.co.in



J u n e  2 0 1 4  R  a f a q s !  R e p o r t e r  i  M o b i l e  M a R k e t i n g  S u p p l e M e n t

Mobile Marketing

Write content for 
the right consumer 
with Imagi’Native’ 
advertising

Tanvi Kapoor 
PRoDuCT MARKeTINg MANAgeR, 
INMoBI

In 1908, Ford created a revolution in the 
automotive industry with the color black. 
To some extent, banners did the same 

for the digital advertising industry (and by 
extension mobile advertising) in the early 
2000s. But as the target audience becomes 
more tech savvy and the competition in 
the digital space burgeons, both users and 
developers have begun to ask for more 
options, more innovation and more bang 
for the buck. Native advertising is being 
hailed as the new black of the mobile 
advertising industry and rightly so. It’s 
transforming advertising like none other 
and for the first time, advertisers have 

native advertising is being 
hailed as the new black of the 
mobile advertising industry. it’s 
transforming advertising like 
none other and for the first time, 
advertisers have a chance to 
analyze data and craft their product 
accordingly.

- HeNRy FoRD.

Any customer can 
have a car painted any 
color he wants, so long 
as it is black.
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a chance to analyze data and craft their 
product accordingly.

Native ads? Localite advertising?
There are a number of definitions for 

Native advertising. Simply put, it’s a way 
to serve customized ads to a niche audience 
by mimicking the look and feel of the 
stream it is being advertised on. Because 
of Native’s nature, it can only be assembled 
online or on the mobile. So if you are an 
advertiser looking to make the best of 
display advertising, and want to ensure 
that your ads are not intrusive and create 
a pleasant experience for your audience, 
Native ads are what you should be after.

These ads are so deeply integrated into 
the mobile property that as you scroll the 
screen up or down, the ad also moves 
along with the rest of the content. In other 
words, it becomes the pseudo content. This 
is completely different from traditional ad 
formats like banners, which due to their 
sticky position at the top or bottom of the 
screen have become a victim of banner 
blindness. 

The beauty of Native ads is that they 
blend seamlessly with the content. This 
gives a unique opportunity to present 
the most relevant advertisements to a 
user, depending on the content he or 
she is consuming. Let us consider a news 
app. Most news publishers have multiple 
pages in their apps - national coverage, 
international coverage, entertainment, local 
happenings, etc. Each ad placement on 
these individual pages will carry additional 
value and relevance when targeted right.  
Advertisers for electronic products like 
Samsung can be assured that their mobile 
advertising money is being spent right, if 
their ad appears amongst the different tiles 
in the technology page. Similarly, other 
brand advertisers for consumer products 

can get meaningful impressions when their 
ad is featured in the lifestyle pages. While 
these targeting capabilities have been 
available traditionally, with Native ads the 
impact is further amplified - unlike banners, 
Native ads cannot be ignored. They are a 
part of the content being consumed.

The following images show a few 
Native ad concepts which can be leveraged 
by advertisers on news sites - a small 
subset of the whole world of possibilities 
out there.

Mobile is the new king
According to a study conducted by InMobi, 

by the end of 2013, the number of mobile-
connected devices exceeded the number of 
people on earth, and it is predicted by 2017 
there will be nearly 1.4 mobile devices as 
against every human. Mobile’s ubiquity is 
growing exponentially.

The study also revealed that mobile ranks 
first in media consumption, comprising 1.8 
hours of the 7 hours spent consuming 
media - this is more than a quarter of 

The beauty of 
Native ads is 

that they blend 
seamlessly with 
the content. This 

gives a unique 
opportunity 

to present the 
most relevant 

advertisements 
to a user, 

depending on the 
content he or 

she is consuming.
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time spent with media, outpacing TV (1.5 
hours), PCs (1.6 hours) and any other 
channel.

According to Gartner, Global mobile 
ad expenditure was US $11.4 billion in 
2013, up from $9.8 billion in 2012, and is 
expected to rise $24.6 billion in 2016. Asia 
will continue to be the largest mobile ad 
market, initially driven by Japan and South 
Korea, and later by China and India. For 
a smooth experience, mobile advertising 
should be non intrusive, engaging and 
non-distracting from an app’s primary 

experience.
Another encouraging sign showed that 

80 percent of consumers plan to conduct 
mobile commerce in the next 12 months. A 
further testament to the power of mobile 
and its unending surge to dominate the 
digital realm. According to the study, 
about 60 percent of mobile users globally 
are as comfortable with mobile advertising 
as they are with TV or online advertising. 
The key differentiator being, mobile is 
a preferred choice because it offers the 
advertiser insights into what a customer 
likes and doesn’t. It provides continual 
feedback and has metrics to measure 
consumer behaviour.

Native advertising is here to stay. It is 
a breakthrough in mobile advertising that 
will unleash untapped opportunities for 
developers and advertisers. For the first 
time, app developers will be able to monetize 
successfully without compromising on 
the inherent qualities of their app and 
user experience. Advertisers can reap the 
benefits of the improved ad experience 
with up to 5x higher ROI because of 
better engagement. Aesthetically pleasing, 
context-based ads will delight consumers. 
Surely native advertising is a game changer 
and a win-win proposition for all. n

For a smooth experience, mobile advertising should be 
non intrusive, engaging and non-distracting From an 
app’s primary experience.

Native 
advertising is 
here to stay. It is 
a breakthrough 
in mobile 
advertising that 
will unleash 
untapped 
opportunities 
for developers 
and advertisers.
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Mobile Marketing

Chris marshall 
Co-FouNDeR,  
PAISA SwIPe

How apps are 
helping brands gain 
the right attention

All over India, mornings start the same 
way, wake up, rub your eyes, and 
check your mobile phone for email, 

texts, Twitter, and Facebook updates. 
Young people preparing for school, 
professionals on the way to the office, 
grandma and grandpa keeping up with 
the grand children, all increasingly use the 
power of the mobile Internet to increase 
their ability to stay constantly connected 
to those they care about.

Who would have thought in 1990, when 
the first web pages were being born, that 

Chris is a 20 year technology 
veteran, the last ten in mobile. He 
lives and grew up in San Francisco 
but has done business across the 
world. as a Co-Founder of paisa 
Swipe he oversees strategy and 
strategic partnerships. prior to 
paisa Swipe, Chris was a Director 
at aepona (intel) in charge of 
mobile marketing and founded 
apisphere (2M) an early location 
based mobile marketing company. 
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by 2014, according to Mediacells,1.03 billion 
Internet connected mobile devices would 
be sold? Or that, as Brad Rees, MD of 
Mediacells, says “The number of mobile 
internet users in the developing world will 
overtake those in the developed world for 
the first time – growing 27-fold.” We call 
these new users the ‘mobile first’ generation. 
Further who would have imagined that  
the largest growing demographic would 
be India’s youth? Marissa Mayer, CEO 
Yahoo, recently stunned the world with her 
statement that this is the tipping point year, 
where mobile Internet usage will surpass 
wired Internet usage, forcing every aspect of 
the Internet ecosystem to change – forever.

This seismic shift away from hard 
connected, traditional desktop or laptop 
devices and toward in your pocket, mobile, 
smartphone devices has already forced 
the entire Internet ecosystem to begin 
rethinking strategy. Just recently Facebook 
announced it will no longer allow mobile 
Facebook users to chat via Facebook – 
forcing the download of the Facebook stand 
alone “chat app”  Messenger.Venture Beat 
heralded this as Facebook’s “capitulation” 
to the app ecosystem.  

All this, added with a smartphone 
market skew toward smart, educated, 
fast adopting youth demographics presents 
both a massive opportunity and forces a 
complete overhaul in ecosystem strategy.  
The days of obtrusive, random, pop up, and 
banner type advertising are rapidly coming 
to an end. Just as marketers have had to 
find new, content driven, strategies for 
traditionally connected Internet marketing, 
mobile marketers are being forced to look 
for new ways to engage an even higher  
number of audience. 

Imagine the same scenario, you wake 
up, rub your eyes, and reach for your 

smartphone. When you turn it on you see 
a full page, beautiful, curated, piece of 
sponsored content; if it is something you 
like you swipe “save” or “share,” if not, 
you do not swipe your phone and carry on.  
As you go about your day, each time you 
unlock your phone, you are presented with 
a piece of interesting, location relevant, 
curated content. The content could be an 
offer, news, advertisements or any other 
information relevant to you.

Behind the scenes you are rewarded 
loyalty points for use, like frequent flier 
miles etc. and the system adapts to your 
preferences thus providing tailored content 
to you. At the same time the partner 
application revenue share accounts are 
updated allowing the entire ecosystem to 
benefit. Members can trade in those points 
for real world economic advantages or shop 
via an M-commerce portal, making the 
relationship a win-win! Innovative companies 
like Paisa Swipe, have successfully proven 
this model, with  thousands of members, 
heavily skewed to younger, fast adopting, 
demographics. 

The nascent Lock-Screen content 
discovery space, lead by companies like 
Paisa Swipe, is set to explode. Although 
the first of these applications recently 
launched , already  close to 2% of Android 
users in India and 4% of the younger Indian 
demographic have a lock screen app.

The application ecosystem, especially 
entertainment applications, needs to crack 
the monetization code in a way that not 
only keeps users happy, but also achieves 
economic returns. Application developers 
know that the speed with which the user’s 
taste changes on the mobile platform, is 
like in no other market; hence they walk 
a dangerous line between monetisation 
success and disaster. The mobile marketing 

The application 
ecosystem, 
especially 

entertainment 
applications, 

needs to crack 
the monetization 

code in a way 
that not only 

keeps users 
happy, but 

also achieves 
economic 
returns.
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brand space has to find an equilibrium 
between user engagement and advertising 
scale.  

The lock screen is the most underutilised, 
highgly engaging, largest piece of real estate 
on the mobile device, but also the most 
personal. In order for an advertiser to be 
able to avail this highly valuable space the 
message has to be completely relevant to 
the individual, and completely permissioned.
Today’s audience is rapidly becoming ok 
with receiving your messages but wants 
the information to be relevant and has 
something in it for them.  

The opportunity facing India’s mobile 
ecosystem is enormous. India has a rapidly 
growing middle class, evolving standard 

of living, and increased disposable income. 
Within the middle class, the mobile first 
Internet market segment would be the 
largest and fastest growing, and for the 
first time ever a way to ubiquitously reach 
them. The mobile first Internet market 
segment will be the largest market segment 
in the world by the end of 2014. These 
new consumers don’t have the context of 
a desktop based internet to make mobile 
interfaces or strategies fit into, they need 
a new way to have that content, those 
offers, brands, headline news, and social 
interactions presented to them. A lock 
screen app gives them that discovery right 
on the phone in a quickly digestible way, and 
allows them to be rewarded for it! n

Application 
developers 
know that the 
speed with which 
user’s taste 
changes on the 
mobile platform, 
is like in no 
other market; 
hence they walk 
a dangerous 
line between 
monetisation 
success and 
disaster.

india, May 28th, 2014: Flytxt, a Big Data Analytics powered solution partner for more than 50 Communication 
Service Providers (CSPs), today announced the release of a newsletter on asset monetization opportunities for 
CSPs featuring Gartner research. It will serve as a reference guide to understand how CSPs can leverage their 
core assets of network infrastructure, IT platform capabilities and most importantly customer relationship and 
insights to generate and sustain new revenue streams. 
The newsletter includes a report from Gartner titled ‘Market Insight: Data Monetization by CSPs, Worldwide, 
2014’1. The report states, ‘‘More communications service providers with sophisticated data capabilities will test 
new opportunities to monetize data and their related skills in 2014. 
Announcing the release of the newsletter, Abhay Doshi, V.P-Product and Marketing, Flytxt, said, ‘‘Innovative and 
disruptive business models as well as adjacent services are changing the Telecom landscape at imperceptible 
speed. Through this newsletter we wish to explore and discuss how CSPs can navigate this dynamic landscape 
leveraging big data analytics and how they can potentially generate more than 20% incremental economic value 
from these adjacent services by 2016-2017.’’ 
The newsletter also includes a guest article on how Big Data Analytics can trigger insight monetization 
opportunities and an approach note on how CSPs can integrate the fragmented mobile advertising ecosystem to 
increase RoI for brands and advertisers.

Flytxt publishes newsletter on analytics-driven 
insight monetization opportunities for CsPs featuring 
Gartner research 

1.  Gartner Inc., Market Insight: Data Monetization by CSPs, Worldwide, 2014, G00250689, Charlotte 
Patrick, Gareth Herschel, Saul Judah, 4 February 2014
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What does the future of mobile advertising 
look like?

Mobility is everywhere and with everyone, 
thanks to the penetration of affordable 
smart devices and advancements in 
communication technology. The technology 
and media enablers are already in place 
for mobile advertising to flourish. No other 
media can match mobile in terms of sheer 
captive reach or the range of consumer 
touch points and channels available or the 
degree of measurability. However, it is yet 
to take off in a big way.  We believe that 
this will change as enterprises realize the 
potential and uniqueness of mobile as an 
advertising media. It will evolve from being 

just another channel for mass advertising 
to more as an interactive medium for 
personalized engagement.  It has to be 
looked at as an Omni channel, an always 
on media. The rich media content like video 
and games as well as mobile apps are going 
to provide more mobile advertising avenues 
in addition to SMS and voice calls. Recent 
forecasts from Gartner forecasts global 
mobile advertising revenue to touch $24.5 
billion by 2016 thus increasing its share of 
total ad spent from under 2% to more than 
7%. As per the report from Avendus Capital, 
in India the mobile advertising revenue is 
expected to surpass Rs 2000 crores by 
2016. (source)

Do you think that the fact that media 
like broadcast and print are still strong 
performers here affects the adoption and 
spread of digital and mobile advertising?

Mobile is yet to catch up with broadcast 
and print as it is still being mostly used as 
a broadcast channel. Enterprises and brands 
are yet to exploit the unique characteristics 
of the mobile media to engage with the 
consumers at the right time with right 
offers. Once enterprises and brands realize 
this, the mobile ad spend will pick up. 
Operators also need to play their role 
by empowering advertisers to leverage 
their inventory and understanding of 
consumer demographics, location, channel 
preferences etc.  Advertisers can send 
targeted ad campaigns by micro-segmenting 
the subscriber base using our in-depth 
consumer insights derived from varied data 
sources like customer demographics, usage 

In terv iew
srinivasa ravi 
SeNIoR VP-STRATegIC 
INITIATIVeS, FLyTxT
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patterns, handset usage, location data, 
purchase data, etc.    Globally mobile 
advertising is expected to surpass print 
advertising by 2015 (SOURCE); however it 
may take more time to do so in the Indian 
market as we are in a nascent stage.

What are some of the biggest challenges 
you see in enterprises increasing their 
advertising spend on mobile media?

Mobile is relatively a new media still for 
enterprises compared to traditional channels. 
The brands and agencies should invest 
time to understand and experiment with 
the medium to understand its uniqueness 
and value. As the mobile advertising 
ecosystem is fragmented, the reach offered 
to enterprises is currently not matching that 
of traditional media. However, the reach of 
mobile advertising done through the right 
ad network can be comparable even to the 
reach of an IPL match. 

The measurability of ad campaigns’ 
performance on mobile is far greater too 
and accurate, allowing an advertiser to 
know exactly what is working and what 
is not. Advertising content and formats 
catering to mobile media is also something 
new for enterprises and ad agencies. The 
biggest challenge for enterprises is finding 
the right partner who can bring them these 
unique capabilities of mobile media to 
guarantee better RoI. 

Will competition and inventory drive down 
mobile advertising costs like digital? Or 
is there space for more innovation and 
premiums?

We are just scratching the surface in 
exploring with mobile advertising. A lot of 
new ad inventory experiments are happening 
like Mobile Coupons; Hyper Location based 
Ads, Native Ads, Hyper Targeted Ads, which 
the other media do not have access to. 

The mobile space itself is undergoing vast 
changes with adoption of smartphones, roll 
out of 3G/4G, rapid adoption of services like 
maps, social, app stores etc. Fresh services 
like Whatsapp, Secret, Saavn, etc. are 
witnessing high adoption and use. With the 
emergence of these new innovations, the 
opportunity for superior advertising through 
the mobile channel is evolving and there 
is certainly scope for premium services. 
The premium tag of inventory can also be 
proportional to the degree of accuracy in 
targeting and reach.  

According to you, what is the 
role operators should play in mobile 
advertising?

Mobile operators own the mobile media 
end-to-end as well as have an in-depth 
understanding of the consumers. They need 
to play the role of enablers who can let 
brands and advertisers make use of these 
USPs of reach and consumer insights to 
do targeted advertising. This will not only 
ensure better experience for consumers as 
they will receive only relevant ads, but also 
better RoI for advertisers. Advertisers can 
have more precisely targeted campaigns 
if they can leverage operator’s insights on 
consumer behaviour. 

Mobile operators can potentially 
integrate the fragmented mobile advertising 
ecosystem too in order to connect 
consumers directly with enterprises and 
brands bypassing many intermediaries. 
With the intermediaries, advertisers often 
find it difficult to get convinced on the 
genuineness of inventory offered and to 
measure the effectiveness of ad campaigns 
as these intermediaries don’t control the 
mobile media fully to track and measure 
the responses.

Can you explain the role of technology 
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enterprises 
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many inter-
mediaries.
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and big data in shaping up the mobile 
advertising industry?

Effect of technology specifically 
software and Big Data can be felt in 
every industry. Famously, Mark Andreessen 
has said “Software is eating the world”. 
Technology can solve many challenges for 
enterprises and ad agencies. It enables them 
to become self-reliant and allow them to 
define  the right segment, plan and execute 
different types of push & pull ad campaigns, 
optimize the inventory use as well as to 
track and measure the effectiveness of 
the campaigns.  It can bring in efficiency 
in campaign planning, execution and 
measurement. Big data analytics technology 
with the capability to not only abstract 
non-personally identifiable insights from 
personally identifiable information but to 
share them with advertisers in a secured 
manner too will be key for mobile operators 
to play a bigger role in mobile advertising 
value chain. 

The impact Big Data will have on mobile 
advertising is going to increase in this 
fast growing digitally connected society. 
There is huge amount of data generated 
every day through transactions and events.  
These unique data assets help in targeting 
local, demographics, unique interests, 
dispositions, handset usage patterns, 
preferences and spend capabilities. This will 
be a goldmine for advertisers to leverage for 
identifying the right segment to reach out to 
with their offers and content. 

Can you please elaborate on mADmart, 
the ad network you are launching in 
India? How does it add value to different 
stake holders?

mADmart is a unique Operator-anchored 
mobile ad market place. It is a two sided 
inclusive business model that can benefit 
all the stakeholders from operators to 
advertisers and consumers. It transforms 
operators into media owners, enabling 
them to offer Advertisers the best possible 
reach and targeting; allowing them to 
run personalized advertising campaigns 
to mobile subscribers directly, which 
are precisely targeted, measurable and 
engaging/interactive. It allows CSPs to 
extend subscriber insights and touch points 
to third parties through a Preference, 
Permission and Privacy (PPP) model. At 
the same time it will serve as a self-service 
advertising platform for brands to manage 
end-to-end multi-channel, cross-channel 
mobile ad campaigns. Consumers can also 
benefit from this model as they will receive 
only relevant ads at their preferred time 
and channel. This operator-anchored ad 
network is already live in Bangladesh 
market where we have tied up with two 
operators and has already run campaigns 
for brands like Samsung, P&G, Marico, 
Nokia and also many of the local brands. 
We are launching this in Indian market too; 
with Idea Cellular being the first operator 
to join this network.  n

Technology 
can solve 
many 
challenges 
for 
enterprises 
and ad 
agencies. 
It enables 
them to 
become 
self-reliant 
and allow 
them to 
define 
the right 
segment for 
different 
types of 
push & 
pull ad 
campaigns.
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Localisation of 
Mobile Apps Reaches 
Tipping Point

prashanT DixiT 
DIReCToR,  
gLoBAL BuSINeSS  
DeVeLoPMeNT, 
VSeRV

only one out of eight indians 
lists english as their language 
of communication. We are a 
blend of different cultures and 
languages and english is a very 
small part of it.

Apps are changing the way that 
we interact with technology, both 
physically and digitally. They are 

one of the biggest forms of entertainment 
on the mobile platform and India is at the 
forefront of this wave, pushing the Mobile 
Internet Ecosystem forward. India is the 
highest downloader of Ovi store apps and 
the third highest downloader on Google 

Play store apps in the world. Even though 
this shows that app consumption has 
successfully spread amongst the English 
speaking populace, there is still a vast 
untapped user base amongst the rest of 
the Indian population. More and more apps 
are being developed to cater to this user 
base; which is leading to a trend of apps 
localisation. 

Factors for growth of Local 
Apps

Only one out of eight Indians lists English 
as their language of communication. We are 
a blend of different cultures and languages 
and English is a very small part of it. Further, 
of the 155 million internet users that our 
country has, 64% of them are rural users 
and 25% are urban users suggesting that 
there are users across every region of the 
country with the desire and ability to use 
regional content on the internet.  A major 
contributing factor to the furtherance of 
this trend are the products delivered by 
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Samsung and Nokia who are working 
toward capturing the local markets in India 
by providing regeional language support. 
At the same time, telecommunications 
companies are providing cheap data usage 
packs to encourage internet usage amongst 
their mobile subscribers. This has a leveling 
effect and blurs the language divide in 
content consumption.

Mobile App Localisations 
Current Situation

It is estimated that the country already 
has over 155 million mobile internet users 
with over 40% seeking local content. 
The most commonly used apps appear 
to be instant messaging, gaming and 
entertainment, followed by content led apps 
like newspapers, magazine & utility apps.
Applications like Yahoo! messenger and 
MapmyIndia offer the users the choice of 
multiple local languages. Newspapers such 
as Rajasthan Patrika, Punjab Kesari, Dainik 
Bhaskar and Udayavani have successfully 
been published on mobile platforms. 
Vernacular magazines like Meri Saheli, Majhi 
Saheli, Pratiyogita Darpan are reaching out 
to their users through mobile apps. On 
a whole the entire ecosystem is gearing 
up and delivering both the content and 
experience of vernacular apps to the user 
in his own language, which has encouraged 
a whole set of vernacular content owners 
across media formats to go ahead and 
‘Appify’ their content 

Making regional mobile apps 
profitable

The proliferation of smartphones, 
established 3G infrastructure and rising 
advertiser acceptance provide the perfect 
backdrop for the lift-off of mobile advertising. 
A partnership between local mobile 

publisher and mobile ad companies works 
to personalise the user’s experience and the 
publisher’s brand perception. Vserv.mobi 
monetises mobile inventory with optimal 
results and is a major content enabler 
of newspapers, magazines and educational 
books in almost 8 to 10 languages.

No other mass medium has the ability 
to target advertisements as specifically as 
mobile. The creation and availability of 
local mobile apps allows advertisers to 
use parameters such as premium regional 
inventory and location to deliver targeted 
ad campaigns in local languages, which 
allow marketers to connect to very specific 
audiences.

A thriving base of regionalised mobile 
apps can adopt various monetisation and 
advertising opportunities to make it a 
profitable proposition-   
• Monetising regional mobile publishers 

- With mobile advertising set to take 
off in India, regional mobile publishers 
can work very effectively with mobile 
ad companies to create premium 
experiences, befitting their respective 
brand’s perception

• Targeted advertising - The creation and 
availability of regional mobile apps will 
allow advertisers to use parameters 
such as premium regional inventory 
and location to deliver targeted ad 
campaigns in local languages. With 
such targeting capabilities, marketers 
can connect with very specific regional 
audiences at a one-to-one level
Localised mobile apps are all set to 

explode onto the scene to satisfy demand 
from a large, new and connected audience 
base. This trend provides local content 
owners and publishers the opportunity to 
leverage mobile advertising and be a part 
of the fastest growing ecosystem. n

On a whole the 
entire ecosystem 
is gearing up 
and delivering 
both the content 
and experience 
of vernacular 
apps to the 
user in his own 
language, which 
has encouraged 
a whole set of 
vernacular 
content owners 
across media 
formats to 
go ahead and 
‘Appify’ their 
content.
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Mobile Marketing

HOW BRANDS 
EVOLVE, WHEN IM’S 
GO SOCIAL

anuBhav sharma 
HeAD oF AD SALeS & 
MoNeTISATIoN,  
NIMBuzz

I recently went on a family vacation and 
on my return, I was surprised to see all 
the pictures from our visit got shared in 

our family group, in a chat app. This was 
very surprising! People today are finding 
more comfort, in conversing and sharing, 
on IM’s over the but-so-obvious Facebook 
and Twitter. Why did this happen? How 
did this happen? It is a matter of time and 
circumstance that the choice of platform 
where conversations happen, go through 
a change. Instant messaging has sort of 
become the flag-bearer description of this 
generation consumers, only, it isn’t just 
restricted to a particular age group, rather 
percolated down to varied demographics. 

A lot has to do with the rise of mobile. 
It has become a device that more people 
in India have access to, as compared to 
even toilets! Other statistics are equally 
alarming - like 80% people in the age 
group of 25 to 34 own a smartphone or 
more than 55% of people between 16 and 

it is a matter of time and 
circumstance that the choice of 
platform where conversations 
happen, go through a change. 
instant messaging has sort of 
become the flag-bearer description 
of this generation of consumers.
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24 years of age spend 4 hours or more a 
day on their cell phones. The role played 
by the penetration of the mobile web 
cannot be ignored. Gradually the number 
of people who’re coming onto the web 
via mobile is increasing. India is among 
the first few countries were people are 
jumping a level, as there would be first 
time Internet users, coming on the web 
via mobile. The ecosystem is doing its 
part. Facebook has started an initiative 
called Internet.org, with partners, to map 
out the next five billion Internet users. 
Google is testing on-the-go wi-fi zones 
with the mobility of drones. Network 
service providers like Airtel and Vodafone 
are providing affordable data plans. The 
data plans themselves can be tailored as 
per each person’s browsing preferences. 
Technologies like 3G are gaining greater 
ground in India each day and others like 4G 
and LTE are being tested. 

Cost and speed matter. Living in an 
always-on conversation economy, the 
rapidity of conversations helps individuals 
have more meaningful conversations. The 
cost aspect is big. That is especially a driver 
for people in emerging cities. 

Privacy too is a deciding factor. While 
hi5, Orkut and then Facebook really took 
social networking to new heights. People 
started updating their statuses, filling 
their timelines with pictures from their 
latest road trip and being more transparent 
about their lives. You met people online, 
you chatted, liked, commented and even 
poked. However, with the gigantic volume 
of data present on these sites, privacy 
concerns came to the fore. The threat of an 
individual’s life, literally being an open book, 
has increased. There are actually agencies 
in the US that get paid to clear data about 
one’s own-self from the Internet. This is 
some comfort that chat apps may provide. 

The conversation in a chat app seems 
restricted between a particular set of 
people, especially, if you have a group of 
your near and dear ones. 

The movement of people onto instant 
messaging platforms, for some reasons 
mentioned above and beyond these too, is 
remarkable. It is for this reason the recent 
past has seen several acquisitions in this 
space. Facebook bought Whatsapp for 
$19billion. Japanese internet powerhouse 
Rakuten acquired Viber for $900 million. 
From a marketing point of view, this drift 
of consumers to the newest form factor 
is a change to notice, because brand 
placements need to be accordingly made. 

However, though the entire process of 
migrating media spends on mobile, there 
is a mind shift change that happens from 
basic, safety, social, esteem and mobile 
maturity needs. 

Basic needs
This is the stage of nascent awareness 

where brands showcase the willingness 
to understand the reasons and benefits of 
going mobile. At this stage the brand is 
seen broadcasting its messages without 
any communication or branding strategy. 
There are several brands in this stage 
currently and it’s likely to be so for a while. 

This is the stage 
of nascent 
awareness 

where brands 
showcase the 

willingness to 
understand the 

reasons and 
benefits of going 

mobile.
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This will run parallel to the penetration of 
the mobile web across all Indian cities. 

Safety needs
This is usually found in categories 

that have severe competition in them. 
It becomes a competitive necessity to 
advertise on the mobile. There are several 
brands in this category too, but the trend 
doesn’t seem to be intensifying, in light 
of better sensibilities of engagement and 
consistency over moves that stem out of 
competitive jealously. 

Social needs
This is the stage where the focus moves 

from merely broadcasting information 
to engaging with the target audience. 
Brands recognize the value of mobile, tie 
it into their purpose and use the platform 
to create meaningful conversations. Few 
brands are here already. 

esteem needs
This is when the true stage of integration 

comes into picture when a brand devises its 
campaign specific for the mobile platform. 
At this stage a brand understands that 
mobile behaviour is different from the web 
behaviour of consumer and understands 
that the mobile offers different capabilities 
and should be touted as an independent 
and personalized medium. Campaigns 
devised are not just add-ons but extensions 
to the native platform.

Mobile maturity
The final stage of mobile maturity 

comes which is the stage of self-
actualization where in a brand understands 

the effectiveness of the platform and is 
ready to harness its potential to achieve 
greater benefits. At this stage a brand is 
investing campaigns which are specifically 
designed for mobile platform. For e.g. 
Life OK!, a Hindi entertainment channel, 
provided the Nimbuzz Chat Buddy for The 
Bachelorette, a dating reality show starring 
Bollywood starlet Mallika Sherawat. The 
Buddy created one-to-one engagement 
through questions around Mallika’s eventful 
Bollywood career and her exciting personal 
life. As a result, the Bachelorette Buddy 
reached out to over 25 million Nimbuzz 
users in India on their mobile phones giving 
Life Ok an opportunity to initiate a dialogue 
with the masses through a format native to 
the Nimbuzz platform.

There are various brands, across 
categories, industries, new and old, and all 
of them will be at different stages of this 
hierarchy, but none are to blame because 
the factors of ecosystem and industry 
circumstances are always at play. Yet, 
2014 is expectedly the year when mobile 
goes native. 

As a consequence of this content 
consumption via mobile, marketers will lay 
special emphasis on mobile advertising. This 
has begun for sure with marketing having 
mobile friendly versions of campaigns 
that maybe planning across TV, print, 
radio and radio advertising. But currently 
most campaigns run on mobile are web 
version campaigns, as brands were in a 
state of experimentation. They wanted to 
understand the benefits of going mobile 
and it’s also a natural adoption curve 
they’re on. The future hence will see more 
native mobile advertising. n

currently most 
campaigns run 
on mobile are 
web version 
campaigns, as 
brands were 
in a state of 
experimentation. 
They wanted to 
understand the 
benefits of going 
mobile and it’s 
also a natural 
adoption curve 
they’re on.
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Mobile Marketing

meera Chopra 
VICe PReSIDeNT -  
gLoBAL HeAD oF  
ADVeRTISINg SALeS, 
VuCLIP

Grab Competitive 
Advantage with Mobile 
Video Ads: 
Three Best Practices

Mobile adoption is taking hold 
faster than TV and print, and the 
cycle time for mobile to go from 

early adoption to mainstream is rapidly 
shrinking. In emerging markets like India 
- where smartphone ownership is set to 
outpace the US in 2014 -- mobile phones 
are increasingly becoming consumers’ only 
screen. Brands know they need to go 
where the consumers go. Global mobile 
advertising spending is forecast to reach 
$18 billion US by the end of the year, 
according to a study by Gartner. However 
in a world of on-the-go, always-connected 
people, do static banner-based ads still 
cut it? 

The precise answer is “no.” Gartner 
reports that while display formats will 
produce most of that projected revenue; 
it is video advertising that will show 
the highest growth. Brands which are 
innovative and aggressive in this transition 
will gain significant competitive advantage 

in emerging markets like india 
mobile phones are increasingly 
becoming consumers’ only screen. 
brands know they need to go where 
the consumers go.
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and consumer mindshare while the rest 
of the competition is still figuring out the 
space. To help ensure you are one of those 
with the advantage, here are three best 
practices to keep in mind:

go where the Best Content 
Is Because That’s where 
Consumers Are

Compelling and original mobile video 
content is an addiction and the numbers 
tell the true story. Earlier this year, Cisco 
issued their Visual Networking Index: 
Global Mobile Data Traffic Forecast Update 
and reported that over two-thirds of the 
world’s mobile data traffic will be video 
by 2018. People are glued to their phones 
watching movies, soap operas, cricket, 
behind-the-scenes bonus clips for films 
and more. Notably, there also is a shift 
happening where people are watching even 
more long form content than ever.

The takeaway for marketers is to go 
where the consumer’s eyes are already. 
Working on a platform with the best mobile 
video content, including long form content, 
will surely tip the scales in your favor.

Find a Partner that Can Deliver 
an Amazing Viewing experience

Can you imagine watching a television 
ad playing while the television is flickering? 
Be sure you find a partner who can offer 
you continous content streaming on any 
device or network. We tend to respond 
best to visuals, motion and audio all put 
together as one and a smooth unbuffered 
viewing experience is a must to tap the full 
potential of the mobile platform. 

It is the immersive experience of mobile 
video that is translating into fantastic 
brand recall for mobile video ads versus 
traditional banner ads. For example, last 

year a popular toothbrush brand kicked 
off a mobile video campaign and purchase 
intent towards the brand was increased 
significantly post the campaign exposure. 
Brand favorability was 7.9 percent higher 
among the exposed group compared to the 
control group, while purchase intent went 
up by 11.1 percent. 

The bottom line is that with the 
right partner, an amazing mobile video 
advertising experience will deliver your 
messaging clearly and bring amazing 
engagement.

Capture Consumer Mindshare 
with Persistence, Not one-offs

Think rolling thunder rather than a single 
lightening strike with your mobile video 
advertising. The ideal situation is when  
the campaign elements reveal themselves 
over time within a single genre of content. 
It’s these sponsorships that really grab 
consumer mindshare as opposed to one-
offs and random pre-rolls.

Perfetti’s ‘Zubaan pe rakhe lagaam’ 
campaign targeting youth in India is a 
great example of this. It went well beyond 
just a single ad and included a digital 
campaign ‘Gum Charades’, inspired by the 
popular game of dumb charades. This was 
a highly successful campaign across quite 
a few platforms including Facebook and 
Vuclip.

Consumers today have a shorter 
attention span than ever before, therefore 
you have to keep these three best practices 
in mind: go where the best content is; 
ensure that you are working with someone 
who can help you deliver an amazing user 
experience and think about your advertising 
plans in campaigns rather than one-offs. 

Mobile video advertising is heading 
mainstream; don’t be left behind! n

It is the 
immersive 

experience 
of mobile 

video that is 
translating 

into fantastic 
brand recall 

for mobile 
video ads 

versus 
traditional 
banner ads.
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BranD BaCKgrounD:
Leading mobile handset manufacturer, 

Samsung produced some of the finest 
range of mobile devices over the last few 
years. To continue evolving the Galaxy S 
series, Samsung launched the Galaxy S4 
– which aimed to be the most advanced 
smartphone in the market at that time.

Campaign oBjeCTive:
Samsung was looking for an innovative 

way to engage its users in India during 
the launch and wanted to reveal Galaxy 
S4 features through a 
mobile ad campaign. It 
also wanted to include 
user interaction and 
in turn deliver the 
brand message while 
introducing the features 
differently without 
comparisons with its 
predecessor Galaxy S3 or 
any other smartphone. 
Samsung had partnered 
with Ad2c for the 
launch and we at Vserv.

mobi worked with them closely for this 
campaign. 

Campaign sTraTegy:
We at Vserv.mobi knew that a simple 

mobile ad, highlighting the features of 
the phone would not help us achieve the 
desired results.  Hence, we devised a 
communication strategy that involved the 
audience being a part of unveiling of the 
features of the product. Our approach to 
the campaign was to ATTRACT, ENGAGE 
and CONVERT the target audience. 

Attract – We 
shortlisted possible 
elements of the device 
that would highly 
appeal all mobile phone 
users 

Engage – We 
eva luated the 
consumption of various 
mobile activities that 
we could use to engage 
the audience

Convert – We 
decided to include an 

LAUNCH CAMPAIGN

case study

Vserv.mobi, an award winning mobile advertising exchange launched 
Samsung’s galaxy S4 phone with a unique mobile gaming aspect to 
unveil the features of the phone. the case study entails the strategy 
and execution behind this award winning campaign.  

26



J u n e  2 0 1 4  R  a f a q s !  R e p o r t e r  i  M o b i l e  M a R k e t i n g  S u p p l e M e n t

     sp
ec

ia
l 

su
pp

le
m

en
t

element that lead to some Call To Action, 
like get them to visit the website. 

With this approach, we finally built 
our strategy around one of the mobile 
attributes that the user spends maximum 
time on – Mobile Gaming. Mobile games 
attract attention, engage and have high 
stickiness. 

The next step was to choose a game 
that will seamlessly fit with the core 
message of the campaign. Through the 
game we wanted to involve the users and 
help address the challenge of avoiding 
direct product comparisons. Here we chose 
a game that was simple, popular and 
delivered the desired results effectively. 

Campaign 
soluTion:

We explored various 
options to break the 
communication to 
the users. We wanted 
a simple yet effective 
creative approach to the 
game that would engage 
the users. We opted for 
one of the most popular 
game ‘Break the Bricks.’ 
We fused the prevalent 
game with the brand 
messaging. By communicating the brand 
message through a game, we offered a 
simple and interesting solution to tackle 
the challenge of the launch on the mobile 
platform. Here, the game itself was the 
communication and not an extension of the 
brand communication as seen commonly. 

Campaign exeCuTion:
Most users were familiar with the game 

but not with the features of the phone. 
The concept was to allow users to play 

the game, and as they would break each 
brick, the key features of the Galaxy S4 
would be revealed. This would help users 
discover a new world of companionship 
that the Samsung Galaxy S4 offered, in a 
fun context. The campaign’s creative was 
built on a Rich Media Ad (HTML5) & key 
features of the Galaxy S4 like Drama Shot, 
Smart Pause/Smart Scroll, Air Control etc. 
were highlighted as each brick broke. 

This campaign ran on mobile websites 
and on mobile applications as a full screen 
mobile ad, utilizing the strength of Rich 
Media platform on smart phones and a 
standard banner communication on feature 
phones. 

Campaign 
resulTs:

The campaign 
allowed Samsung 
to reach a targeted 
audience of 1,476,309 
unique users with over 
6,488,046 impressions. 
A whopping 90% of 
these users played 
the same game twice, 
which created a higher 
brand recall. n
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case study: lg

Advertiser Casestudy

THE CHALLENGE 

To position the LG OLED as an innovative product to the upwardly mobile and 
urban male audience in India by highlighting the TV’s trendy features.

LG rides on World’s 1st 
curved technology product

© 2014 InMobi  contactus@inmobi.com  |  www. inmobi.com  |  Follow us on @InMobi | facebook.com/inmobi

THE RESULTS 

(Smart Phones) (Tablets)

93% 96%

of users who interacted with the 
ad clicked through to the company 
website to get more information on 
the product

(Smart Phones) (Tablets)

73% 72%

Video completion rate

Advertiser Casestudy

“LG Curved OLED TV and G Flex are World’s 1st curved technology products. We have 
surpassed anything seen before with our latest innovative creations.
Keeping this in mind our objective was to reach out to consumers in the most innovative 
and creative way possible. This innovative campaign has seamlessly positioned the 
product rightly in the consumer’s mind.”
- Sanjay Chitakara, Head, Corporate Marketing

© 2014 InMobi  contactus@inmobi.com  |  www. inmobi.com  |  Follow us on @InMobi | facebook.com/inmobi

THE SOLUTION
InMobi in collaboration with Mobext (a division of Havas Media India Pvt. Ltd.) created a highly interactive ad-unit that enabled 

users to explore features of the TV. Users could also opt-in for  sales assistance with a form-fill. 

CAMPAIGN HIGHLIGHTS  

‣ OBJECTIVE - To create brand awareness about  

 the new LG curved OLED TV and

 educate users about its key features

‣ TARGET-       34+ male urban population who are

 early adopters of electronic products28
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Freekall is a revolutionary service wherein 
you can call any mobile or land line for 
free. The ‘revolutionary’ part is that you 
don’t require an app or the Internet to 
use freekall! 

Freekall Uses advanced cloud telephony 
technology to connect people around the 
world and provide a revolutionary channel 
for advertisers. 

Freekall has done its public beta launch 
of 5 days, got a phenomenal response of 
6 lakh calls and 1.5 lakh registered users 
and growing. Now freekall has launched 
its full functional service. 

how Does iT worK: 
A user has to give a call to Freekall 

number, he/she will get a call back. While  
answering the call one has to punch in 
the number he/she wants to contact. 
That’s it, calls will get connected and you 
may keep talking for as long as you may 
want. In between calls the user will get 
the Market updatesor hear a sponsored 
ad of 10 sec. 

BenefiTs for BranDs: 
This is a highly engaging media, where 

brands can directly reach to the potential 
customers. On freekall, users have high 
attention span compared to other media. 
Freekall has developed ad intelligence on 
top calling services, which makes it a an 
appropriate medium to advertise and it’s 
quite simple to give an ad on freekall. 
Using the ad portal, brands can target the 
desired user groups, basis age, gender 
and location. Advertisers can view the 
reports, reach and graphically analyse the 
impact of their ad using the advertiser 
portal, which can download the reports. 
Freekall also provides an option to track 
the lead conversion rate by sending 
follow-up messages to the users with  a 
URL and tracks the total number of hit. n

case study: Freekall
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What is the one thing that gets you most 
excited about mobile marketing?

There are expected to be 400 million users 
of smartphones by 2016. That is more than 
the population of many countries. Imagine 
reaching out to that kind of population who 
view their smart phone every few minutes 
and the possibility of the advertiser reaching 
these eyes. The possibilities are endless and 
difficult to fathom. And the best part about all 
this is that it is still at a very nascent stage. 
Mobile spend still accounts for less than 
15% of the digital spend and this number is 
expected to increase going further. To put it 
dramatically, we haven’t even reached the 
base of the peak yet.

According to you, what industry sector is 
furthest ahead in mobile marketing?

The gaming industry has by far raced 
ahead in mobile marketing followed by the 
airline industry which has been performing 
quite consistently. Heavy cash generation and 
a passionate audience are available. 

Going however by the need of the hour 
I believe that the banking sector should be 
at the top considering the coverage and the 
necessity of the product.

What’s the most exciting and inspirational 
country for mobile marketing? What can 
the rest of us learn from it?

India! The population of the country is 
an advantage not to mention the eagerness 
to learn and be a part of the evolution. 
Marketing in India takes place in numerous 
language reaching out to not only the ones 
who want to book their international tickets 
online to those who want to transfer money to 
a remote location that may not be reachable 
easily.

Please share some examples of best 
websites that are mobile optimized, that 
we can look at for inspiration and also, 
what makes them so good?

Most banking websites are very well 
optimized. For example citibank and icici have 
exactly what you need and positioned well. 
Another great example is Quickr, which is 
literally for someone who is on the go. Click, 
upload and sell! Brilliant concept and multi 
audience target. The new olx campaign to 
convert a cellphone into a sellphone also is 
great.

Please share some tips and advice on 
making content mobile ready?

Smart and Quick navigation is the key 
to successful mobile marketing. Once you 
have that in place, it is important that a 
user is allowed to still view the standard 

In terv iew
saKeT mehTa 
MANAgINg DIReCToR,  
My SCReeN MoBILe
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used to the standard website that they 
may not be comfortable with the mobile 
app. This being said use of software that 
loads easily and on all operating systems 
without going into step two of installing an 
additonal plug in.

What according to you are the biggest 
challenges in creating content for mobiles 
and best solutions?

The biggest challenge is creating 
something that will capture a large audience 
and retain them despite competition. Since 
most marketing companies are moving fast 
toward digital marketing it.

What are some of the biggest mistakes you 
see businesses make in mobile marketing?

They allow their users to leave! they are 
not able to retain their users because the style 
of marketing may be too cumbersome for the 
user to stay attached.

If you had to give one piece of advice 
to businesses on mobile marketing what 
would it be?

Keep it simple yet interesting. Facebook 
for example has been running for 7 years. the 
navigation on their system is SIMPLE yet they 
are evolving every few months and I dont 
believe they have lost too may users. 

If you could change one thing in the 
industry, what would it be?

If there were any way to do away 
with the numerous interfaces and operating 
systems that one has to deal with it would 
be an extremely ideal situation. Having to 
prepare for iOS, Android, BlackBerry and 
Apple at some point becomes very time 
consuming as well as expensive. If we could 
deal with one OS, I feel the industry would 
move at an even faster pace!

What does the future of mobile marketing 
look like?

MSM (My Screen Mobile) is what we 
believe the future will be. You can have 
the possibility of a micro audience and a 
worldwide audience. This combined with the 
time day and date becomes very powerful 
tools for the marketer. 

Have marketers truly embraced the 
medium, or does it still require a strong 
push with most of them?

Most marketers are already aware of the 
huge advantage mobile marketing has over 
any other medium. They realise the market 
share and going by statistics most of them 
have embraced the medium. Who would have 
thought that the elections would use mobile 
marketing as one of their tools to reach out 
to the public? There is a still a push required 
in the smaller budget category. This is where 
platforms like My Screen Mobile come along. 
They allow someone with a budget of mere 
thousands to advertise effectively.

Do you think that the fact that media 
like broadcast and print are still strong 
performers here affects the adoption and 
spread of digital and mobile marketing?

NO. Broadcast and print will always be 
sentimentally attached to users. But in the 
fast paced life that we lead it is becoming 
more of a necessity to go digital. 

Will competition and inventory drive down 
mobile marketing costs like digital? Or 
is there space for more innovation and 
premiums?

As I said earlier, there is no fixed cost yet 
for mobile marketing. A premium product 
which gives the advertiser a unique proposition 
to sell their goods. It has a possibility to adapt 
to the advertiser or the business needs. The 
market is still developing and we are far from 
the peak for the price issue to come in. n
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Mobile Marketing

The call marketers 
cannot ignore: 
Mobile Marketing

For mobile marketing, the future clearly 
cannot wait long enough.  Events on the 
ground have repeatedly caught up and 

overtaken predictions made over the past 
decade. Be it the growth rate of subscribers, 
smartphone adoption, the explosion of the 
app ecosystem or even mcommerce growth, 
the market has increasingly resembled a 
tearaway train that may or may not stop 
at the ‘stations’ along the way. Today, 
with almost 1 in 7 people on the planet 
using a smartphone or mobile, the mobile 
marketing is no longer an option on the 
table. Sometime this year, smartphones are 
set to overtake PC’s among the users.  Have 
no doubts, mobile marketing is set to be the 
definitive edge that marketers look for all the 
time in their plans.

For marketers, this has posed some 
truly momentous challenges. Right from 
building the optimal strategies to ride this 
wave of change, to related metrics like 
measurement, valuation and selection, its 
been a race to catch up.

Take the case of apps. From being a 
novelty to mainstream, now within a short 
span of 3 years or so. Even today,the 
marketers worry about the effectiveness of 
in-app advertising or marketing. Thanks to 
the many stages a consumer still has to pass 
through, if he/she clicks on an ad inside an 
app. A new tool like Deep Linking already 
promises to take the consumer directly to 
the relevant buy page for the product he 
clicked on, mimicking the conventional web-
based purchase cycle. This, and similar tools  
in itself could mark a huge improvement in 
conversions from in-app clicks.

So what can a marketer keep in mind, as 
she prepares to dive in?   We would suggest 
the following for the Indian market.

 Believe the numbers, they are true: 
Unlike the digital story, there is little 

ambiguity about the numbers when it comes 
to mobile users now. Don’t waste too 
much time being sceptical. Be it from the 
industry associations or handset sellers. 

today, with almost 1 in 7 people on the planet 
using a smartphone or mobile, mobile marketing 
is no longer an option on the table. it is set to 
be the definitive edge that marketers look for all 
the time in their plans.

prasanna singh 
Coo, afaqs!
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Especially smartphone user numbers. More 
importantly, adoption rates are screaming 
up, so even if you have been given a number 
that is slightly higher than reality, chances 
are, in a few months reality will catch up. 

 Expect surprises on mobile payments. 
Both on the upside and downside. Thus, 

while mobile wallets that can be charged 
offline could provide the upside, you can 
safely discount a massive upsurge in credit 
card usage or other payment gateways like 
netbanking etc. It took IRCTC and really 
crazy deals to shift about 60% of shoppers 
to use cards online. When it comes to under 
- capitalised mcommerce here, it won’t be so 
easy to bribe shoppers to make the switch.

 Don’t set mobile marketing up for 
disappointments: 
Yes, the numbers are seriously big, the 

options and tools are many, and there are 
tens of competitors. That should mean a 
price crash, right? Wrong. Concerns on 
privacy, security and user irritability are 
much higher now, so control the urge to 
abuse the medium for quick gains. I guess 
this applies to sellers as well as buyers. 

 Content remains the king: 
With consumers increasingly discovering 

mobile usage through searches, it is critical 
to customise your content for a mobile 
device, a mobile attention span, and 
mobile users requirement. Thus, searches 
are disproportionately local on mobiles 
worldwide, a signal to the future direction 
and options for marketers. Your content 
must be customised to respond to these 
needs, rather than a rehash of your web 
presence. The word to remember? Video. 
Mobile content without video would be 
pretty ineffective content, more often than 
not.  While India hasn’t quite caught up 

yet, by 2015 end, mobile videos should 
comfortably top web videos in share of 
eyeballs in India too. To this, you can 
add native advertising, or content that is 
integrated smartly in the right editorial 
and  psychographic environment. Again, best 
used carefully, abuse is likely to lead to a 
collective turn off. 

 Social and mobile go together:
You cannot have a mobile marketing 

strategy without a social media strategy. It 
is no surprise that the biggest mobile apps 
are all social apps. The mobile user, thanks 
to the ready access to his/her social circle, 
is a very social user. Recommendations, 
reviews and immediate customer service 
matters greatly in influencing him/her.  You 
must see to it that your social media 
strategy closely complements your mobile 
marketing moves, or else prepare for a long, 
expensive learning curve.

 Mobile goes with everything:
When looking at mobile marketing, it’s 

best that you consider integrating it with 
all your other marketing initiatives. A stand 
alone mobile marketing programme will 
rarely give you bang for your buck. Thus, be 
it a missed call service for queries,  or in-app 
advertising, or other innovative options, 
make sure to drive the rest of your spends 
together with these to ensure better impact.

 Finally, go to school. 
Yes, mobile marketing does come 

with its own bewildering array of jargon, 
measures and bull. Unlike traditional media, 
a marketer will be best served by investing 
time in understanding the medium directly. 
Yes, changes will keep happening, and new 
innovations  will never stop, but if you have 
never accessed a google analytics account 
till date, do it, now. n

You must see 
to it that your 
social media 
strategy 
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