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Time for a rethink on mobile advertising?

Andrew Grill, Mobile Advertising Evangelist & 

Head of Business Development – Gigafone

Digital Lounge – London January 2009
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4 things

1.Time for a rethink on advertising

2. Relevance is the new reach

3. A conversation needs to start with your name

4. We must move away from the broadcast mindset
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The Mobile Advertising Value Chain

Advertisers need…

Measurability • Ability to track consumer engagement by counting clicks vs. displays 

Targeting
• Aggregated and specific customer information (e.g. age, gender, segment, 

lifestyle)

Relevance • Ads must be conveyed to the precise target in the right context …

Location • Information on the consumer location to increase relevance of ads 

Advertisers
/ Brands

Marketing 
Agencies & 

Media 
Buyers

Enablers
Content 

Providers
Aggregators Device 

Makers
Wireless 

Operators
Subscribers

Traditional Promotional Channels
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Relevance is the new reach

Mobile is a unique device

What other medium is …

1. personal 

2. always carried

3. always on

4. built in payment mechanism

5. present at the point of creative impulse

6. audience can be identified

7. captures social context of media consumption

With thanks to Alan Moore
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Mobile needs a new approach

• 91% have the device within arms reach 24 x 7

• Wired magazine reported that 63% of Americans are not 

willing to share their mobile phone with anyone

• One in three mobile phone owners will snoop on their 

partner’s phone

• Unisys survey say it takes an average of 26 hours for a user 

to notice and report a lost wallet – lost phone is just 68 mins

• 64% of consumers will try something recommended by a 

friend. 69% of will forward something they like to 2 - 6 

friends."  Jupiter Research Sept 2006

www.tomiahonen.com
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Mobile is more measurable

• AMF Ventures has measured the accuracy of the three 

biggest media

• On TV audience accuracy is of the magnitude of 1% of total 

customer data captured

• On the internet accuracy is about ten times better, with 

about 10% of customer data currently captured

• On mobile it is nearly 10 times more accurate once again, 

with 90% of customer behavior that can be accurately 

captured
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Mobile is the 7th mass media

• First Mass Media Channel - Print from the 1500s

• Second Mass Media Channel - Recordings from 1900s

• Third Mass Media Channel - Cinema from 1910s

• Fourth Mass Media Channel - Radio from 1920s

• Fifth Mass Media Channel - TV from 1950s

• Sixth Mass Media Channel - Internet from 1990s

• Seventh Mass Media Channel - Mobile from 2000s

With thanks to Tomi Ahonen
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Radio with pictures – TV in 1941

With thanks to Russell Buckley mobhappy.com
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Mobile is not a broadcast channel

Why we are trying to fit the same 
advertising models that have

been around for 50 years 
(reach & freq) onto a new channel?
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Social media will drive mobile in 2009

What are you doing?

…and where are you doing it?
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Has twitter “jumped the shark” ?

@wossy

@stephenfry

@schofe

@rustyrocket
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The 3 P’s of Mobile Advertising

• Permission - People will decide what they see/receive/engage with, so 

we need to ask their permission

• Privacy - People will decide where their data is and how it is used, so 

we need to respect their privacy

• Preference - People will decide what content they find relevant, so 

inference and assumption have a limited lifespan

With thanks to Jonathan Macdonald
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UK mobile advertising trial – try it tonight

http://trial.gigafone.com

Tip: enter your mobile number in +44 7xxx format
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4 things

1.Time for a rethink on advertising

2. Relevance is the new reach

3. A conversation needs to start with your name

4. We must move away from the broadcast mindset
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Follow me on twitter.com/AndrewGrill

andrewgrill.com/contact

0788 198 6694

Follow the latest views at

www.london-calling.org.uk
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