Mobile Web 2.0: Leveraging ‘Location, IM, Social Web & Search’ 2008-2013 @

Table of Contents

GIOSSANY ...ttt ettt s e e bbbttt 13

Executive Summary

INEFOAUCTION......e ettt bbb bbbt sees 19
Defining Mobile WED 2.0........coiicieiciciciceeececics et ssesesstsssssssessesstssssssses astasssssssssensesssssssesssassaces 19
What is WED 2.07 .......cmeieicecencerereencenenensessensessessessesssessessessesssessesessessesssesnes reereeerae et eaeaee 20
Table ESI: Web 2.0 Terminology and Feature Sets. ........cccocrureureneveurencunencuneneeenecenesersenemseseneees 20
The Mobile Web 2.0 FramMeEWOIK........ccveuiicencenemeuriciciinesseeicssessesseseaessessessesssssssessessessssssssessessessssssscsees 21
Table ES2: The Juniper Research Mobile Web 2.0 Framework............ccocecreeeennensescunceremnccecnne 21
The Market for Mobile WED 2.0 ...ttt sessssssssssssssssssees 22
Table ES3: Number of Mobile Internet Users (millions) by Region, 2008-2013...................... 22
Figure ESI: Total Global Revenues for Mobile Web 2.0, by Application, 2008-2013............. 23
Table ES4: Total Global Revenues ($m) for Mobile Web 2.0, by Application, 2008-2013....23
Figure ES2: Total Mobile Web 2.0 Revenues ($m), by Type. 2008-2013........ccccccvveemrerencuncee 24
Table ES5: Total Mobile Web 2.0 Revenues ($m), by Type. 2008-2013 ........cccevvuecuvceremrcmrcnnne 24
Figure ES3: Total Revenues ($m) for Mobile Web 2.0, by Region, 2008-2013.............cccc....... 25
Table ES6: Total Mobile Web 2.0 Revenues ($m), by Region, 2008-2013
Challenges to Mobile Web 2.0 AdOPLION ......cccveurememrencencerirnereeescrrerseaeeseesensessessesesesseses
Table ES7: Key Challenges for Mobile Web 2.0 Applications..........c.cccvveeenencerencerencunercmeenencenee

|I. The Building Blocks for Mobile Web 2.0

Lo INErOAUCHION ...ttt bbb
[.2. What is Web 2.07.......ccovveeeererernercenreneeercnseennees

Figure I.1: The Web 2.0 Framework. ........cciencinceneniecrnciineceessesesesesessessessesssacssessesens 30
[.2.1 O’Reilly’s Seven Principles of Web 2.0 ........c.cvcrireneencrneereeecencnnesenseessessessesseessessesesesseasssessesnes 31
1.2.2 Web 2.0 Terminology........ccceeeueevereneeeneneenencuneneunenenenne ettt ettt ettt bbbttt etaes 32
1o LONG Tl ses ettt se s cae bbb st st eaenas 32
Figure 1.2: The Long Tail Rears its HEad..........cocccuveremreneencenemneeecireesenneeecrsensesecsessessessesessessennes 32
He IMASIIUPS ottt ettt bttt bttt st sttt bbbttt sttt et eeas 33

Figure 1.3: Zillow ‘Mashes’ Real Estate Information with Microsoft’s Virtual Earth Platform.

iii. Semantic Web.......coiccncccccee,
iv. Social Web (Social Computing/Social Software)
Ve WIAZELS ..ottt sttt st et st sttt e sees
Vi. Rise Of the ‘ProSUMEr ...t ssssss st ssssssass s ssssasssns
Figure 1.4: Prosumers — The 15-20% of Men and Women who Make and Break Markets. .36
[.3 The Mobile Web 2.0 EVOIULION .......c.vieieiececicieeeceeteeeescnessessenscsessessensessessssesscssessessesssssessessenses 36
[.3.1 Ajit Jaokar’s Seven Principles of Mobile Web 2.0........c.ocreerecercrneeeeeeeeesneesesenenns 37
[.3.2 Translating Web 2.0 to Mobile: Share, Collaborate, EXplOit.........cccceueeveureveurencrenceinecneenercreencaeenes 38
Figure 1.5: Moving from Web 1.0 to Web 2.0........cooeuemrerencencrreereeeeeeenenseeecssessesseseesessessesnes 39
[.3.3 User Behaviour and Bi-directional FIOWS............ccccviiicininiiiiiiccicncicicencnssssesenenes 39
1.4 Defining Mobile WED 2.0......cc ittt steseaseae sttt se st ettt se s eaesstaessensseen 40
[.4.1 Mobile Web 2.0 APPlICAtIONS .....ccueuiueucrceerenicicesereneseeessessesesseessesstaesssssssessesseasssssessessesseassscscsees 41
i. LBS (LOCAtioN-Based SEIVICES) .......ccverurereurencrrenemrereeireennecsneeseeseseasesessesessesessasessssesessesessssssessssescssesessene 41
ii. Mobile Instant Messaging (Includes Presence) ........coccrcrinceinencnencenencniseeseeseeeseesseesseseseneene 41
1. MODIIE SEAICR . ...neie ettt st 41
iv. Social Networking and User-Generated Content (UGQ) ........ccouveurvemrereeeneennencenencenencrsesemeesencenens 4|
[.4.2 The Mobile Web 2.0 FrameWorkK.........iiriiicieieiisicnesesissesssssesesssssessssssessssessessssses 41
Figure 1.6: The Juniper Research Framework for Mobile Web 2.0...........ccccocveervencrrenccnncee 42
[.4.3 Why do we Need Mobile Web 2.07.........cneineecneineineseesessessesseescssesstasesssssssesstseasscssssnes 42
Figure 1.7: ShoZu Provides One-Click Uploading/Downloading of Photos and Content.....43

Page |



@ Mobile Web 2.0: Leveraging ‘Location, IM, Social Web & Search’ 2008-2013

2. An Emerging Market

2.1 INTFOQUCTION c.uerereeecincreaeaceeeessesseesessta e ssess et ss e bbb et e sttt sttt sse e s sees 45
Table 2.1: Mobile Data — Cost per Megabyte. Regional Forecast ($) 2008-2013. .................. 45
2.2 The Mobile Web 2.0 Market

2.2.1 Market OVErVIEW .......c.ccecenerrcurececenereenenseessessesesensees
Figure 2.1: The Mobile Web 2.0 Value Chain............
2.3 Mobile Web 2.0 Developments.........cccceeeereveenencerenceneneneesenennene
2.3.1 INOIh AMEIIC. ..ottt ettt ss st ettt s st ssssssseasasesasssense
I. HElIO (ULS.)eeececcteecenenrenrenneesesensessenssesensensenseesennes
Figure 2.2: Helio’s Ocean Device. ......ccoecveruneeerevcrrencrnenenee
ii. SPrint (U.S.) e
iii. Rogers Wireless (Canada)............
iv. Other MNO Services..........ceuuuue.
a. Alltel Wireless (U.S)) ......ccc.......
D. ATET (U.S.) ettt saessesse s sssssse s ssesssassassssssans
c. Boost Mobile (U.S.) ..o
d. Virgin Mobile USA ........cccrteeicecienteessessesseaseesesssssessesssacssesseassans
V. Market INIiCators........iicictc s b s
2.3.2 SOULN AMEIICA. ..ottt s st ses s
i. América Movil
ii. GrUPO [USACEI] (MEXICO) ..uvriuriuiuicierrinicieeeaeiseeee s ssesstsessesessesses e ssessessen s sesseaseasesssaesseane
iii. MOVISTAr Chil ... sssss s s s ssssss s s sassnaes
iv. Telefonica (Group)
Vo VIVO (BFAZIl).o.cuneueeceieceicicicirecicineiecaseeees st seeses st ssess e eae s e st ba s ssesssacscssenseassacsssanens
2. Market INAICALOIS ... ss s s sssssesnae
2.3.3 Western Europe »
1. 3 (UK ottt essss st sse s ss e e s s nas
ii. Bouygues TeleCom (FranCe) ... ccercirercirenereeneeinecrnecsseseseesesessescssesessssessssesessesessssesssessencssesessssencene
iii. SFR (Vodafone) .......cccevcuvevcureneeerecrncncnnes
iv. Telefonica Moviles Espana, S.A. (Telefonica Movistar — SPain) .......cccccrecenceneenemnesescrscesemsensenenne 54
Figure 2.3: Telefénica Moviles Espaina Mobile IM Screenshot..........ccocecevcervccenencenencenencncenenee 55
v. TMN Portugal
Figure 2.4: The TMN Portugal-Branded Opera Mini Browser...........cccccecveverencevcencrnenenencnnes 56
Vi. VOdafONE ESPANG.......ciumeurimiericicriireceeteiseaseesessesessesstssesstssssessesstassssssssessasssasssess eeusesssscssesnenssscsscsnens 56
Figure 2.5: Windows Live Messenger is Provided as an Embedded Application..................... 57
Vii. VOdAfONE POITUZAL .......uerieieiicmieicicttcictcteetcicteses e ssese s s sseassssssssss sesseassscsssasesssssssssnens
a. Market Indicators
2.3.4 Eastern Europe
1. AVEA (TUIKEY ) couereuieecieiiminciceenenteietsesessts s aesse s ssess st sssssess s sas st s s s sssss essssaseassssssssesseassassseane
ii. Elisa (Estonia and FINIand) .........cccoceemrerercncenieneeecinenseseeecssesseaseaeesessessessesessesessessesessssessessessesessessenne
iii. EMT (Estonia) .....cccoceeeeevcurevcueercncnnee
iv. VimpelCom/Beeline (Russia) ........
v. Si.mobil — Vodafone (Slovenia)
vi. T-Mobile (Czech Republic)...........
vii. T-Mobile (Hungary).........ccccecuuc.....
Vil TUPKCEIL ..o s s a s as
2.3.5 Far East & China...................
i. China Mobile.......
ii. China Unicom....
iii. KDDI (Japan).....
iv. KTF (Korea)......cccocoeeveueevcurencunencnenee
v. NTT DoCoMo (Japan)
vi. SK Telecom (Korea) ......ccccoceeueucene
vii. Market Indicators...........cccccovuuueee.




Mobile Web 2.0: Leveraging ‘Location, IM, Social Web & Search’ 2008-2013 @

iii. REHANCE MODIlE......ceieee e sass s st s st sasnas
IV. SPICE TEIBCOMI...ueiieiiiecetcicier ettt sttt st st s e saenas
v. Market Indicators
2.3.7 RESE Of ASIA ...t
I. OPLUS (AUSEIAIIR)..ce.cucrceemenicicrereaecieiertietetessessesstae e ssese st sse st ssesssssesstas sessssssstaseasssssssssessssssas
ii. Telstra Mobile (Australia)............

iii. Globe Telecom (Philippines)
iv. DiGi and Maxis (Malaysia) ..........
v. MobileOne (Singapore)................
2.3.8 Africa & Middle East.....................
i. Cellcom (Israel) ....cccoeeeeeeerevcunencnne
ii. MTN (South Africa)....c.ccccooeremenee
iii. STC (Saudi Arabia).......cccoeceeueuncnee

IV. MArKet INICALOIS ...ttt s sss s s sasssssesnes
Figure 2.6: myGamma’s Revenue Distribution by Region (September 2007)..........ccccecevuucnee. 70
2.4 Other Market Drivers.........ccrivivcuncunennee.
2.4.1 The Web 2.0/Realtime Generation
Table 2.2: Communications Habits of Participants in the U.S. ‘Teens and Social Media’

Report (Published in 2007)........c.ccueueeerememerermesemesenseesesessessessesesessesssssesessessessssesessessesss 72
Figure 2.7: A Demographic Analysis of myGamma’s User Base by Age. .....c.ccccocoeveveunevcnencunene 72
2.4.2 The Social Networking PhENOMENON.........c.ccciueemiriccinerriesicicrresseseiesessessessessssessessesseassssssscssenne 72
Table 2.3: Worldwide Growth of Selected Social Networking Sites June 2007 vs. June 2006
................................................................................................................................................................... 73
Table 2.4: Visitation to Selected Social Networking Sites by Worldwide Region, June 2007.
................................................................................................................................................................... 73
Table 2.5: Use of Social Networking Sites (% of Adults with Broadband at Home)............... 74
2.4.3 APPlICAtION TIENAS ..reeeueceereeicecireneneieeeneaeaereasesesstse e ssesstasssssse s esstassas s sssssea s sacsstassassassssssssseassacs 75
2.4.4 THe Value ProPOSItioN .......c.ccececucereuneurececeserseuesseessesseseasesesessesstssesssssssessesessssesssses suessesessessessenssssscsn 76

3. Mobile Web Technology and Standards

3.1 INErOAUCLION ..ttt sse ettt st bbbttt sa st setassases
3.2 Driving Mobile Web Standards
3.2.1 W3C and the Mobile Web Initiative (MWI)..............
i. Mobile Web Best Practices 1.0 (Basic Guidelines) ....
ii. MODIIEOK ... eeesesenne
iii. W3C Web and Mobile Web Standards.........................
Figure 3.1: W3C Technology Stack lllustration. .....

a. XHTML Basic.....ccccovuvivuvcucnnee.
b. Mobile SVG.......
c. SMIL Modbile ......
d. XForms Basic....

e. CSS Mobile.....cerevererccnnene

LMWV BP ittt s s bbbt
iv. Widgets 1.0 Requirements
Figure 3.2: The Technology Stack Typically Used by Widgets and Widget Engines. .............. 84
v. Document Object Model (DOM)......iicnerieeeseeesenessessesessesssessessesssssscssessesssessesscssens 84
Vie ECMASCEIPE oo ceeecieicirieectrereeeeeesses st asess s sse sttt sttt st b s tasesesacssestassaes 84
3.2.2 Open Mobile Alliance (WAP 2.0 & IMPS V.1.3)....corcerreeeeemnerneeeenemensensenseesessessessessessessenns 85
i. Wireless Application Protocol 2.0 (WAP 2.0) ... ettt ettt neaean 85
a. Wireless Application ENVIironment (WAE) .........cccocreurerencencencmnemneeecenersesneseessessessessesssessessesens 85
b. Introduction of Internet protocols
C. WAP Programming MOGEl.........ccerurineeinicinecirecietneeseeisecsstsesstsesessesesstessssesessesssseasseussssacssencs
d. ENNANCEA SEIVICES ......eriieeeecectcec et ss s ss e s sse e sann
ii. Instant Messaging and Presence Service (IMPS) vI.3....
Q. Pr@SENCE. ..ttt b s
b. Instant Messaging (IM)
c. Groups/Chat .
d. SHAred CONLENT......oeieieicicrcctetciei ettt s sttt st sas s s sassens
= HOW IMPS WOTKS......cuoemieiciciiiencicicireneeiceessestaseaeaesssssesseassasssessessssssesssssstassasssss suseasssssacssens




@' Mobile Web 2.0: Leveraging ‘Location, IM, Social Web & Search’ 2008-2013

Figure 3.3: IMPS ArChitECTUIE......ccueceeceeeeecerectrecie ettt sttt tess e aseae st sseassesncn 88
iii. eXtensible HyperText Markup Language Mobile Profile (XHTML MP) ........cccouvuvcvenenrecercrncnnenne 89
3.2.3 Internet Engineering Task Force (IETF)
i. Session INItIAtion ProtoCol (SIP) ... iccrcreereeerecisecsseesessesessesessesessasesesessencssesessesencene
ii. SIP for Instant Messaging and Presence Leveraging Extensions (SIMPLE)
2. OPLIMISALIONS ...ereureecrrerrimeaceeresreaseesessessesseessesseseaessessessessesessessesstasessscsscssenssacs
b. Instant Messaging
c. IM Chat Rooms........ccevuvcuveunneee
d. IM Features.........ciccicncninacssnens
iii. eXtensible Messaging and Presence Protocol (XMPP)
3.2.4 dOMODI ..ccerereeeeeiiceceeeeiee e esesese e seens
i. SWItCh ON! GUIES......ccereieeceeiecen s ssnaenes
. FINAUMODI covcevereteeecncteccceeteeeeseaenessessesensessessesessessessessessessessessessensessenne
iii. DeVice Database ...ttt sans
IV, FEAAY.MODI....uvucrriuiieciciticaicicrerteteessesstaeecaes et seeseaseas e st s s esessessesssassassesacs
V. SIt€ TEMPIALES ...cueieiecireeeeiecrectrecreeesette et aese e ssescssasessssessssencsssscnencs
Vi. Virtual Developer Lab.........c. e seeeseessesesseseseaseaeseeaes
vii. Mobile Web Developer Certification.........ccevceecenemnemnecescrserseeeeesessennenee
- dotMobi’s Commercial Progress............oeceeeveenercunenernerencesercrsencrseseseeseeene
3.2.5 GSM Association’s Personal Instant Messaging Initiative .........ccococeevcerevcunencnee
3.2.6 Mobile Marketing Association (MMA) .........ciincneisiceseeseessessesessssessessessesssssasssesssssens
3.2.7 Open Mobile Terminal Platform (OMTP).......ccveencnernineceneenennesseeesessessesseseeessessessessssessesessemsens
Figure 3.4: OMTP Focus
i. DEVICE MANAZEMENT.......cuecrcerimicicierrieecieasesesseese et ssess e esst s sse st e s seasssessssessasesasstase
T USADITIEY w.voeeeeece ettt ettt sst st se s senasnnes
iii. Security and Trusted Environment
3.2.8 XMPP Standards Foundation (XSF)
3.3 Further Mobile Web 2.0 Related Standards & TechnolOgies ..........cocrerevcuneuremecencencmremneceeenernenreeeeeens
3.3.1 Ajax (Asynchronous JavaScript and XML)
Figure 3.5: Ajax-Powered User EXPerience.............ccccuireceneenemenencuncnnenneeneesesessesssessessesenaes
I, OPENAJTAX AINANCE .....oucvriueececeereerecictreiea ettt sses st s essessess s sses e b est sesesssesssssessesesacsstane
3.3.2 DHTML (Dynamic HTML)
3.3.3 FIASH LITE ettt s st st
3.3.4 Linux, Apache, MySQL, PHP/Perl/Python (LAMP) .......cccvcnnerenecerernineeesersessenseseessessessenes
i. Linux

vi. Python
vii. LAMP in Mobile...
3.3.5 Web Services
3.3.6 eXtensible Markup Language (XML) .......cccecncenemeurencicineneeseeeecnessesesseessessesesssessessesessessesssas
3.3.7 XHTML Overview (XHTML Basic, XHTML Mobile Profile, and WML2) ....
Figure 3.6: An Overview of Mobile Versions of XHTML........cccceeveunece.
3.3.8 CoNtent AdAPLation........ccccveeeemreceecrneuemescesersesesseessessessessesssssssesssssessssesscssessesssans
i. Server Side AdapLation.........c.c v ecercenesneserceseesemesseessessessessessssessessessesessessescssesesas
ii. IN-NEtWOrk AdaPLation......c.c.cocueeveueerecunecunincuneneusineetseesseseseesesessesesseesseesssseassseacsen
iii. Client Side AdapLation...........ccccecvceemeurenceceniiesieecssessesesseesessesessesessessessessescssesas
3.3.9 DeViCe DELECLION ......cueeeerceriecenimceeeceseincseeeasesseseasessessesessessessssssessessssassasennes
1o WURFL ...oeeeeeretceecneneaesseesesesessensessessessesssessessessesssessessessesssssesessesssssessessessenne
i, DELECTRIGNT.....eeceieiecicececercntcicei et se et sess et ssssseaseasssessn s
3.4 Additional 2.0 Technology Enablers............cccvineencunernenencenernenneseceneerensessesessesseanes
3.4.1 Android and the Open Handset Alliance (OHA)........ccccovuverncrnncerencerencrrenenne
i. ANAroid at @ GIaNCE: ...ttt ssaesseaenas
ii. QUESLIONS RAUISEA ...ttt resese e ssss st sesessse e sessnssssnsasesenes
3.4.2 GPE Palmtop ENVIrONMENT......cccueueueecurerecerecnreenneeaeeeeseesseseseesenessesessesessesencene
343 J2ME POIISH ettt ases e s sssessese e easese s sessens
3.4.4 LIMO FOUNALION......cuooeieierierieeeinieticecnncacaeascss s saesse s s s s s ssesse e sasesa s s s sa sassaseas
3.4.5 Linux Phone Standards (LiPS) FOrUM ..o esesesessesessesesesessecsseseseesenes
3.4.6 Mobile Linux INILIAtiVe (MLI) ..ottt tesstesetsese e sesesesseaessencseaneaes




Mobile Web 2.0: Leveraging ‘Location, IM, Social Web & Search’ 2008-2013 @

3.4.7 Mobile Browsers..........ieencrneninnecenennenenseesessenecsssans
i. WebKit OPen SOUICE ProJECL......cccuiueuiureercrriniciereneaseesesstsesseesessessesssssssesssssessssssesssseasssessessenne
3.4.8 OPENMOKO ...ttt sess st s st ettt ettt eae
3.4.9 Mobile Search ...
Figure 3.7: Basic Search Engine Archit@Cture .........c.cccvceceerencincenennemnesecenersesecesesscssesseennes

3.4.10 Location-Based Services (LBS).........cccocvcureurereneencmremreeencenersemsemsecesessessessecene
3.4.11 Wireless Internet Platform for Interoperability (WIPI)

4. Business Models

4.1 INEFOAUCTION ...t bbb bbbt sassnaes
4.2 Sizing the Mobile WED Market ...ttt sseesstsese et sesstsese st ssensseenen
4.2.1 Report Parameters & Mobile Web AdOPLiON........cccccuiuicinceeneneenesseseseiessesessessssssessesennns
Table 4.1: Number of 2.5G and 3G Subscribers (m), 2008-2013. .................

Table 4.2: Number of Mobile Internet Users (m), by Region, 2008-201 3

4.2.2 Mobile Web Content and Device Trends.........cceeceverncuerencencenemimneseressesesseessessessesesssscssssenes
Figure 4.1: Top Ten Most Popular Types of Mobile Content

Figure 4.2: Downloads by Region (as of December 2007)...........ccccoveeurenerrencmrencreerecerenerrencnnes 118

Figure 4.3: What are People BUYING ......c.ccoeicecrncuniicencrcneecieeeneseescssessessessesssscsssssesseees 119

Table 4.3: The Top Five Handsets with Mippin Users, by Country

4.2.3 Market Demand ...t s aes

i. Acceptance of Technology INNOVALIONS.........ccccrmerenerneminnicieeenesreesessesseseeesessesseasescssessesessessenne
Table 4.4: llIP Confidence Index (from Most Confident Nation to Least)..

ii. UK Shuns New Services for VOice & TeXt......iiiiiiiinicisicsisscssesisssesssssessssesssnns

iii. Consumers Crave Customised Adverts....................

V. LBS: DEVEIOPEIS’ VIEW .....ovuiiucirecreeneiicirecrseeseeeae st ssesessesessesessasessssesessssessssessssesssnsessessseasssenssssses
vi. Mobile Web Access a Key Feature in Handset Replacement
4.3 Business Models Options
4.3.1 Revenue Generation
i. Advertisement-Based
i, TraNSACTION-Based.........ccoueiiuiieriericr ettt sttt sttt sttt s taees
iii. INfOMEIArY ..cecueeeeeecieecercccrecccrreere e eereenenes
iV. Licence-Based.........coceeeeurecunincunenccineeneceeeeeseneneeseeeneenne
V. Subscription-Based..........c.cocovecuvemerencincrnennennecnenneneeseenens
4.3.2 On-Portal (and On-Device Portal)........ccocoeeveurcuremrenencunce
i. On-Device Portal (ODP).......ccccoeuvveurenerrenerreneeereceneseinenenne
ii. On Portal (aka On-Net Portal) .........ccccoeveueeeemrencuncnnee
4.3.3 Off Portal/Direct to Consumer (D2C)........cceceeveuenne
4.4 Mobile AdVErtiSING ......cceueeveureneereneerereeineetseerserereeseaeesencsseneseenene
4.4.1 Mobile Web for Free!.........nnencninenneeneeene
4.4.2 Targeted Advertising OpPOrtunity.....c..ccooeeeercererreurencenes
4.4.3 Advertising Categories .......ccuvereverrerereerecerererrenersesemeesens
I CIASSHIEAS. ...ttt sttt sttt ettt aeee
l. DISPIAY AVEILS....coiieiceecncieciicrieaeeeeeeess et sttt ss st s s st asassacsssasasaseassseaces
iii. Search Engine Advertising [see also 4.2.2]
444 COSE MOMEIS ...ttt sttt sttt sttt sttt sttt aen
I. COS-PEI-CliICk (CPC) ....euieeiremrececereeeaiceersesseasee s essessesessesstastasasessessesstassssssssesssesssessessusensssescssenne
ii. Cost-per-Thousand (CPM)
iii. COSt-PEr-ACtioN/ACQUISITION......ovuieeecerecurereueireetreeisteseitae sttt setsesetsese st ssesesessessasesssseaeseeassssncsesncs
IV. COST-PEI-LEAA (CPL) ..eutuiuirierrineceeieiiecietstaseeesesessessesessesstasessesessessesstssssssssssesstassessesstaensesessessenne
4.4.5 Demand.........ccovivvnevemninicuncnnnnne
4.5 Mobile Marketing
Figure 4.4: The Mobile Channel Value-Chain (Strategic Network). .......c.ccocecveeeuresevcercenennee 129
4.5.1 Western Europe Markets Mobile Attitude & Usage Study. 129
4.5.2 DeliVEry MEAIUMS ...ttt st bbbt st sttt se bt s tesststaesseassnencs
i. BIUELOOLh ANd INFrared.......ccucieuieeie ettt bttt sttt stees
ii. Common Short Code (CSC)
T IMMIS ettt s s b e e e e bt
IV. SIE-L0Ad DEIIVEIY ..ottt sssas s sse s sasasessssssseasssesssseasesssscsenne




@ Mobile Web 2.0: Leveraging ‘Location, IM, Social Web & Search’ 2008-2013

Vo SMS ettt sttt
Vic WWAP PUIL ..ttt sttt sttt sttt sttt
vii. Viral Marketing...
4.5.3 MODIlE SEAICH ... s
4.6 Mobile IM (INStANt MESSAZING) .....cucvcrreremremrerererinicreresessecsesstatsessesesesseassssssessessssssacsessessessesssasssssssssases 131
4.6.1 Market Fragmentation ... cceremnerenceneesiuneaseeeessesstssessesesscsstssessssesscssesstnssssssesessessenssaessessessssces 132
Figure 4.5: The Evolving New Generation Mobile IM Market.........cccccocevevevercerencerencrrencueences 132
4.6.2 CoMMEICIAl CROICES ...cuuiiueincireciricietreeirtcisteaets ettt sstessts ettt se s bttt sese st bstaesetaessens 132
i. MODbile IM (WED-BaSE) ......c.cureuerecrrerimricereieaneeeesseseaseeesessesseseesessessessessssessessessesessesstacssenssacssesncassaces 132
ii. SMS+/SMS 2.0/SUPEr SMS (ON-=NEL).....cvuimircrneeemererenseemereneaseeseseressessessessessessesssessesesessesssenne 133
6.3 PriCiNG oueeeceeeeeceeecistctetsee ettt ettt esets ettt sttt st bt ettt bttt eae 133
Table 4.5: Mobile Instant Messaging. Cost per Month. Regional Forecast 2008-2013......... 134
4.6.4 The SMS Cannibalisation Myth ... . - reeeeeeseeneeenene ... 134

5. Strategies

L I Tl oY [Vt o] PP
5.2 MINOS.....oiiceeeneteeeeeaease et eaesse e ese e sss e sas sttt st ss st s sas s s sasessessesns
5.2 1. OFANGE ...ttt ess sttt st sttt
i. Hybrid Solution
ii. Adapting to Mobile WED 2.0........ceereeeeeeneneeeeeaenessessessesessessesessesesssess seessessessessenne 138
5.2.2. TUSTraA. ettt bbbttt st 139
i. Building Perceived Value
5.2.3. Vodafone Group..................
i. AN EVOIVING BUSINESS .....cucviuiiceeiicinicirecieteaetseei ittt sstsese st st s st sstese sesstsesessenesstassesnsans
Figure 5.1: The Vodafone Mobile Internet Handset Strategy. .......cccccco.....
ii. Importance of Mobile AdVEItiSING..........cocvcrreerincirercrreeireeireerseereteseeseseeseesseessesesesseseacssesessasenes
5.3 Mobile Web 2.0 Application Providers.........ccrcrineeinenciniciniesetseasiseseesesesseesseessssesssesseessecssssenes
5.3.1 Social Networking & User Generated Content (UGC) ....
i. Case Study: BuzzCity’s myGamma.........ccoceeveeeereeerencurercreenenee
a. Mobile Social Networking for ‘Blue Collar’ Users.....
b. Monetising the Mobile Social Web............cccoeeuecuvcuncne.
Figure 5.2: BuzzCity Content Value Chain.............
Figure 5.3: BuzzCity Advertising Value Chain........
ii. €aS@ STUAY: trULAP c.ecvucereeeececrcneeicreteceescsestsessesesessee e st esesasssesssassaces
Figure 5.4: Multi-IM Conversations via the trutap Client.........ccccccoveureeunce
c. Exploring the Revenue Opportunities .......c.coceeecueercurercceneeenercrseneeseneseeseeene
. DIUEPUISE ... eeseseaes
Figure 5.5: bluepulse Mobile Client...........ccccocveunene
IV. COMVU POCKELCASLEN .......ouimieieicreniaiciieitiesesese s ssess s ssssss st s ssesess s sassassssssssssaes
Figure 5.6: ComVu’s PocketCaster Offers One-button Live Video-Streaming. .................... 147
v. itsmy.com ........... 148
vi. Juice Wireless
Figure 5.7: JuiceCaster’s Mobile Client
Vil INEZ33 ettt ettt ettt s st st ettt s et s bttt
viii. Mobicomp
Figure 5.8: Active MTicker Archit@CtUIE.........coceueurecencerereneiciererreecasessesesseesessesesessessesnes
IX. MYFOOAPRONE ...ttt sttt ssacssesenes
x. Peperoni Mobile & Internet Software GmbH
Figure 5.9: Peperoni’s Mobile Site Building Platform. ........c.coceeeerecnencnncnencnencnenceeneeeeenens 152
Xie PRINGY oottt et st et s ettt 152
xii. PixPulse 153
xiii. Reporo
XIV. EWILEEE oottt bbb s s sen e b s n s ne
xv. VoxSurf
5.3.2 MODIIE SEAICH......oueeeieiiect ittt s s

i. €ase STUAY: JUMPTAP ceceeuicicicriicineieeeeesestecaseseses s st ssesseas s sss st essaass easesstassasssesssassaes
a. A Viable Search Alternative

ii. Case Study: Yahoo! GO & ONESEArCh ...ttt 155
a. Matching the Web Search EXPeriencCe..........ccevcncmineceneencnenececeneiecsseessessessessesssscssesenne 156

Page 6



Mobile Web 2.0: Leveraging ‘Location, IM, Social Web & Search’ 2008-2013 @

1. €aSE STUAY: MINFO oottt ettt st b ettt st st st tes et etaees
a. Strength of Natural Language SEarch ...........ciecencnceneeicinerneseseesessesseseesesessessesseseasens
iv. Google and China Mobile
Vo IM=SPALIAL ..ottt sese et sese sttt s ese st s et sseacseascsesseassensseas
2. ON- & Off-POrtal SEArCh........ociueeciriceeereeseeetee sttt ettt sttt et sesasassasees

vi. Orascom & Onkosh ....................
vii. T-Mobile & Medio Systems
Figure 5.10: Medio’s ODP on T-Mobile
5.3.3 LBS (LOCAtiON-BASEA SEIVICES) ....ccvmeuereciereurenceerreneaeeeesesessessesessessessessesessesstsseasssessessssaseasssessesssane
Figure 5.11: Telmap’s Two-Axis LBS System Based on Accuracy and Frequency................
i. Case Study: MobilLuck
a. A People Radar............ccccc...c..
ii. Ask.com............
iii. Buzzd & Helio

Figure 5.12: loopt Displays Buddies’ Locations on a Map. ......cccccceevereveunencnencenencceneeesencenencnnes

Vi. Networks In Motion (NIM) .........cceeeicicnenesesecssensessesessessessenee

5.3.4 Mobile IM (Instant Messaging)....

i. Case Study: IXI Mobile & Ogo ................. reeeeeaeteaeaeeaene

Figure 5.13: Ogo Devices are Optimised to Enhance Web 2.0 Usability.........cccceeevevcrrcunneee

2. The UpPSide POLENTIal.........cccceierciiccceccceceecanenseen s e ssesesesenseacsseacnsnss

Table 5.1: The Upside Potential .

b. Mobile IM to SUPErsede SMS ...t sseassssessessssc st sassesssseases

i, €aS€ STUAY: MIYOWR...ucuiuiueciceimecictcsreieeietstisesee s essese et se st ss st ss s ses e se st aseasaaesacsseane

Figure 5.14: An overview of the Miyowa Move Multimedia Platform Architecture.............

ISVs Nurture D2C

Hi. OB e.cevercereeeeee et s s e senas

Figure 5.15: The Colibria Elevate Platform. .............

IV COIMVEISE «.ccerrerininciereniaecaestaeas s sesseae ettt sttt bttt s st as b ssesssseasesssacstane

Ve EBUAAY ..ttt s sttt nan
Figure 5.16: ebuddy Users by Region (Dec. 2007).....

2. Charging @ PremiUm ... cccceecicineieeiessessesseesessessesseseeessesstasesssesssssessessssesssss sstssessssessanens

Figure 5.17: EQO Users by Region
vii. InceSoft

xii. PICA
Xille QUICKIM oottt b bbb s s e b e b e b ensebess sasesessnsesesensossssnsesenssane
xiv. Tencent QQu....e ettt s et s bt e b et ssas st e b ess st ebesessebens s esaeasebereatessaeasenensenane
XV. Danger........oveevcncrencnnencennnne
5.4 Portals and Other Players....................
5.4.1. AOL Mobile......ccovveuneunrererrcrrcanec.
i. Portal Revamped.........cccccoovcvuvennne
ii. AIM (AOL Instant Messenger)
5.4.2. Google Mobile........cccoevuvcrreueennnce
I. GOOZlE AdSENSE ...ttt eessess et ss et st saessesseaesaces
il ANAroid ...
1. GOOZIE TalK cuceuereuriucieremieiciertieaietere et sses st sseseessesseassasssessesssases
5.4.3. MSN & Windows Live for Windows Mobile..............oinceinriieeeneriesesseenescsensessesens
i. Windows Live for Mobile Strategy........
ii. VWINAOWS LiVe MESSENGEN .......cueuiecieeininecietiaicieiesesseesesstaessssessessesstassssssssessesssasssestsseasssssscssenne
5.4.4. YAh0O! MODIIE ...ttt sse et sasessss e ssessesa s saens

Page 7



@ Mobile Web 2.0: Leveraging ‘Location, IM, Social Web & Search’ 2008-2013

6. Challenges, 2.0 Approaches & Service Enablers

6.1 INErOAUCLION ...ttt s 181
6.2 THE CRalIENZES .....ceceeeeiecreceeeeeeeneieeaseerseeaeeese st sseaesseseseasese st ssesessaseseasesssess sesessessseacssessssesessssencssencses 181
6.2.1 Mobile Technology Fragmentation ........c...ccvcrercerencneneeineeusecssieseisesesesesseesseessssessssesesessenesessenes 182

i. Asynchronous (Web 2.0) vs. Synchronous (Web [.0) ......ccoceevcnenenineencnerrinecenersenneneecssessenees 182

il NEEA fOr CONSISTENCY ....eeeuieecrrecreereiricerecrreeseeseseeseaessese e sesese st st seesessssessssesssssessesssseacssensssssenes 182
T, THUSE MOEL ...ttt baes 183
6.2.2 Privacy & REGUIALION .....c..cuvcuceimenicictrentcictetesesecaeseses e ssessessesstssssessesssasass s sassssssessesssacsesseassans 183

i. EU Privacy REQUIFEMENTS......c.ccccurevcurerereeecirictreesnecseeseaeesesessesessasessasessssesessesessssessssessssenssessssescssenessasenss 184

ii. Censorship and SUPVEIIIANCE. ...ttt s et seneseaeaes 184
2. NOT SO WOIId WidE WED ...ttt ettt sttt st et ses 184
T, SECUFTLY ettt ettt s st et ettt st s st s e sntaen 185
IV, COMPIIANCE .ttt sttt bttt st st sttt sttt bt s sttt staesnaneans 185
B AUSTIAITA. ..ttt ettt sttt ettt ittt es 185

b. EC Directive Regulations 2002 ...........c.ccccuveurereureneercrnerremeeeesessesnessesessessemessssessessessesssessessessaseassces 186

€. LOCALION Dttt st 186

d. Privacy and Electronic Communications (EC Directive) Regulations 2003..........cccccccoeeeueuce. 186

- Text, Picture and Video MeSSagiNg.........ccoceeueveurencurenemennienricnneeseeesensesessesessesessesessssessaseneacs 186

- Location Data......

6.2.3 Social Networking/UGC
I, AAIreSSING PriVACY ...ttt sstse st ssesesssssssssesssssssssssasencn

a. Social Networking/lUGC Compliance Guidelines.... reereeeeeneaenene 187
6.2.4 MODIIE AQVEITISING ...cvnvueueeuireuciricereeeeiseaetseeiseesseesetseae st ssesessase ettt bbb tsessbe st s tnesesseaesstassnsncsns
i. High COSt/LOW REACK ...ttt st aesse st se st sae e s saen
i MAKING Tt REIGVANT. ...ttt sese s esess s st ess s ssesessesessssssencs

iii. Getting the Figures Right
6.2.5 MODIIE SEAICR.......oreeeee s s

Table 6.1: Mobile Phone Limitations Compared to PCs for Mobile Search............ccccceuc.... 189

i. Mobile Search AdVertising .........ccceveeevcurenenenereereneerencrnenereenenee

ii. Moving Targets and VariabIes ... ssestas s sessacssesseasssees

iii. Wisdom of Crowds .........ccovivivcncnnicccencinenninnincnnes

6.2.6 Location-Based Services (LBS)..
i. Potential to be FUIilled..........cccicicccirctccteneectesesesstesessea e s s sesseassassseseesesanes
ii. NaVIgation NOT LOCAtION. .......ccueuiuicrriiciiciiciecrrecieeceeescseesesesesessssesessesesseseseesesssssesesssacsseasnessenes
6.2.7 MoDbile INSTANT MESSAZING .....cvvurueemririnciricireeirieietsee st tsesesstsese st bt ss e st eaetsessbetas s etsesesstaessenssesnsans
Table 6.2: Number of Mobile Users who use Mobile IM Services (m). Regional Forecast

2008-2013.....oeeeereeeeeereeee et s 192

i. Route to Market

i1, SEIVICE POSILIONING......curiuieciieciicicinerticteeste st ssess e ssesstss s st es e see st s tassassssssssssases
1. USEI INEEITACE (U] c.omerceeeiciceeciciretteictcieieeecs sttt essessese e sess e sse st s s s sesstaseasssescsssasen
6.2.8 Value Chain Disruption. reeeeneneneaseaenees
Figure 6.1: Value Chain Disruptio
i. A Limited Window of Opportunity? ........cccccecoeeeereercnnee.
Table 6.3: Mobile Web 2.0 Value Proposition.......
6.2.9 Walled or Open Gardens! ..........cooeecuveuvemreseecunersenecnceenne
6.3 210" APPIrOACRES......cuceemeucecectrireaseeectseas et esses st se st s s ettt
6.3.1 The Telco AdVantage..........cccevceeveeererernencrnencrseneneeseeeseesseseseesesensens
6.3.2 BilliNG 2.0 ...eueeeeeeereecencenenerceceseenseeesaenseesessessessensesessesaees
6.3.3 Blending Mobile & Web via Messaging........c..ccccecureureueenccn.
6.3.4 TelCO 2.0...cueeeeeeerceeencmrcrreeenneesensenensenssessensensesssessenennes
Figure 6.2: How to Move to Telco 2.0....................
i. NetWOrk MashUuPs ... senens
a. Connected Services Sandbox...........
b. Connected Services Framework..........cernecnincrnenecicenerenessessennenes
c. IP Multimedia Subsystem (IMS) & Service Delivery Platform (SDP)
6.3.5 ENTEIPIISE 2.0 ....cueiieeecreceeeieecaeereeeseesseeaeeeaessesesseseseeseaessesessasesesssssssenssssssssssessssescssesesessenssescssencsns 200
i. ENTerprise Mobile IMu....... ettt sttt bbb saese s

ii. Software as a Service (SaaS) Mashups.
6.4 ENADIETS ...t s
6.4.1 Aggregators/Brands and Direct to Consumer (D2C) ......c.connenencnencnineeeneeiseeesesessesesseneneens 202

Page 8



Mobile Web 2.0: Leveraging ‘Location, IM, Social Web & Search’ 2008-2013 @

I. €S STUAY: BANGO ..ottt esets ettt bttt st st b sttt sttt seast s etaces 202
2. BaNGO’S BUSINESS.......cuucuieicicnieicicienictcten et sessts st ess s sseas s ssssesssesssassassssans sens 203
ii. AdMob and iPhone
i, AlS AN ClItICK o st sas e
IV MWINKSIEE .ottt ssse st s st see st sasesstast s sacssssseasenssacssane
6.4.2 Platform Providers
i. AdaptiveMobile.........cccccoevuvcurncnnne
Figure 6.3: AdaptiveMobile’s Policy Control Framework........................
He GLJAN . ccueeeeeeuceceerreareetct ittt ea et s st st ettt s sst s eaen
Figure 6.4: Application Monetisation Models.........ccocoeuveeurencrrercrrerccerecnnee
1., GYPSil.cvvveeeeeeeeseceeeeessssessssssssssesessssssssssssesssssesssssssmssssesssesssssssssssssssessssssssssssss oo
Table 6.4: GyPSii Service Platform Applications. ........ccccecveeevcencereuncnnence
Figure 6.5: GyPSii Platform Architecture..........cccoeeevcenencunencrrercrnerecnnee
IV, INTOGIN ettt ss s ssasssens
Table 6.5: Challenges in Mobile Web Delivery...........ccoovcreveecncrrencncencee
Vo SNOZU .ttt s bbb bbb
Figure 6.6: The ShoZu Mobile Phone Client can be Embedded or Downloaded................. 211
2. BUIlt £0 D INLEITUPLEM. ...ttt st sssse st easssesssases 211
b. Mobile Advertising Solution 211
6.4.3 DevVices......erieicrrereiienenenees 212
i. IMPACt ON ValUE CRaIN ..ttt st s sses s s seseesstassessesssaseasasssscseane 212
T IPRONE o e s e 212
Figure 6.7 Apple iPhone — a Game-Changing Device?.. 213
Q. MATKEE PrOZIress ... ccuciiueuciciciericictseiesissesesessessaesesstaseassssssssessesssasssesseassasssssesstassassscsssnens 213
D. GAME-ChaNGING? ....cucvieiuiciererreeecireiseasieeetses st tesse st ss s s sttt e staseaesscsstanen 214
iii. Technology and User Interface (Ul). 214
2. TOUCh-SENSItIVE DiSPIAYS....cccueuiuiucecreriniciereneniciesseneseseessesstaesesessessesseasssesssssestassasssessssens 215
Figure 6.8: LG Prada — an iPhone Rivall...........cccrncencineeineincnncnseseeesensessesseessessesscssenes 215
Figure 6.9: Nokia N95 Features a “2-Way Slide’ Concept 216
b.The Voice of SoCial NEtWOIKING........cccocuveurmiiineererrerrecineireieeiesesseseseseesesessesesscssesessssssssessenses 216
V. UMPCS & MIDS ...ttt ssesss s sesss s s sse s s s ssssasase s ssssssssssssssscsss 216
Figure 6.10: Datawind’s PocketSurfer2 Allows Browsing in Original HTML Layout. .......... 217
v. Case Study: Social Networking and Blackberry (Research In Motion)........ccccccevcuruverencncunencunence 217
1. Forecasts
7.1 Forecast Definitions and Methodology ...........cccueerureeirincinencininesireeineeiseesetsesesseseasesessesesesseessesesesseaenne 219
7.1.1 Forecast Definitions ........c.cccceeuuunee. 219
7.1.2 Forecast Methodology 220
Figure: 7.1 Forecast Methodology 220
7.2 The Global Market for Mobile Web 2.0........ccreeccieieneeicsenesseeeessessessessaseacssessssens 221
Table 7.1: Percentage of Mobile Users who Use Mobile Internet Services. Regional Forecast
2008-2013 .....oeeeeeeeemerrerrenseenearenseseesese ettt s e e nee 221
Figure 7.2: Number of Mobile Internet Users (m). Regional Forecast 2008-2013............... 222
7.2.1 Market Drivers and Constraints
i. Market Drivers ........ccccocvenivicnnee
Qe AVEITISING «.eovveeieereeriaciecieiesteecsses sttt s sttt bt a e see st as e ssesscssens
Table 7.2: Market for Mobile Advertising ($bn) Global Forecast, 2008-2013...........ccccocuu.e. 223
Table 7.3: Advertising Categories in the Mobile Domain. ........cccceecveverrercrenceenencerencenenernenenee 224
= MODIIE MAFKEEING .....eveeerecireeieieetrectreciee ettt ettt s s st st ssaae s sessaneastseastns 224
b. Anywhere, Anytime ACCESSIDIlItY ..o seseseseseseneaens
c. Converging Worlds of Mobile & Web
d. Changing User BEhaVIOUT ...ttt iseesetese e sstessssesssseasssesenesssssaesns
€. Flat-Rate Data PriCiNg ...ttt sssesessesessesessesesssscsssssssscssesessssescnne
f. Increasing Mobile and 3G Penetration
€. IMproving ENd-USer EXPEriENCe. ...ttt sseessaeastsesesseseseesesssasesesnen
h. New Revenue OPPOrtUNILIES.........cccecceiecenernemenneceessesesseesessessessesssessessesssssssessessessessscsseaes
i. Off-Portal Services
j- Value-chain DiISFUPTION ......cuucuieueerecieecerectreeietseeeseeesectseesetseae st st ssaesstsess st staes cassstacssenessnen
ll. MArKEt CONSIIAINTS......cvueuiereecrereniceeeereaeesesstaeesessess st ssesststasesssacssesstassasssssssstsesssscsssseasesesscssenne




@' Mobile Web 2.0: Leveraging ‘Location, IM, Social Web & Search’ 2008-2013

o

. Adjusting to New Partnerships & Business Models .......cc.ccocereeurevenencnincnencnceneenecneseneeneneenes
. Channel DOMINANCE ..ottt sesestasecssesssssessesesscsseasessssssssssessesssasasssssesssassas

- On Portal versus Off Portal/Direct to Consumer (D2C)
. Cost of Mobile Data SErvices ... sssssessssss
d. ENEEIPIISE SECLON ..ttt sttt st ss sess s secssesssassases
e
f.

o

. Fear of Bit Pipe Scenario ....c.cccocvcvevcurenencencenemnennencnnes
INAUSLIY STrUCLUIE .....eeeeecirecneeneeeeeeneeeneeseaesseaeneenenes
8. Lack of Metrics. ...ttt
h. Privacy & Regulation...........cccocvvcenencnencrnevccnnccenecnnee
i. Technology Fragmentation.......c.c.ccecoeveveerencurencunenenenne
- Mobile IM & Silo Communities.........ccoceuurvecurennneee
j. Further Market Constraints.......cocceceeeeeeenceremrenseneeseenenne
Table 7.4: Summary of Further Market Constraints.....

7.2.2 Total Global Revenues for Mobile Web 2.0..........cccnniicicieicneseescssessesssesesesennes 231
Figure 7.3: Total Global Revenues ($m) for Mobile Web 2.0 by Application, 2008-2013 ..231
Table 7.5: Total Global Revenues ($m) for Mobile Web 2.0 by Application, 2008-2013 ...232
Figure 7.4: Total Global Mobile Web 2.0 Revenues ($m), by Type (Service, Data &

Advertising) . 2008-2013. ...ttt st saees 232
Table 7.6: Total Global Mobile Web 2.0 Revenues ($m), by Type. 2008-2013..................... 233
7.3 Mobile Web 2.0 Product SECtor FOIreCasts .........mmiieierinesisenessessesisesessessesssessessssesssssssessesss 233
7301 SNS/UGC ...ttt eetaseise e tasess s sas st s ettt bbb esesneen 233
Figure 7.5: Total Social Networking Sites/User Generated Content Revenues ($m), by Type
(Service, Data & Advertising) 2008-2013.........cc.ooerrerineeeneeerereenerenneneneeseseeseesseessesesessesesseaeseens 234
Table 7.7: Total Social Networking/lUGC Revenues ($m), by Type, 2008-2013................... 234
Figure 7.6: Total Social Networking/lUGC Revenues ($m), by Region, 2008-2013............... 235
Table 7.8: Total Social Networking/UGC Revenues ($m), by Region, 2008-2013 ............... 235
7.3.2 MODIIE SAICH ...ttt bt s s 236
Figure 7.7: Total Mobile Search Revenues ($m), by Type, 2008-2013 .......ccccovrerereuvcererrcmennee 237
Table 7.9: Total Mobile Search Revenues ($m), by Type, 2008-2013
Figure 7.8: Total Mobile Search Revenues ($m), by Region, 2008-2013...........cceceeveerrerecmencee 238
Table 7.10: Total Mobile Search Revenues ($m), by Region, 2008-2013..........ccccocvcurerremeneee 238
7.3.3 MODIIE IM .ttt s ea s ae s s ea s s ettt en 238
Table 7.11: Number of Mobile Users (m) that Use Mobile Instant Messaging, Regional
Forecast 2008-2013..........ccceiieicnneneeieiesscssss e sss s ss s s ssessesss s s ssessssnaes 239

Figure 7.9: Total Mobile Instant Messaging Revenues ($m), by Revenue Type, 2008-2013 240
Table 7.12: Total Mobile Instant Messaging Revenues ($m), by Revenue Type, 2008-2013

................................................................................................................................................................ 240
Figure 7.10: Total Mobile Instant Messaging Revenues ($m), by Region, 2008-2013 ........... 24|
Table 7.13: Total Mobile Instant Messaging Revenues ($m), by Region, 2008-2013 ............ 24|
7.4 Mobile Web 2.0 ReioNal FOIrECASES ......c.cueueuiereuemiicrererenniciestaesseseeessesesessssesessessesssssssssesssssessesesas 242

Figure 7.11: Total Revenues ($m) for Mobile Web 2.0, by Region, 2008-2013 .................... 242
Table 7.14: Total Mobile Web 2.0 Revenues ($m), by Region, 2008-2013..........cccccevveureneenee 243

741 NOFth AMEIICA. ..ottt sseas s s st st sss s setas sessssssasesstassacssesssassans 243
Figure 7.12: North American Total Mobile Web 2.0 Revenues ($m), by Application, 2008-
2013 ettt s s sttt b 243
Table: 7.15: North American Total Mobile Web 2.0 Revenues ($m), by Application, 2008-
2013 e s 244
2013 e s 245
Table 7.16: South American Total Mobile Web 2.0 Revenues ($m), by Application, 2008-
2013 ettt sttt sttt 245

7.4.3 WESLEIM EUIOPE ...ttt ssessese et s sttt bbb st ssesssacssestasenss 246
Figure 7.14: Western European Total Mobile Web 2.0 Revenues ($m), by Application,
2008-201 3.ttt sttt es sttt bbbt sttt b 246
Table 7.16: Western European Total Mobile Web 2.0 Revenues ($m), by Application, 2008-
2013 .

7.4.4 Eastern Europe
Figure 7.15: Eastern European Total Mobile Web 2.0 Revenues ($m), by Application, 2008-
2013 et e e R et 247

Page 10



Mobile Web 2.0: Leveraging ‘Location, IM, Social Web & Search’ 2008-2013 @

Table 7.18: Eastern European Total Mobile Web 2.0 Revenues ($m), by Application, 2008-

248
248
Figure 7.16: Far East &China Total Mobile Web 2.0 Revenues ($m), by Application, 2008-
249
Table 7.19: Far East & China Total Mobile Web 2.0 Revenues ($m), by Application, 2008-
249
249
Figure 7.17: Indian Sub Continent Total Mobile Web 2.0 Revenues ($m), by Application,
2008-2013 .....oeeerereemerrerenseesearenseneeseses et s et e nae 250
Table 7.20: Indian Sub Continent Total Mobile Web 2.0 Revenues ($m), by Application,
2008-2013 ...t e eae

7.4.7 Rest of Asia Pacific
Figure 7.18: Rest of Asia Pacific Total Mobile Web 2.0 Revenues ($m), by Application,

2008-2013 .....oreeeeeeimrerreereeetises ettt sttt 251
Table 7.21: Rest of Asia Pacific Total Mobile Web 2.0 Revenues ($m), by Application, 2008-
2013ttt R et 252
7.4.8 Africa & Middle EaSt......ccccuimeicicrreiciciercniicieaeseseesesstaesessesscssesstsssssssssessaseasssesssssessessssesssane 252
Figure 7.19: Africa & Middle East Total Mobile Web 2.0 Revenues ($m), by Application,
2008-2013 .....orereeeeecemerreeeeeesesresseseeesses ettt st e e e nae 252
Table 7.22: Africa & Middle East Total Mobile Web 2.0 Revenues ($m), by Application,
2008-2013 ... e e nae 253

8. Conclusion & Recommendations

8.1 CONCIUSION ..ttt s s s sesese st esessssssasasasesesesens sresenesessssssssasssasnsesesesssesesenens 255
Figure 8.1: Business Model EVOIULION ...t censecneeeseeseneeseaessenenene 255
8.2 RECOMMENAALIONS......oeieeeercreeircteeteerctceetere bbb bbb s sebe s bebessasesesssesessensesessasesensasesensesessasesenes

i. Brand & Loyalty .......ccoovevuvecunecnne
ii. Content Adaptation.........cccceeucene
iii. Off-Deck Opportunity
iv. Partnerships.........ccc.......
V. PC, Mobile & WED INtEGIatioN.......cc.occuricurireeireeirecisecisieieiseeieeesetesstsesessesesseesstsessaeseasssensssenssesnen
Vi. Policies....coueeevcvcneeeececrcnennes
vii. SWOT Analysis
Table 8.1: MNO’ SWOT Analysis

8.2.2 Other Members of the Value Chain ........ccccecveverireccneenenececencnreeeceersennens
Table 8.2: SWOT for Other Mobile Web 2.0 Players .........ccocvcereneencenerreneseserneesemnescenenne
8.3 Application RECOMMENTALIONS ......cccueueurericirecirecieieietreeiseetsectstesets ettt sstess s s asese st senesseacsstneseseasene 262
8.3.1 Social Networking & User Generated Content (UGQC).........ccoverereecmnerremrecencrnemensecnsensemseseeenne 262
8.3.2 MODIIE SEAICH ...t s nn 263

Table 8.3: Search Engine User Interface Considerations. ..........c.cococvevcvrerecenencenencurencrseneneenenee 263
8.3.3 MODIIE IMuccect ettt e e et 263
Table 8.4: Mobile IM & Business Model Considerations for MNOs..........ccccecvenerenencencenenne 264
BL314 LBS ...ttt e R e AR et 265

Page |1



