MARKET ANALYSIS & ©
STRATEGIC ASSESSMENT ‘I"I‘I e]’
2010-2014

research

Mobile Web 2.0

Business Models, Geolocation & Presence 2010-2014

. information you can do business with



Mobile Web 2.0: Business Models, Geolocation & Presence 2010-2014 @

Table of Contents

Executive Summary

INtrOAUCLION ocunnnneeneieeiiineciinnnneeetiincssssssnnneetensesssssssnssneesssssssssssssessssssssssssssassassssssssssnnas 11
Web 2.0 on Mobile: Defining the Market........iiiiiiiiiiiiiiiiiiiicieiiicicciiecccececececccccecenens 11
WAt is WED 2.07 ...ttt st eaessesse s s s et sse e sas s saessssces 12
Table ESI: Web 2.0 Family of Characteristics ..........cocveeureecureneenencenenceneeeneseseeeseeesenes 12
WED 2.0 0N MODilE...eieeiiicce e aesseses e ssessense st ssessessesssessessease s 12
Table ES2: Web 2.0 Mobile Applications and Feature Sets........cccceceeurveurevcurencunencunenee 13
The Web 2.0 Mobile Market ........uueeeieeciinnnnneeieecciissssnneeeeescssssssssseeecescssssssssssessescssses 14
Figure ES1: All Users Who Use Mobile Social Web (m) Split by 8 Key Regions
2009-2014 ... bbb e 14
MONELISALION ... 14
Business Models and ReVENUE Streams .........ccccecereureureeenceneenemnenneseeeneesessessesseseessessessessesssaees 14
Service Delivery Value Chain...........cccecuuueue. I5
Figure ES2: The Web 2.0 Mobile Value Chain......cooeeecnenenenececeneerennenseeeeeseenenne 15
The OPPOIrtUNItY....c.ccveueueeeeeeerrerresseseeeeesessessesseseenees I5
Table ES3: Global Web 2.0 Mobile Market Value ($m) Split By 3 Products 2009-
2014ttt bbb I5
Figure ES3: Global Web 2.0 Mobile Market Value ($m) Split By 3 Products 2009-
2004t b 6
Challenges in MobiliSiNg Web 2.01......c.cocuiircrecrecrecrecireeseciseessesessesessesessesessenessencsssseacsnes 16
Table ES4: Key Challenges in Mobilising Web 2.0................. 17

|I. Key Recommendations

L.l CONCIUSION...ciiiiiiiiiiiiiiiiisisisisisssssissssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssses 19
1.2 RecOMMENALIONS ...cciiiiiiiiiiiiiininisisssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssses 20
1.2.] Market SUMIMANY ....cucuimeecereenrecnnecrnenenneessese e eseseeseneesessasessasessesessescssesessenessensssensss sesscssssessssens 20
1.2.2 Recommendations for Service Providers.......... o ecercnencnrencnnencmnenesnencssescssescssescsnens 20

I IINOIS ...ttt et ss et ettt sttt sttt s stantas 20

2. ACCESS O NEIWOIK ASSELS......cecurecrecricrrecrrierreeereceree e tsessesessesessasessesessesessescssescsnes 21

Figure 1.1: Opening Up the NetWOrkK......c.coeevcevceneiniinieeeeneeneeseiseseseseesessessessesesesenns 21

D. POHCIES ..ottt tseasessess e asessessessessesssasssssns 21

c. PaaS and Cloud COMPULING.........ciiiiiinieiiciciicisisisisisssssssssssssssssssssssssssssses 22

Table 1.1: MNO SWOT ARNlYSIS.....ccioiuriricirieirieirecineeiseeisesesestsesesesesessesessssessseaees 22

l. ASPS/CSPS/ISVS ...ttt sttt sttt sessse et seasssssnans 23

Q. ASPS/CSPS ...ttt sttt st s et anen 23

Page |



Mobile Web 2.0: Business Models, Geolocation & Presence 2010-2014

- Partnerships .....cccveeensencenceneneecneeenene 23

= CoNtrol VS OPEN APIS ...ttt sttt esstes st st s st s st stasat e 23

Table 1.2: ASP/CSP/ISV SWOT ANQIYSIS ....cuvuemereenemerrereesimensessensesessessessessessessesens 23

D ISV S et st 24

- Client Considerations ...........c.cveeeeeeneencrrersemsensesseennens .24

iii. Aggregators, Brokers & VASPS......... sttt sseasasenes 24
Table |.3: Aggregators, Brokers and VASPs SWOT Analysis.......ccccveeeurencrencnencunence 24

1.2.3 Recommendations for EQUIpPMeNt Vendors.........cneneenenceneceneeeseeeseeeseeeseeesenes 24
i. NEPS/OEMs.......ociiieeincicneeneieneeasennens 24
2. Product ROGAMAPS......cocvcueieerieeecetieieireeiseeisesesse ettt sttt st ssensssensssensancnns 25

b. PaaS/SaaS.......iieeeee e 25
Table |.4: NEPS/OEMs SWOT ANAlYSIS ....c.ocoeureeerieerieireeereeeseseseeesesesesetsessaseseesessesennes 25

C. Analytics & Data MiNING ....c.coceercrencrincnrirericnecesecestesstesseesstesseesstesseesseaesstaesseasssenesesnen 25

H. ODMS ..ottt s b e 26
Table 1.5: ODMs SWOT ANAIYSIS ..cceeeereeereeirecerieireereeeseeeseseseeeseseesesssseseeseseesesseesnes 26

1.2.4 Recommendations for Media & Technology Owners.........cccoevvereneerenseneeeneeeseseeneeenenes 26
i. ChoiCe Of INVENLOIY ... teaeessaesseess s s sseesseaesseas st sessascnne 26

ii. Following Digital FOOTPIINES .......ciuiviiiiiiciiininiiicisiseseissssssssssessssssssseenne 27
Table 1.6: Media & Technology Owners SWOT Analysis .....c.ccecveveeveevcenerreresencencenees 27

2. Mobilising Web 2.0

2.1 INtrOdUCLION cccciiiiiiiiiiiiineieienineeieeesecnceeeeseessssesesssssssssssssssesssssssssssssssssssssssssssssssssssssssss 29
2.2 Concepts, Definitions & Parameters.....cccccceeeeeiiieieiiniieneienenennsessessessssssssssssssssssnnes 29
2.2.1 Mobile Web & MODile INTEINEL .....cocuiririeireirerteie ettt ssesse st sesaees 29

1. MODIIE WDttt sttt sttt sttt s 30
Figure 2.1: Delivery of the Mobile Web.......... e 30

ii. Mobile Internet......ccocvcreeenneneencencrnenesceenees . 31

iii. Mobile Phone Classification 31

iv. Other Mobile INternet CateOries.......ccccocmureuremrerenseneereererresreseeeessessessessesssessessessessessssssaees 31

a. Mobile Broadband, USB Modems & PC Cards........oueveeeineeeieeeeeeeeseeeestesessssessssenns 31

D. MIDS & UMPCsi.......oeeerererieireisesesesisessssesssssssassssssssssssssssassssssssssssssssssssssssssssassnsens 31

C. SMAFE INEEDOOK ...ttt sttt st s st assees 31

2.2.2 ENTEIPriSE 2.0..cueceeecueeeecieeneuneuneseieaeasessessesseassaessessessessessessssssscsssssessessesssnesssssssasensesssnssssssasens 32
2.2.3 MODIIE 2.0 ..ottt s st et s s s e aneas 32
Table 2.1: Mobile 1.0 vs. Mobile 2.0 ..ottt seseasesessaeaees 32

2.2.4 Translating Web 2.0 t0 MODIlE ..ottt sttt eesees 33

i. Share, Collaborate, EXploit........ccccoeveurevrurenrureennce. 33

1. MA@ O MODIIE ...ttt ettt ettt st st st stene 34

iii. Meshed Flow of Information via the Cloud.......ccc.ocoervinininincinneinienecrecreesee e 34

Page 2



Mobile Web 2.0: Business Models, Geolocation & Presence 2010-2014 @

2.2.5 Juniper’s Web 2.0 Mobile Framework..........cvcencneinenenseneeeieinessesseseeecesessessessessenes 35
Figure 2.2: The Web 2.0 Mobile Market Framework ..........cccccocovvnenenencnencnencnencnnen. 36

2.3 Mobile Web Delivery MechanisSms ..........eeeeeeeeeeeeeeeeneennnnennnsnenensnesssssssssssssssssssssssss 36
2.4 Additional Mobile 2.0 ENabIErs .......ueeeeieeieiirrsnneeiiennecissssnnneeeneesssssssnnnsessesssssonsens 37
2.4 ] GALEWAYS «...vecereecerencereaceeaeereseesessesessesessesessesessescsnes 37
Figure 2.4 Messaging Gateway Archit@CtUre ........ococevcurercmrencrrencrnencrnenernecrseesseessencsens 37

2.4.2 LOCAtION TECNOIOZIES. ....cu.cueuececeeriureneeceeeeieiseaseseae ettt sesseaseas e sssseuseuseassaen 37
Figure 2.5: Basic LBS COMPONENLS ......ccvcueurmremreseceeeeisessessesseessessessessensessssessssssssessessens 38

e CIUIAL o bbb 38

e FITE BAZIC.e ettt sttt bbbttt st 38
iii. GEOlOCALION APl.......eiiirr sttt 38
IV, GRORSS ...ttt sttt st sttt st s ettt ten 39

Vo GPS ettt bbbttt 39
Vie JPEG ettt ssessess st s sttt ettt 39
Vii. OMA’S SUPL SEIrVer.....ooiiirieriereereesieseesteseestseseeaseenes 39
Figure 2.6: SUPL Server Archit@CtUre.........ovierereureneireneiseeseeseestsssesssesssessssnsseens 39

2.4.3 Mobile MesSsaging .........ocoeveveureneerenerrenerreseresenenne 40
24,4 PrESENCR ...ttt ettt sttt sttt sttt sttt sttt et sttt ettt et aeee 40
1. MODIIE IMcccie ettt s saes 40

ll. RCS (ON=NEL) .ot assessesse s sssessessessstsessessessstsssssssssssssssssssssessess sesssseasesscssces 40
Figure 2.7: Example RCS IMplementation ...........cccecurercerenemnencenencunenceneneuneessenessenesseseenens 41

. WOIP ettt sttt st st st st e ettt 41
2.4.5 TEleCOM VVED SEIVICES ....c.ooeuicerecericeecenectneceseeesteeseaeesesaseseasessas et ssassseas s sesseassncn 41
1o PAFTAY Xttt b sttt sttt st ettt 42

He ONEAPL..c.ee ettt s 42
Figure 2.8: The OneAPI ArchiteCture.......ccoocveveerceereeireeireeireeeseeseeeseeeseseaseseesessasenee 42

iii. BONDI INITIATIVE ....ceveeceecnecnricenicnrecurecrreesseesseesseessescssesesseaessesesstaesstaesseaessenssetns sessasensescasenen 43
2.5 Service DeliVery...eeeeeeeeeeeeeennneeneneeeeeneneeenenenenesessssssssssssssssssssssssssssssssssssssssssssss 43
2.5, ] INErOQUCTION ...ttt ettt e st se sttt sttt sttt aseaeaen 43
Figure 2.9: Mobilising Web 2.0 ........correrinesinesinesisesisessisessssessissssssssssssssssssssssnes 44

2.5.2 Channel OPLiONS......cccceeuveeererereeereeenseeseeseesseesseesseesstaesseacssenssseassseasessasesessens 44
Figure 2.10: Web 2.0’s Three-Way Game of Influence...........ccceeevvereecrenccencucencnnen. 44

i. APPS VS. BrOWSEI DEDALe.......cucuieicicereeeniieecineresseaeaceeesessesstssessessesessessesstaseasesssnssses cuseasens 44

ii. Application StOrefronts & OFS.........ccoiieeneeneeneineeseseseesessessessesesessessesstssessesssssesssseasens 45
Figure 2.11: OS Vendors’ Device Shipment Market Shares ... 46

3. Business Models

il INErOAUCLHION euceuneenereneeenceeceeneereeeeecesecseecseessscssssssssssssssesssasssassesssssssessssssssssssssssssesane 47
3.2 Monetisation & Value ChaiN......cceceeceecreceecceecceecersccesccsscesscssesssesssesssesssessssssssses 47




Mobile Web 2.0: Business Models, Geolocation & Presence 2010-2014

Figure 3.1: The Web 2.0 Mobile Value Chain .......ccocveureeencercenernemnesenceneesernesnesseeesessenne 48

i. Service Providers ........coevcvcnenerrcncnecence 48

a. Aggregation, Hubbing and VASP ...ttt sttt 48

ii. Equipment Vendors...........cccovvuvenencnencsencunencnnes 49
iii. Advertising Players ........cccccocvvenencnencnencncnsinenne 49
Figure 3.2: The Mobile Advertising Value Chain.......c.ccoccceeeureeereeenesenesencsenesenessenennene 50

3.3.2 Advertising & Marketing.......ccccocoeverurerercnencnencnnes 50
Figure 3.3: Mobile Web Advertising Mediums ..........cccoceveereneeneeenceenceenceeneeeneneenenene 50

Table 3.1: Mobile Web Advertising Channels.............ccoceeeurenerencmnencnencnencnencrencreseenenes 51

i. Geo/Location-Based AdVErtiSing...........cocevureeurerinerinenineeiecusieensecusesessesessesesstaessessseessessenns 51

a. Cost Models & Value Chain .........cccccecveuvervennecnncs Sl
Figure 3.4: Example of Geo-Advertising Value Chain........ccccecoeveveurecencnnencrenceencnencnnen. 52

iv. Guideline Metrics......ccocvrirenenrvcrncrnenncnrennnnnne 52

2. MODile APPIICALIONS ...ttt seecetacsnes 52

D. MODIIE WED ...ttt sae s sssesse s sasssssssssanes 52

G MIMIS s e s bbb 52

Qe SMIS et e 53

v. Mobile Web Advertising Cost MOAEIS .......c.ccvuurerereneeneeneineneseeeeieisesseseseesessessessesseseeeens 53

2. CPM (COST-PEIr-MIllE) ....eueueueucicrrerremriieieeneanereeisiaseeesessessessessessessesssssssesseasessesssssssssessaseacs 53

D. CPC (COST-PEIr-ClICK)....covuremeureceerrerreureseeereuneustasesessessessessessesssesessessesstasssssassssssssssssensens 53
Table 3.2: Example CPC Rate ($) by Region ... 53

c. CPA (Cost-per-Action/ACQUISItION) ........ccocuiuiuneiinimiisiicicisssscsessssssssesssssssenss 53
3.3.3 Analytics & Data MiNiNG......cc.ecueeueevcerceneuneireseneeneenersessesseseeesessessessessesssessessessessessssessessessessesssnce 54
i. Churn and Fraud Management .........ccccecremerecerceneunemnemseeesessessessessessessssessessessessesssscsssssssseneas 54

ii. SOCIal Media Marketing .......cceceeueeurecencenerrenniuicicerersesressesseeeessessessessesseessessessessessessssesessesseaens 54
Figure 3.5: The Digital FOOTPIiNt......ccceeevcereieirereeecerenressesseeee s ssessessesssseens 55

3.304 APt ettt 55
3.3.5 APPlICation STOreffOoNTS ..ottt ettt sttt stesastsans 56
i. Cost Models.......cuiicrirecieeeeeceesenesenne 56
Table 3.3: Application Business Models.........cccevcurveurencmrencinincnencinencinencesecineeeseeeseeenenes 57

3.3.6 Freemium........cooererircninicrcrncncncnnnnne 57
3.3.7 Minutes of Use (MOU) .....cccvvmrverencmrencrrecrneeeneeeneeeseeeseeenenes 58
3.3.8 Mobile Payments .........ccccvevcurevcrnencenencenenceneeeneeneeenenes 58
i. Mobile Payment Methods.........ccccreceneincineineneseseeeneeses st ssessessessase e ssessessessesssaes 58

2. Mobile Phone Bill — D2B.........coreeiceneineneseeecesesnesseasessesessessessessessessssssscssssssssesssssacs 58

b. ONliNE (E-COMMEICE) ..ccevuuurrreurereceereiriusesseseessessessesseasess e ssessesstsseas s ssessssssssasenssacesas 58

C. SMS PayMent.....cceececuireureceseeenessessessesseseessessessessesssassaces 59

d. WAP Billing (ONlINE) .cuueueuecieerenrenneeicireenersennessesseeesessessessessessessesessessessessessessssessessessssens 59

ii. MiCropayments ........oeceeeeevcercerernemsemsemeencenees 59
3.3.9 MoDbile MESSAZING.......ceureurcererrirrenreceeeerreiseiseseeeessessessessese e ssessessessessenees 59




Mobile Web 2.0: Business Models, Geolocation & Presence 2010-2014 @

Table 3.4: Retail Cost per SMS $) Split By 8 Key Regions 2009-2014............cccc....... 60

Table 3.5: Retail Cost Per MMS ($) Split By 8 Key Regions 2009-2014..................... 60

3.3.10 Portals — On-Deck/Off-DeCK ........cceeruuneurirrerrerremicecerenrensemesecesessessessesessessessssessessessensaces 60
i. ON-Net/On-Deck/ON-DEVICE .......cccovurmmieerrerrereriacececesensessesesseessessesstssessessessssessessessese s 60

A ODPccteete ettt e 60

ii. Off-POrtal/Off-DIECK ....u.ouceeeeeeieeeecicieiseteeeiesseaetasessesse s essesesse s essessesaseasessess saeasesssssees 6l
iii. OVEr-the-TOP SEIVICES ..ottt esstsess e st st st sstesstesstaes 61
IV TFAfIC TEENAS ettt e sscssssssaseas 6l
3.3.11 Premium Services & SUDSCIIPLIONS .....c..cocureecureecurencurencerecnreetreeesecsseesseesseessesessesessenessencsen 61
I. Premitum SEIVICES .....ocuimieieicciccrcncecctcrcresaeeassessesses e ssssss st ssessssssasssssessesssacs 62
3.3.12 Software as a Service (SaaS).....ccccevererereremrenerrencurencerencrnencenene 62
i. Shift to Managed Services (laaS & PaaS)........ccccoceeuveueenee. 63
3.3.13 SyNdiCation .......ccceeeveereeereeereeeneeereeeceeeenseseneeenes 63
3.3.14 Virtual ECONOMIES ........courrvrcreririeicicicnenenesennnne 64
i. Offers and SUrVEYS .......ccvcvevcnevcurencinencerecneeseeenenee 64

4. Mobilising Web 2.0: Market Forecasts

4.1 Forecast Definitions & Methodology ...............uuuuueuueueeeeeenneeneeneneneneneneeeeeneeenenenen 65
Figure 4.1: Forecast Methodology ... 65
4.2 The Global Web 2.0 Mobile Market........cccccovuuuuueereirrcicissrnnneerienccsssssnneeceenesccnnes 66
4.2.1 Categories and Revenue Stream Parameters............cocooereeereeeresenesencmsesesesessesensesessescnnes 66
4.2.2 Pricing & Business Model Parameters...... .67
4.2.3 Total Global Web 2.0 Mobile ReVENUES.............cuirirriiciceieieeeessesaenne 68
Table 4.1: Social Web Users as a % of Total Mobile Web Browsers Split By 8 Key
Regions 2009-20 14 ...ttt tsesstesste st st e st e st e st sseassetassenn 68
Figure 4.2: Global Web 2.0 Mobile Market Value ($m) Split By Social Web, Dating
& Presence 2009-2014.........coemiececenenrenenececesessessesessessesessessessessessessesssessesessenes 69
Table 4.2: Global Web 2.0 Mobile Market Value ($m) Split By Social Web, Dating &
Presence 2009-2014......creceereireineeeeseseeeeesessessessessessesessessesssssessessessesessesssssessessase 69
Figure 4.3: Global End User Web 2.0 Mobile Revenue ($m) Split by Social Web,
Dating & Presence 2009-2014. 70
Table 4.3: Global End User Web 2.0 Mobile Revenue ($m) Split by Social Web,
Dating & Presence 2009-2014. 70
Figure 4.4: Global Advertising Web 2.0 Market Value ($m) Split By Social Web,
Dating & Presence 2009-2014... 71
Table 4.4: Figure 4.4: Global Advertising Web 2.0 Market Value ($m) Split By Social
Web, Dating & Presence 2009-2014.........corrnerenerenennenennerennenesseessecsseessenessencssens 71

5. Geolocation & Presence

LI I 13T o Yo [T Tt (o Y o JPOS PN 73




Mobile Web 2.0: Business Models, Geolocation & Presence 2010-2014

5.2 GeoloCation....cccciiinuennneeiiiecciissnsnneeteecccsssssnnsseetseccssssssssssseesssssssssssssssessescssssssssssssees 73
5.2.1 Service Definitions.........ccocceveureneurenenreneineneeseneisenenseennens 73
5.2.2 CommErCial OPLioNS......c..cuccceeceveurerimreuseeeeesessessesseasessesessessessessessessssesssssessessessssssessessesssssssssace 74

Table 5.1: Mobile LOCation OPLiONS ........ccccveurereurereurereuriresireseseasesessesessesesstsesstessssssseses 74

5.2.3 Geo-enabled Market OVerview........c.cocvvereveereneeseneeseennens .75
Figure 5.1: Services Driving MBLS.........coornnireseeeee sttt seens 75

Table 5.2: Location-Based APpP PriCing.........cccvoernineveininsinensenesinesesesesestsesesessesesseseaes 76

5.2.4 Case Study: aka-akKi .......cc.ccevevrerererenerereneseneseneseseneeenns 77
i. ProdUucts and SEIVICES .......c.oiueiuiiririnerineirieeirteis ettt sttt bttt ettt st sttt et ssstaenns 77
Figure 5.2: Aka-aki User Profile (iPhone) ... 77

T, SEFALEEY ..ueeeeeeereceeee sttt st s sttt bbb b bbbttt 77
iii. ReVenUe Streams........ et sseseesenes 78
5.2.5 Case Study: GyPSii....cccoovrnenncrencnecnecneeeecneeeene 78
i. ProdUucts and SErVICES ... ieereurerereecerecnreenrectseesseessee st sttt aseasasesssssasscsssacnne 78
Table 5.3: GyPSii PaaS APPlICatioNns .......c.ccoeuveveureeeneeereeireeereseseseseeesessesessesessesessesesseennes 79

H. SEFALEEY ..evucueecereceecirecistcts ettt ss s bbbttt st st sescsstacsneacssencnns 79

5.3 Presence-Enabled Services.....iiiiieiiinnnnnnneeieeccinsssnnneeeecscssssssnssseesescssssssassacees 80

5.3.1 Service Definitions ......c.ccccoeereeereneercneerensereeenenne 80
i. Presence-Enabled Address Book................. ..80

ii. OTT Services (IM and VOIP) ... eeeececsteciscisecesecisesesseesstesstesstsssessseseaenne 80
5.3.2 Commercial Options.......cccecveereeereeeneeereseresesesesesesesesessesessesesseesses 8l
i. Enhanced Phonebook — aka ‘Phonebook 2.0 ... 8l
Figure 5.3: The RCS NAB ...ttt sttt sttt sttt s sssassssanes 8l

H: MODIIE IM ettt bbbt saces 8l
Table 5.4: Cost of Mobile IM Services .......cococvvevvcnncnencrnencenencenen. 82

i, MODIIE VOIP ...ttt sss st es s ss s saesssssces 82
Table 5.5: Example Mobile VolIP Pricing (per minute).......ccoocveveerevcereneereeenesencunenennes 83

Figure 5.4: VoIP Service Delivery Models ........corvcnnenencnecnecnececeneceseeeseneenene 83

5.4 Presence-Enabled Markets............ceeeeeciinnnnneeeiennciiinsnnnneeeesccssssssnneeeecscsssssasseeceeses 84

5.4.1 EAB/NAB & Presence.......cccocoveveereneereneereneenenne 84
Figure 5.5: Address Book with Social Presence..........cccoeveveenensnensneneeneensesssseennens 84

5.4.2 MODIIE IM ettt ssesse sttt sttt e ettt 85
5.4.3 MODIIE VOIP ..ttt tsesseaseas st ae bbb sta st st sessstastaen 86
Figure 5.6: VOIP Traffic GroWth ... ccececececseesseesseneaene 86

5.4.4 Case Study: NimbUZZ ........ccocoeuveuverereneeecncrerneeeeeennee 86
I. PrOQUCLES & SEIVICES......cueueeeueuceceeierneiseaseseetsetsesseasesseste s ssesstss s ssesst st e sssssssssassases 87
Figure 5.7: Bridging Siloed ComMMUNILIES.......c.cceeeerercenerrernemneeeeietressessessesesessessessenseaeene 87

Hle SEPALEEZY ..vveeeeucecirerriireueesee ettt sessesst st s st bttt e sttt b scssesseaens 88

Page 6



Mobile Web 2.0: Business Models, Geolocation & Presence 2010-2014 @

6. Geolocation & Presence Forecasts

6.1 PreSENCE cuuueeeneeetiirrciissrnnneteeteesssssssnnssetsessssssssssnsessessessssssssssssssssssssssssansassesssssossens 91
6.1.1 Total Global Market for Presence-Based Services 91
Figure 6.1: Global Market for Mobile Presence-based Services ($m) Split by 3
Products 2009-2014..........oierciiiseieieieiesessesesessessessessessssssssessssasessessessssassens 92
Table 6.1: Global Market for Mobile Presence-based Services ($m) Split by 3
Products 2009-20 14 .......ceececeerirtieseeeessessessesstssessssessssessessessessssssssssesssssessessensas 92
i. Mobile Presence-Based Service Ad-SPend ..........cviccunincnencunencnencneseiseseiseciseeesesensenes 92
Figure 6.2: Total Value of Mobile Presence-Based Services Ad-Spend ($m) Split By
8 Key Regions 2009-2014 ........ccieeeneeinesineisieeusesesseseusesesstsesstessescsstssstesstassstnssseacs 93
Table 6.2: Total Value of Mobile Presence-Based Services Ad-Spend ($m) Split By 8
Key Regions 2009-2014.........ccoerieeneeereseseetsesesesesesstsesstss st sttt sstssessesnsseens 93
6.1.2 MODIIE IM ...ttt sse s s e sss s s sae s s saseanes 93
Figure 6.3: Number of Mobile IM Users (m) Split By 8 Key Regions 2009-2014.....94
Table 6.3: Number of Mobile IM Users (m) Split By 8 Key Regions 2009-2014......94
i. Operator-Billed Mobile IM 95
Figure 6.4: Number of Users Paying for Mobile IM (m) Split by 8 Key Regions 2009-
2014ttt bbb 95
Table 6.4: Number of Users Paying for Mobile IM (m) Split By 8 Key Regions 2009-
2014ttt s e 95
Figure 6.5: Total Operator-Billed IM Revenues ($m) Split By 8 Key Regions 2009-
2014ttt b b ettt 96
Table 6.5: Total Operator-Billed IM Revenues ($m) Split By 8 Key Regions 2009-
2004t b s 96
6.1.3 MODIIE VOIP.......oicitteii e sasssse st ssssas sessssssesassassasssans 97

Figure 6.6: Number of Mobile VoIP Users (m) Split By 8 Key Regions 2009-2014.97
Table 6.6: Number of Mobile VolP Users (m) Split By 8 Key Regions 2009-2014..98
Figure 6.7 Total Mobile VoIP Minutes of Use (m) Split By 8 Key Regions 2009-2014

................................................................................................................... 98
Table 6.7: Total Mobile VoIP Minutes of Use (m) Split By 8 Key Regions 2009-2014
................................................................................................................... 99
Figure 6.8: Mobile VolP Market Value ($m) Split By 8 Key Regions 2009-2014......99
Table 6.8: Mobile VoIP Market Value ($m) Split By 8 Key Regions 2009-2014..... 100

1. Geolocation & Presence - Players & Strategies
7.1 Service Providers & Service Enablers - Geolocation .........ccceceeevuennnneeereccccsnnnnns 101
T 11 BFIGNTKITE oottt ssssss s sssssse s sasssa s ssssssssssssasasssssses 01
i. Corporate Apps & Mash-Ups............... .102
Figure 7.1: Brightkite Layar........ccccoceeecvcurccnnce. 102
ii. Geo Ads & ANAIYLICS.....coveeeeereeeeeereneeeneeeneeneeenes 102
T 1.2 COlIDIIA ettt et 103




Mobile Web 2.0: Business Models, Geolocation & Presence 2010-2014

i. Mobile Web, Presence & Apps for the Masses .......cveeveevcencenemneuneceneenersensessesseseesessens 103
Figure 7.2: APP Canter APPS. .. eurineurincereneuseneuseesseesstssstsssesssesssseasssessssssssssasecsses 103

7.1.3 Google Latitude........coceuveurencurencmrencenenerreerneenene 104
i. Native App Falls Foul of Apple................. .. 104
Figure 7.3: Latitude SCre@nshot ...t esessasess e esseseseeenees 104

7114 LOOPE. ..ttt as et ettt st st sttt sttt st st e s taesntacant 105
Figure 7.4: LOOPt ‘s SOCIal MaP ..ottt eseaees 105

i. Location-based Ads & Dating SErviCes ........cueurerereseresenenenenneneiseseusesessesessesesseessesessens 105

ii. Privacy MEChaniSmS ...ttt sttt st st st assasessstaesstacans 106

7. 1.5 MODILUCK....cu ettt esessesse s essessesss s essessesastssessssassast sessessessssasessssas 106
7.1.6 Skyhook Wireless ........cc.evcurevcurencunencunencenecinecneeecenene .. 106
i. Powering Geolocation Apps . 107

T 17 WAY Nttt ssss s ssssssssss s s sssssas s sssssassastsstasssassastsesssssessssassssssaes 107
i. Promoting Premium Membership ... rncrencnencnenerecsecseesseesseesseesseessesesens 108

Il WAYN ON MODIlE......oiieiiiiciciicicicicieie et tssessessesssasesse s ssssssesssssssssessssssssssanes 108
7.2 Service Enablers & Service Providers (EAB/NAB & Presence).........cccceceeeeeeee 108
7.2, ] BelYSIO ettt ettt sttt 108
7.2.2 BIUEDOOK (O2) ..cuuiiieiieiceneeriiciceenseieseeaessessessesssesssssessssssessessssssesssssesssssess essssssssssesnes 109
i. Increased Traffic and Reduced ChUrn ... cccnciniccecnenneteeeeecenenenesesesesennes 109
7.2.3 TIM ottt sss st sesases 109
7.2.4 THlIDIS MODIIE ...ttt se s ese s saseas s sas s sassassssesacs 110
Figure 7.5: The Trilibis Mobile CleNnt.........cccvverecrncnencrecrecreeneereesee e 110

7.2.5 YahoO! ONECONNECL .......cuieieiiciciciiniiceeesisssesessssassssssssessessssssassssssessesssssassssssens I
7.3 Service Providers — Mobile IM..........coeeiiieicciisnnneeeennccsssssnneecenncssssnnneeeeenes (Ml
7.3.1 AIM (AOL Instant Messenger) & [CQ ...ttt seaeene 11
7.3.2 DANGEN ...ttt sttt sttt et ettt sttt bttt ettt 11
7.3.3 @BUAAY ...ttt e e 112
7.3.:4 GOOZIE TalK ..ttt sttt sttt ettt sttt 113
7.3.5 MAULIU oottt se st s s e a e s sas st bbb ae s 13
7.3.6 MXIEuccueieieieici ettt bbb s b s s st 113
i. Extended IM FUNCLIONALILY ...cocueeemecirecrecirecirecirecirec et ssess s asesseess sesnens 113

ii. Virtual Goods, Content and Lifestyle 114
7.3.7 TONCEN .ttt es s e s s ss s s sttt et aseaen 114
7.3.8 YAh0O! MESSENGEN......coouireieiricireeireseee ettt ettt sttt st st st sttt 14
7.3.9 WiNdOWs LiVe MESSENGEN ...ttt sttt ssst sttt sts st st sassssnseeans 115
7.4 Service Providers — Mobile VOIP..........iieeireinreiecineeecnnnneeeesnneeesssnnneeennes 115
T FTING it st 15
Figure 7.6: The fring Mobile Clent .......cceencencnernineeeeescineineseseeeneesessessesseeeeene 116

i. Ad Revenues & MNO Partnerships.......c.ccccuereeeneeneeneeneusesesseseesessessessesesessessessessesseesess 116
7.4.2 GOOgle VOICE.......iiriiciincicisisicissssssasssssssasasens 116




Mobile Web 2.0: Business Models, Geolocation & Presence 2010-2014 @

i. Statistics Revealed ........ccocveeeveevcencencrnenncnecnnee 117

7 4.3 SKYPE.uureureneenieereteeaeessesse et easessesse s eas e satas st as bbb st bbbt s e see 117

i. Bridging DeVICES....c.cocuiveuricerecerecirecrecinee ettt 17
744 TrUPNONE ...ttt ettt st st sttt bbbt seas 118

i. MVNO Strategy .....c.cceceeoveveerenerrenerreneeseneeseseenenne 118
GUOSSANY ccueueeeneeenenenenenenennnenenenenesenesssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss 119

Page 9



