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The MarketThe Market 
TechnologyTechnology 

BehaviorBehavior



“This ‘telephone’ has too 
many shortcomings to be 
seriously considered as a 
means of communication. The 
device is inherently of no 
value to us.”

– Western Union,
Internal Memo, 1876



“I think there is a world 
market for maybe five 
computers.”

– Thomas Watson, IBM 
Chairman, 1943



“There is no reason anyone 
would want a computer in their 
home.”

– Ken Olson, Founder, 
Digital Equipment Corporation, 1977



About Facebook:

“A faddish nature about 
anything that basically 
appeals to younger people.”

-- Steve Ballmer, Microsoft CEO  
October 2007



About Facebook:

“Facebook is nothing more 
than the Princess Phone 20 
years ago.”

- Barry Diller, CEO, IAC Interactive, 
Chairman Ticketmaster, May 2008 



“640k ought to be 
enough for anybody.”

– Bill Gates, 
Microsoft, 1981



Evolution of Move to Consumer CentricEvolution of Move to Consumer Centric

• One to Many: Network TV
• Time‐Shifting – (VCR)
• Auto‐Content Selection & Shifting (TIVO)
• Ubiquitous Access to Information (Web)
• Easy Access to All Information (Yahoo, Google)
• The Age of the Tethered Consumer



The 3 ScreensThe 3 Screens

Television

2 Billion

First Screen
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The 3 ScreensThe 3 Screens

Television
PC

Mobile
Phones

2 Billion

1 Billion

5+ Billion

First Screen Second Screen Third Screen



The Third Screen: MobileThe Third Screen: Mobile

Number doubled in last 5 years
87% of entire world population
The Age of the Untethered 

Consumer





1983: Cell Phone Evolution1983: Cell Phone Evolution
Motorola Dyna TAC 8000X
‘The Brick’
Took 10 years, $100 million
Cost: $4,000



1989: Cell Phone Evolution1989: Cell Phone Evolution

Motorola Micro Tac
Cost: $3,000
5 million cell phone 
subscribers



Cell Phone EvolutionCell Phone Evolution
• 1992: First text message sent
• 1996: 38 million cell phones in US
• 1997: 50 million; 2G introduced
• 1998: average phone use 122 

minutes/month
• 2000: Camera phone introduced in Japan



Cell Phone Evolution Cell Phone Evolution 

E2Save, Bongo



105 countries: cell phone penetration 105 countries: cell phone penetration 
exceeds 100% of populationexceeds 100% of population

Saudi Arabia:Saudi Arabia:
Pop: 26 mil Pop: 26 mil –– Cell phones: 54 milCell phones: 54 mil

Hong KongHong Kong
Pop: 7 mil Pop: 7 mil –– Cell phones: 15 milCell phones: 15 mil

FinlandFinland
Pop: 5 mil Pop: 5 mil –– Cell phones:  9 milCell phones:  9 mil

The Third Screen: ItThe Third Screen: It’’s Globals Global

ITU



Latin America: Latin America: 
•• 107% 107% ---- Mobile phone penetrationMobile phone penetration
•• 204% 204% ---- Panama mobile penetrationPanama mobile penetration
•• 29% 29% ---- LA households with internet LA households with internet 

accessaccess

The Third Screen: ItThe Third Screen: It’’s Globals Global

Source:  ITU World Telecommunication/ICT Database



328 million cell phones in US328 million cell phones in US
104% of total population104% of total population
32% of US households: cell phone 32% of US households: cell phone 

onlyonly
52% of mobile phones in US are 52% of mobile phones in US are 

smartphonessmartphones (LA 33% in 2 years)(LA 33% in 2 years)
62% 62% smartphonessmartphones 2525--34 group34 group

The Third Screen: USThe Third Screen: US

CTIA Wireless, MMA, CWTA,NHIS,  GSMA, Nielsen



Brazil:Brazil:
Pop: 203 mil Pop: 203 mil –– 251 mil 251 mil CellphonesCellphones
ColombiaColombia
Pop: 43 mil Pop: 43 mil –– 45 mil Phones45 mil Phones

ArgentinaArgentina
Pop: 42 mil Pop: 42 mil –– 57 mil  Phones57 mil  Phones

MexicoMexico
Pop: 114 mil Pop: 114 mil –– 91 mil Phones91 mil Phones
ChileChile
Pop: 17 mil Pop: 17 mil –– 22 mil Phones22 mil Phones
MexicoMexico
Pop: 114 mil Pop: 114 mil –– 95 mil Phones95 mil Phones
VenezuelaVenezuela
Pop: 28 mil Pop: 28 mil –– 29 mil  Phones29 mil  Phones
Dominican RepublicDominican Republic
Pop: 9 mil Pop: 9 mil –– 13 mil Phones13 mil Phones

The Third Screen: Latin AmericaThe Third Screen: Latin America

Sources: ITU, Telecompaper



WorldWorld’’s largest mobile markets:s largest mobile markets:
1.1. Asia PacificAsia Pacific
2.2. AfricaAfrica
3.3. Latin AmericaLatin America

630 million mobile connections630 million mobile connections
20 countries account for 98% of 20 countries account for 98% of 

mobile connectionsmobile connections
130% mobile penetration in 4 years130% mobile penetration in 4 years

The Third Screen: Latin AmericaThe Third Screen: Latin America

GSMA



33% of US consumers used mobile 33% of US consumers used mobile 
for banking in 2011 for banking in 2011 

Mobile banking app usage up 74%Mobile banking app usage up 74%
Mobile banking:Mobile banking:

–– 14 million by App14 million by App
–– 18 million by mobile Web18 million by mobile Web

Top mobile bank brands in mobile:Top mobile bank brands in mobile:
•• Chase, Chase, CitiCiti, USAA, USAA

The Third Screen: Financial ServicesThe Third Screen: Financial Services

Sources: KPMG, comScore, Corporate Insight



On a typical day during all your waking hours, how 
much time are you without (turned off, not with you, etc.) 
your cell phone?

Mobile Future Institute



Characteristics of Mobile Characteristics of Mobile 
• It’s Personal
• Multi-faceted Communications Capability
• Time, Location, Supply, Demand
• Standing Up Medium
• Installed Base
• Ramp-up Speed
• Self-Service Platforms
• Call-to-Action Capability
• Mobile Ecosystem (devices, carriers, etc.)
• Pull vs. Push Medium



The 2 Worlds of MobileThe 2 Worlds of Mobile
•• UPT= Using Phone TechnologyUPT= Using Phone Technology
•• USPT = Using Smartphone USPT = Using Smartphone 

TechnologyTechnology

UPT  vs. USPTUPT  vs. USPT
•• Mobile Web vs. Creating ApplicationMobile Web vs. Creating Application
•• SMS (Texting)SMS (Texting)
•• MMS (MultiMMS (Multi--media communications)media communications)



Create New Types of InteractionsCreate New Types of Interactions



Group Chat: Groupme



International Communication: Viber



Proximity Marketing: NFC in the UKProximity Marketing: NFC in the UK



Proximity Marketing: NFC in the USProximity Marketing: NFC in the US



Create Remote Capabilities



Mobile Websites: IntelMobile Websites: Intel



• 2007: 1.8 Trillion SMS text messages 
sent worldwide

• 2011: 7 Trillion SMS messages sent 
worldwide 

• 200,000 text messages every second
• US subscribers send 696 messages a 

month
• US teens send 3,300 texts a month

Mobile Opportunity: SMS Mobile Opportunity: SMS 

ITU,  Nielsen, Mobile Future Institute, Chetan Sharma Consulting, ABI Research 



UPT Approach
•Opt-In required
•Double opt-in best practice
•160-character limitation
•Can reach most phones

Mobile Opportunity: SMS Mobile Opportunity: SMS 



Mobile Opportunity: MMSMobile Opportunity: MMS

Using MMS (Multi-Media 
Messaging Service). Can Include 
Text Messages, Video, Photos, 
Documents, etc.
Provide video content

-- Majority of those with smartphone 
apps watch video clips



Mobile Opportunity: MMSMobile Opportunity: MMS

UPT Approach
•Open-viewing rates typically 15-25 percent 
higher than standard text
•No 160-character limitation
•Can reach most phones



Text moreText more
Use the Internet moreUse the Internet more
Play more gamesPlay more games
Use more applicationsUse more applications
Listen to musicListen to music
Watch video moreWatch video more
79% of 79% of smartphonesmartphone owners use them to owners use them to 

help while shoppinghelp while shopping

Smartphone Users:Smartphone Users:

Sources: From The Third Screen, Google /Ipsos



Behavioral Changes: PeersBehavioral Changes: Peers



Behavioral Changes: PeersBehavioral Changes: Peers



Behavioral Changes of MobileBehavioral Changes of Mobile

Location Based  Location Based  
Location DriversLocation Drivers



Behavioral Changes of MobileBehavioral Changes of Mobile

Location Based Location Based 
Location DriversLocation Drivers

---- Coupons.comCoupons.com
---- mobiQponsmobiQpons
---- Zip2SaveZip2Save



Behavioral Change: Citi, Best Buy



Behavioral Change: Citi, Best Buy



Behavioral Change: Citi, Best Buy



Behavioral Change: Citi, Best Buy



Behavioral Change: USAA



Behavioral Change: Walmart



Behavioral Change: Radios Argentina



Behavioral Change: Univision Mexico



Behavioral Changes of MobileBehavioral Changes of Mobile

Location Based  Location Based  
Location DriversLocation Drivers
Location MagnetsLocation Magnets



Behavioral Changes of MobileBehavioral Changes of Mobile
Location MagnetsLocation Magnets
••Fast Mall: in 20 countriesFast Mall: in 20 countries

Australia, Argentina, Japan, Brazil, US, Australia, Argentina, Japan, Brazil, US, 
Norway, Chile, Spain, etc.Norway, Chile, Spain, etc.

••MicelloMicello: US based platform: US based platform
••Go!ShoppingGo!Shopping

Singapore, operated by SingTelSingapore, operated by SingTel
••Mall Maps Australia: 40+ mallsMall Maps Australia: 40+ malls



Behavioral Changes of MobileBehavioral Changes of Mobile
Location Based  Location Based  

Location DriversLocation Drivers
Location MagnetsLocation Magnets
Location ActivatorsLocation Activators

---- We RewardWe Reward
---- ShopKickShopKick
---- PlacecastPlacecast



Behavioral Changes of MobileBehavioral Changes of Mobile

LBS LBS ---- Location Based ServicesLocation Based Services
Mobile Goes SocialMobile Goes Social

FoursquareFoursquare
FacebookFacebook



The World ofThe World of 
Apps & BrandsApps & Brands



Brands Investing: Coupons, Kraft



Brands Investing: Pepsi



Behavioral: Brick & Mortar RiseBehavioral: Brick & Mortar Rise



Behavioral: Brick & Mortar RiseBehavioral: Brick & Mortar Rise



Mobile Banking: Citibank BrazilMobile Banking: Citibank Brazil



The Rise of the 2D Barcode



Track Cards, Rewards Cards



Track Cards, Rewards Cards



Barcode Behavior: Starbucks



The OneThe One--Tap Buy: Tap Buy: ShopSavvyShopSavvy



2D Barcode Tracking



2D Barcode: Opt-in



The Age of Mobile The Age of Mobile 
FacilitationFacilitation



The Age of the OneThe Age of the One--Tap: USAATap: USAA



The OneThe One--Tap: MasterCardTap: MasterCard



Mobile Payments: Square, Mobile Payments: Square, PayfirmaPayfirma



The Age of the OneThe Age of the One--Tap: Tap: DwollaDwolla



The One-Tap Like/Buy: Spyderlynk



The OneThe One--Tap: Google WalletTap: Google Wallet



Shorter TermShorter Term
–– Benchmark CustomersBenchmark Customers’’ Mobile UsageMobile Usage
–– Capture, leverage mobile phones Capture, leverage mobile phones 

numbersnumbers
–– Communicate via mobileCommunicate via mobile
–– Leverage SMS, MMSLeverage SMS, MMS
–– Launch proximity marketingLaunch proximity marketing

Opportunity in MobileOpportunity in Mobile



Longer TermLonger Term
–– Mobile Apps, Mobile WebMobile Apps, Mobile Web
–– Test & LearnTest & Learn
– Measure & Analyze
–– Leverage GeoLeverage Geo--locationlocation
–– Add Value to Consumer ExperienceAdd Value to Consumer Experience
– Think Service (make life/work easier; 

entertain)
–– Avoid Bright Shiny Object SyndromeAvoid Bright Shiny Object Syndrome
–– Think FacilitationThink Facilitation

Opportunity in MobileOpportunity in Mobile



ItIt’’s not about s not about 
the phone, itthe phone, it’’s s 

about the valueabout the value



Chuck@MobileFutureInstitute.comChuck@MobileFutureInstitute.com

Twitter: @Twitter: @ChuckMartinChuckMartin



77 million mobile subscribers 77 million mobile subscribers 
accessed local content via mobile in accessed local content via mobile in 
one monthone month

73% found local business info via 73% found local business info via 
mobile Webmobile Web

56% use apps to find local content56% use apps to find local content

The Third Screen: ItThe Third Screen: It’’s Locals Local

Source: Local Search Association



Behavioral Changes: Value



Brands Investing: Walmart



Behavioral Change: Walmart



Mobile Innovation: Shopkick



Video Messaging: American GreetingsVideo Messaging: American Greetings
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