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Mobile Marketing: Agency Introduction

People
n $28 million gross income in 

2003
n $33 million gross income in 

2004
n 23% margin

Rank
n A WPP Company
n More than 300 employees
n Headquarters in Kansas City
n Additional offices in:

· Dallas

· New York City
· Jacksonville
· White Salmon, WA
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Mobile Marketing

Why Go Mobile?
n Mobile always with the 

consumer, always on
n Every message is read, high 

conversion rates
n Personal, one-to-one 
n Interactive (two way)
n Time and location sensitive
n Collects valuable data 

effortlessly
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Mobile Marketing

Consistent Growth
n Over 63% have handsets 

capable of SMS (Short 
Message Service, a.k.a. 
“Text”), over 65M.

n Data service users are at 
46% and growing rapidly.

n Dramatic uptake of SMS -
now over 2.5 billion sent 
each month in the U.S.

n Age 18-39, evenly split male 
and female, well-educated, 
upper income, higher 
penetration in urban areas.
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Mobile Marketing
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Youth Lead The Way 

n 45 million under 25’s have a mobile. 
Growth forecast 16% to > 52 million in 
2006

· 82% of 15-19 y.o’sown a mobile

n 80% have text capabilities:
· 69% sent / receive min. 1 / week
· 20% over 21 msgs / week

n US Election Nov 02 vs. American Idol:
· Voting by 18-24 y.o’s: 8.6 million vs16 

million

n Broader reach demographic reach in 
Europe and Asia. Expect similar 
growth in US.

Sources: Forrester, Yankee Group, youthKnowhow,mobileYouth



Mobile Marketing

What Mobile Can Do Now 
n Reach, acquire and retain 

customers
n Further develop relationships 

with existing customers while 
simultaneously building 
brand associations through 
increased contact

n Ultimately generate sales by 
way of direct response 
consumer contests and 
promotions/cross-promotions
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Mobile Marketing

The  Mobile Ecosystem 

n Wireless Service Providers
· Maintain tight control over their 

networks
· Have established a process 

for  managing Common Short 
Codes (CSC’s) via the CSCA.

n Connection Aggregators
· Provide technical connection 

to wireless networks

n Application Developers
· Develop and provide 

applications to content 
providers

n Content Providers
· Owners of brand and content
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Mobile Marketing

Common Short Codes 
n Entertainment

· Premium rate messages, subscription service 
for TV and radio polling, games, chat, dating, 
quizzes.

n Marketing
· Premium billed contests, subscription services 

and promotional dollars for reminders, group 
functions, incentives and promotions.

n Advertising
· Drive purchases to targeted markets, create 

affinity groups and ongoing communications 
of new products using broadcast (TV, Radio), 
print (online, newspaper, magazine), outdoor 
and in store media.

n Commerce
· Transaction fees for the redemption of 

coupons, point of sale purchases and 

™

micropayments; subscriber rate plans.



Mobile Marketing

Embedding
n Making consumers aware of the 

Common Short Code is the 
biggest single driver of 
participation

n Mobile is only as effective as the
media it is “Embed” into so place 
the CSC in all media associated
with the program:

· TV
· Print
· Radio
· Online
· OOH
· Packaging
· Events
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Mobile Marketing

Mobile Storefronts
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Mobile Marketing

Promotion and Event Integration

Sprint Youth Marketing

™

Situation
n As sales of mobile services and content such as SMS, IM, picture-

mail, multimedia, ringers, etc. have skyrocketed, Sprint asked the 
VML Sponsorships Group to showcase services in sponsorship and 
event environments and to integrate those tactics with online and 
in-store youth oriented promotions.



Mobile Marketing

Promotion and Event Integration

Sprint Youth Marketing

Key Assignments

n Identify and prioritize services that could be 
integrated into promotions and events without 
need for significant capital and human costs

n Negotiate rights to implement product 
integration with key existing sponsorships 
and new sponsorships and events

n Review historic communication channels for 
sponsorship activation objectives – build the 
brand and drive sales – and identify mobile 
services that could enhance or replace 
existing communications

n Collaborate with sponsorship and event 
properties to implement mobile services that 
increase fan enjoyment of the event while 
positively impacting brand and sales metrics
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Mobile Marketing
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Impact

n Sports Illustrated’s Next Snow – snowboard
championship for 10-15yr olds.  Implemented text
and instant messaging to the large event 
videoscreen.  Messages scroll along bottom or 
top of screen along with Sprint logo.  Two day 
event – 20,000 attendees – 1,500 text and IM 
messages sent from fans.  Text and IM’s shown 
on side of ski run at night using laser light show 
production.  Ringers integrated into show music.

n Freestyle Motocross – 18,000 attendees over 5 
hours – 2,500 text and IM messages sent from 
fans to the arena videoscreen.  100 picture mails 
sent as part of “Show us the Show” contest

n Supercross – 40,000-50,000 attendees over 4 
hour show (5 shows).  Averaging 4,500 text 
messages per show.  Implemented text to vote 
contest asking fans to vote for who will win the 
race.

Promotion and Event Integration

Sprint Youth Marketing



Mobile Marketing

Promotion and Event Integration

Sprint Youth Marketing

Current Initiatives

n Clear Channel Radio, Z100 Zootopia concert in New York 
on 5/20/05. Consumers across NY/NJ/PA/CT can pick up 
a free collectible card at any of 48 Sprint stores, which 
contains instructions on how to send text to enter contest 
giveaway of 50 pairs of tickets for the sold-out show. 
Winners are directed via SMS to pre-event fan festival to 
pick up tickets. All entrants are sent mobile coupon driving 
them back to store for discounts and chance to win 
additional prizes. Sprint branded text to screen will be 
implemented in the arena during the concert.

n Working with Sprint to update its event sponsorship 
inventory of :30 commercials and scoreboard messages 
to include more relevant mobile services that enhances 
fan enjoyment and truly creates a deep interaction with 
the Sprint brand.

n Text to screen will roll out to even more events, including 
all 81 Kansas City Royals home games.
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Mobile Marketing

The global storefront for Windows Mobile device users

Windows Mobile

MyWindowsMobile.com
n This project really lands in our sweet

spot. Our integrated team led the 
management, usability enhancements, 
localization, and application integration 
of the MyWindowsMobile online service.

Impact
n Users frequent this site to download 

applications, themes, and configure their 
mobile device preferences including 
their e-mail for both  Smartphone and
Pocket PC devices across all major
wireless carriers in North America and 
Europe.
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The global storefront for Windows Mobile device users

Windows Mobile

Cross-carrier phone customization tool
n Our team led the integration management of the 

Microsoft MED project sponsor, Microsoft MDS 
development team, Mobile 365 carrier aggregation, 
VML integrated delivery, and Wunderman
Amsterdam resources to deliver
MyWindowsMobile.com.



Mobile Marketing
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The global storefront for Windows Mobile device users

Windows Mobile

Wireless internet version
n VML is developing multiple

wireless versions of the Windows 
Mobile and My Windows Mobile
site that provide the same 
functionality as the desktop 
version.



Mobile Marketing

E-mail, IM, and MMS integrated viral campaign 

MSN Messenger

Reality is what you make of it.
n Microsoft will soon offer an opportunity to 

create your own reality ... a reality show, 
that is. Created by VML, this highly
interactive and fun reality show will easily 
attract target audience members and 
educate them on the benefits and features 
of MSN Messenger.

n The reality show creates total immersion
through a customizable storyline and 
casting which encourages users to invite 
friends to visit the site and to download the 
Messenger application for a version with an 
even more interactive experience, including
peer-to-peer MMS after June 2005.
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Mobile Marketing

E-mail, IM, and MMS integrated viral campaign 

MSN Messenger
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Mobile Marketing

Integrated peer-to-peer MMS
n After the launch of cross-

carrier MMS peer-to-peer 
interoperability in June of
2005, senders who create
their Reality TV promos in 
MSN Messenger can also 
send an MMS greeting card
version of their promo to 
their Mobile Contacts.

Impact
n Scheduled to launch 

4/27/05, the client is very 
happy with the work, “By the 
way, the demo looks good –
I laugh every time I watch it 
... Good job.” – Sean Carver

E-mail, IM and MMS integrated viral campaign 

MSN Messenger
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Mobile Marketing

Questions & Answers

™

n Webster Lewin
VML
230 Richards Road
Kansas City, MO 64116

· V. (816) 283-0700
· F. (816) 283-0954
· E. wlewin@vml.com


