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Early Adopter or Laggard?

If you're attacking your
market from multiple
positions and your

competition isn't, you have
all the advantage and it will
show up in your increased

success and income.
Jay Abraham

Pioneer, Wannabe, or Traditionalist - Which
Are You?.

The are three segments of consumers based on
their usage of their device. The three segments
were Mobile Pioneers (15% of the market),
Mobile Wannabes (25%) and Mobile
Traditionalists (60%).
Mobile Pioneers are the trend setters and have
been the early adopters of mobile web and
applications and use advanced mobile features
very frequently. They are mainly under 35, own a
Smartphone and are single males.
Mobile Wannabes have tried some of the more
advanced features of a mobile phone and have
the interest to learn more about them. Around
half are under 35 but only a few own a
Smartphone.
Mobile Traditionalists are those who usually
limit their use of mobile to voice and text
functions and tend to be over 35.
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Mobile Advertising To Hit Mainstream by 2010
Says IAB Research

Recent research from the Internet Advertising
Bureau (IAB) indicates that both clients and
agencies believe that mobile advertising will
become a mainstream part of marketing plans
over the next 2 years. The IAB’s Mobile Council
surveyed 115 agencies, media planners,
creatives and advertisers to uncover the state of
the mobile market, their level of understanding,
perceived barriers to entry and how to plan best
for the future.
The research further found that usage within
agencies is split down the middle, with 50%
having used mobile, and the remainder having no
experience in mobile advertising at all. There is
also currently a disconnect between usage and
understanding of the medium.
Some other interesting findings from the research
include: Respondents thought that mobile ads
could be good for a wide variety of product
categories, and overwhelmingly stated that the
Entertainment category is most suited to mobile
advertising (91%), followed by Leisure & Travel
(57%), Telecoms (52%), Retail (52%) and FMCG
(40%). Although mobile advertising accounts for
a small proportion of overall digital spend, many
(62%) foresee that it will grow over the next two
years and will become a standard part of
budgets.
Respondents said that more information is
needed to drive take up.

The key areas where the industry believes it is
falling short include: availability of audience data
(53%), where to buy mobile inventory (49%), cost
parameters (39%) and consumer insight studies
(38%).
Expectations for mobile advertising are high but
actual understanding is low. The industry needs to
address measurement, effectiveness and
benchmarks if mobile advertising is going to reach
a tipping point by 2010. The IAB intends to tackle
each of these areas through quality research,
events and collaboration with other mobile trade
bodies like the GSMA and the MMA.


