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"Tomi instinctively knows that in the tumult of convergencedmtwnobile and other media, there
lies opportunity. In this book, building on his earlier themes, hegmts his ideas with characteristic
wit and charm, handily demystifying this new media landscape. A mogaklg and remarkably
practical book, his best yet!"

Daniel Appelquist, Senior Technology Strategi&gidafone Group UK

From the back cover:

Mobile as 7th of the Mass Media
Cellphone, cameraphone, iPhone, smartphone
...On the other hand, you have your other cellphone.

The cellphone is emerging as a mass media. Twice ag eediphones as TV sets, three times
as many cellphone subscribers as internet userstifioes as many cellphones as PC sets,
five times as many cellphones as automobiles. 31% ofiaic dollars spent worldwide
already go to a wide array of cellphone based musiicest 20% of videogaming software
revenues. Advertising, news, TV, internet giants, $oaaworking and even Hollywood
movies and printed books are now rushing to capture themie sl the 7th of the Mass Media.

How addicted is the youth to cellphones? Why is SM&rtessaging used by twice
as many people as email worldwide? How can banks, ligradentists and airlines serve
customers better through the 7th of the Mass Media? Whahe seven unique benefits that
none of the legacy six media, including the intercan replicate? Why is small screen size
and limited keypad only a myth? Cellphones are not the dutiebdrothers to the internet;
rather mobile is to the internet, like TV is to radidfar more compelling and complete media
platform that will soon dominate.

Packed with up-to-the-minute statistics and bursting widtrmattional comparisons,
Mobile as 7th of the Mass Media includes media concepts, service examples and user
statistics covering 40 countries. It features 16 insigledisk studies from Japan, South Korea,
Hong Kong, China, Finland, the UK, the Netherlands andJ®& including such trailblazing
7th Mass Media innovators as Blyk, Cyworld, Virgin MobigeeMeTV, i-Channel and
Flirtomatic. The book also provides the latest thinlamghow to build successful wireless
services using the 6 M's service creation tool.

This is the must-read book for anyone who thinks that theiness might have a role
on devices which are becoming increasingly even more poMieahn the radical Apple
iPhone.

---- THIS EXCERPT PDF FILE MAY BE FREELY FORWARDED ----
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Foreword

Mobiles are an integral part of our lives — so much thaynof us cannot remember a time without
them. To have a mobile has become second nature and wenarallgenever separated from them —
we eat, breathe and, yes, even sleep with our mobile phonasking them the most private and
personal accessory we own today.

And yet, there is still a lack of understanding about how motele be a powerful,
complimentary mass media. It can be boiled down to two kegrédiftiators: 1) mobile is interactive;
and 2) mobile has unique features including SMS and MMSseT béferentiators create something
that no other media can — the ability to respond to, iaiteand maintain a dialogue between those
wanting to communicate, whether they are family anehdise colleagues, or brands and advertisers. In
Tomi Ahonen’s book, Mobile as 7th of the Mass Media, he desciibe differentiators associated
with mobile in a thought-provoking way.

He brings to light some interesting insights about maisléhe 7th and most compelling mass
media. While the book rightly concedes that mobile will megtlace other media, he makes a strong
case for why it will be the dominant media — namely beeausvill be more disruptive than the
Internet was ten years ago. For example, SMS text megsagithe primary source of mobile
communication — enables immediate response. Tomi pointbatubn average people respond within
5 minutes to SMS messages. Moreover, immediate respoteractivity and mass mobile adoption
have been spearheaded by the youth generation. This insighhe foundation for successful mobile
media models — Blyk is an example of this — and illustiat®s young people can be incentivised (e.g.
free voice and texts) to engage in a dialogue with braindSMS.

So with this, marketers would do well to heed Tomi’s talction and understand the scale
of the opportunity presented by mobile as a mass medissu@eer behavior has made it clear that
mobile phones are vastly important to our everyday lives amdhe@ major vehicle by which we
communicate with one another. Bearing this in mind, marketast also recognize the importance of
providing relevant mobile messages that add value tdifthef people. | recall a post from Tomi’s
Communities Dominate Brands blog: “Brands in today’s ldvareed to be three things: 1) life
enabling; 2) life simplifying; and 3) navigational (help meigate my life better).” Mobile as a media
can allow brands to be these three things.

Mobile as 7th of the Mass Media sharply describes how lezolwill change the media
landscape and presents new thinking about how brands and amsewtti communicate with
consumers in the future. Tomi articulates his vision fobileoas a media with a rare marketing
prescience that is sure to benefit all that are listening

Pekka Ala-Pietila
CEO and Co-Founder, Blyk
Past President, Nokia

FIRST OPINIONS ON THE BOOK:

“Tomi Ahonen has always been a visionary and lucid thinker about media irafjdné especially
ahead of the pack in his insight about the profound computing revolution thatgsiee by digital
mobile phones. This book provides a solid foundation for how we got hergnahyhat’s next.”
Trip Hawkins, Chairman & CE®igital Chocolate USA
Founder oElectronic Arts USA

---- THIS EXCERPT PDF FILE MAY BE FREELY FORWARDED ----
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"The internet in every pocket."
Jorma Ollila, CEO of Nokia

Chapter 1 - Introduction
Cellphone, the only universal gadget

Because the need to communicate is more powerful than tdemeempute, to be entertained, or to
be informed.

At the end of 2007 there were almost three times as mdlphaee subscriptions as there
were total users on the internet. There were four tinsemany cellphones as there are personal
computers of all kinds laptops, desktops and servers combihede Were more than five times as
many cellphone subscriptions in the world as there were Tanice as many people had cellphones as
had credit cards. The population of cellphones was twide#gaas the population of TV sets in use.
There were 2.5 times as many cellphones as there weckléirdline phones.

In fact, by late November 2007 there was a cellphone subearipti a staggering 50% of the
world's total population. Since Taiwan first did it 2001, today over 60 countries have achieved
cellphone penetration rates of over 100% per capita. For compatiee USA cellphone penetration
rate was about 85% at the end of 2007, placing it second-tortasigaindustrialized countries.
Canada was in last place with about 65% penetration. Imts¢ advanced mobile markets such as
Hong Kong, Taiwan, Italy and Finland, the typical firsté cellphone customer is well under the age
of eight.

How can you reach over 100% per capita penetration rates? Hong Kawgn, Italy, Israel,
the UK are all at 130% or above - means that an increpam@f the employed population has two or
more subscriptions. Informa measured that by 2007 already 28%oceflphone owners in the world
already have two or more subscriptions. Moreover, in gcasts this means also carrying two phones.
Half of Western Europeans with a cellphone actually haxedr more subscriptions - and most of
them carry two phones.

There were 6.6 billion people on the planet in October 2007

Source United Nations

There is no other gadget that is even remotely as wideptediand spread across the planet
as the cellphone. Anyone with a job and disposable income belphone, so if you want to sell
anything, anyone who is "economically viable" on the planet, saarzellphone. Even in China (40%
penetration rate per capita), India (20%) and Africa (158pltones are everywhere. | will discuss
the overall economics, the big picture numbers and cont@asthier major technologies in the next
chapter about the numbers involved in this industry soon & Thillion dollars in value.

There were 3.3 billion cellphone subscribers in Octobe2007
Source Informa 2007

60% take it to bed every night

Then | will examine the owners of cellphones and how they use vieedel will explore the society
and how our behavior is changing with this technology. Eartiee, only gadget the "whole
population” used to carry was the wristwatch. However, éware the cellphone is trumping the
watch: young people have stopped using wristwatches and relypoythe cellphone to tell time. A
global Nokia survey of cellphone users in 2006 found that 73%liphone owners use the clock on
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the phone. Not all of these have abandoned wearing a wrisiwhtthan increasing portion of the
world uses the phone as the only time-keeping device. Tiphae# is the only universal device.

As the cellphone has become a universal gadget, it isnalgoing remarkably addictive signs
of behavior. Almost every cellphone user, 91% in fact, kédepsellphone literally within arm's reach
24 hours, seven days a week, 365 days of the year accordifaydan Stanley in 2007. A 2005 study
of global cellphone use by BBDO revealed that 60% of us dgtizde the cellphonghysicallyto
bed with us! When | was telling this to audiences around tré&dvin 2005, | got a lot of smiles and
laughter in the conferences. But then when | asked the @edrembers to raise their hands if they
did so, invariably about half of the hands went up. In advhndeeless telecoms countries like
Finland, Singapore and South Korea it was nearly the wholermaelwho admitted to sleeping with
the phone.

Why to bed? Some use the cellphone now as the alarm dimlida's 2006 survey found that
72% of the total phone owner population does this. Others useeihdioos receive messages still late
into the night, or to make (or expect) a nighttime calstudy by the Catholic University of Leuwen
in Belgium found that the majority of teenagers send messsages from bed. | will have a whole
chapter looking at young people and their cellphone behavar.c&llphone is the last thing we
look at before we fall asleep and again the firstgt we see when we wake up. If you are into
media, this is a powerful device.

A study by Unisys revealed that if we lose our walletremort it in 26 hours. If we lose our
cellphone, we report it in 6&inutes As to those who are new to these phenomena, no, we do yot onl
use the cellphone outdoors. A study by NTT DoCoMo the largesteagr@arrier (mobile operator) of
Japan discovered that 60% of all wireless data accessllppione is done indoors, often in parallel
with watching TV or surfing the internet on a PC. To helpdees develop successful services, |
discuss how to build magic for wireless services in one ehaphd use my theory of the 6 M's, the
very widely referenced mobile service development sysiteexamining service concepts.

Center of convergence

The cellphone is becoming the evolution target for much of tgatly converging industries. | will
show how the battle for the pocket saw the rapid victoriesnbgrtphones over stand-alone PDAS,
soon outselling them by more than 10 to 1; cameraphones overastaeddigital cameras by more
than 4 to 1;

Subscribers . :

-~ Cellphone Timeline 1990-1996
Millions
1200 +

World PC count PC count
passes 100M 200 M
1000 -
Internet Internet on
10M users cover of Time
800 -
500M fixed Telecom revenues Mobile revenues
Landlines pass $500B reach 10% of telecoms
600 -
First PC based First phone based
SMS sent in UK SMS sent n Finland
400 -
Mobile subs
pass 100M
200 - GSM Launches Pre-Paid
in Finland w
O I I I I I [
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and more musicphones than iPods and other stand-alone MP& figiygeratio of 7 to 1. Towards the
back of the book | take brief looks at convergence also fronmthestries that are involved, in how
the internet, TV and cellphones are converging today; andtiewanking/credit card industry and
advertising are joining into that convergence soon. | touch uporietitares creeping onto the
cellphone and show how the phone has added new functionalities frormoomaunication, to eight
functionalities today in the chapter on the Eight C'sh&nisruption chapter, | also examine the role
of the Apple iPhone as a disruptive technology, as well as theepbof the MVNO as a disruptive
business model for the industry.

Powerful media platform

In the book, | devote several chapters to examine the earlygoapetia categories for cellphones. |
start with the music business. As 31% of all consumer dofipent on music worldwide is already
spent on cellphone music, | devote a chapter to this phenoméesnit starts with ringing tones, of
course, but there is a bewildering array of more advancsitraervices in the 9.3 billion dollars that
people spend on cellphone music services worldwide todayasuithe-tones (mastertones), ringback
tones (waiting tones), music videos, music streaming, karagdepming tones, background tones,
etc.

In videogaming we see the same pattern. Growing rapidly2007 already 20% of
videogaming software revenues came from cellphone games.tisthgetis another industry headed
to your cellphone, and by the end of 2007, the worldwide advegtsgiend on cellphones had reached
2.2 billion dollar in value. Spreading fast, more than ledlfall cellphone owners in countries as
diverse as Japan, UK and Spain received ads on their phones.

The latest industry to discover the cellphone as a delivatippm is TV. The first cellphones
with digital TV tuners (i.e. built-in "set-top boxes")emt already on sale in South Korea in the
Summer of 2005 an by the end of 2007 there were seven million ofaslveimced TV-phones in
Korea, or 17% of the total cellphone subscriber base wat@hlingroadcast TV on cellphones. | will
discuss music, gaming, TV and advertising for cellphones eadetail in their respective chapters
later in the book.

Subscribers Cellphone Timeline 1996-2002
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The texting divide

The impact of cellphones to communication is enormous, lEatdcommunication is shifting away
from voice calls to cellphone messaging. Not wireless efit@l on a Blackberry, no: the big
cellphone messaging system is SMS text messaging. Over B pi#lople were active users of SMS
text messaging in 2007. For contrast, while there were oBIpillion users of the internet, only 1.2
billion active users of email who maintained 2 billion draacounts. So out of the planet's population
of 6.6 billion, only 18% can be reached via email. Comparenth the 3.2 billion of all cellphone
subscribers or 48% of the planet who are capable of receivir®) t8M messages, and 2.5 billion or
38% of the whole population worldwide who are active usersttarglable to respond via SMS. No
wonder all industries from automobile service garages liaesrto libraries to dentists are now rolling
out SMS text messaging based customer communication systems.

Subscribers Cellphone Timeline 2002-2008
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SMS is perhaps the least understood of the new services Iphoogs. It is definitely the
most counter-intuitive service of them all and were it foo irrefutable facts and incredible usage
patterns, no amount of logic could possibly explain thenless or the use cases for SMS text
messaging. That is why | have a whole chapter on this phenomeraxtdition, no matter how much
you may love your Blackberry, trust me, the "Crackberrya mmild drug compared with SMS text
messaging. With annual revenues of 100 billion dollars alhdjsiwing at double digits annually, this
is a monster of a service and must be understood to graspongpeking the cellphone can be as a
media channel.

Multipurpose device clever at payments

Millions
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Cellphones in 2008

Estimate based on 2007 trends

3.8 B Cellphone subscribers

2.7 B Active users of SMS

2.2 B Cameraphones

1.7 B Credit card holders

1.5 B Televisions
1.4 B internet users
1.3 B email users
1.2 B Fixed landlines

950 M All PCs
750 M 3G+ phones
550 M Desktop PCs

400 M Laptops
200 M iPods
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mobile internet

1 B Musicphones
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Each cellphone can handle
payments. There are some
early examples of these
appearing in the USA and
Canada, so some may find the
concept plausible, if not

obviously practical.

Nevertheless, keeping

in mind that we carry our

cellphone everywhere, if
payment abilities are added to
the device, it soon becomes
the preferred means of

payment. Why worry about
having the correct change for
the bus, the parking meter or
to buy a can of Pepsi? You do
not need to handle the small
change: do the payment on
the cellphone instead. Just
click the button, and the
payment appears on your next

phone bill.

What may have seemed
like novelties, are now
real industries.

Payments by cellphone are
very widely deployed already,
ranging from paying for
public transportation - trams,
the subway and busses - as
53% already do via their
cellphones in Helsinki
Finland. In Estonia, all
parking is now paid by
cellphone. In Slovenia, all
taxis accept payment by
cellphone. In the Netherlands
you can pay for your train
tickets by cellphone. The
governments are getting in on
the action as well. In Finland,
you can buy a fishing license
by cellphone while in Abu
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Dhabi the police will allow you to pay for speeding ticketthwour cellphone.

In countries from the Philippines to South Africa, manykayers pay full salaries direct to
cellphone accounts and in Kenya already a fifth obafik accounts have migrated to cellphones.
The Singapore government announced in 2006 that all egovernmegativies would be made
compatible with cellphones and SMS text messaging. Will itHee future? Today over half of
Koreans use their cellphone for paying anything from publinspartation to the grocery bill to
paying for their petrol at the gasoline station. | willadiss the mobile payments and mobile banking
later in this book, as well as the topic of how socigtghanging with wireless services on cellphones.

Birth of Gen-C

I've already written a lot about Generation-C in my fodrtiok, Communities Domi- nate Brands
with Alan Moore. One might assume it means Generation fC&lphones”, or maybe it is "C for
Content"; but actually the C in Gen-C stands for "Commugtiitié is theCommunity Gene- ratigrihe
first gene- ration that experiences life, its anxietdsci- sions, emotions, suc- cesses and failures,
with the best buddies always at hand. Al- most telepathicahnected, living col- lectively, with a
"hive mentality".

No longer reacting to a school bully alone, now Gen-C wilttf friends to rally to help -
with the cellphone. While the gadget of choice for Gen-C icéfiphone, that generation is actually
the first multidevice (or multiplatform) generation, usiogllphones, text messaging, chat, instant
messaging, blogging, multiplayer gaming, virtual reality ldsr social networks, search etc
interchangeably and concurrently. Gen-C is the super-carsofimiomorrow. The preferred gadget of
Gen-C is of course the cellphone. | will discuss Gen-Gsinvtn chapter later in this book.

Over 50% of email users expect a response within 24 hours.
Source 160 Characters 2007

A related concept is that of social networking, known alsaser-generated content, digital
communities and Web 2.0. Since our book in 2005, recently mostl s®tworking experts have
joined in our conclusion that the inevitable direction for satial networking services will be to
cellphones. What may surprise readers is that whaeile social networking is only five years old,
less than half as old as that of internet based onlinalswetworking, the cellphone variant already
earns more money worldwide. Mobile social networking wagiws billion dollars in 2007 and as the
business was launched in 2003, it makes mobile social nehgathke fastest-growing billion-dollar
industry in the economic history of mankind. | will devote aptkr to it.

84% of SMS users expect a response within 5 minutes.
Source 160 Characters 2007

Before iPhone, After iPhone

There is one more element that has been changing perseptiorllphones particularly in America,
and that was the launch of the Apple iPhone in June of 200Ve ldeen saying, writing and blogging
that the wireless telecoms industry will come to lookkbaicJune 2007 as a threshold moment. We
can actually count cellphone development time, like tves.efhe era Before the iPhone (BI), and the
era After the iPhone (Al). Therefore, | discuss the iPhonatanhpact in the disruption chapter near
the end.

The cellphone started as a communication device, what thealfirst C". In a very short
period of time that expanded to include consumption (the browseh charging (payments),
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commercials (advertising) then creation (the camera). M@vare adding communities (social
networking such as uploading pictures to Flickr), cool (faghéod even control (remote control of
our lives such as our locks, home heating, security systeand will discuss this evolution pattern as
the "8 C's" in its own chapter later in the book.

American creativity will wake up

The other benefit of the introduction of the iPhone ibgges more subtle, but
more far-reaching. The June 2007 launch of the iPhone waanterthe most visible technology
marketing campaign ever.

In the past American audiences have been poorly servatiebpandset makers and the
wireless carriers. Americans have never had firsasele of new top-line phones in the world - many
of the top models by the giant handset makers have not evanlehgehed in America at all. In
addition, the American wireless carriers are also $getne industry pundits as nearer Third World
carriers than their more advanced rivals in Europsia Aand Australia. Cellphone features, carrier
services, pricing and interconnectivity are all much moreanacked in other major industrialized
countries than in America.

So American consumers and business executives have ameduitiaw of cellphones and
wireless services. Imagine if you lived in an African oy where the local airport only served
propeller driven airplanes. You would have a hard time Walighow comfortable travel could be in
modern jetliners. Nevertheless, once that airport was expaamddnodernized and modern jets
started to serve your city, you would rapidly ustderd how relevant jet travel is to world
commerce today.

When Apple rolled out its iPhone launch marketing, suddenlyyefenerican executive
noticed a large screen, color screen cameraphone with wekdsrand media player. Moreover, the
prevalent thought wasWow. | want one of thoseAnd the next thought wd¥Vhy can't my business
be on it?"

So after the launch of the iPhone, suddenly every IT ingdestecutive, every TV industry
boss, every Hollywood mogul, every print baron, every gaming oegektc, woke up to the potential
of cellphones. To illustrate how the North American datlielecoms industry compares to the rest of
the world, and to help discover regions where the cutting edgélaading edge of the industry
currently exists, | end the book with an analysis of twhators have caused North America to fall
behind in this rapidly growing industry.

Seventh of the Mass Media

This book looks at the cellphone emerging as the Seventh Mabe Media. Print was the first, five
hundred years ago. At the turn of the century around 1900ad/¢hhee "new" mass media in short
succession, with recordings the second, cinema the thirdaaiol the fourth mass media channel.
Then around 1950 we had TV emerge as the fifth. Then @9, the internet appeared as the sixth.
Now around 2000 mobile (the cellphone) appears as the lagesgwbnth mass media channel.

It is not the dumb little brother of the internet, nag tumb tiny screen version of TV. Yes,
the cellphone is small, but it has attributes that makesti@erior mediumn many ways and a
dominating media chann@l the three most important factors - reach, audiescaracy and money.

| like to say that mobile as the 7th mass media chaisre, different from the internet, as TV
is from radio. TV overtook radio almost totally as thedominant media channel, replicating all
previously existing radio content, and then adding counthese content types and formats not
possible on radio. Now we face a similar situation withbite taking over from the internet - and very
shortly will become the predominant interactive media, cephg most that exists on the internet, and
creating already today numerous media formats that tdenceplicated on the internet. Early in the
book, | go to considerable detail to explain exactly why tHipluene is as powerful as a media
channel, can it truly be more potent than the interhet®vote one chapter just to understand the
unique benefits of the cellphone as the seventh of the med&. | then show how we can build
magical new services for it.
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To sum up

The cellphone is certainly the most widely spread technologgreTare 20 times more cellphones
than Playstations; 30 times more cellphones than iPobisthe only universal gadget, and it has now
become the newest media channel. The first media contenttwelicellphones was music ten years
ago and today over 31% of all music sold worldwide is coeslion cellphones. Videogames were
the second category and over 20% of that industry has migm@tedllphones. TV, news, social
networking, even internet services are all now headed tadlighone, as the newest and most
prevalent mass media channel. Advertising is also headedeiphone screen near you.

It is not easy to build successful services for celf@s. You cannot just copy the internet or
other media and be guaranteed a success on the 7th of thevigldias However, by understanding
what makes the cellphone unique, and more powerful as aimedan any of the six legacy media;
that is how future media empires will be built. That isywve all need to understand the cellphone.
This is a book to help you on that journey. | will start byipgtthe big picture into context, with the
next chapter focusing on the numbers of this emerging giamstiryd At the end of each chapter | will
also showcase some example from leading innovators in thistigdsuch as Blyk, Flirtomatic,
Cyworld and SeeMeTV. For those wondering is the cellphondevias a media channel, consider
these words from the former Director General of the BBfeg Dyke,"The time is coming where all
the traditional broadcast shows will be available on your mobile phone."

FIRST OPINIONS ON THE BOOK:

“Tomi's book takes us through the changes and opportunities in this newgetweorld of voice,
data and broadcast media. With fascinating examples from around theheddsis out the potential
for an industry that could become one of the largest in the world. Amylomés interested in the
future of mobile should read this book.”

Colin Crawford, Executive VP InteractividG Communications USA

“Tomi Ahonen is the most thoughtful commentator on the mobile industrthdory that mobile is a
new mass media is spot on.”

Mark Curtis, CECFlirtomatic UK

Author of Distraction: Being Human in a Digital Age

"Tomi has built a compelling story not just of how the mobile platfeithevolve, but how the other 6
media platforms will ultimately be part of the 7th mobile platfdmother words, he demonstrates the
fundamental shift from 'mobile communications’ to 'personalized coroatianis' and in the long
run, to 'all personalized transctions and interactions' and that thisemtompass all elements of the
value chain from research and awareness building to sales, marketouygbion, service and
lifecycle. Welcome to the world of the segment and segmearts ofistomer. Bravo, Tomi."

Garrett Johnston, Chief Marketing OfficeédTS Russia

---- THIS EXCERPT PDF FILE MAY BE FREELY FORWARDED ----
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Case Study 2
from the UK

Flirtomatic

Flirtomatic is a UK based flirting and dating serviesgitable on cellphones and the internet, which was
developed by Fjord. It launched in May 2006. Much of Flirteens predictable in concepts similar
from dating/flirting online services. It has user profiledéth pictures, and the chance to send messages
across to other Flirtomatic users. Where Flirtomatic daebeyond the traditional online services is in
its new business and service concepts built around the 7th Mags dfiadnel.

One of the features of Flirtomatic is the virtual gift, whietiudes anything from virtual roses to
virtual champagne to the virtual kiss (yes, virtuakkis...). These are paid for by "Flirt Points", a virtua
money system, which can be topped up by cellphone users ngitiygn SMS payments as well as
other payment methods.

There is a strong emotional and communication elemethitwirtual gifts, so for example there
is the animated graphic of a girl smiling and twirlindia. This is a clear suggestion of the fun to
follow, from the woman sending that animation to the manny@man) of her choice. These kinds of
gifts are all charged either to the user, or offeredsgionsorship deals, such as L'Oreal sponsoring the
virtual Big Wet Kiss.

Another money-making feature is built around the persotimizaJsers get to rate their flirting
partners and obviously some pairings will yield badeesi. Flirtomatic allows its members to remove
a bad rating, but at a premium cost.

The service has taken the auction-based advertising idea fromeGvwgbrds and developed a
Flirtomatic version of that idea. Members can bid for the tog sliothe opening page, to be the "First
Face" featured Flirtomatic member of the hour. These areoaadti The current rate will cost about 8
UK Pounds (16 US dollars) to gain six hours on the Flirtomatic opguaigg as their First Face to
generate flirting contacts. Flirtomatic has brought not only useergéed ads to cellphone based dating
and flirting, but also auctioned personal ads just like Google Adword

How is Flirtomatic doing? By the autumn of 2007 Flirtomatic had 80,000b@exn20,000 on
cellphones using its WAP service and the other 60,000 as web users.|phengelisers generated
more than twice as much traffic as the web users, and cellphersewere far more active, logging into
the site on average 8.5 times per day.

The best success story is the virtual Red Rose. During 2007 Flidaokl 3.5 million virtual
red roses to its 80,000 members, and generated £805,000 (US$1,710,000) in revenuewr3:6sedli
in the year? That is almost 10,000 roses per day out of a total userf bage80,000. Flirtomatic is
already one of the largest florists in Britain today.

With all the innovative revenue models Flirtomatic CEO Marki€arinounced in April 2007
that Flirtomatic was terminating its subscription fee altogetlas unnecessary!

FIRST OPINIONS ON THE BOOK:

"Tomi Ahonen's latest book adds to the wealth of insights he hastgitiee industry, and has useful
perceptions of how the Japanese market is evolving as it adjustfptoooels as a mass media
channel."

Ted Matsumoto, Executive Vice President and Chief Sjyatdficer, Softbank Japan

---- THIS EXCERPT PDF FILE MAY BE FREELY FORWARDED ----
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"The mobile will be the main device to enjoy radio and TV
programs anytime anywhere."
Yun-Joo Jung, CEO Korea Broadcasting Service

Chapter 4 - 7th Mass Media

And the fourth screen

We made a thorough case study of digital convergence from theesqes of the most advanced
information society with Jim O'Reilly in my fifth booplDigital Korea. In the book, we explored
various media heading to digital platforms and concludedthigaé will not be only one network or
medium. Much as | believe in the addictiveness, pervasivamessheer dominance of the cellphone,
still in our lifetimes we will tend to have multiple alepping networks and all seven of the mass
media. Just like TV did not kill off cinema, and radio dmt kill recordings, and the internet did not
extinguish the business of newspapers and magazines, so teellffleone will be more of an
additionalnew media, than the final end-state of all media.

Still, the cellphone will become the ever mgsezdominantmedia channel. It will be
cannibalizing elements from all previous of the mass medubil®as the newest mass media channel
is by far the least well understood. Nevertheless, makmisiake about it, mobile is not the dumb
little brother of the internet. In a way similar to how Tdbk over from its predecessor, radio, as the
dominant media of the late 20th century, mobile will soon take fowm the internet and emerge as
the dominant media of the early 21st century.

We have much to learn from the previous transitions wheewser media channel emerged.
Television came in the 1950s and it rapidly repurposed all of tmafe of content from radio.
However, newer content formats created for TV the nevestianwere not all able to migrate back to
radio (most game shows and reality TV would not work @loraand obviously music video without
video is only "plain old music" etc).

Similarly, everything we can do on the internet today, c&e also do on an advanced
cellphone today - not always as well obviously, but all bardone. Yet there are many types of
services that already exist on the newer media, mokale tannot be replicated on the PC based
internet (such as ringing tones
for example). To understand mobile as the 7th mass meatmehfully, we
need to start by examining the previous six mass media channels

A FIRST FIVE MEDIA ARE UNI-DIRECTIONAL

The first five of the mass media are mature, over 50 yedrsagh. Even the sixth media - the internet
- is well into its teens. So let's examine them akfbyj with a focus on each of the transitions from
the older media to the newer one.

First mass media channel: Print

The first mass media is print, which arrived with thimjong press. At about 500 years old, it gave us
first books, then pamphlets, then newspapers, and later magac. Early on, it was even the only
mass media for selling of music? Yes, before record{ngsords, tapes, digital MP3 files etc) and
radio, the only way to sell music was through the sheetotals - "sheet music” - that the musically
inclined could then play on their pianos at home. Now, fivedhed years and six newer media
channels later, print is still going strong. No mattet thidh almost every newer mass media there
were predictions that newspapers, magazines and books wsalgear.

Print introduced the concept of advertising for the massiandloreover, its format was a
buy-to-own model. Printed items are totally portable and éveugh much of the printing process has
been digitized, still almost all print material (on primass media, see recording and internet as
separate media below) is "analogue" or paper-based. Riningroduced the subscription model, in
particular for many magazine titles.
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( The Seven Mass Media

First Mass Media Channel - Print from the 1500s
Second Mass Media Channel - Recordings from 1900s
Third Mass Media Channel - Cinema from 1910s
Fourth Mass Media Channel - Radio from 1920s

Fifth Mass Media Channel - TV from 1950s

Sixth Mass Media Channel - Internet from 1990s

Seventh Mass Media Channel - Mobile from 2000s

Second mass media channel: Recordings

The second of the mass media appeared about 1890, as recormdgstlrecordings were music,
starting with "clay" records at 78 RPM (Revolutions Penltk) and later with LP (Long Playing)
record albums at 33 RPM and singles at 45 RPM. Early decaiso were used to sell speeches,
spoken books and comedy routines of comedians. Other analogudirrgauaterials appeared such
as open reel tape, c-cassette and cartridge/8-track. ‘skeites appeared to allow recording
television content and the sale and rental of movies. Tigital formats appeared for content on
computer disks, CDs and DVDs. Music shifted from vinyl to &l movies from videocassettes to
DVD.

Like print, recordings are also a "buy-to-own" media, althairghe are many rental services
as well, in particular for movies. Recordings are nahkerently portable as print, as you also need to
have a player for its given format, i.e. a CD player adiB listen to music today, or DVD player to
watch the movie, and Playstation or other gaming console forogégsees. Recordings soon
cannibalized much of the music from print, but not that muchhef content from books and
magazines, and nothing from news.

Recordings introduced a new type of media talent, theyatulhave a "pop music star" who
was not necessarily the writer of a song, but rather therpeef. Edith Piaff, Frank Sinatra, Elvis, the
Beatles etc built their worldwide following through the sadétheir recordings.

Looking at all recording formats (music, movies, computémsoe and videogaming) - the
total recording business is growing at very healthy rates) gnough individual elements, in particular
music recordings, especially on CD formats are shrinkbuging 2007, the DVD sales seemed to hit
a plateau for movies but still growing for TV series cont¥idleogames and PC software recordings
continued to grow strongly.

While some advertising existed on early recorded meda t@tay some ads appear inside
videogames and on DVDs, this media is not very strongly coneltciadvertising support.
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Was first "new media"

Note that about a hundred years ago, recordings wefiesthitnew media”. As
such, recordings were also able to totally cannibalizeegiqars media format. The sheet music sales
that were the only way to sell popular music through thee 1800s rapidly disappeared in the early
1900s as recordings (and later also radio) demolished thi®fpre music industry. Today, when
thinking about how the internet is cannibalizing newspaper contanbbile is cannibalizing music,
this is actually nothing new. Often a newer media wiltohgr its particular strengths, and previous
ways to deliver given content may well migrate to a newaslimchannel. We just need to understand
that it is part of being in the media business. More imptytarecordings did natlestroyprint, and
after
the advent of recordings, print has continued to grownasdustry.

Another fascinating side note was the emergence of one mediassing another media.
Songs on records became a topic of magazines (and even boak).pop magazines appeared in
most countries in the 1960s and 1970s as pop music artists bsteoles in all markets. Therefore,
the advent of a new media channel can spawn more contet$diona legacy medium.

439 million people bought newspapers globally in 2007.
Source: Deloitte Media Predictive Rport 2007

Third mass media channel: Cinema

The third of the mass media was cinema, from about 1918 wids the first "pay-per-view" format so
every time you viewed the movie (at the cinema) you had to geip.ar his was also the first "multi-

media"” format incorporating moving pictures and sound. ¢tukh be noted that with the early
technical limitations, movies themselves were silent, apiaaist would typically play the music

score of the movie as it played in the cinema. Eventuallyr@ngeveloped sound movies ("talkies")
to allow a richer sound experiences.

798 million, 24% of cellphone owners on mobile web in 2007
Source: Informa 2007

Cinema started to migrate the long-form stories of bawks the silver screen, eventually
having authors write directly to screenplays that nevereweleased as books, or that are only
released as books after the movie has become a succeswaGilse provided the first threat of a
newer media challenging an older one in the area of newse llate 1800s and early 1900s, the only
way to consume news media was via the newspaper. In the 1920s andtli®8dsma became the
weekly viewing place for "newsreels" - a kind of grandfafbewhat is television nightly news today.
While popular before the main feature of a night at the nspwiewsreels did not seriously cannibalize
news content from newspapers, which continued to grow imeinfle during this period.

The cinema introduced continuing storyline films i.e. thféhangers that were often released
on a weekly basis (precursor to today's soap operas). €iato produced the world's first global
celebrities starting with Charlie Chaplin. Cinema conteas consumed in large groups (i.e. not
privately). The advertising in cinema was shown befoeanhin feature started.

Many suggested cinema would be the end of printed bookso@te, nothing could be
further from the truth, the print industry has grown stgafdit most of the glory days of cinema and
much like recordings, cinema also spawned its own magaaiess own sections in the newspapers.
Many successful books and comic books were turned into moveswhere some movies were
original screenplays and became surprise hits, they in tere turned into books, magazines and



Excerpt from book  Mobileas 7th of the MassMedia By Tomi T Ahonen  copyright Futuretext 2008

comic books, such as recel@mes Bondnovies, which appear on cinema first, and are released as
books later.

Fourth mass media channel: Radio

The fourth mass media channel appeared also very close torteaessentially around 1920: radio.
This was the first broadcast media, where the consumpasra "streaming" concept. The listener did
not own the content and the listener could not replay itodk 50 years until about 1970 that
technology emerged for mass-market use to capture broadcastsape recordings, when Philips
introduced the c-cassette. Radio was mostly perswnednsumed in a small group, but almost from
the start, the format was portable, or mobile. Radiasted to appear in cars - this was the start of
Motorola for example. After the Second World War pergimortable pocket radios became possible
and popular with the use of transistors in the manufagfwf ever smaller radios.

Radio became a very serious outlet for news. Radio araredrama and comedy shows
including stories with continuing storylines. We know theesad soap operas on TV today. Families
would gather around the favorite broadcasts and listenhrgalVeather became a serious separate
content category, as did live sports that up to raditdcoot be delivered on any mass media. In some
countries, the radio broadcasts were paid for by radendes, in other countries paid for by
advertising, or a mixture of both.

Radio started to dominate other media - a pop musid aftis was favored by a radio DJ
would then become a hit on selling records. Thus ®mnitbsic industry very specifically there became
a close symbiotic relationship between radio airplayrendrd sales.

And again like recordings and cinema, radio spawnéet tjles that
focused on it. The BBCRadio Timeswas one of the famous publications that discussed what was to
be broadcast in the coming week and similar magazines agpeaak countries. Newspapers would
add pages with daily radio schedules.

While weather reports had been part of the newspaper pdtisty now also appeared on
radio. It did not kill off weather reports in newspapers

B TV AND THE INTERNET

The fifth mass media channel is the biggest and most dontmanr culture today: TV. Invented in

the 1930s but introduced to the mass-market in about 1950, TV didatigtintroduce anything new.

As we consider mobile as the 7th mass media channelsthiséry important point to understand.
Each of the first four mass media did introduce sometiévg but TV did not.

TV gave us nothing new

We had multimedia in the cinema, and broadcast in radialJlsSTV did, was to combine those two.
Nothing new as such. Even the business models of licenses,isidggfftom radio) and subscription
(from print) had been seen prior to television. Yet inespit not providing anything new, as TV
combined two very powerful media elements, the multimedia rexqgee of cinema with the
immediacy and reach of broadcast, TV soon came to donthr@teedia space.

TV is consumed in small groups at home with a few mesnbeour family or alone. TV is
mostly not portable (yes, pocket TV have existed for 25 yeatrsew actually own them, and even
fewer bother to carry them around).

Television was a monster at cannibalizing content f@raat stealing media audiences from
older media. TV soon took over totally the newsreels from cnleat radio and newspapers were able
to hang on to their news reporting. TV took over much ofithena series from radio, now called soap
operas, and more gradually many of the live sports bretgica

TV was at first only a "streaming" proposition - if ydid not see the show or episode on TV,
you missed it forever. It was not until the mid 1970s thatéheitdeo recording appeared pioneered by
Philips in Europe and then by Sony Betamax around the world.
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TVs, PCs, Internet and Cellphone Users
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TV discovered the power of the celebrity, and soon shows emtigegdromoted celebrity
(e.g. talk shows) and those that propelled normal peopetémporary celebrity status (e.g. game
shows, reality TV). TV reduced attention spans, cuttiragné series durations from two hours to 90
minutes to one hour; and making the 30-minute sitcom a standandtfdMusic TV (MTV) and
music videos cut the standard storyline length to about 3 mirQogginuing storyline soap operas
emerged killing the serial movie concept from cinema, an@varg most continuing storyline drama
from radio. After the advent of MTV music videos, suddenlydbienection between radio and music
recordings was severed, and MTV became the deciding factomusic artist's success.

Today, roughly half of the industry revenues are derivedh fadvertising and another half
from subscription fees. TV displaced radio as the dailyt me&levant media, and pushed radio to a
niche opportunity. Radio is listened to in the car, obaskground noise. TV also started to generate
content expansions into previous media - e.g. TV shows tumtedhovies (e.g. Mission Impossible,
Star Trek); TV shows turned into recordings (DVD collees); and a lot of further print content
relating to TV - in the UK, there are for example sev¥hrélated weekly listings magazines, similar
to the familiarTV Guide in the USA.

BBC TV and news anchors

A great lesson on the difficulty of transition from a legawedia to a newer one comes from the
transition from radio to TV. The early "services" on Ti\é.(programming formats) actually avoided
TV's particular strengths. For example, the BBC guidslime TV news broadcasters in the late
1940s and early 1950s were based on BBC radio's considerabteeezpeand reputation in radio.
The radio experts had said that news would probablgesdalso on the new TV format. So they
thought long and hard about how to make news a success on TVwEheyhinking with a radio
mindset. They knew that on radio, the listening audience ida#ifying with the familiar and
reassuringoiceof the news reader (or "news anchor" as we might know theégstription today).
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Media Production By Channel
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So the BBC guidelines said that TV news were allowetidavsmages of what the news item
was about, such as maps from the country, pictures of thepok involved, and any news film that
was recorded by any on-site news crews. However, in theldastit was expressly forbidden to
show the face of the person reading the news (i.e. news dntherprevailing thinking (from a radio
mindset) was that if TV viewers would see the news readiece while reading the news, the TV
viewer would be distracted by any emotions that the neader might display on television.

Isn't that quaint? It took about a decade until TV newsogered that viewers preferred to see
the news reader, and that the home viewers identified e#innéd to trust, and connected to seeing
the regular anchor every night on the news. Only after the aad¥e¢he modern TV news anchor
could we have such TV news super celebrities as CBS Watier Cronkite and Dan Rather or say
CNN's Larry King. It was only after TV learned to thibkyond radio that the concept of the "tele-
visual" TV celebrity could be discovered.

Today , TV is full of the kind of programming thateyhcannot do on radio. This all falls
under the broad category of "reality" shows. We want talseexpressions of our talk show hosts
like Oprah and Letterman and Conan, and their varioubraglguests on chat shows. We want to see
the faces of gamers and quiz masters on a game shdkeg people participating in any reality TV
"vote the player off the show" type of show like American Ithod, Apprentice, Big Brother, Survivor
Island, etc.

Sixth media channel is the internet

So enter the sixth mass media channel, the internet, in98@s. This is very young as a media
channel. Its most radical innovations were interactigearch and community/social networking.
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Media Consumption By Channel
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Recalling that TV offered nothing new, yet it grew to dwate the four older media, now
consider the internet with its three innovations. First,itihernet is inherently interactive. Not only
can we offer content to audiences, we can have the aediar@our content, comment on it, link to it,
blog about it. Then the internet has search. This isryap@werful ability, which makes the online
archives of major newspapers and magazines so much nejtg tean a stack of back-issues in a
bookshelf. Moreover, finally social networking, the communityehision. Everything from YouTube
to citizen journalism and Wikipedia, we can now collab®ranline and bring our audience to co-
create our media experience. Massively multiplayer gdike8Vorld of WarcrafiandLineage llhave
up to 20 million active users engaging with each other.

Inherently threatening

As a mass media, the internet was the first "new" maextia that was "inherently threatening" to all
five previously-existing mass media channels. The web cdidd equivalent content as all of the
other five previous media - we can read books, magazines@mspapers online; we can view
movies; we can listen to radio and podcasts; we can vievedrient in clips, video streaming and
IPTV; and yes, we can download the digital equivalenteodrdings e.g. MP3 files, MPEG movies,
computer software, videogames etc. In its short liferitermet has already moved rapidly into content
areas of each of the older established media, including $eargnaments, debates and even legal
actions about the legality of distributing content via thé.wkhese include music with Napster,
television with YouTube and printed books with Google.

Not all media are inherently threatening. Upon quick ofadiEm, it is easy to think that any
media can cannibalize previous media. We have seen gwfiom print to recordings, radio and
TV, news appear first in print, then in cinema, radio, Bxdand so forth. You might think that every
newer media can "automatically" cannibalize all older me#i@ually, none of the first five media
could offer all that their preceding media could provide. &ample you cannot deliver a dramatic
news picture, think Abu Ghraib prison pictures, from a newspa@ge, to listenergver radia You
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cannot sell a top 10 rock song through the cinema screan.caionot read a book you selected,
through broadcast TV (someone could read a book for you on Tthdiuould be the same book for
the whole nation at the same time). No previous media @ftéd all of the previous media contents
through its medium.

The internet is different. It is dinherent threat"'media channel as it can efficiently offer all
of the main content types of all of the previous five nmaedia. This is why the internet is so greatly a
concern to the existing media giants from newspapers to Tatto to the movies and so forth.

The internet is based on philosophies of freedom and sheemd collaboration. There are
subscription models and advertising revenues also but mosintatéree” and the revenues are
earned via advertising. In terms of content "ownershig$ & total hodgepodge, some stuff you can
own, others you should not and still others are very diffimuicapture to own. Nevertheless, with
interactivity and community/social networking innovations onvile®, opportunities emerged ranging
from citizen journalism toVNikipediato multiplayer gaming and virtual worlds, likeecond Life
Meanwhile search has allowed a replacement to readmglepedias and visiting the library. | will
be returning to the internet more in the chapter about théerioternet.

TV could not replicate all legacy media; had no new benefit
Source: SMLXL White Paper 2007

A final comment of relevance of the internet is itstcavhich is almost nothing to the media
content owner. You can become an internet service providewial costs compared to any of the
previous mass media; and to become a website or blogsite, yoat deally need more than your
connection. If you have free access say through tleal ibrary, you can become a web
publisher for totally free.

As to cannibalization, it is too early to make absoluteestants, remember the internet is less
than two decades old as a mass media channel, but thesigpdyare very strong that print and
recordings are strongly threatened by the web. Radio andr&\eeling the heat, TV in particular
with the new IP TV concepts. Movies are also increasifaging piracy and with faster broadband
speeds, the cannibalizing threats will no doubt only rise.

Mobile can replicate all legacy media; has 7 new benefits
Source: SMLXL White Paper 2007

C SEVENTH OF THE MASS MEDIA: MOBILE

So how of the 7th mass media channel? The cellphone wagicallyisonly a voice device for the
masses through the 1990s and only emerged as a mass mistik@nat1998. At ten years of age, the
youngest of the seven mass media, mobile is by far dis¢ lmderstood. It might be tempting to think
that with a tiny screen and a cumbersome limited keyiheedcellphone is somehow "lesser" than for
example the internet or TV as a media channel. That woeld hasty generalization. In reality,
mobile is a remarkably powerful mass media channel. Tikés to radio, soon so too the mobile will
be to the internet. That much more important as a nubdianel.

Mobile is also inherent threat

Similar to the introduction of the internet before it,bie is also an "inherent threat" mass media
channel. Yes, today the cellphone can replicate everythatgll previous six mass media can do. So
from an abilities point-of-view, cellphones can be at leastlisruptive as the internet has been so far.
You can consume newspapers, read magazine articles arsl(doak laugh, I'll give you an amazing
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case study from Japan later in the book), listen to rad podcasts, buy MP3 songs and video
games, watch TV, even watch whole movies on the phone. (Makiashipping the full movie version
of Mission Impossible 3 with its top-of-the-line N93 phone 2007; the movie works well on tbe 2.
inch screen)

Remember that for cannibalization the experieremd not be as goah the new media, only
that it ispossible Consider the quality of the experience. Take cinema ebr@ertainly, nobody can
deny that the typical Hollywood movie is better suited for conion at the cinema, rather than on a
TV screen, but all movies ever released have managedtisition to the TV screen. The experience
need not be as good, only that it is technically possitdecammercially feasible for migration to the
newer medium. Radio could not show movies, but TV could. Reaimot technically cannibalize
movies, but TV can.

Now let me return to the cellphone. So yes, any web cors@nbe consumed on the phone,
and the phone easily supercedes the interactivity of thebeebuse e-mail and IM Instant Messaging
are already available on cellphones, but SMS text messagihlyllS picture messaging are unique
to mobile. In 2007 with over 2.5 billion active users of SMS tagssaging, there are over twice as
many people using messaging on cellphones worldwide, thaniageamy kinds of messaging on the
internet. Similarly, search already exists on cellph@mekis used by over 10% of all cellphone users
worldwide. In addition, as to social networking or digital coumities as the third innovation of the
internet, yes those already exist on cellphones as wellv#isilustrate in a whole chapter dedicated
to mobile social networking later in this book.

D MOBILE HAS SEVEN UNIQUE BENEFITS

The power of the cellphone as a mass media channel startst$ reach, which | discussed in the
numbers chapter. That is only the beginning. The cellphasisasvery versatile as a media channel -
being digital, multimedia and interactive; with the abilitydiliver broadcast content. Mobile is also
only the second inherent threat media, capable of replicalirigat the previous six media can do -
even inherently threatening to the internet. It shoulddted that the opposite is not true that the

Cannibalization Threat by Media Channel

(Ability to cannibalize other media content )
Threatiobe KPrint Record'g Cinema Radio TV Internet Mobile )
cannibalized
Print Some No No No Yes Yes
Recording No No Some | No | Yes Yes
Cinema No Yes No Yes Yes Yes
Radio No Yes No Yes Yes Yes
TV No Yes | Some | No Yes Yes
Internet No No No No No Yes
Mobile No No No No No No
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internet cannot replicate all that the phone can do. Iy the cellphone as a mass media channel
introduces seven new benefits that do not exist on aryegbrtevious six mass media, including the
internet.

Unique Benefit 1 - The phone is the first truly persoal media.

Compared with the legacy mass media, all of which aaeeshor include consumption by groups,
cellphone content is consumed in private. A book, magazinewspaper is typically consumed in
private but can very well be shared after it has lbead by the first reader - many couples will split
a newspaper in the morning with the husband starting with theasspection, etc. Movies are

consumed in public. Radio and TV often consumed with othetiseimoom. Even the internet often

has others around a screen or at least people cag baswithin viewing range, such as parents
keeping an eye of what teenager kids are doing on the familgutemso at best, the internet is semi-
private.

Cellphone content is consumed almost totally in priva®.l said earlier, 63% of the
population does not share the phone even with one's spouse. Now daicar media content that is
dramatically more personalized than on legacy medaplain two in case studies in this book: Blyk
the UK based advertising funded telco and i-Channel the breaang “"ticker" service on NTT
DoCoMo's network in Japan using the idle screen of theheie.

( 7 Unigue Benefits of 7th Mass Media W

Cellphone is first personal mass media channel
Cellphone is permanently carried
Cellphone is always on

Only cellphone provides a built-in payment
channel

5. Cellphone is available at point of creative
Impulse, enabling user-generated content

6. Cellphone is first media with near-perfect
audience data

7. Only cellphone captures social context of media
consumption

h wbh PR

Sources: TomiAhonen Consulting,
AMF Ventures, Xtract, SMXL 2006-2008

Unique Benefit 2 - The phone is permanently carried.

The cellphone is within arm's reach of most users. A guwethe banking industry by Unisys, who
supplies banking computer systems, found that the average tialeest to report a lost wallet is 26
hours. However, the average time to report a lost cellpl®68 minutes. It takes us a day to notice
we have misplaced our wallet, but just over an hour and weeneg're without our phone. We cannot
imagine going through our day without our phone.



Excerpt from book  Mobileas 7th of the MassMedia By Tomi T Ahonen  copyright Futuretext 2008

And it is not just in our daytime. As | have said, 91%haf population keeps the phone within
arm's reach 24 hours a day, seven days a week. We steghevphone. As | often say, we do take
the phone to the bathroom with us.

Unique Benefit 3 - first always-on mass media

Beyond the device being upon our person at all times, the ceikilaork and phone allow it to be the
first mass media that is designed to be "always-on". Yesmght leave our TV set on all the time
and some even sleep with the TV still on, but televisionveasmtendedio be permanently on for the
viewers. Yes, we have 24-hour news, but the concept is thiane@anto CNN or Sky News or BBC
to catch up the latest up-to-the-minute news when we watbvever, the channel was not designed
to be consumed 24 hours a day by the home viewer. The cellghdifferent. It is designed to be
always-on. That is the only way it can receive the inboatld and SMS text messages (and emails if
it is a Blackberry) for us.

Why is this relevant? Now we have a mass media chahaélcan deliver news and
entertainment services, which capitalize on breaking stofiee scandal by the baseball player. A live
chase by the police. Alternatively, what is happening neality TV show, etc. There even are alert
services, which let you know when your favorite rock stes performing on radio etc. Only the
cellphone can deliver such breaking news services direcgiguiopocket.

Note that this is not the same benefit as permaneatiyied. We can carry our iPod
permanently, but it is not always connected. In additioncaveleave our home PC on, permanently
24 hours a day on our broadband connection ("always-on"), but that R& permanently carried.
Only the cellphone is both permanently carried, and ahsayd hus, these are two distinct benefits.

Unique Benefit 4 - built-in payment mechanism.

Perhaps the most powerful unique attribute separatinghoeles from the legacy media is money. On
mobile as the 7th mass media channel, you can directly hpagheents. No other media has a built-
in payment mechanism. You cannot point to a page on a newspapéaee the money deducted
from your bank account. On radio, you cannot somehow "grabraghsmission and make a payment.
Even on the internet, you have to subscribe to PayPabwaidpra credit card for payment.

On cellphones, however, the payment ability is built-in. Angkclany link, any content. If
the carrier enables the payment, or if the payment is habgllpdemium SMS services, all you need
to do is click, and the money is charged from your cellphoneuatcClick to buy. Just like buying a
ringing tone. Teenagers who do not qualify for credit cardgrablem. Pay for a Sprite at a vending
machine as in Poland, or a movie ticket as in England ornggals in Croatia or a ski lift ticket as in
Norway or public transportation as in Finland or anrarlicket as in Japan. Not just content bought
onto the phone. Already today, older media collect paymentsghrine phone. Habbo Hotel the web
online playground collects payments using premium SMS. TV sifimns Big Brother to American
Idol earn billions via SMS votes. Some gaming and chlalec&V channels earn 80% of their total
revenues from mobile payments.

Unique Benefit 5 - available at creative impulse

The media world is moving away from a uni-directional medipedence where professional
producers (Hollywood, Madison Avenue, etc) create the cbatehthen push it via media channels at
the audience. Today user-generated and co-created cansgmeading rapidly from original clips at
YouTube and pictures at Flickr to thReportnews clips and pictures sent to CNN. Amateurs and
semi-professionals are joining in media creation from blogwikis to citizen journalism such as
Ohmy News in South Korea.

For this new trend in media of user-generated contentatimeraphone is a critical tool. The
cameraphone is the only gadget that is always available poiieof creative inspiration, as we were
told by the author Tony Fish, the CEO of AMF Ventures.sMowhen the photo opportunity
emerges, our digital camera sits safely at home icatsera case. Nevertheless, the cameraphone
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(which is also our video recorder and podcast recorden) asir pocket, always at the ready to snap
images and clips when the mood hits us.

Unique Benefit 6 - most accurate customer information

The biggest impact specifically to media owners is that onlthe cellphone we know every time the
exact composition of our total audience, individually, exiijiccompletely and exactly. Not even on
the web do we have this level of precision and accuracy. Acsliemeasurements, media (and
advertising) targeting etc will be revolutionized! AMF Vares measured in 2007 the relative
audience information accuracy of three mass media. Ontfiay, found that only 1% of the total
audience information is captured. On the internet, about ¥G2adence information is captured, far
better than TV obviously. However, on cellphones, 90% of aadianformation is captured.
Dramatically better than anything else. Not perfectamsr insights, as some of us have multiple
phones and accounts, some phones are shared, etc, but bynfestreccurate. In addition, if we can
capture 90% of audience data, for any mass media thatgeaa as perfect audience activity data, if
the next-best media can only capture 10%.

Unique Benefit 7 - only the cellphone captures social cantt

All interactive media have the potential to capture ouitali¢potprint, what we do. Nevertheless, no
other media so accurately identifies every user in theanktthat we can also capture thecial
contexton cellphones. What is social context? It is measuring hat we do, butvith whomwe do it.
Therefore, if a user sends lots of text messages durengrbadcasts dfmerican ldo] to a set series
of other phone owners, and some of those others also vodeerican ldo] we can rather safely
deduct that our target person is watchimgerican ldo] even though that person never voted on the
show. We know it not because of his/her direct activity, buerdibcause of the social context.

The leading customer analytics company, Xtract, whichiafmes in social analytics, reports
that nearly three out of four consumer decisions weré¢ midsenced by recommendations of friends.
They have also measured that the 2% most influentialbees of a community will know personally
58% of the total group sharing that passion or interdss Kind of insight leads marketers to develop
a whole new dimension of customer insight, which Xtrads cadcial context. Xtract President Jouko
Ahvenainen explained in 2005:

Customer analytics is becoming a key competitive edge. Traditianetgmer analytics has
been focused too much on the past, looking at a rear-view mirrorntttienough to analyze
individual customer behavior, analysts must now learn to isolate the swmtisbrks among
the customer base, and start to market to the most influential gfrdlps. We now have to
learn to utlize the social context in marketing and personalization.

- Jouko Ahvenainen, President, Xtract

The kind of revolution that happened this decade, when theeétteroved from "web 1.0" or
single users consuming internet content mostly alone to "w@bwéth user-generated content and
shared experiences; we now will see in "data 1.0" abouirigkesiser consumption patterns to "data
2.0" where user information incorporates the patterns welisers, fans, colleagues, friends; the
social context of media consumption. This is the pot of.gold

With these seven benefits, the cellphone as a media chama¢lonly an inherent threat mass
media; it is annherently superiomass media. Remember that mobile is the youngest mass thedia
older sibling, the internet, is now demolishing existing indestfrom the media (music, gaming,
newspapers) to main street businesses (travel agencias, staiss) etc. Then consider that all you
can do on the internet, can also be done on the cellphone iaitekenow seven unique aspects to the
cellphone that cannot be replicated on the PC-based intéfioeeover from a media perspective,
if we have all existing media content, a far widEach, and add powers of near-perfect audience
information and the ability to enable payments; this idgrtherently superior media channel.
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Peak Times for Selected Media Activities 1
Usage peaks by UK consumers on weekdays
Radio Email Radio Web SMS
first first after browsing late
morning morning noon evening  night
Web _
browsing Email SMS TV
first after first prime
morning noon evening time

10 AM 12 noon 2 PM 10 PM

Source: Adapted from the Financial Times 30 October 2006

Some day soon - within about five years - most phones in nasmdithe world will be
equivalent in performance to the iPhone today (scresm data connection speed, etc) - look how
quickly all personal computers were more capable than igaalr Apple Macintosh computer. In
addition, in our world, when a new cellphone is automaticajyaced every 18 months, how quickly
will many people stop replacing the old family PC thatatybuses anymore. Moreover, recognize
that while today the iPhone or Nokia N95 may seem like an eXiyevatiable gadget, after two
generations and thus three years, they are the hand-me-dows ghareto 10-year-olds as their first
or second phones, when we buy "superphones" that are far monéu dareour own needs.

What of the small screen and lousy keypad

Yes, | hear that all the time. Again, on first glanitds easy to fall prey to the misconception that
cellphones would have "fatal flaws" due to the tiny screed poor keypad. These are not fatal
limitations by any means; and in both cases, thereaarenbre powerful benefits to outweigh the
screen and keypad; abilities that make the cellphone far suf@mrimedia consumption. The screen is
also in our pocket every day and we look at it more than pecéour, all waking hours, on average.
The keypad has less keys than a PC keyboard thatds liut the phone has also the camera - a
powerful scanner - which gives it far greater creativeiapdt power. | will expose the myth of these
"supposed deficits” of the screen and keypad in the chaptereating Magic for cellphone services.

As different from the internet as TV is from radio

With its seven unique benefits, mobile as a mass nob@dianel is as different from the internet as TV
is from radio. As TV was soon absorbing most of the cortentepts from radio, so soon as well,
cellphones will absorb most of the content from the intelifeiather services have already migrated
to cellphones, with more internet access to USA basatheeservices coming from cellphones than
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( Audience Data Accuracy by Media W

AMF Ventures measured the relative accuracies of measuring audience
data by the three major media channels, TV, internet and mobile in 2007
and found that:

On TV, the total audience data that 1%
can be captured is

On the internet, the total audience data 10%
that can be captured is

On mobile, the total audience data 90%
that can be captured is

Source: AMF Ventures 2007

personal computers as Telephia and Comscore reported immidev@006. Soon other web services
will follow.

Before long, as the content owners and application develdpam to create new, unique
content for mobile, a vast new media opportunity will egeerAs | will show in the music chapter
soon in this book, music on mobile is almost five timegdathan music on the internet. However,
most music on mobile is ringing tones, ringback tones, dmer atuch music services that would not
even work on the internet or on an iPod.

Much like on TV we have reality TV shows and musttees and the CNN ticker, these are
all broadcast TV innovations that would not work on rgdiar indeed, in the cinema). Yes, soon the
time will come when media content and services on cellghatlebe better than those on the internet
will be. In addition, if you travel to Japan or South Ko India - countries where the majority of
internet access is from cellphones already - that isake day. Content is formatted for the small
screen as a default, as that is the predominant adees®.

The Guardian newspaper reported on 24 May 2007 that the global value of paidnt on
mobile at 31 billion dollars was bigger than paid contememaes on the fixed wireline internet at 25
billion dollars worldwide. We have already passed the tippoigt. The younger media has passed its
older sibling in size. Moreover, earlier in this book, | tgtdi that mobile content revenues for 2007
reached 45 billion dollars worldwide. More devices, more uggmying faster; now already more
revenues. There is no going back.

Will not kill other media

| do need to make this point as well, please do not misuadersne. Like we saw before with the
emergence of newer media channels, the new medium will ihdh&iolder media. Therefore, this
book is not an argument that the phone wdillcbff older mass media like the internet; it will not. All
seven mass media will continue. However, what | stressy workshops, seminars and executive
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briefings all around the world, and at my short course®xdord University, is that mobile as the
Seventh of the Mass Media is the youngest, newest, masgdelning and most powerful. With seven
unique benefits that cannot be replicated on legacy mads&, not even efficiently on the internet.

Here is where we have enormous opportunities. As recardirepted global giants out of
EMI, Warner Music and Universal; and how Cinema createdotiom picture industry out of
Hollywood, Bollywood etc; each dawn of a new mass media chaasetrieated economic openings
for new companies to establish global positions. We sagaiin over the past ten years as the internet
spawned billion dollar giants out of Ebay, Google and Amazaw Me are facing the dawn of
another new industry. It will have its own creative andhiéal competences, unique to this medium,
as different as it is to edit a newspaper compared totufigea live TV news studio. New competences
will be needed and here the young, SMS-addicted Generation @fomunity youth will be in the
driver's seat for inventing and mastering the new require@ssioinal competences. | will devote two
chapters to these customers so we can start to "gethitoheads" in trying to deliver services to
satisfy them.

Mobile will bring about a new media ecosystem and beldegiounds for new giant
corporations of the next decade. Those companies will be undlerstanding mobile, its unique
benefits, and services, applications and media formatsivhatapitalize on the new areas, will be
built with the tools in this book. Most importantly, theeatual winners will not be those who only
copy the legacy media; one has to "create magic" as | shog e 6 M's mobile service creation
tool in the next chapter.

Only those who understand the power of mobile as the newesst media channel will be
able to share in its success. Just like those who underist@odctivity and search on the web, or
those who understood reality and celebrity on TV. | shouldtioe that even though we have six
newer rivals to it, the first mass media - print at 500 yeé#s still very healthy, and none of the seven
is seriously at risk of ending as a commercial opportuty.while the internet and the cellphone
show very powerful strengths to cannibalize areas of tlableshed five media, all seven mass media
will co-exist for a long time to come.

With that, it is clear that mobile is the only massdm channel capable of replicating each of
the previous six media, and mobile offers seven unique benefill become an increasingly
important media channel for all media content. Maurieeyl-the CEO of Publicis the world's second
largest media company, put it very well in 2006 when he 8aid couple of years, most of the
information you share, most of the advertising you read, most of 8sages you send, most of the
music you listen to will transit through your cell phone.”

FIRST OPINIONS ON THE BOOK:

"Tomi's latest book continues his deep insights into the mobile igdugdrprovides practical
examples of advanced media concepts utilizing the unique benefits I&f. incdon warmly
recommend this book for anyone who wants to deploy media concepts to mobile."

Jari Tammisto, CEO & Presidemobile Monday Global, Finland

“Tomi's latest book offers a deep comprehension into how advanced mgriet advertising
concepts can be built using mobile phones. His style of mixing oelal practical examples with the
latest customer insights and sound commercial data makes his boaktsaule in understanding
mobile in leading markets today.”

BJ Yang, CEQAIrCross South Korea
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executive advises Global 500 companies on their digital and teded
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Opinions of Tomi T Ahonen's fifth book
Digital Koreawith Jim O'Reilly
technology bestseller from 2007

ISBN (hardcover)

“Having been involved with the planning and implementation of the Biaradiand Telecoms™ |
revolution in Korea and internationally on Telecoms missions slraug, really impressed
how Tomi and Jim have captured the essence and achievementKafghdigital journey
from a range of cyber citizen, venture, corporate and Governpeggpectives. This book

Tomi T Ahoneit & Jim D,’ﬁem’i

really helps the reader understand what makes a winning Digitaystara within a Global context”
JaeHong Yoon, Senior Vice Presid&area TelecomSouth Korea

“For those of us working with the digital youth and struggling to unded the trends that are shaping our
digital futures this book is priceless. A lot of what wehanUK think of as futurology is actually already
happening in Korea. Packed with case studies and behavioural arthigsis a hugely rewarding read for
anyone needing to gain insights into how digital society may exowler here.

Peter Miles, CEOSubTV UK

“This book details the digital dreams of the Internet Repuibim convergence to robotics, from e-government
to the ubiquitous city. All in all, the book is an excellent sargrof what has been going on for the past few
years in Korea. The book comes highly recommended for anyone whdonfimdsout detailed information of
the digital revolution coming from the isolated Korean pena$ul

Book ReviewKorea | T Times August 2007 issue, South Korea

“I recommend this book as an insightful resource base foréae future concept creation, as the penetration
rates of broadband Internet, 3G mobile and digital TV reach thoSeinh Korea today.”
Karri Mikkonen, Director of Strategy,eliaSonera Group Sweden

“The book shows how intensely gamers become involved in virtulelsraoid multiplayer gaming
environments. The authors accurately describe how demanding thek®oeiim gaming environment has
become due to the skilled professional gamers.”

Alvin Yap, CEONexgen StudioSingapore

“Homo Sapiens have had it, Homo Digitus is the future. It is ofighthat Korea is a digital nation and the
most connected society in the world. The Hoiglktal Korea says that this country is now a giant laboratory that
is experimenting with the future of human life through the udegithl gadgets, bgi and small. The authors'
thesis is that the digitalization of humabn interaction will chaegery aspect of our lives.”

Book ReviewJoongAng Daily August 25, 2007 South Korea

“Having worked with, admired and continually been amazed at the station of the Korean telecoms sector,
Digital Korea goes a long way to uncover and explain some of the secrets sfitltess and how it could
influence digital futures internationally.”

Mark Newman, Chief Research Officémforma Telecoms and MediaUK

“The two authors of “Digital Korea” draw attention to the dynamic chaadaking place in Korea and
introduce readers to digital lifestyles that will be expaded around the world in the near future. The 12 case-
study reports are particularly useful to those who want to learn abotibilgéal Nirvana” in Korea. “ Digital
Korea” is a must-read book.”

Seong-ju Lee, Editor-in-ChidfelecomsKorea.com South Korea
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Opinions on Tomi T Ahonen's fourth book
Communities Dominate Brands with Alan Moore
the 2005 global bestselling hardcover book
already into its third printing

ISBN (hardcover) 0-9544327-3-8

"Although wary of another book claiming that the world has forever chahdede been won over by this
deeply impressive book. Packed full of statistics, exangplé case studies, the arguments are well supported
and persuasive. The authors provide a comprehensive exploratiue efrterging topic which is presently
unrivalled. Thought-provoking and practical, you will be hard predsdthd a more challenging marketing
book this year."

From official book review by UK Chartered hstitute of Marketing (CIM)

"While the new media do offer companies new opportunities to comiteuwitatheir customers, their
principal effect is to provide customers with many more wagsrafmunicating with each other. This book is
invaluable in predicting how the power to make and break brands witledar more with ordinary people than
with companies."
Rory Sutherland, Vice Chairman and Global Creativedior, OgilvyOne
UK

"This is an eye-opener with a key message essential farslmer centred enterprises. An excellent,
reassuring book! In 5 years time it will be called a classie-new bible for new marketeers."
Dr Axel Alber, Marketing DirectorMasterfoods Europe

"This book provides a comprehensive understanding as to why busird&samd customers will never be the
same again; where interrupting audiences and one-way flows of rimgrkeimmunications are things of the
past."

Rishad Tobaccowala, Chief Innovation Officeublicis Groupe Media USA

“The authors vividly illustrate the rapidly growing pomef digital communities with examples of real casheres
companies have achieved considerable business sumcbging creative and engaging customers.”
Harry Drnec, Managing Directéted Bull UK

"This book clearly identifies the significant issues facimgahdio-visual industry and the impact these have on
commercial broadcasting."
John Ranelagh, Vice Presidan{2 Norway

"All other books on marketing pale before this book on the 2hstrgeworld. This is the world of my children
rather than my parents. A must read. Written with verve antkexent. | can see neurons humming. | am
assigning it to my classes at University of California asguired text."

Professor Richard Rosdniversity of California Santa Barbara, USA

"The authors understand how living in a converging mobile world intesd threats to your business model
from a wide range of competitors, and then the book gives cereramples of how to survive. | recommend
you read this book."

Kazutomo Robert Hori, CEQybird Japan

"An absolute cast-iron must-read. If you have anything to do witketing, mobile, advertising or the media
this is essential reading. It's a wake-up call for anyone whik$ttioday is just like yesterday, just a little bit
faster. Read it and you WILL want to change the way your businesisfigtic

David Cushmarrojects Editor and Engagment Evangestap UK

"This is a great book with a key message for our business ahgagement. Consumers want a relationship
with companies and they want - indeed expect - to be treated withrérespect. This book has changed the
way we look at our business and our relationship with our customens Gé®d Book."

Rob Castle, Managing Directdorg UK
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mobile phones what Charlie Chaplin's movie "Modern Times" was to

the industrial revolution. Curtis puts it in very human terms and toudtones. | completely
recommend it."

- Tomi T Ahonen, Author and Consultant, Hong Kong
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