
Mobile Marketing
June 2007



Contents

• Introducing TigerSpike

• Overview of market dynamics in Australia

• Determining whether mobile is an appropriate communication 
channel

• Selecting from the available technologies

• How to best reach your target audience & applying the technologies 
within the context of a campaign or strategy

• Measuring your success



Who TigerSpike are

• A privately owned digital marketing services company 
founded in 2003

• Core business focuses
• Mobile Marketing 
• Mobile Advertising
• User Generated Content
• Web site/ Mobile site development
• Research & Development



A few current clients



Overview of market dynamics in Australia



Why does TigerSpike exist today?

In the US………

• As much as 25-30% of the $100bn spent each year on brand 
advertising will find its way onto the mobile screen.

In Australia………

• 97% handset penetration 

• 97% people use SMS frequently

• 70% people have a camera phone

• 70% have used the mobile internet for content or information



Evolution

• Dark Ages 
• Untargeted DM / Subscription services

• Modern Era 
• Delivery of branded content/ messages right place, right time
• Using mobile technology as an enabler for other media

• Future
• Mirroring of and further integration with online style services



Determining whether mobile is an appropriate 
communication channel



Reasons For Uptake

• Technical infrastructure
• 3G
• Data
• Internet growth limitations

• Industry awareness
• No training in this channel

• Consumer/ Behavioural trends



Behavioural Trends

If they had to 
choose, more than 

twice as many would 
keep their mobile 

rather than their TV

It takes 26 hours to 
report the loss of a 

wallet. With mobile, it 
takes 68 minutes

“Because I have a 
mobile, I expect to 

get what I want 
immediately”

63% would refuse to 
lend their mobile to a 

friend for the day

Source: Proximity worldwide 20 something study (Europe) 2004 



Understand the Consumer

• Understand what people use their phones for
• Mainstream SMS to reach everyone
• Added value services where appropriate

• Need to understand more about their consumer

• Consumers need constant stimulation and want to 
experience new things



Selecting from the technologies available



SMS

• SMS to enter competitions
• Location Based Services 
• SMS to trigger on-line interaction



MMS- Streetidol



MMS - Optus  AFL Photo Mosaic



Mobile (WAP) Sites



JAVA Games/ Applications



How to best reach your target audience and 
apply those technologies within the context of a 
campaign or strategy



3 Pointers

• Enable other media
• Use a range of solutions to reach everyone
• On-deck vs Off-deck



Measuring success



Campaign Effectiveness

• Objectives
• Innovation/ PR
• Brand equity
• Financial

• Return on Investment
• Making other media more effective or 
• Stand alone channel 



Reporting Tools

• Client access
• Moderation
• Live Reporting
• Integrate mobile & web 

stats



Summary

• Acknowledge that the opportunity to connect 
with consumers via mobile is here now

• Adopt the SPIKE philosophy
• Set the Strategy
• Produce the idea
• Ideal technology
• Keep it supported
• Evaluate post promotion


