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Too high a
price to pay?

Is advertising-funded content a sideshow that impecunious teens love but
adults with disposable cash shun, or is it the beginning of the end for the
monetisation of content in the mobile market? Mark Dye reports.

Depmding upen which side of the
fence you are sitting, advertising
these days is either seen as clever,
irritating or intrusive. In the mobile
market things have changed
significantly. Last year Universal
Music launched Spiral Frog, a service
that provides users with tracks from
its catalogue for free providing users
apree to accept advertising.

Sounds great doesn'tit? Well,
there are a few catches. The content
can't be shared, doesn’t work on
Apple computers or iPods — which
account for 70-80% of the MFP3 player
market - and is limited solely to
Universal’s back catalogue, Other
organisations are also piloting free,
advertising-funded content in the
garnes, wallpapers, video and music
sectors too.

But do consumers warit
adwvertising funded content or s it
just a passing fad? Well, according to
Tecent research conducted by the
British internet
Company (BiBC), more than half of
those questicned would prefer to
watch advertising and get the content
for free, rather than paying for
content without advertising,

Paul Hague, managing directer of
BiBC believes that consumers want
their video downloads to replicate the
advertising funded model of TV,
“Consurners want the benefit of free
content, the success of YouTube
proves that, but increasingly are
beceming fed up of the poor quality
and range of content available,” he
said. "Advertising funded content
ticks all the boxes, It works with TV,
why shouldn't it work with
downloads?™

"Where audience drculation
figures are dropping and internet
advertising and pop ups can be seen
as a nuisance this is one form of
advertising that is set to boom," adds
Hague. “There is a captive and willing
audience and there is every sign to
show [mobile] will become as freely
accepted as TV advertising. Everyone
wins, except the companies that den't
jump on the bandwagon fast enough.”

Eran Wyler, CEO and founder of
InfoGin believes that several issues
must be resolved before mobile
advertising can establish itself as a
viable medium. These include things
like business models and revenue

share, the type, length and frequency

of ads and consumer attitudes,

“Operators will have towalk a
fine line between maximising the
revenue potential of advertising,
while at the same time not risk
alienating subscribers and increasing
chum by dang s0,” he said.
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With this in mind Wler asserts
that they must quickly adopta
strategy for mobile advertising,
despite the fact that the
advertisements will end up being very
small on a mobile device's screen.

He also believes that size doesn't
necessarily matter, pointing to the
success Google has enjoyed with its
tiny spensored links, which generate
billions of dollars a year.

Furthermore, he says, if mobile
users can eventually access Web
content for no fee, with operator







