
it’s slow. It’s cumbersome. Still,
the mobile web, now accessible to
70% of the nation’s 220 million cell-
phone users, literally offers the in-
ternet in the palm of a consumer’s
hand—and an opportunity for mar-
keters to put their hands right in that
consumer’s pocket.

Publishers, marketers, mobile-
commerce companies and even a
growing group of bloggers are build-
ing websites heavy on text and light
on simple graphics for quick loading
on the mobile phone, whose connec-
tion speeds are akin to dial-up con-
nections in the web’s early days.

FORGET THE PAST
“Forget everything you thought
you knew about the PC web—mo-
bile is different,” said Louis Gump,
VP-mobile at Weather Channel In-
teractive. 

Mobile websites are often called
WAP sites, short for Wireless Appli-
cation Protocol, and can be either
“on deck” or “off deck.” On deck
refers to the first page consumers see
when they go onto the mobile web.
This page is controlled by the wire-
less carrier, which has deals with fea-
tured content providers, such as
CNN for news or ESPN for sports.
Off deck refers to pages consumers
can access directly; these have no ties
with carriers but are often more te-
dious to peruse than on-deck pages.

Mr. Gump advises marketers to
overcome the temptation to put too
many things on a page. “Think of
how to write a short letter vs. a long
letter. It takes a lot more discipline
and thought,” he said. For con-
sumers, having to scroll on the small
screen can be irritating. 

And as for requiring additional
clicks—forget it. “The quicker you
get to the destination, the better the
experience,” said Boris Fridman,
CEO of Crisp Wireless, which man-
ages 130 mobile sites. What are the
key ingredients?  “Ultimately what
makes a great mobile site is content:
news, sports and entertainment,” he
said.

Many marketers have limited
their pages to simple landing pages
to back up specific promotions.
Burger King was the first fast feeder
to set up a permanent mobile-web
presence; traffic has increased steadi-
ly since it launched almost a year
ago, said Tia Lang, manager media

and interactive. Monthly
visitors range from
100,000 to 150,000 a
month, she added. 

GOOGLE LOOMS LARGE
One of Ms. Lang’s chal-
lenges is to get consumers
to the site. And for all the
differences between the
PC and mobile webs,
things such as Google
keyword ads perform well
on both. “We have found
it a really effective way to
drive people to our site,”
she said. Branded terms
purchased on Google,
such as “Burger King” or

“Whoppers,” saw a click-through
rate of 2.95%, while nonbranded
terms such as “fast food” or “cheese-
burger” didn’t do as well, bringing
the overall BK average to an 0.98%
click-through rate. Additionally,
messages at the top of a mobile-web
page are 10 times more likely to be
clicked than information at the bot-
tom, according to Jeremy De Bonet,
CEO, Skyward Mobile. 

Some of the biggest obstacles to
mobile-web growth are in the hands
of the wireless-service providers:
specifically the slow rollout of high-
speed data service and the relatively
high fees consumers must pay to ac-
cess the mobile web. Only T-Mobile,
with its $5.99 monthly plan, is get-
ting the pricing right, according to
Jill Aldort, senior analyst, Yankee
Group, whose most recent study
found 7% of mobile-phone sub-
scribers are using the mobile web.
Often, she said, “the plans are clum-
sy, confusing and expensive.”
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The dominant business model for internet companies is ad-
supported revenue. But that’s not the only option, as Apple’s iTunes
has made clear. More and more, people are paying for ad-free
options, and some sites are having tremendous success charging
for premium content and services, helping diversify revenue
streams for internet companies. So what kind of content and
services make people most willing to open their wallets? A wide
range—including games, anti-spam and anti-virus
services, entertainment content, adult content,
and dating and financial services.

In fact, almost 20% of internet users have
paid fees for content or services other than
their access to the internet—this has more
than doubled in the past four years. Men, a
difficult demo to reach with
advertising, appear more willing to
pay for content and services than
women, by almost 2 to 1. The 25-
to-54 demo tends to be less
price-conscious. 

Paid content booms online
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WHAT IT IS: Text and
ye shall receive. Mozes is
an SMS self-service
marketing platform by
which anyone can
create a marketing
message, promotion or
giveaway built around a
keyword. When people
text Mozes (66937) and
type in that keyword,
they will receive the text
message you’ve
designated. The
collective group of
texters is your “mob.”
COST: First keyword is

free; additional words are
$5 each a month.

WHO’S USING IT:So far,
musical artists and their
fans, from established
ones such as Hinder and
50 Cent to up-and-
comers such as Boys Like
Girls and Plain White T’s,
who use their names as
keywords to keep in touch
with fans. Irv Remedios,
Mozes’ VP-products and
marketing, wouldn’t say
how many users or bands
have signed up, but said

the numbers have almost
doubled every month for
the past three to six
months. Mozes is testing
marketing ideas with a
handful of brands. Still
unknown: whether
consumers will accept
SMS ads.

BIZ MODEL:Creating
interactive, customized
marketing campaigns is
the main source of
revenue. Mozes offers
levels of service from
small-band or self-

managed-consumer
messaging to more
complex programs with
multiple messages and
keywords. There’s also
SMS revenue sharing
from carriers,
advertising on the
website and possible
mobile ads.

WHY YOU SHOULD
CARE: SMS marketing
consists mostly of one-
way input by consumers
who vote or deliver
opinions to marketers. A

service like Mozes could
allow marketers to create
connections and
databases of fans thanks
to two-way information
relay. “A lot of advertisers
are trying to connect with
the consumers who are
using our application
right now, mostly the 18-
to-24-year-old college-
age crowd,” Mr.
Remedios said. “The
sweet spot is in how we
transition from bands to
brands.” 

-BETH SNYDER BULIK

Media Morph: 
Mozes

More on AdAge.comYour source for news and analysis on
emerging and converging digital media.
This is need-to-know information on
mobile marketing, social media,
interactive TV and gaming. Sign up at
AdAge.com/digital. 

■ AOL and Pointroll strike
agreement on exclusive
rich-media formats 

■ Why Nokia, a handset com-
pany, is entering the mobile-
ad goldrush

WHOLLY MOZES: Plain White T’s
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MOST COMMON TYPES OF PAID CONTENT ONLINE 

Source: Magid Media Futures. Survey of 1,840 online Americans ages 12 to 64




