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Such tools and technologies lay the ground-
work for mobile campaigns that are more
engaging and effective than the initial efforts
deployed by brands, agencies and mobile
operators. While those campaigns bombarded
consumers with blanket messages, today’s focus
is on harnessing segmentation, location and
a deeper understanding of what individual
customers do on their cell phone — deliver-
ing the right advertising message to the right
consumer under the right circumstances.

The ability to deliver personalized mobile
advertising opens doors to both new revenue
streams and an influx of customer privacy con-
cerns. However, studies show consumers are
willing to receive mobile advertising if the
offers are relevant to their personal tastes and
requirements. A survey of 1,500 consumers in
the U.K. aged 11 to 20 conducted in January
2007 by Q Research, a London-based market-
research firm, found that 71% of respondents
would welcome relevant mobile-advertising
messages. Anything else is considered spam.

The end-game is literally about delivering
consumers a message they are unlikely to refuse
because it is so well aligned with their demo-
graphic and so in-tune with their interests, says
John du Pre Gauntt, senior analyst for mobile
with eMarketer, a market research and trend
analysis firm headquartered in New York. “But
first, the industry has to tackle some funda-
mental issues over the next two to three years,
such as who owns the customer information and
how location [of the user] is baked into mobile
marketing,” Mr. Gauntt cautions. “If companies
are to deliver relevant advertising — as opposed
to spam — to users on their mobile, then sort-
ing this out sooner than later is critical.”

The contest at the moment is between the
mobile operators, who own the customer data
through their direct billing relationship, and the
many mobile companies, search engine providers,
brands, advertising agencies and vendors who
also want to connect with the customer. “All

parties agree that better targeting must happen,
given the personal nature of mobile phones,”
Mr. Gauntt adds. But it remains unclear who
will control the analytics and how customer data
will be used to improve ad targeting while
respecting privacy.

The stakes are high. In his newly released
mobile-advertising report, Mr. Gauntt fore-
casts that world-wide spending on mobile
advertising will reach $19 billion in 2012,
from $2.6 billion last year. This figure includes
spending by advertisers in three broad areas:
text-based marketing campaigns; display or
banner advertisements on the mobile Internet;
and mobile search.

One company defining the mobile-
advertising industry is Millennial Media, a
cross-platform mobile-advertising company
based in Baltimore, which delivers advertis-
ing messages to mobile consumers, providing
advertisers an audience for the ads and a site
to show them on, and employing various tar-
geting capabilities to deliver the right ad to
the right person. The company recently
announced that MLB Advanced Media (the
interactive media and Internet company of
Major League Baseball), has become the lat-
est top-tier content publisher to join its growing
mobile-advertising network platform.

According to Paul Palmieri, Millennial
Media CEO, mobile display ads are by far
the crowd-pleaser, in part because the format
works on all phones and captures consumers’

attention. “It [the format] is the most suc-
cessful. About five times as many people are
interacting [clicking on the content in the
ad] with mobile display ads than are with
mobile video or even mobile search ads.”

These image banners deliver even better
results if they are combined with “call-to-action”
text links that offer more than information
when a consumer clicks on them, Mr. Palmieri
says. “Wrapping in a contest, promotion, game
or a downloadable piece of content with the
mobile-advertising message brings an even
more engaging element to the campaign.”

Recently, a major automotive manufac-
turer ran a mobile banner campaign across
the Millennial Media network for six weeks,
after which Millennial Media engaged a third-
party company to analyze its effectiveness.
“What’s significant about the automotive study
results is that we’re seeing as much as a 32%
increase in categories such as “Brand Message
Association” [where the consumers could
associate the advertising message with the
brand] from the control group,” Mr. Palmieri
explains. “These are phenomenal results.”

Chetan Sharma, who, together with Joe
Herzog and Victor Melfi, has written the
just-released book, “Mobile Advertising: Super-
charge Your Brand in the Exploding Wireless
Market,” says there is cause for cautious
optimism in the industry. While business and
technical innovations are coming together to
“make mobile media and advertising a sus-

tainable, vibrant and scalable industry,” there are
nonetheless significant hurdles to be overcome.

“Fragmentation is the biggest enemy of the
mobile-advertising industry,” Mr. Sharma says.
For one, mobile is a device with thousands of
permutations and combinations of operating
systems, features and configurations. In contrast,
broadcast companies need only display their
ads on a single, standard device: the television
set. To complicate matters, mobile operators
each have their own set of subscribers and their
rules on which ads can appear on their decks.

But an increasing number of brands can
and do bypass the carrier deck to present their
marketing message directly to consumers with
some extremely positive results. Mr. Sharma’s
book documents a series of case studies “that
point to the unparalleled reach of the mobile
medium compared to others.” For example, a
recent campaign by Coca-Cola and AdMob, a
San Mateo, Calif-based company that facilitates
mobile-advertising campaigns by connecting
brands with mobile publishers, reached con-
sumers across 125 countries.

Another issue the industry must tackle soon
is measurement. Currently, there are several
ambitious efforts under way, spearheaded by
organizations such as the Mobile Marketing
Association, based in Denver, Colo., and the
Interactive Advertising Bureau in New York.
But these efforts must be consolidated to
present a unified data and metric front to the
world of agencies and brand marketers, says
Mr. Sharma. “Until this happens, the indus-
try risks stalling out in early takeoff, or worse,
in mid-air,” he adds.

A more subtle and sure-fire approach, how-
ever, may be to promote items on the basis of
what consumers have bought or browsed before
on their cell phones.This is the modus operandi
of Xiam Technologies, a Dublin, Ireland-
based provider of targeted advertising, content
discovery and recommendations solutions for
communications providers. Put simply, Xiam
effectively intuits consumer preferences from
data — including billing information, mobile
browsing logs and purchase history — to
deliver users a variety of related content includ-
ing news, images, wallpapers, video clips, games,
as well as targeted mobile advertising.

“It’s all about enabling operators and serv-
ice providers to create a holistic view of the
consumer and respond with a well-rounded
offer of content they’re bound to like and
relevant mobile advertising to match,” notes
Colm Healy, Xiam CEO. To date, the serv-
ice is being tested by one mobile operator
and a formal launch is expected soon.

S P E C I A L A D V E R T I S I N G S E C T I O N
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By Peggy Anne Salz

Personalized promotions: sending the right ads to your phone

T he advance of the mobile Inter-

net, the emergence of mobile

search services and the debut of full-

feature mobile devices have created

new and lucrative opportunities for

mobile advertising — presenting

consumers with interactive and

personalized promotions on the fly.
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those taken with the index funds.
Position limits on speculators, in some

commodities specified by CFTC rules
and in others by the exchanges, are gen-
erally quite liberal. For example, the posi-
tion limit on wheat traded on the Chi-
cago Board of Trade is set at 6,500 con-
tracts. At an approximate value of
$60,000 worth of wheat per contract, a
speculator could command as much as
$390 million of wheat and still not exceed
the limit.

But at least one index fund that does
trade the organized commodity markets
directly and must therefore abide by the
rules—Power-Shares DB Multi-Sector
Commodity Trust (DBA)—recently in-
formed investors that it was bumping up
against position limits and therefore
would change its strategy.

No such information is available from
individual swaps dealers. But based on
CFTC data on their total position in a
commodity like wheat, together with the
fact that only four dealers account for
70% of all the trading from the ISDA, it
is quite clear that if the exemption were
ever rescinded, the dealers’ trading in
these markets would no longer be viable.

Speculators also use the older commod-

ity pools, whose position is likewise
tracked on the charts. The pools, open to
sophisticated investors, are flexible
enough to sell short as well as buy long
and are subject to position limits.
But since they are generally
trend-followers, they will almost
always go long in bull markets.
Through most of the recent pe-
riod, then, the pools have been
adding to the price distortions
caused by the index funds. Add
the pools’ bets to those of the in-
dex funds, and speculative money
forms 58% of all bullish positions.

To get a further idea of the
impact of these speculative
bets, Barron’s asked Briese to
measure them against produc-
tion in the underlying markets.
He calculates that in soybeans,
the index funds have effectively
bought 36.6% of the domestic
2007 crop, and that if you add
the commodity pools, the figure
climbs to 59.1%. In wheat, the
figures are even higher—62.3% for the
index funds alone, and the figure jumps
to a whopping 83.6% if you add the
pools. Betting against them as never be-

fore are the commercials, who deal in
the physical commodity.

The CFTC provides these figures on in-
dex trading for only 10 commodities. Why

are such major commodities as crude oil,
gold, and copper excluded? The agency’s
rationale, which even certain insiders ques-
tion, is that it would be hard to get reliable

information on these other commodities
from the swaps dealers.

What might finally trigger the
bursting of the commodities bub-
ble?

One possible trigger was cited
in a Barron’s interview with Carl
Weinberg of High Frequency Eco-
nomics, published last week. Wein-
berg anticipated a break “some
time this year” in industrial com-
modities, including crude oil, cop-
per and natural gas once there is
news of “even the slightest slow-
down in the Chinese economy,” the
country whose insatiable demand,
together with that of India, has
been a rallying cry of the bullish
speculators. When industrial com-
modities prove vulnerable, specula-
tive money could start fleeing agri-
cultural commodities, also.

Société Générale analyst Albert
Edwards goes much further. Based
on his view that the “Commodity

bubble is nonsense on stilts,” Edwards holds
the “very strong conviction that before the
end of this year, commodity prices…will be
unraveling.” He believes the triggering

Analyst Steve Briese sees heavy short-selling by pros.
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It will always be a legend. It just no longer has to be a dream.

The Cayman. Leases for $650 per month.

Every Porsche Cayman is born of a racing legacy that spans nearly 60 years and over 28,000 victories. Its mid-mounted
engine translates into incredible balance and response. Forged by the harsh tests of the racetrack, its pedigree is only
matched by its everyday driveability. This is no ordinary car. This is the stuff of legends. Porsche. There is no substitute.

Contact us at 1-800-PORSCHE or porscheusa.com. ©2008 Porsche Cars North America, Inc. Porsche recommends seat belt usage and observance of all traffic laws at all times.

Actual lease price determined by your Authorized Porsche Dealer, your payments may vary. Closed-end lease offered to qualified
lessees with approved credit by Porsche Financial Services, Inc. through participating dealers through 4/30/2008. Estimated payments
based upon MSRP of $51,390 for a Model Year 2008 Cayman with the following options: Preferred Package (which includes Wheel
Caps with Colored Crest, Self-dim Mirrors and Rain Sensor, Sound Package Plus, Heated Seats, Floor Mats in Interior Color). Price
excludes destination charge, title, taxes, registration, license fees, insurance, and maintenance. Lease payments of $649.96 for
36 months=$23,398.56 based on capitalized cost of $47,965.00. Total due at signing $4,819.96 (first month’s payment, acquisition
fee of $745, and capitalized cost reduction of $3,425). At lease end, lessee pays excess wear, $.30/mile over 30,000 miles and $350
termination fee. Purchase option at lease end $32,375.70 plus taxes. Specific vehicles and options are subject to availability and
your price may vary. See participating dealers for details. For your nearest dealer, call 1-800-Porsche or visit www.porscheusa.com.

2008 CAYMAN LEASE

$650/MONTH

36MTHS

$4,820 due at lease signing

Excludes destination charge,
tax, title, and license fees.
No security deposit required.

Giant killers.
Spyders.
Philosophers.

Experience every
amazing story.
porscheusa.com/legends
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