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Executive Summary
Mobile advertising can be a new business idea for any mobile 
operator. In the concept of Mobile Advertising, the network 
operator can play the role to act like a medium for advertisement. 
As is the case for a TV channel & a newspaper, a mobile can be 
thought of as a prospective and direct medium for the advertisers 
to reach and sell their product. One TV channel or a newspaper 
can be shared by many people, whereas at a time one mobile is 
shared by only one person. This personalization characteristic 
gives Mobile Advertising to be the most promising advertisement 
medium. Giving an advertisement to any TV channel or in a daily 
newspaper it is not possible to claim how many people actually 
view the advertisement and so comes the hit rate. But of course 
if there is no technical problem then when a mobile promotion 
finishes the advertisers of course will know how many people 
actually viewed their ad. So from the advertisers’ viewpoint 
Mobile Advertising will be more quantifiable.
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I. Introduction
A recent report by Gartner says that India’s active mobile 
connections will exceed 900 million by 2016, which translates to 
72% penetration. According to TRAI in January 2012 the number 
of active mobile connections in India reached 659.99 million and 
the total mobile subscriber base stands at 903.72 million. The 
ARPU (Average Revenue Per User) is also at an all-time high at 
USD 40 (It is still just one-third the ARPU in China).
Revenue generated by mobile VAS was INR 122 billion, as on 
March 2011. It is estimated to reach INR 482 billion by 2015, 
according to a study conducted by Deloitte. Mobile advertising is 
also on the rise and mobile apps offer a great platform for targeted 
advertising. Location and interest based in-app advertising has 
become common place now. The Deloitte study also revealed 
that the number of mobile advertisements served in India is the 
highest.
Mobile advertising is coming of age. In many ways, it has been 
driven by the sheer force of the consumer’s insatiable appetite 
for all things mobile. More to the point, mobile is becoming a 
substantially more capable vehicle for driving brand awareness, 
affinity and purchases. 
Advertisers see this pattern taking shape, but there is still a 
disconnect between the avid mobile consumer and potential 
advertising dollars. This is caused by several factors, including 
the sufficient difference between mobile and standard web. Similar 
to the relationship between offline and online, it simply takes time 
to adjust to a new market, and credibly, there have been gaps in 
the mobile ad ecosystem that one can expect in any earlier stage 
market.

A. Mobile Advertising in 2012
Demand and Liquidity Is Increasing. • 
Location-Based Advertising Is Taking Flight.• 
Real-Time Bidding (RTB) Creates Powerful Mutual Value • 

for Buyers and Sellers.
Rich Media Is Dramatically Enhancing Ad Quality and • 
Consumer Engagement.
Now The Mobile Private Exchange Is Catalyzing Premium • 
Publishers and Developers.

II. Mobile Ad and Marketing Forecast – Growing Media 
Sector:
Total US mobile and social media revenues—including business 
and consumer content, access, and advertising and marketing—
reached $45.38 billion in 2011, up 30.2% from a year earlier, 
according to new data from PQ Media. Among three broad 
categories of mobile and social media revenues—mobile 
advertising and marketing, mobile content and access, and online 
social media—mobile advertising and marketing was fastest-
growing sector in 2011, expanding 53.7% year over year to $3.39 
billion with the ad segment soaring 60.9% and the marketing 
segment expanding 46.2% during the year. 

Fig. 1: Mobile, Social Revenue

Mobile content and access was by far the largest industry • 
sector in 2011 with revenues of $39.17 billion, up 27.8%. Of 
that $39.17 billion, the business segment accounted for 58% 
of the total and the consumer segment accounted for 42%. 
Online social media was the smallest sector of mobile and • 
social media during the year, reaching $2.83 billion in 
revenues, but the category grew at a very strong 42.1% year 
over year. Within the online social media category, social 
networking was the largest and fastest-growing segment by 
far, increasing 45.9%, to $2.28 billion in 2011.
From 2006 to 2011, mobile and social media revenue rose at • 
a compound annual growth rate of 28.7%. 

III. Mobile, Social Market Share
Together, mobile and social media accounted for 4.1% of the overall 
communications industry revenues in 2011, up from only 1.3% 
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in 2006. Among the 44 mobile and social media revenue streams 
studied, 11 exceeded $1 billion in 2011, and 23 are expected to 
do so by the end of 2016, according to PQ Media.
Total US mobile and social media revenues—including consumer 
and business access, content, advertising and marketing—is 
expected to grow 30.8% year over year in 2012 on higher business 
and consumer demand.
"The mobile media sector alone reached the $1 billion revenue 
mark faster than any communications industry in history in 2008, 
taking only five years compared with 16 for the Internet," said 
Patrick Quinn, CEO of PQ Media.
"Mobile will also reach the $100 billion mark in 2015 faster 
than any other communications industry, driven by several key 
growth drivers, including strong growth in overall mobile device 
penetration, the transition to smartphones and tablets, the torrent 
of new mobile content launches, and the continued growth of 
consumer and business time spent with mobile media".

Fig. 2: Mobile & Social Media Revenue Forecast 2012-16

IV. The Key Trends in Mobile Advertising for India in 
2012
The Indian telecom sector is among the fastest growing global 
markets and has also witnessed an explosion with respect to the 
launch of innovative cost effective feature phones. Hitherto, 
Internet browsing was the most basic characteristic available 
on such devices, but going forward we will see feature phones 
becoming even smarter. For instance, many handset manufacturers 
are launching devices directed at mass audiences in emerging 
markets who can avail of many more entertainment options than 
just accessing the web. These handset manufacturers are also 
expected to bundle popular applications such as Foursquare, 
WhatsApp, Angry birds, Flickr, Orkut and RenRen into these 
phones; which was until now the prerogative of smart phone users 
solely. The ‘Asha’ range of S40 feature phones by Nokia which 
is to be released by January 2012, and new launches by Spice are 
some examples of this trend. Internet-enabled, dual sim phones 
which according to IDC currently hold 30% of the market, are 
also witnessing an uptick in the market. Hence, the potential for 
mobile advertising in both feature as well as smart phones will 
continue to rise.

V. Mobile Internet Users will be Twice of PC Internet 
Users by the end of 2012
Vodafone India which currently enjoys a market share of close 
to 19%, released a report in September 2011 stating the telco’s 
current data customer base at about 27.5 million; up 142% year 
on year. Extrapolating from this figure, we can estimate the total 
mobile internet user base at currently close to 100 million. Given 
this explosive growth rate, the number of mobile internet users is 
expected to be twice as that of PC internet user by end of 2012. 
Mobiles devices will dominate the future of internet and data 
services because accessing it through the mobile form factor is 
more convenient, as compared to PCs. This is a key trend in India 
and other emerging markets and it will also be instrumental in 
attracting advertisers to start opening their purse strings towards 
high impact mobile advertising.

VI. Apps become Key to Mobile Advertising
In-app spending by advertisers in the United States and western 
Europe, where there is a high concentration of smartphones owned 
by affluent consumers, is set to overtake spending on display ads 
on mobile websites this year, research firm Strategy Analytics 
says.
The economy in apps, many of which are free, has taken time 
to establish itself since Apple first launched the App Store for 
the iPhone in 2007. Google also has a thriving app store for its 
Android phones.
At first it seemed that most developers would have a hard time 
making enough money from their small software programs, 
which were made for anything from playing games to checking 
the weather or recognizing songs.
But advertisers are now increasingly using them to reach the 
consumers of those apps. Strategy Analytics estimates that 
advertisers will spend $2.9 billion on in-app advertising this year, 
while consumers will spend $26.1 billion buying them.
The number of apps downloaded globally is expected to grow 38 
percent to more than 32 billion this year.
"Advertisers chase eyeballs, so the fact that brands spend more 
on in-app advertising than the mobile Web is a clear sign that 
apps are what consumers are glued to for an increasing range of 
activities," said David MacQueen, the firm's director of wireless 
media strategies.
In less affluent economies, consumers tend to use more basic 
phones that may not have access to app stores, but browse the 
Web instead.
Figures from InMobi, the world's largest independent mobile 
ad network, confirm that mobile advertising is taking off, after 
grappling for years with the small screen size and perceived 
invasions of privacy on phones.
In a report to be published on Monday, InMobi says the number 
of ads seen by consumers on mobile phones grew 21 percent in 
January-March over the previous quarter to 283 billion.

 
Fig. 3: Mobile App - Advertisings



IJCST Vol. 3, ISSue 2, AprIl - June 2012ISSN : 0976-8491 (Online)  |  ISSN : 2229-4333 (Print)

w w w . i j c s t . c o m InternatIonal Journal of Computer SCIenCe and teChnology 949

VII. Embracing Advertising Across All Mobile Devices - 
Feature Phones, Smart Phones and Tablets
When advertisers look to advertise in mobile devices, they consider 
three major factors: 

Extensive reach for mainstream brands1. 
Engagement for specially created brand specific 2. 
applications  
Targeting high net worth individuals for brands catering to 3. 
such audiences 

Each of these above mentioned scenarios is facilitated by a 
different type of mobile device. While the reach is provided by 
feature phones, there is higher engagement through tablets while 
HNIs can be targeted through smart phones. The point to note 
therefore is that we will see that advertisers start considering all 
these three devices types while charting out mobile advertising 
strategies because of the specificity that each of them lends. Given 
the explosive growth rate of mobile internet usage, there is a 
massive potential for advertisers to include the mobile medium 
as part of their marketing mix to achieve targeted and impactful 
campaigns.

A. Ad funded Mobile TV apps will gain traction

Fig. 4: Smartphone  App - Advertisings

Early 2011 ushered a new era in the telecom history of India with 
the 3G rollout in India. Correspondingly, this brought about a new 
mobile consumption pattern amongst users with faster internet 
browsing, greater use of mobile applications and downloads, video 
streaming etc. One such beneficiary of the 3G rollout in 2012 is 
expected to be mobile TV applications which are currently at a 
nascent stage of usage.  The heightened demand of these Mobile 
TV apps will attract advertisers to this innovative medium. The 
way I envisage this model to evolve is that mobile TV applications 
as a medium will emerge as a good platform for advertising; 
resulting in a free usage model for viewers [9].

B. The Rise and Rise of the ‘Inde-Developer’
Over the last couple of years, there were few independent Indian 
developers who focused on their skill-sets and transformed into 
successful companies gaining traction with downloads generated 
from global app stores. A case in point being Twist Mobile, an 
independent developer became the first developer from South East 
Asia to get 15 million downloads on Ovi globally. In the interest 
of ecosystem building, companies such as Blackberry, Nokia etc. 
started conducting evangelist programs whereby they organized 
for such home-grown developer companies to meet with budding 
developers from Indian colleges to encourage them to join this 
burgeoning field of application/game development. This is creating 
a movement called the ‘Inde-developer’ (independent developer) 
which is differing from the traditional model restricted to companies 

(and not independent individuals) in the field of application/game 
development. What is positively fuelling this trend is a thriving 
downloads market globally. Therefore, we believe that 2012 will 
mark the steady rise of independent developers which will augur 
well for the mobile industry ecosystem per se.

C. Mobile Advertising and VAS- India
Last year September YourStory.in spoke to Badri Sanjeev, COO of 
Mauj Mobile and he said, “The next killer mobile VAS application 
can come from any service provider and not just the operator.” At 
that time the mobile app market was valued at INR 4.5 billion. 
Currently, the Indian market is witnessing mobile apps occupying 
the major chunk of the mobile VAS market, which was earlier 
dependent on mobile portals. [4, 9]

 
Fig. 5: Mobile Ad Spending - India

Revenue generated by mobile VAS was INR 122 billion, as on 
March 2011. It is estimated to reach INR 482 billion by 2015, 
according to a study conducted by Deloitte. Mobile advertising is 
also on the rise and mobile apps offer a great platform for targeted 
advertising. Location and interest based in-app advertising has 
become common place now. The Deloitte study also revealed 
that the number of mobile advertisements served in India is the 
highest [8].

 
Fig. 6: Mobile VAS Revenue - India

We want to provide you a look at what we feel is one of the best 
business opportunities on the planet today. We have designed an 
opportunity that requires low investment with high profit returns. 
We want you to have a business opportunity that has cutting edge 
products and services that thrive in the good and bad economic 
times our Nation is facing. We want this business to be a product 
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or service that is used by the masses. We want this business to 
be able to provide you an immediate profit payout that you can 
support your family with. And most important we are an action 
company so we want you to be in business making money quick. 
The Best part is that We Do What You Do! From our executives 
down we lead by example in the actual sales of our products and 
services. When we give you sales advice it's because we know 
what we are talking about. Pound for Pound our competition can't 
touch us because most of them have never been in the field selling 
their own services. Join us and lets get the job done! Our slogan 
is "Live in Five Minutes".

Fig. 7: Revenue Share of Data Services Provides

Mobile is new and hot. And it offers several business and money-
making opportunities in advertising and marketing. With more 
than 300 million cell phone users in the U.S. alone, the "mobile" 
media is poised to become the next evolution in marketing.
Finally, if you think about the mobile network as a mobile 
broadband network, then some cues from the internet regarding 
monetization can come into play.  Monetization of the internet 
is via advertising – that is, the portal, say Google, can charge for 
advertising depending on how many people are seeing the portal.  
This was the similar model for TV as well.  So for the mobile 
internet, it stands to reason that advertising can help monetize 
the mobile network. Going forward, video mobile value-added 
services will play an even bigger role.  As smartphones increase 
in popularity, with their larger screens, more computing power, 
and complex operating systems, video will definitely be utilized.  
Video-enablement of existing mobile value-added services, such 
as video SMS, video conferencing, video chat, or video ring-tones 
are a key part of this. 

VIII. A Guide to Mobile Advertising Networks 
Facts you need to know about mobile ad networks:

No ad network is dominant. This is still a very fragmented 1. 
market. There are more than a dozen mobile ad networks in 
the US alone.
No one really knows which ad networks are the biggest. Any 2. 
figures you read about market share or revenue are estimates 
(though IDC has made a good effort with the US market, 
despite lack of disclosure from most networks). And as we 
all know, size isn’t everything…
Mobile ad networks are not created alike. Choose a partner 3. 
(or a number of partners) that suits your requirements, target 

market, geography and budget.[1]
If you're new to mobile ad networks, perhaps start with this step-
by-step primer on picking a mobile ad network. Put the networks 
head-to-head on questions that matter to most to you: What’s the 
best mobile ad network for you?
Mobile Ad networks divided into three main categories, based 
on the business model. At one extreme there are blind networks 
(see definitions below), which mostly work on cost-per-click 
(CPC) basis; at the other extreme are those networks that focus 
on premium publishers, which mostly work on cost-per-thousand 
impressions, and then there are those in between. The 2012 version 
of this guide introduces two specialist categories to help advertisers 
that are searching for local advertising and affiliate or cost-per-
action (CPA) advertising.

IX. Conclusion
Mobile marketing is the most affordable and flexible mode of 
advertisement thus far. Businesses have the option of creating and 
personalizing their advertisements for very little or no money at 
all and then they can be launched to an audience of their choosing 
that is fully targeted. Mobile website design holds tremendous 
amounts of information, which includes demographics of the user 
which are utilized by businesses when their ads are being targeted. 
There are two main areas for the ad of a business to be featured, in 
web browsing or with apps. Both methods offer the business PPC 
or pay-per-click advertising, in which a business is charged only 
by the advertiser whenever a consumer clicks on the ad. This is 
incredibly beneficial to businesses as they only get charged when 
a customer is directed successfully to their website.
Mobile marketing is an outstanding method of building a 
remarkable list which could be utilized for loyalty marketing and 
the retention of customer in future campaigns. Unproblematic 
tracking: message delivery as well as responses could be tracked 
with systems which already exist, making this an outstanding 
tool for marketing.
The ground-breaking features of mobile marketing enable that 
possibility for a market that is a great deal larger to be reached 
by advertisers than through the traditional media. This makes 
the opportunities for larger profits and faster growth available to 
the advertisers. 
There are a number of benefits to mobile advertising that are 
multifaceted. To secure the future of your business venture, ensure 
that you take the time to gain knowledge about how this awesome 
opportunity can be incorporated in order to grow your profit line 
through the growth of your marketing database.
A study conducted by Juxt Consultants in 2011 revealed that only 
14 million mobile users access internet through their phone. With 
3G penetration slowly increasing and smartphone usage witnessing 
a spur mobile advertising is poised to scale greater heights. Mobile 
advertising presents advertisers with greater reach than most other 
mediums. Mobile marketing revenue has been steadily increasing. 
In 2010 revenue generated through mobile marketing was INR 
0.4 billion. In 2012 that has increased to INR 0.6 billion and is 
expected to reach over INR 1 billion by 2015.
The revenue that telecom companies earn from data services 
comprise just 12% of their total revenue, which is among the 
lowest in Asia. SMS is responsible for the biggest chunk of data 
revenue and is followed by music downloads and GPRS. A recent 
Edelweiss report says, “The biggest impact from the roll out of 
mobile broadband services would be on data services as it would 
attract new players, change role of existing players, transform 
existing revenue sharing models and proliferate new services. 
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Thus, the whole ecosystem comprising content aggregator, content 
owner, application and software developer and telecom operator 
will see a major shift in business models.”
There are 5.3 billion mobile subscribers around the world, meaning 
77% of the world’s population uses a phone. The majority of 
those users — 3.8 billion or 73% of the group — live in emerging 
economies.
Yet mobile advertising dollars spent around the world do not 
begin to compete with traditional platforms or Internet ads. As the 
Internet spreads throughout the developing world, it’s arriving on 
phones before traditional computers. Some 70% of Internet users 
in Egypt, 59% in India, 57% in South Africa, 50% in Ghana and 
44% in Indonesia get online via mobile phones alone.

References
[1] [Online] Available: http://mobithinking.com/mobile-ad-

network-guide 
[2] [Online] Available: http://smartphonewebcreator.com/

mobile-marketing-is-the-future-of-business-advertising/
[3] [Online] Available: http://www.poynter.org/latest-news/

business-news/transformation-tracker/135243/what-is-the-
future-of-mobile-advertising/ 

[4] [Online] Available: http://www.ericsson.com/ericsson/
corpinfo/publications/ericsson_business_review/
pdf/209/209_STRATEGTY_mobile_ads.pdf  

[5] [Online] Available: http://textcomedia.com/jobs/mobile-
marketing-business-opportunity

[6] 6. SVO9712, Mobile Advertising: New Revenue Earning 
Business Area for the operators, 2007, [Online] Available: 
http://mobiforge.com/developers/blog/mobile-advertising-
new-revenue-earning-business-area-operators

[7] [Online] Available: http://www.rediff.com/business/slide-
show/slide-show-1-will-3g-change-the-future-of-mobile-
advertising-in-india/20110203.htm 

[8] [Online] Available: http://articles.businessinsider.com/2011-
06-08/tech/30000683_1_mobile-ads-mobile-games-app-
store#ixzz1sUOMSDcF

[9] David Shedden,“What is the future of mobile advertising?” 
Jun 08, 2011, [Online] Available: http://textcomedia.com/
jobs/mobile-marketing-business-opportunity 

[10] Zoe Fox,“Why Mobile Ads in Emerging Markets are the 
Future”, Apr 11, 2012. [Online] Available: http://mashable.
com/2012/04/11/mobile-advertising-developing-world/ 

[11] [Online] Available: http://www.businessinsider.com/future-
of-mobile-experts-2011-6

[12] Jordan Brown, “Is Mobile Marketing Really the Future of 
Advertising?”, Oct 19, 2011, [Online] Available: http://
smallbiztechnology.com/archive/2011/10/is-mobile-
marketing-really-the-future-of-advertising.html/

[13] [Online] Available: http://mashable.com/2012/01/20/mobile-
marketing-2012/ 

[14] [Online] Available: http://www.marketingprofs.com/
charts/2012/7188/mobile-ad-and-marketing-now-the-
fastest-growing-media-sector 

[15] [Online] Available: http://gigaom.com/mobile/2012-the-
year-mobile-advertising-starts-to-pay-off/ 

[16] [Online] Available: http://www.indiadigitalreview.com/
article/key-trends-mobile-advertising-india-2012-dippak-
khurana-vservmobi 

[17] [Online] Available: http://www.marinsoftware.com/
resources/whitepapers/2012-mobile-advertising-report

[18] [Online] Available: http://www.businessinsider.com/event/
mobileadvertising-2012 

[19] Riddhi, “Mobile Advertising and VAS: The Next Big Thing?”, 
Apr 2012. [Online] Available: http://yourstory.in/2012/03/
mobile-advertising-and-vas-the-next-big-thing/

 
Uday Pratap received his MCA degree 
in Computer Science from IGNOU, 
Delhi, India in 2006, M. Phil. degree 
in Computer Science from Vinayka 
Missions University, Salem, T.N., India, 
in 2009, and EMBA with specialization 
in IT from NIMT, Delhi, India in 2009. 
Pursuing Ph.D. degree in Computer 
Science & Engineering from Singhania 
University, Rajasthan, India. He is 
working in area of Telecom-VAS since 

Aug’2004. His research interests include new ecosystems design, 
feasibility testing of business requirement. At present, He is 
engaged as business analyst with Infosys Ltd.


