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Agenda

What is Social Networking?

Existing market landscape 

Who are the top players?

What are the opportunities for service providers and players 

in this new ecosystem? 

What options are available to marketers and brands to 

leverage community

Monetization models

Looking ahead



What is Social Networking?

Inception - PC

Why is it so hot ?

Â Primal need to belong

Â Avenue to express oneself

Â Media centric

Genres

Â Shutterbugs-Flickr

Â Schools-Classmates, myYearbook

Â Ethnic-AsianAve, BlackPlanet

Is it Generational?

Who are the Top Players?

Â MySpace

Â Facebook

Â YouTube
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Defining Terms

Mobile Social Networking:

The act of generating and sharing media 

content that ranges from a simple write-up to 

an elaborate video feed via a cell phone, 

enabling users to keep in touch with friends 

and establish connections with existing and 

potential users of the network. Members of the 

network are sometimes the producer as well 

as the consumer of the content.
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An Overview of the Existing Mobile Social Networking Market

Spurt in the usage of Mobile Social Networking sites in 2006-07

Encouraging research provides validation

Why is Wireless a Good Fit?
Á Mobility-òAlways Onò Status

Á Increases the stickiness factor

Á Instant gratification

Á 3G and GPS capable phones allow for better user experience and targeted advertising

Big fixed internet players migrate to the smaller screen
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An Overview of the Existing Mobile Social Networking Market

Current carrier -social networking site associations
Â AT&T-MySpace, Whrll

Â Sprint-MySpace, Sprint Lounge ,Jumbuck applications, mywaves, Whrll, LiveJournal, Rabble, Vox, 

and Xanga 

Â T-Mobile-MySpace(Sidekick), Facebook (Blackberry)

Â Verizon Wireless- YouTube, mywaves

Mobile only social networking sites
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An Overview of the Existing Mobile Social Networking Market

Internet companies and handset manufacturers join the fray

The rise of intermediaries results in new service genres
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Managed In-house

Microsft Exchange Users

Monetization

Most prevalent method : subscription fees and data charges

Advertisements

Â Word of mouth advertising

Â LBS phones

Â Right place and time

Â Data mining accuracy

Â Demographics

ï Prepaid market- AdInfuse, AdMob

Â Mobile MySpace

M-commerce

Â ShopText, AirG

Â Instant gratification

Â New sales outlet for marketers

Â Measurement tool
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Monetization

Accuracy, safety and privacy concerns

Â Consumer privacy

ïFacebook

Â Safe economic platforms

Â Block unfiltered user-generated content



Challenges
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Current challenges

ÁHigh data costs

ÁCustomer ownership

ÁTransient target group

ÁPrivacy concerns

http://images.google.com/imgres?imgurl=http://www.foocus.com/siteimages/Novelties/Warning-Challenges.jpg&imgrefurl=http://www.foocus.com/warningsign.html&h=582&w=450&sz=93&hl=en&start=2&um=1&tbnid=_K6UC-iK2CdZCM:&tbnh=134&tbnw=104&prev=/images%3Fq%3Dchallenges%26um%3D1%26hl%3Den
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Looking Ahead

Targeted advertising

Â Differentiate individual from the group

Â Impulse purchases

M-Commerce

Â Affiliate models

Vertical mobile social networking sites

Â LinkedIn

Heavier focus on user experience 

Open networks 
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In Summary

Mobile Social Networking is a force to reckon with

Carriers and marketers should quickly address concerns like privacy 

and safety

Upcoming 4G networks and media capable devices will make mobile 

advertising and M-Commerce ubiquitous

The increasing presence of technology companies will lead to 

consolidation and increase the competitiveness factor
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Competitive

Intelligence
levels the playing fieldé

Current Analysis is the only competitive research firm that provides 

solutions to improve your companyôsCompetitive Response

Competitive
Response

enables you to

Win.

For more information, please contactéDeepa Karthikeyan

Wireless Analyst

858-332-1903

dkarthikeyan@currentanalysis.com |  www.currentanalysis.com


