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This presentation contains forward looking statements. 

Such statements are based on our current expectations 
and are subject to certain risks and uncertainties that 
could negatively affect our business. 

Please read our earnings reports and our most recent 
annual report for a better understanding of these risks and 
uncertainties.
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Executive summary

Ericsson is excellerating the advertising efforts by 
increasing the telecom technology share in the value 
chain
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Online

Mobile 

IPTV

TV

Radio

Outdoor

Digital

New s-
papers

Magazin
es

Cinema

Advertising market addressable for technology enabler

~475 billion 
USD

~40 billion 
USD

~10,5 billion 
USD

Zoom on relevant markets

Global 
advertising 

market

Digital 
Advertising 

spend

8% 26%

Messaging

Mobile surf ing (WEB /
WAP through mobile
device)
Search

Applications and
games

Mobile TV and VoD

Web surfing through
mobile braodband

IPTV

Addressable 
market - Full value 

potential for 
telecom technology 

enabler

Digital advertising 
spent relevant for 

technology enabler

CAGR 08-14: 
3%

CAGR 08-14: 
12%

Advertising market breakdown 2008

Through 
mobile device: 

2,7 billion

Through 
computer: 
7,8 billion

Sources: Various external sources and Ericsson internal

Through TV: 
0,01 billion
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Digital Advertising Value Chain

Targeting Solution
Providers

Market Places

Content 
Publishers

Telco customer base 
SMS/MMS

Ad Sales 
Organisations

Ad Networks

Ad 
ServersMedia 

Agencies
Device 
Players

Telecom
OperatorsAdvertisers

~10%Web share of 
advertiser spent: ~20-30% ~2-3% ~60-70% 0%

~30-40% ~5-12% ~60-70%

0%

Mobile share of 
advertiser spent:

Digital Advertising value chain and value distribution

The value distribution of the digital advertising value chain is today 
centered around sales and publishing
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CPM rates are holding steady, but are expected to drop 

 over time as the advertising market matures.
The CPM levels 

 variation across 

 regions seems 

 to occur due to 

 the market 

 maturity in 

 terms of ARPU 

 levels.

Typical CPM for Mobile 

 Advertising in USA = $15‐$30

Germany ‐

 
Vodafone $77

Germany – O2 $123

UK – O2 $20‐$40

What is the CPM rate?



© Ericsson AB 2009 2009-06-307

Mobile Advertising study
The main objectives of the study

Understand consumers’ attitudes to and 
expectations on mobile advertising

Understand the media and advertising 
industry’s view on mobile advertising

Understand the compliance with 
consumers’ attitudes/expectations and the 
industry’s views and strategic aims

Stockholm

Hong Kong

London

New Delhi

Buenos Aires

New York

Interviews with 
media and advertising Industry

Focus groups and 
In depth interviews with Consumers

Ericsson ConsumerLab Mobile Advertising study 2009
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Mobile Advertising 
- from Skeptical to Positive reaction

Spontaneous reaction
based on today’s experience

SKEPTICAL

Relevance
Control
Agreement
Immediate value
Uncomplicated
No cost

Interesting information
Positive surprise 

Convenient
Entertaining

Exclusive
Save money

Imposed
Intrusive
Disturbing
Irrelevant
Costly

..it will be POSITIVE

But with the consumers
requirements
in place..

Today, mobile advertising awakens 
mostly negative attitudes...

...but has a strong potential to become a 
positive consumer experience

Ericsson ConsumerLab Mobile Advertising study 2009
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The aim of the Industry

CONSUMER TARGETING
CONSUMER AND MEDIA ACTIVATION
CONSUMER ENGAGEMENT

Lack of metrics
Lack of global standards
The operators
Limited inventory
The unavailable “USP” of the mobile channel
Handset limitations
Immature brands
Lack of best practice cases
The media agency business model

The aim of the Mobile 
marketing industry is to use the 
Mobile channel for..

..there are a number of barriers 
to overcome

BUT….

“Admittedly, in the long term 
future, the mobile is by far the 
strongest channel. The problem 
is no one has figured out how.”

Henry Wood, Profero

Ericsson ConsumerLab Mobile Advertising study 2009

http://www.flickr.com/photos/grobledo/2996712505/
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The channel development paradox

The professional market 
understands the channel, but 
don’t prioritize it

The channel can only develop if 
the professional market really 
utilizes it

P 
A 
R 
A 
D 
O 
X

...all the while the “cowboys” are ruining 
the consumer experience

Ericsson ConsumerLab Mobile Advertising study 2009
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Key to success
THE OPERATORS THE MEDIA AGENCIES

Control the consumer today Control the budgets today

Should the operators move first and 
open up access to their networks and 
customer base to mobile advertising, 
thereby releasing much of the 
potential in the channel...

...or should the media agencies 
go first by “showing the money” to 
make mobile advertising an 
attractive source of revenue to the 
operators?

Who should be the first mover?

Ericsson ConsumerLab Mobile Advertising study 2009
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Key to success

ACTIVATE

THE OPERATORS THE MEDIA AGENCIES

DIALOGUE

ESTABLISH THE CATEGORY

Operators and media agencies need to enter the market simultaneously

Release the potential of mobile advertising

Ericsson ConsumerLab Mobile Advertising study 2009
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To make it happen
Ensure consumer acceptance Remove industry barriers

ACTIVATE

THE OPERATORS MEDIA AGENCIES

DIALOGUE

ESTABLISH THE CATEGORY

Are ads 
ok? 

Yes
No

Type?

SMS
MMS

Banner

Category

Sports
Beauty
Music

Ads per 
day?

1
3 
5

by fulfilling the Consumer 
requirements
Hygiene factors
Agreement
Control
Relevance
Immediate value
Uncomplicated

Brand

Activate the targeting potential

and

O
pt

-in

Ericsson ConsumerLab Mobile Advertising study 2009
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Revenues

It is all about Relevance and Reach

Delivering the right 
content in the right 
context to the right 
person

Targeted and 
personal, but not 
intrusive

Reach as many 
people as possible

Across media, 
platforms, service,  
devices and 
territories

Relevance Reach
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Reach users with relevant advertising
Media Buyers

$$

Inventory
WAP Mob TVSMS/MMS

?

1

Orchestration

Operator X

SMS MMS WAP GW Mob TV

ONE interface 

Publishers

Media 
Buyers

Multi-publishers 

Ericsson Ad Orchestrator 
Enablers and Enhancers

2

Operator X
Operator Y

Operator Z

ONE interface

Media 
Buyers

Brokering

Ericsson Ad Broker

3

Multiple operators 

http://images.google.com/imgres?imgurl=http://www.boomer5.com/images/bmw-logo.jpg&imgrefurl=http://amir4.blogspot.com/feeds/posts/default&h=379&w=382&sz=56&hl=en&start=5&sig2=zt5N1Jnu5VUgGvoBoBiYjQ&tbnid=XHZOC3U23t66lM:&tbnh=141&tbnw=142&ei=VhroRq-QMomQwAGxvKDcBQ&prev=/images?q=bmw'&gbv=2&svnum=10&hl=en&sa=G
http://images.google.de/imgres?imgurl=http://www.perret-ag.ch/adidas-logo.jpg&imgrefurl=http://www.perret-ag.ch/dieuhren.htm&h=188&w=250&sz=14&hl=de&start=16&tbnid=gjn8HeQ-A5-ahM:&tbnh=83&tbnw=111&prev=/images?q=logo+adidas&svnum=10&hl=de&lr=lang_de|lang_en&rls=GGLG,GGLG:2006-15,GGLG:de&sa=N
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Meeting the advertising industry needs 
- The partnership program

30+30+
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Q & A
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