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Abstract

Mobile phone usage among young Australians consinaegrow. However, newer

and more innovative rich media mobile services saslpersonal ring back tones,
mobile TV and location-based services have notdiftised amongst Australian

young consumers as rapidly as they did in counsigsh as Japan, South Korea,
Norway and Italy. This paper aims to identify amdlerstand the motivational factors
that influence the purchase of mobile phone contmbng young Australian

consumers using a qualitative methodology. Theirfigs show that young consumers
generally perceive the mobile phone as essentigaern life. The importance that
people attach to their phones as a communicatiohdoes not seem to transfer to
uses of the phone associated with the purchasingpofent. Indeed, our analysis
suggests that there is a high level of resistaageutchasing content for the mobile
phone because the mobile phone is generally noivedeas a media or an

entertainment channel. In spite of consumers’thesy to spend large amounts of
money on content, they are, in general, favourabbposed towards the idea of
downloading content. The findings provide valualngights that may influence the
further development of mobile services, and/orrttegketing strategies. Findings are,
however, relative to the maturity of the Australiamobile phone market at this
particular time. The factors identified in thisudy urge mobile application

developers, content aggregators, content ownerd, mabile telecommunication

companies to modify their revenue models.
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Introduction

Mobile data servicds(MDS) are heralded to create a tremendous spectfim

business opportunities. According to analysts,tralian consumers are expected to
increase their demand for mobile entertainment pexdonalisation content, which

includes mobile TV and video. Mobile data is forgicdo gain revenue share
increasingly, and to account for more than 24%edédommunications providers’

total revenue by 2010 (Informa 2006). Table 1 tlates a range of predictions
pertaining to MDS from various sources. Availabiedictions demonstrate that even
though the mobile portion of overall content revesiis still considered by some to be
just a “drop in the ocean”, mobile content is iragiagly viewed as a key driver for

growth in content revenues.

Table 1: Predictions for Global Mobile Content Market Growth

Prediction Sources Predictions

The International Data AUD$10.5 billion in Western Europe by 2008 for ringtones, games,

Corporation (IDC) video and music

The Yankee Group Wireless Data will account for AUD$65.6 over the next five years

PriceWaterhouseCoopers Over AUD$17.8 billion mobile data revenues in 2008 in Asia, Europe
and North America

Informa Telecoms and Media Global mobile entertainment market to reach AUD$55 billion by 2010

In particular, Australian operators are targeting youth market and prepaid users,
which as of 2005 constituted 55% of the markethwidbmpetitive pricing plans and a
greater selection of data services (Field 2006ivddrby the expanding technological
capabilities and performance of delivery platforrtige rapid uptake of broadband
technologies, and improved performance of hardwacesoftware, the emergence of
mobile networks as a new medium for the delivergreftive and interactive content
represents the beginning of a new age of persartaltainmentSome even predict
that mobiles phones will be the ‘fourth screenéafnovies, TV, and the PC and will
impact accordingly on how young consumers work @lagt (Markoff 2007).

As our study is focussed specifically on the Adgtramarket, it is appropriate to

provide some contextual information. Table 2 shimv® mobile data services were
charged in Australia in 2006. When comparing thst ®f mobile content, such as
images, ringtones, and games, to the cost of mabitemunication, such as sms and
voice calls, the former is generally perceived afatively high. Nevertheless,

analysts expect demand for mobile entertainment perdonalisation content by

Australian consumers to increase. In additionteatrevenue from 2.5G is expected
to weaken while 3G content revenue is expecteadtié annually between 2005 and
2009 (Netsize Guide 2006).

Table 2: Current Prices of Most Popular Mobile Content in Australia

Most Common End User Price (AUD$)
Min | Average | Max
Logos and images
Colour 3.0 4.0 6.6
Black and White 3.0 4.0 6.6

Ringtones

41n this study we were interested in the use of the mobile phone beyond voice calls and SMS. We thus use the
term ‘mobile data services’ in a somewhat generic and inclusive way to indicate all forms of content and
information accessed through the mobile phone.



True tones 4.0 5.0 6.6

Monophonic 3.0 4.0 6.6

Polyphonic 3.0 4.0 6.6
Games

Colour 5.0 6.6 10.0

Black and White 4.0 4.0 4.0
Video 5.0 6.0 10.0
Quiz/Contest 0.5 2.0 2.0
Chat 2.0 3.0 5.0
Vote 0.5 0.5 0.5
Information Services 0.3 0.5 0.7

Source: The Netsize Guide (2006 Edition)

Mobile phone penetration among young Australiartégh, with the LifeLounge
report estimating that only 1.3% of 16-29 year Aldstralians do not have a mobile
phone (Urbane Market Report 2006). Content sueingtones, logos, wallpapers
and screensavers is generally consumed by subscabed between 13 and 16,
whereas mobile games are purchased in greater msiipéhe 22- to 25-year-olds.
These results are confirmed in other surveys (B&5, world surveys 2006) which
also indicate that young Australians aged betwedeantl 24 are spending between
AUDS$3-7 on each type of content per month. Howex@ver and more innovative
rich media mobile services such as personal rie$f benes, mobile TV and location-
based services have not yet diffused amongst Aiastrgoung consumers as rapidly
as they did in countries such as Japan, South Kbleavay and Italy (see Table 3 for
a comparison of overall mobile phone penetrationssdifferent countries).

Table 3: Market Size of the Top 15 Countries in the World (Sorted by Number of Mobile Users)

Current Projected
Number of Mobile Users Penetration Penetration

Country in 2005 (in millions) (1) (2005) (%) (1) In 2010 (%) (3)
China 335 26 49
USA 194 65 79
Russia 116 80 nla
Japan 89 70 81
Germany 74 90 97
India 68 6 15

Italy 65 114 117

UK 65 114 111
France 46 76 87
Mexico 41 39 50
Spain 39 92 107
South 79 89
Korea 38

Poland 28 66 93
Australia 20 97 106
Netherlands 17 102 110

Source: (1): Netsize Guide 2006; (2): Informa Telecoms and Media

Why aren’t young Australian consumers embracingeh@obile content services as
much as consumers in other countries? Studiest® lthve identified a number of
external factors that provide some explanationst éxample, studies have focussed
on differences in lifestyle to account for the tiedaly high level of consumer
receptiveness in Asian markets to new ways of comsy multimedia content
(Bennett 2005, Cheong and Park 2005). In particutaore Asian consumers
commute daily on public transport. They are mdkely to use their mobile phones



for entertainment or personal productivity duringansport-bound downtimes.

Moreover, unlike Europe and North America, pen&rmatrates for personal

computers remain low in Asia (due in part to lirditeving space) and mobile devices
fill a void as the region’s multimedia terminal cfoice (Srivastava 2004; Choi and
Nailer 2005; McClure 2004).

Thus, it is well known that on the whole, Asian somers are more familiar and

more comfortable with the notion of using mobileophs as entertainment devices
compared to their European and North American capafts. In general, European
and North American consumers seek more informat@sed services. As a result,
European and North American consumers spend legs @n their mobile phones,

typically spending fewer than 15 minutes daily emtent services. However, beyond
these general findings, internal factors such asntlotivation to use and purchase
mobile content have not yet been studied in mudailderhese motivational and

experiential factors are important because the woes generally does not see the
underlying technology of an application, but rattiex ‘product-user interface’ (Low

2005). Although the company may own the technolmgy the product, the user owns
the experience. It is this experience that inflgsnthe market performance of the
product. Therefore, in this study we aimed to idgrand understand the motivational
factors that influence the purchase of mobile phmm#ent amongst young Australian
consumers. We utilised a qualitative methodologghaanalysis of group discussions
conducted with mobile phone users. The overakadbje of the study is to generate
a deeper understanding of the factors influencireguse of mobile phones beyond
voice calling and SMS.

Methodology

Driven by the ethos that a key determinant of adlpctis commercial success is the
end-user’'s experience and perception of that pripdue explore issues through the
eyes of the end-user. Thus, the methodology adapt¢his study is interpretive and
qualitative in nature. This means a focus on dguab understanding and insight
about perceptions of mobile phone content and #wtofs that influence content
usage amongst Australia young consumers.

An interpretive approach is concerned with seelamgnge of different perspectives,
in an effort to find common themes. It is concermath contributing rich insight and
revealing generalisabl@ncepts where, ideally, respondents are interviewed urdil
new insights are revealed (Klein & Myers, 1999; &hudt, 1998). Consistent with an
interpretive approach to research, the themes dicgprto which this report is
structured were not imposed on the data prior talyasis. Rather, the structure
emerged from the responses of the research panisiphemselves.

The study consisted of two stages. The first stagelved administering a short

guestionnaire covering the main aspects of molilenp usage. The results of this
survey were used to strategically select partidgpéor five discussion groups for the
second stage of the study. The survey consistétlqpfestions and took only a few
minutes to complete. The survey was posted on BieKSvebsite in May, 2005.

The second stage of the study involved sourcingigy@ants for five discussion
groups from the pool of individuals who had comgtetthe survey in Stage 1.



Individuals who had completed the survey were adath by phone or email and
invited to participate in discussion groups thatravesubsequently run in South
Australia in November and December, 2005. Indivisuaho participated in these
discussion groups were paid $40 for their time. Jinevey administered in Stage 1 of
the study was completed by 94 respondents. Of th8%eparticipated in the

discussion groups run for Stage 2 of the study.

Each of the discussion groups consisted of a pdatienix of participants. The main

dimension used for construction of the groups waether participants identified

themselves as users or non-users of mobile phamtertto According to this criterion,

two groups were designed to consist of only usars, exclusively of non-users, and
two mixed groups, with roughly equal proportions ugers and non-users. The
rationale behind this way of structuring the growpas not a comparative group
design; rather, the point was to create differantirenments that would facilitate

differences in group dynamics and, thus, a richetanf conversational contexts. In
addition, the sample of all group participants takegether consisted of individuals
representing a wide variety on the dimensions ofige, income, employment status,
approximate average monthly spend on mobile phand, preferred mobile phone
carrier. There was variation on these dimension®sacthe individual groups.

However, rather than detracting from the validityoar findings, this variation across
groups was deemed favourable, again, as it fostexgdtion in group dynamics and,
therefore, richness in data.

The discussion groups were audio and video recomiedl subsequently transcribed.
Finally, transcripts of the sessions were subjedted detailed thematic analysis
according to the topics of interest to this study.

Limitations of the study

As this study is based on an intensive, rather #maextensive research design (Sayer
2000), it is worthwhile explicating the nature ofge of our research claims. Our
sample selection for the focus groups was basebeoresults of a quantitative pilot
study in order to minimise sampling bias. Neverhs] the relatively small size of
our sample means that we are careful not to makmslregarding the relative
pervasiveness of the particular motivations andaeiag styles we identify in the
study. However, compared to the extensive, butivelsg simple designs usually
employed in surveys, our in-depth focus on conngdiie motivations underlying
content usage with other factors, such as the pexteole of the mobile phone in
individuals’ lives, allows us to make much more oful claims about how people
actually think about mobile content. Further stgdiéll be required to ascertain the
precise extent of some of the motivational pattevasdentify in this study

Results

Respondents’ profile



There was an almost even split between male andléeraspondents, with slightly
more females (53%). Most of the respondents wetngdsn 16 and 24 years of age
(60%). The precise age distribution of respondengsiown in Table 4.

Table 4. Age distribution of respondents

Age % of respondents
16-19 20.2
20-24 40.4
25-29 149
30-34 8.5
35-39 74
40-44 3.2
45-49 3.2
no response 2.1

Participants in the sample represented a rangetaiéss of employment. The
breakdown is illustrated in Table 5.

Table 5. Employment status

Employment Status % of respondents
Full time employed 20.2
Part time employed 18.1
Student 38.3
Unemployed 4.3
no response 19.1

Almost all respondents are solely responsible Heirtown mobile phone bill. SMS is
the most highly ranked use for mobiles, followedsely by voice calls. Use of the
phone for subscriptions, video calls, and downloa@s consistently ranked well
below SMS and voice calling.

The Role of the Mobile Phone in Everyday Life

Before exploring young Australians’ perceptionsyadbile content, it is important to
understand the role that the mobile phone occupidéseir lives. In Australia, young
consumers generally perceive the mobile phone sen@al to modern life. Although
the degree to which participants perceived thisbéothe case, and the precise
functions that were seen to be crucial varied,atsessment that the mobile phone
was absolutely essential was common to virtuallpaitticipants.

In this context, our discussion with research pardints focussed on three areas:
* The mobile phone in business
* The mobile phone in personal and social life

* The phone as a communication tool

We explore each of these issues in turn, below.



The mobile phone in business

Many young consumers view their mobile phone asspahsable in their working
lives. The mobile phone, with an increasing numbérfunctions, has come to
permeate an increasing range of areas in peoplefegsional lives. This critical role
of the phone is described by one of our respondents

Young professionals have embraced mobile technadoglyare increasingly reliant on
their mobile phone. Some indicated that the phoeeoimes essential specifically
when they enter the workplace. That is, the rolthefphone is a distinguishing factor
in life before and after entering the workforce eTiole of the phone thus becomes a
marker for an important developmental phase in motite.

Not only has the mobile phone taken on an indispiglesrole in the professional lives
of a majority of Australians, it has also changee working environment and made
possible new ways of interacting with each othefgssionally. An example of the
kind of working relationships that are made possitiirough the mobile phone is
illustrated by a participant’s statement that,

In summary, the mobile phone is well entrenchecarmsessential tool in people’s
professional lives. It is used as a personal osganitime keeper, and as a way of
conducting business outside of the office. Newuess, such as email, are taken up to
a certain degree, and those individuals who areuiably disposed to extensive use
of the mobile phone look forward to new technolsgaelding to the power and utility
of their phone. And, although some of our respotslexperienced reliance on the
phone in their working lives as a negative develeptrof modern life, most viewed
the role of the phone in their working lives in@sftive light.

The mobile phone in personal and social life

In addition to its importance to professional atitag, the mobile phone is seen by
many as a way of structuring and maintaining peabkoelationships. It occupies a
very prominent role in individuals’ social and fdynlives. There are two primary

dimensions of personal communication in which trabile phone plays a prominent
role. Firstly, the phone often plays an importaplerin the relationship between
parents and their children (be they very youngnaegers, or even young adults).
Although the ongoing contact between parents aed thildren is in general very

two-sided, it is primarily parents who encourageateot via the mobile phone. They
want their children to have the means of contadtegn at any time and anywhere. In
our discussion groups we found that younger peaple generally amenable to their
parents’ wishes in this regard. In particular, ypunomen understood that their
parents were concerned for their safety and thaingaa mobile phone helped to
alleviate their parents’ concerns.



A second important function for which the mobilevalued in personal life is for

keeping in contact with friends. This function ¢fetmobile phone is particularly
typical of individuals in their teens and twenteesd distinguishes them from many
older phone users. As one respondent explained:

In addition to coordinating meetings with friendlse mobile also helps to maintain
contact with friends from past phases in life. @Gesgpondent saw her phone as,

# # §

The mobile phone is thus well entrenched as an itapbtool for structuring and
maintaining personal relationships. Moreover, with relative ease and low cost of
using SMS (even to send messages overseas), maigtangoing friendships with a
large number of people, even when separated gedugedly, is becoming
increasingly easy.

The phone as communication tool

Although there are differences in how people usdr thhone in personal as opposed
to professional life, the most prominent role idiged for the mobile phone, in any
sphere of activity, was as a communication toabr fany people the mobile phone
has replaced personal phone books and may actdasaabase for contacts. This
perception of the mobile phone as the ‘ultimatehoaunication tool is expressed by
this respondent:

The fact that the mobile phone is seen by manyasultimate’ communication tool
also has a flip side. In particular, because thenphis associated primarily with the
function of communication, it is difficult for mangeople to associate it with other
functions, as evident from this statement by orgpawadent, an opinion shared by
many of the people we interviewed:

! % &

The fact that the mobile phone is viewed by yourgppgbe primarily as a
communication tool clearly has consequences foutiteke of the phone as a way of
purchasing content. In the following section, wer#fore focus on the ways in which
young Australian consumers perceive mobile contenparticular, we argue that the
discrepancy between the perception of content hadoerceived role of the mobile
phone in people’s everyday lives is a primary ofistéo the large scale consumption
of mobile content (at least at the present stageledelopment of the Australian
market).

Perception of mobile content



Although the mobile phone very evidently plays atca role in people’s lives, the
importance that people attach to their phones@sranunication tool does not seem
to transfer to uses of the phone associated wélptiichasing of content. Indeed, our
analysis suggests that there is a very high lelvedsastance to purchasing content for
the mobile phone. In this section we explore sofmthe main issues that emerged
from our discussions with young consumers as readon their hesitancy in
purchasing mobile content.

Mobiles are great for communicating — they are not good channels
for entertainment

As discussed above, the mobile phone is viewed giiiyn as a tool for
communication. A corollary of this perception istltthe mobile phone is generally
not viewed as a media or an entertainment chamhelfollowing statement from one
of our interviewees is very explicit:

) §

When we did suggest the mobile as a channel fazssotg various forms of content
in our discussions with consumers, the mobile wesuated as inferior to other
media channels for the purposes of:

» Accessing information
» Accessing entertainment
» Spending leisure time

That is, the phone does not really offer anythhmgt tannot be accessed through other
channels, both cheaper and better. For examplé, Bdtand personal computers
(Internet) have bigger screens and largely providermation and entertainment
without charge; magazines and newspapers offerethger an experience of relaxing
into a comfortable chair with a coffee or drink,ieis not something generally done
with the mobile; the radio can be played in thekigaound at work; etc. Thus mobile
content is perceived in competition with other ahele of entertainment and
information, and generally does not compare favalyraowing mainly to its small
screen size and relatively high access costs.

One conceivable advantage of the mobile phone altemative channels is that the
mobile phone offers immediate access in any looatidowever, when participants

did orient to this feature, they expressed thaf thén't need immediate access to any
of the things that are on offer through the molAlg stated by one young man:

( (
§

In summary, many young consumers do not (yet?)ceéstsothe mobile phone with

the possibility of accessing content anytime, argsehIn addition, many find that the
mobile phone is not very effective in this capacitien compared to other media
channels available to them.



‘I don’t want to waste my money on content’

The perception that the mobile is primarily a témi communication also has a very
strong impact when it comes to individuals’ motigas for spending money on

mobile phone content. As the phone is categorisealtaol for communication, many

participants do not feel comfortable with spendimgney on their phone for purposes
other than communication. Money spent on contemhasiey that could have been
spent on communication. This is illustrated byfi®wing quote:

) §

*t

It is important to note that this mindset is notgal against spending money on
entertainment. For instance, no interviewee saad tirey would not spend $10 on a
movie ticket because that would mean they had %6 to spend on phone calls.
There is thus a hesitancy to spend money on comseetifically because of the
perceived role of the mobile phone as a commumpatool. However, it is
significant to note that this observation pertaprgnarily to spending money on
content, not its use. Indeed, a majority of pgrtais related that they had enjoyed
using content that was available free of chargpaatsof a promotional offer, but that
they had discontinued frequent usage when they ereasged for content.

A further theme that emerged from our conversatioiis young consumers was thus
that many of them did in fact use various formsnahbile content — they just did not

pay for them. The means by which our respondertessed free content straddled
both legal and illegal practices. We identified esay avenues by which consumers
reported accessing free content:

» Downloading games from web sites that offer thenfriee

» Obtained disc with over 40 000 ringtones from eBay

* Use of Bluetooth and infrared to share content

» Accessing content (primarily ringtones) from tenggrfiles after previewing
on the computer

» Accessing a free news service (via SMS)

» Use of the camera to set wallpapers and screemssave

In summary, money spent on content is categorsgetther with money spent on the
communication functions of the mobile phone. Beeaokthe strong perception of
the mobile phone as eommunication device, the motivation to spend money on
content comes a very distant second to spendingradce calls and SMS. In
combination with the fact that the ‘content dollads to compete with the ‘voice and
SMS dollar’, and the fact that as an entertainn@ninformation tool the mobile
phone is seen as inferior to TV and the internegpte are not inclined to spend
money on content. Many of our respondents did atdichowever, that they enjoyed
the content experience, if it was cheap enoughea: indeed, the existence of several
avenues by which content can be accessed for frtseas a further obstacle to
encouraging the purchase of content.

Deceptive marketing practices

10



A further factor that contributes to individualgditancy in purchasing content is that
many have had bad experiences with being misleccdigpanies selling mobile
content. We found that numerous respondents haatimegassociations with mobile
phone content because they had been the victineaéplive marketing practices or
they knew someone else who had. In particularyiddals complained about being
led to believe that they were buying a single it@naontent, while they were actually
being tied into a contract with ongoing paymentanszquently, many of our
participants seemed to be wary of being drawn iottgoing subscriptions
unwittingly.

There was some variation in whether bad experietezk$o a general hesitancy to
purchase content, or whether this hesitancy waticpkar to certain types of content
providers. While some respondents said that theyldvoever again try to purchase
content others were more particular in simply clmgpgo purchase content only
through channels that they trusted. There wassaswe variation in how people felt
about subscriptions to mobile content. Howevergémeral, subscriptions were not
seen as the issue — it was the companies thatdmpeple into signing up for

subscriptions unwittingly that were seen as théolero. In fact, several respondents
indicated that subscriptions were potentially demast (in particular for information

services or sport updates), when offered explieitlyithout deception.

‘So where and when would | use the mobile to access content?’

A final factor that constitutes an obstacle to widespread consumption of mobile
content is the limited range of situations in wharke might use the mobile phone in
this fashion. For instance, one respondent expilebse disinclination to use the
mobile for anything but an incoming call when ircisd situations:

In general, many of our respondents felt that theas no particular time or place
where it was really appropriate to use the mohilea¢cess content. While in the
company of others it would be seen as antisocidlvalnile at home one would have
access to TV and the Internet. The only situatiwett fpeople categorically saw as
ideal for accessing content through the mobile phwas while using public transport
or while waiting for something. Indeed, as discdsabove, this factor has led some
to speculate that the extent to which societiespuddic transport determines to some
degree the level of data and content usage on tit@lanphone. In particular, this

would explain the much higher use of the mobil@t¢oess content in countries such
as in Japan and South Korea.

Implications for business: how can we make content more
interesting to young consumers?

Although our discussions with young consumers idiedt strong hesitations
regarding the purchasing of content, the percept@mobile phone content were not
all negative. For instance, some respondents inldte twenties simply felt that what

11



was generally on offer was more suitable to teersagéese individuals felt that they
would be interested in more practical forms of eomt In particular, they liked the
idea of being presented with ‘mobile vouchers’ mgibesses they liked frequenting
(e.g., an SMS from their DVD store entitling theorat ‘rent one — get one free’ offer).

Given the fairly strong negative sentiment towaspending money on existing
content, we were also surprised at how stronglg #entiment shifted when we
discussed options for accessing content for freae Q@lternative avenue for
commercialising mobile content that was explorethwesearch participants in some
depth was the idea of having advertisers pay fer gtovision of certain types of
content. In general, the response to the ide@mfeing to receive ads on the mobile
in exchange for access to content was very favéeirélithough some individuals are
not interested in content (free or otherwise) aathes are very negative towards
receiving any kind of advertising on their phonig® majority of the respondents in
our study expressed positive sentiment towardsidea of having access to free
content in exchange for receiving a limited amoohtdvertising. However, there
was some anxiety as to companies abusing persofaimation and ‘spamming’
individuals with unwanted advertising to their mebiThis was considered to be far
more invasive than email spam owing to the persoatlre of the mobile phone. The
fact that some suppliers of content have used deeemarketing practices arguably
has contributed to this situation. One way thatip@ants felt that they would be
comfortable is through invoking the trust of pautar brands. An important factor in
considering the option of advertising sponsoredens thus the relationship of trust
that exists between the consumer and the contenider, and the consumer’s
associated sense of control over opting into anch@@ut of such contracts.

Discussion

Like any other research project, the findings ab tstudy need to be viewed in
context. In particular, the study measures marketisent at a particular point in
time. The findings are therefore relative to theturity of the Australian mobile
phone market at this particular time. Other studigggest that the Australian market
has not yet reached the level of maturity of someogean and East Asian markets
(Funk 2005). Thus, the degree of negativity towarantent evident in this study may
be associated with the perceived role of the mqtiilene appropriate to this stage of
market evolution. It is possible that the negagivibwards mobile phone content
identified in this study will naturally turn into @ne positive sentiment as the market
matures.

Nevertheless, the findings of this study providéuahle insights that may influence
the further development of the service, and/or tterketing strategy. Firstly, the
findings from this study are not encouraging fa girospects of generating revenue
from the direct sale of content. Quite simply, wilitecomes to selling content, we are
dealing with a hard market. There is strong restsato the idea of purchasing
content. Although negative sentiment towards cdnteas not evident in all
participants to the same degree, it could be ifledteven in those participants who
were not against using content per se, but whaadid/iew most available content as
worth the cost. The factors that lead to this tasse can be summarized as follows:

12



1. There is a strong perception that the mobile phaseprimarily a
communication tool. As such, there is resistanceatging for services on the
phone that are not seen as contributing to this oole of the phone. In other
words, the ‘content dollar’ has to compete with tbemmunication dollar’.
“If 1 spend $10 on ringtones, then | have $10 kesspend on voice calls and
SMS.”

2. Even though spending on content competes with spgrh communication,
provision of content itself through the mobile pkaa compared to alternative
channels whereby equivalent products/experiencasbeaaccessed. On this
dimension, the mobile phone is generally assesseidfarior to alternative
options:

» For accessing information, it is more expensiventhize internet, it
takes longer and the screen is smaller.

* For entertainment, it is not as good as watching-Titie screen is too
small.

» lItis not as relaxing as reading a magazine.

3. Many people also are not willing to spend moneycontent simply because
there are a number of alternative avenues for acggfree content.

4. There is mistrust of companies selling content thatnot have established
relationships of trust with consumers.

Although there is much hesitancy in the market réigg the purchasing of content,
certain avenues suggest themselves to circumvese tiobstacles. Mobile content
developers and carriers may consider the followatgors in their strategies for the
successful commercialisation of content:

1. Although there is much inhibition to spending moweycontent, the market is
generally fond of mobile phone content (in partculindividuals who are
under 35 and/or single).

2. Mistrust of companies selling content could be tetacted by leveraging off
well-known and trusted brands. In particular, cantproviders could ally
themselves with existing brands that could berfeditn their expansion into
the ‘mobile space’, to the benefit of both parties.

3. The provision of practical content services or eaohtthat is perceived as
having intrinsic value would be attractive primgrib mobile phone users in
their late twenties and older, and/or who have liami

4. Most participants in this study were attractedhe idea of having access to
certain forms of free content in exchange for néogi ads to their mobile.

Given these factors we suggest that business mdtitideverage ofthe desire of

companies to enter the mobile space should be considered. There is value to corporate
clients in their extending existing brands into thebile space that goes far beyond
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simply generating revenue from sales of contentbiM@hone content is here to stay.
In spite of consumers’ hesitancy to spend largewamsoof money on content, they
are, in general, favourably disposed towards thea i@f downloading content
(Okazaki 2005).

For companies considering the mobile phone as aumeébr advertising, certain
factors need to be considered. On the one hangleeenerally feel harassed when
they receive ads on their mobile. On the other hameugh providing access to
particular types of content, the mobile phone esend be transformed not only into
a willing, but an enthusiastic recipient of adv&rtg delivered via the mobile phone.
Providing access to content that people actuallptveaad ask for, in exchange for
agreeing to receive a certain amount of ads, radémefit not only of the company
being able to send ads ‘legitimately’ — the adsd(bp extension the products being
advertised) would also gain a positive associatmming to their connection with
content that the consumers likecause they choseit.

Mobile content also has the ability to enhance strength and value of corporate
brands. Using the mobile phone to provide contemuiting edge. It is perceived by
many as having at least the potential to competh wther channels of mass
communication. Powerful brands cannot afford toldfe behind when it comes to
extending their presence into the mobile domain.

In conclusion, young consumers of mobile servigesirgcreasingly sophisticated and
demanding. Our study confirms the findings of otfezent mobile consumer studies
(e.g., KPMG 2006) to show that there is resistatcgaying high premiums for
content. Also, there is a strong perception that mmobile phone is primarily a
communication tool. As such, there is resistancpaying for services in the phone
that are not seen as contributing to this core obleommunication. Consumers are
also averse to paying too much for individual ssgsior downloads simply because
there are a number of alternative avenues for aougg$ree content. How much are
consumers willing to pay for something that thewy ¢gt better, faster, on a bigger
screen, and sometimes even for free? These faa@slikely to urge mobile
application developers, content aggregators, contewners, and mobile
telecommunication companies to modify their revemoedels. In particular, we
expect that advertiser sponsored models and brandks add’ models may prove
effective.
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