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Ardeestiiang

Saatchi, Coca-Cola bow to might of mobile

Adwertising agency Saarchi & Saarchi
estimares thar mobile advertising will
account far 15% of itx ol ournover
nexk year. And one af ris top l.'|.il:l|.1:.
Coca-Cola, is betting dhat mobile will
hecome a bigger advertising vehicle
vhan relevigion, says g Hu.E;h:l:nn,
man.:ghtg directar af Saarchi & Saacchy
Tnteractive.

“[Mobile is] here o sy, and ivwill
be a big par of che interacrive funre,”
Hughsoon cold A4, “1F you asked me
nect year, Dwaould suspecs we would be
gEnerating £500,000-500,000
[UIS$360,000-240,000] revenue from
clients buying mobile services, Coke
thinlkes thar mahile conrene wall be mare
i:nFl:lruﬂ.: I‘|1.ln “‘r il:".l'El.'I:I.'iil'LE [1+] 1l|.|.-ir
audience tn LB moanths o a weae”

Baarchi & Ssarchi save ir is firmly
committed to mobile through its Inter-
active arm and has a very broad view of
howe the mediam could wark, “Can
wiold b ouar obile phiene as wour wal-
bzt amd per ip ;pqn.n:.rrd |'|:,r Wisa?"
Hughszan asks. “Ahselurely, And we're
in climcusaons abour wsing apt-in GFRS
erackig thae will know vou'se landed,
and vou'll pet & messapge a5 you walk
through the airpore for 106 off Avis car
E'l:rl.“

Saarchi & Saacchi says it works with
half ol the warkd's vop 100 adveriszers,
inclisding Coca-Cala, Tevis and T-3n-
kile, [rgerese in mokile is, overall, in
creasing amisng s diencs, and they are
hetter informexl about the new meadi-
winn, Hughsron says.

“Last year, mwo our of 10 of our
clients asked ws abaur mobile,” he s
*This Year, 1 would sy seven faid uf i
have asked. And probably thres went
oty verrise.”

Cellons are heing riuch miore cawtious
i.‘l!:ll.l.l uml]rHLiﬂI: nl':lhilﬂ' .IiL'.'I.'I:IhinH.
boawvever. “"We'ne beang very canzful be-
catise people view their phone in a very
personal way,” said Lowell McoAdam,

CO0 of Verizon Wirsless

But Michael Baker - president and
CED of mobile marketing company
EnPocker, which recently eamed up
with Spring Mexrel ro deliver cargered
ar-prrtal advertising - says that a high-
Iy caurious approach is unwarranted.
“Pilots have shown that, acrosz the
board, consumers are not annoyed oF
calling customer care due oo maohile ad-
'mn:ising.‘ he old MM "And cus-
tomers call and complain abou
everything!”

Hughston says thar delivering com-
pelling adwertising content is one way
rey avodd irrItaning consumers. | here'’s
a difference in terms of content that's
rich and engaping, thar'’s requested, ver-
sus souff thar’s pushed,” he says. He
sdds thar the reourn on Invescmene is
“nnt E:lﬂr'.-:.'. bt et h:ﬂ." :::ri.n.ﬁ that
mahile advertigsing business models
need 1o be fine-tuned,

Saarchi & Saarchi has drawn an the
mhile SXPErTISe af same of its clienrs,
mnchuding T-Mobile and Sony Erncsson,
to bearn about how things work in the
rneshile world.

“We are approaching [mobile] wich
the right level of pragmatism and cau-
tan,” Hnﬁhxllm L= Wil '|:t|.'ij'_g
cautious, vou should be commined,
Were st caking every apporiuniny
shawe it down people’s throats because
mﬂlimﬂs |.t15 :n.iF!FL'I:!Flriil.‘bE.

I think tha any ageocy dsat s giv-
ing it serious considaration is porential-
J}r ﬂﬂi."«'E. HL'IE 1=d rﬂulm Eﬂ'J.riﬂuF ﬂl.'ll'l
mizs pponiunities or rebuavely bess nsk
averse, and you might asake some mis-
takes along che way”

Mistakes arg bound 1o be made un-
less Saarchi & Szatchi can employ peo-
plz with the H.Fhf eer of ghillz, which
Hughseon says the bedustey seill Tacks,
“There's a big shortage of coding skills
in the space, of people who can do
Flash lite and Java lite,” he says.



