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1.0 Overview

The MMAG6s Mobile Advertising Guidelines provide gl obal
necessary to implement mobile advertising initiatives in a variety of mobile media format categories

including: web, messaging, downloadable applications and video. The guidelines are intended to

promote the development of advertising on mobile by (i) reducing the amount of creative effort required

for a mobile advertising campaign, (ii) providing an effective and consistent experience on the majority of

mobile phones world-wide and (iii) providing an engaging consumer experience.

The MMA guidelines are the result of ongoing collaboration between MMA member companies in the
Asia Pacific, Europe, Middle East & Africa and North America MMA Mobile Advertising Committees.
Committee members are representative of all parties in the mobile marketing ecosystem, including
handset manufacturers, operators, content providers, agencies, brands and technology enablers.

The intended audience for these guidelines is all stakeholders involved in the commissioning, creation,
distribution and hosting of advertising via mobile. The MMA Mobile Advertising Guidelines present a
baseline whose widespread adoption will accelerate market development and consumer satisfaction.

Mobile Advertising Overview

Today, mobile phones can be utilized for much more than just making and receiving calls. Besides voice
services, mobile users have access to data services such as text messaging, picture messaging, content
downloads and access to mobile web sites. These media channels carry both content and advertising.

The mobile phone is an extremely personal device. One mobile phone typically has one unique user.
This makes the mobile phone a precisely targeted communication channel, where users are highly
engaged with content. As a result, the mobile channel delivers excellent campaign effectiveness and
response levels compared to other media.

Mobile is valuable as a stand-alone medium for advertising,but it s al so wel | suited fo
integrated cross-media campaign plans, including TV, print, radio, outdoor, cinema, online and direct

mail. These examples illustrate the ways brands and marketers use the mobile channel to engage and

interact with consumers:

e Click-to-call (users place an outgoing call to the content provider or advertiser)

Click-to-locate (users find the nearest outlet, or car dealer or movie theatre, enabled by location-

based services)

Click to order brochure (users receive marketing materials by supplying their postal addresses)

Click to enter competition (users enter text or sweepstake to win prizes)

Click to receive email (users receive email and link to online site by supplying their email address)

Click to receive mobile coupon (users apply for mobile coupon that provides access to an event

or restaurant / store discount)

e Click-to-buy (users make a purchase which may include some form of mobile or credit card
payment)

e Click to download content (users download content, including logos, wallpapers, or ring tones,
onto their mobile phones)

¢ Click to enter branded mobile web sites (users click a banner to get connected to standing or
campaign-specific mobile web site)
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e Click to forward content (users forward relevant content to friends, creating a viral campaign

effect)

Click or text to interact with a brand
Click to vote (users are sampled and their responses to various questions delivered on mobile,
can be utilized as input for the marketing research efforts of brands)

In designing a mobile advertising campaign, there are many channels to reach the consumer. Within
mobile, technologies such as mobile web, downloadable applications, mobile messaging and mobile
video can be integrated into the interactive campaigns previously described. Each campaign type can
link to additional mobile content or technologies, as well as complementing traditional media. Mobile
provides a powerful instant and interactive response path, such as consumers sending a keyword to a
short code via SMS, or registering on a mobile web site.

Technology

Description

Advertising Opportunities

Mobile Web

Al so call ed fAWAPOmostt he
simply described as the internet for the cell
phone. The mobile web is accessible to
consumers with internet enabled mobile phones
and data plans.

Banner ads on mobile web sites
Text ads on mobile web sites
Branded mobile web sites.

Good for:

Driving users to a mobile web site
Lead generation

Direct sales

Downloadable
Applications

Software or content that a consumer downloads
to their cell phone and then resides on the
phone. Examples include applications such as
games and lifestyle tools, and content such as
wallpaper and ring tones. Downloads are
typically accessible to consumers with data
plans.

Ad placement within applications
(banners, fisplasho
Branded applications.

Branded content (wallpaper, ring tones)

Good for:
Branding/CRM
Driving users to a mobile web site

Mobile Messaging

Most commonly referred to as text messaging (or
SMS), this category also includes MMS, which
are multi-media messages. SMS is available to
virtually all mobile phone users and does not
require a data plan or internet access. MMS is
accessible on a subset of mobile phones. These
services are frequently used with common short
codes, which are four to six digit phone numbers
that can send and receive mobile messages.

Text ads (SMS, MMS)
Branding/CRM (SMS, MMS)
Banner ads, splash pages (MMS)
Animated images (MMS)

Good for:

Driving users to a mobile web site
Click to call

Branding/CRM

Interactive dialogue (voting, polling)

Mobile Video Video delivered over a mobile network to the Video ads in pre-roll, mid-roll, or post
mobile phones 6 e mb e did player.mV&eos | roll.
may be downloaded or streamed, and are Static images, animation or video
usually accessed from a mobile web site or in an | Branded videos
MMS message. Mobile video is accessible to
consumers with internet enabled mobile phones | Good for:
and data plans. Branding/CRM
Driving users to a mobile web site.
Click to call
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2.0 Mobile Web

2.1 Mobile Web Banner Advertising Overview

The mobile web is fast emerging as a mainstream information, entertainment and transaction source for
people on the move and away from a PC. Browsing the mobile web is similar to traditional PC-based
Web browsing and provides users with access to news, sports, weather, entertainment and shopping
sites.

However, there are some significant differences between general access to the Web and access to the
Web from mobile phones:

e The environment in which people interact with their mobile phone does not lend itself to detailed
information search and delivery. Instead, mobile users seek quick and convenient access to
information and services when they are out and about. Space on the mobile phone screen is at a
premium, and users have limited input mechanisms, so mobile web sites need to be easy to
navigate using just the keypad.

e The broad range of todayds mobile phones with diff
resolutions presents a challenge for the display and optimal viewing of content and advertising.
This document 6s recommendations directly address t|l

Many operators provide a 6home paged6 that is configured
The operator portal (or carrier deck) provides a variety of links to branded, mobile-specific external sites

to make it easier for the subscriber to navigate. Increasingly, mobile users browse outside their operator
portaporvo®F® sites ar e bec ommobidewebrbpwsng vétmsitesduehsas i nat i ons
Yahoo!, Facebook, BBC and Sky offering tailored mobile experiences.

China is ranked as the number one mobile market in the world from manufacturing of mobile phones,
domestic sale and mobile phone subscribers. Based on a recent report from Analysys 2007, China has
approximately 120 million mobile internet users. China has in excess of 80 different mobile brands and
more than 6000 mobile phones models.

While mobile web usage is advanced in most Asian countries, its adoption across EMEA and the United
States is growing. In the United Kingdom, an estimated 15 million mobile users accessed the mobile web
in March 2007 alone (Source: MDA).

Mobile web adoption is also growing in North America, and users are demographically and geographically
diverse. According to M:Metrics, an independent analyst firm, approximately 10 percent of consumers use
the mobile web for gaming, messaging and browsing. Demographics skew higher for male users, and
overall mobile web users are generally in the 18-44 year old age group (though predominantly within the
25-34 age range). Mobile web users have large disposable incomes, with 38 percent earning over
$75,000 and 22 percent earning over $100,000.

How do | buy advertising on the Mobile Web?

Buying advertising on the mobile web is similar to buying display advertising on the Internet. Graphical,
interactive display ads are the predominant ad unit. Although, in most cases, mobile web banner ad
impressions can be purchased by CPM (Cost per Thousand) or CPC (Cost per Click), mobile offers
targeting possibilities beyond that of traditional media. As this develops further, we would expect to see a
range of targeting options made available covering context, demographic and behavioral attributes. Any
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targeting options made available will comply with existing national level, legal and regulatory frameworks
governing privacy and personal data.

Some operators and publishers that have mobile web sites sell mobile ads directly, while others allow
their inventory to be sold by a third party, either as premium inventory or as part of a mobile ad network.

The biggest difference between buying mobile web display ads and Internet display ads is that mobile
web ads are not sold by unit size. Because the sizes and resolutions of mobile phone screens vary, the
way the content looks on those mobile phones will also vary. The sizes of mobile web banners as
defined in these guidelines are optimized to best fit the mobile phone on which the ad is being

viewed. This improves the user experience, ad readability, creative flexibility and effectiveness. This is
why many publishers and ad networks may ask you to provide multiple versions of your banner creative
with your mobile web campaign.

What results can | expect?

The success of a mobile advertising campaign can be measured in a variety of ways. The main
measurements are impressions and click-through rates. Additional measurements include conversion
rates, such as, click-to-call rates and other degrees of interactive measurement. These performance
results will vary by type of campaign, messaging and call to actions. However, most campaigns today
result in significantly higher click-through rates than the Internet.

2.2 Mobile Web Banner Advertising Units

Todayds mobil e phones are becomi n-esoiutiocscreeassi ngly sophi s
sophisticated mobile web browsers, MMS support and high-speed access, all of which allows high-quality

and media-rich mobile web ad banners. To give marketers and brands an opportunity to leverage these

i mpr ovement sMobite Advertising&Sbidelines examine the properties of mobile web ad

banners.

Network and back-office technology identify mobile phone models, browser characteristics and screen

resolutions in order to serve mobile ads that are optimized to match the capabilities of each mobile

phone. In order to accommodate the wide range of mobile phone characteristics, advertisers will be

required to produce and provide their banners in various pre-defined dimensions, which are discussed

later in this document. The ads served are selected from this set of pre-defined sizes based on the

parti cul ar mobil e phone model 6s c dippanbiplel Astairesut, and accor di
advertisers can increase campaign effectiveness by offering larger and richer ads that are more legible on
high-resolution mobile phones.

If the artwork is to be delivered directly to consumers, it should be made available in the format their
phones can support. Most mobile phones support JPEG and GIF. High-end mobile phones also support
PNG, while legacy phones generally support WBMP. If the artwork is being delivered to the consumer via
an intermediary, advertisers are advised to discuss the best format with them to see if that party can
convert between formats.

2.3 Methodology

Key considerations while producing this recommendation were to:
e Limit the effort required to produce creative material
e Ensure that advertisements display effectively on the majority of phones
e Provide an engaging, non-intrusive consumer experience

MMA Confidential Page5 of 43
Version 2.0-- DRAFT



@0
o Mmmax’

®¢¢...-+ Mobile marketing
association

MMA Global Mobile Advertising Guidelines

The recommendation consists of a set of aspect ratios, actual banner dimensions, maximum file sizes
and file formats.

Aspect Ratios
The recommended aspect ratios are 6:1 (default) and 4:1 (extended) because:
e Having two aspect ratios provides flexibility of layout and positioning in different contexts.
e 6:1is the default recommendation that every publisher should be able to deliver.
e 4.1 isthe extended size for optional use in campaigns for those who have the possibility to offer
bigger ad formats within their sites.
e Keeping the aspect ratio constant simplifies resizing of images and reduces effort.
e Both are sufficiently large to provide an effective advertising experience, yet small enough not to
be intrusive.

Banner Dimensions
The recommended banner widths are 120, 168, 216 and 300 pixels.

An analysis of mobile phones in the market found that the usable screen widths fall into distinct clusters.
That environment has several benefits:
o Keeping the banner widths to four limits the effort of creative production.
e The widths chosen provide a good fit for the majority of mobile phones, limiting the amount of
redundant Awhite spacedo | eft on the browser.
e The widths chosen provide for an exact pixel height for both ratios defined, which simplifies
scaling of the creative.

Basic image banners are intended for use in wide reaching campaigns where optimum user experience
across all ranges of mobile phones and data connectivity is the goal.

Enhanced image banners are intended for use in campaigns where it is imperative to convey a rich media
experience through advanced graphics or image animation.

The maximum file size for the largest basic image banner has been set at 5 KB. The maximum file size
for the largest enhanced image banner has been set 7.5 KB.

Animated Image Banners
There are a number of guidelines recommended for animated image banners:

e Mobhile phones not supporting image animation tend to render the first image frame only. For this
reason, the first image frame should already contain the full and consistent advertising message.

e Animated images and automatic resizing do not seem to work together. Therefore, it is
recommended not to apply automatic resizing with animated image banners. We continue to
observe best practice in this area to discover possible solutions.

e There are several possible object formats: Animated GIF, SVG, Flash, interlaced jpeg, etc.
However, Animated GIF is prevailing in terms of support on mobile phones today. We continue to
observe best practice in this area to determine improvements to be incorporated into the
guidelines.

Other Aspects
Additional aspects that have been considered, but have not yet been fully integrated into the
recommendations, include the following:
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e Automatic resizing of mobile web banners: This is a capability used by some providers, but not
all. It bears possible challenges with some creative material that does not scale well (e.g., text,
graphical details). There is also no common practice regarding which banner sizes should be
provided of the image to be resized. It should be noted the automatic resizing does not work
(well) with animated banners.

e AAdvertisingo signifier: Some providers and/or mar |
inform consumers that an image is an advertisement and/or that it is clickable. Advertisers should
be aware that a portion of their creative space may be hidden by such signifiers (e.g., the leftmost
or rightmost border of the banner).
e Bullets can be used on the corner of creative to inform users that the images are clickable.
e Color depth of mobile web banners: The committee sticks to limiting file size and will continue to
observe the need for possible further recommendations.
Text taglines are an optional feature that can be added to an image banner. Text taglines have several
advantages and disadvantages:
Pros:
e Most consumers are unfamiliar with image banners on mobile web sites. Many consumers also
dondét realize that i mage banners can be navigated
much more recognizable to consumers in that respect.
e Animage banner with a text tagline usually generates higher click rates.
e Some (older) browsers cannot navigate graphical elements at all, in which case a text tagline is
required to make the image banner clickable.
Cons:
e Image banners with text taglines together use more real estate (space in the usable browser
window), typically at the expense of other Web elements, such as navigation and content.
There is no consistent best practice and hence no clear recommendation regarding the use of additional
text taglines. Instead, media owners and publishers need to make a case-by-case decision about what
best suits their business requirements.
Irrespective of using additional text taglines, the committee recommends that advertisements contain
someformofcall-to-act i on cl early identifiabléa&,by ctome baudrt oned. g.

Handsets Display and Corresponding Ad Images

There are hundreds of different mobile phones in the market today, and they differ by features such as
screen size and supported technologies (e.g., MMS, WAP 2.0, WAP Push and Java). Depending on your
target market, multiple creative assets may need to be supplied. For color images, typically JPG, GIF and
BMP formats are supported. The table below gives an overview of various mobile phone screen sizes and
the recommended image size for each type.

Table 1: Mobile Web Handset Display and Corresponding Ad Images
Handset Approx Handset Screen | Example Handsets Ad Unit | Ad Size Ad Size
Size (pixels wide x tall) (pixels) 6:1 (pixels) 4:1

X-Large 320 x 320 Palm Treo 700p X-Large | 300 x 50 300 x 75
Nokia E70

Large 240 x 320 Samsung MM-A900 Large 216 x 36 216 x 54
LG VX-8500 Chocolate

Medium 176 x 208 Motorola RAZRs Medium | 168 x 28 168 x 42
LG VX-8000
Motorola ROKR E1
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| Small | 128 x 160 | Motorola V195 [ Small [ 120x20 | 120 x 30

2.4 Technical Specifications

The mobile web utilizes the Wireless Application Protocol (WAP). There are two main types of WAP
sites: WAP 1.0, which uses Wireless Markup Language (WML), and WAP 2.0, which is based on xHTML.
WAP 2.0 is increasingly the platform of choice, because it allows for a much richer experience than WAP
1.0. Many manufacturers and operators are moving away from WAP 1.0.

Mobile Web (WAP) 2.0

Table 2: Static Image Banners in default 6:1 aspect ratio

Ad Size Technical Sample Creative (approx. size)
Specifications

X-Large e 300 x50
Image pixels
Banner e _gif, .png,

T Scene Cinemars

image
e Animated gif gHOW T'ﬁAEg S' T‘CK ETQ
for
animation
Basic
e <5KB file
size
Enhanced
e <75KBfile
size

Large e 216X 36

Image pixels

Banner e _gif, .png,
.jpg for still
image

¢ Animated gif
for
animation

Basic

e <3KBfile
size

Enhanced

e <4.5KB file
size

Scene Cinemars
SHOW TINES € TICKETS

Medium e 168x 28

Image pixels

Banner e .gif, .png,
.Jjpg for still
image

¢ Animated gif
for
animation
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