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Mobile Search

By Amber Turnau

You're on the move and starving.
You need to find a restaurant, fast.
It used to be that we would have to
pop Into our closest convenience
shlu or duck into a telephone

borrow  the  10-tonne
'hllelau book and flip through
until we found something we liked.
MNow, with the click of a button on
our mobile, we can access a world
of options.

For customers, using their mobiles to
query information is convenient. For
mobile operators, it opens up a whole
new revenue slream; something
camiers have been hungry for in the
midst of slow adoplion rates for thelr
hyped mobile TV and video services.

Mobile search will nol only generate
fevenie from paid advertisers, but will
alsoactas aportal, connecting customers
o these lagging data services.

JumpTap, a mobile search sokitions
provider, has recently launched its
Keyword Sales Programme, which
connecls cariers 10 new sources of
revenue generated by third-parties,
such as conlenl providers and
adverfisers. Esentially, adverfisers pay
the operator every time the searcher
dlicks on their option.

“We think [mobile search is] really
one of the next revenue drivers,”
sald Eric McCabe, VP marketing for
JumpTap. “It makes it so0 much easier
for subscribers to find the type of
concept they want as they continue o
personalise their phones mare ...,
“The major driver, we think, is the
up and, you know, pecple always talk
about getting advertising over mobile
or even over Internet, but the way that
it has happened over Intemet over
the past two years has been through
search; fhrough the performance-
based marketing - the Pay-per-Click
model,” McCabe told 3GB.

JumpTap's solutions feature query
entry, recommendationand i
mechanisms and instant delivery of
relevant mobile content.

The company has analysed search

from mobile camiers that
have deployed its “white label” search
solution. According o the statistics,
an average of 4.2 searches are made
per user per month, which generales
a per user revenue of $0.75, or $2.55

per purchase. So far, queries tend to
be youth-driven, with the top searches
In December 2005 going to f

According to the M:Metrics December
Benchmark Survey, Google and
Yahoo! dominated the 8.5 million

(279%), adult content (22%) and arfists
(20%) - with Eminem, 50 Cent and
Madonna listed as the most queried
music acts.

JumpTap s among hundreds of
smaller companies vying for the
attention of mobile carriers. The web
of companies involved in mobile
search continues to expand, as firms
cross-pofinate their services. Motorola
now embeds Google and Yahoo in
many of ils handsets. In turn, Google
operates as the homepage for T-
Mabie's WAP browser and deploys
Vodafone live! Search,

According to visiongain sources at the
time this article was written, Vodafone
is close to finalising a deal with Blue
Coat, which developed a solution
thal comects mispelled customer
quenies and generales revenue: from
the companies I lists as possible
altematives to the mistake. Revenua
increases for the mobile camier as
adverisers pay to be listed, and pay
a second Ume if thelr business is
selected by the searcher.

The Cellular Telecommunications and
Internet Association (CTIA) Wireless
2006 conference In April sef the scene
for a flurry of announcements involving
mobile search solutions.

with an accuracy of better than 90 per
cant, as well as a voice- and texi-
based search, browser, and direclory
assistance platform.

Meanwhile, mobile content and
infrastructure  provider, InfoSpace,
revealed a comprehensive search
platiorm, that includes a storefront
search for  mobie

multimedia, such as ringtones,
wallpapars and video; a portal search
of applications; and a WAP index
search for mobile friendly sites, among

But, overshadowing the small companies
are the Inlemet search gianis, Google,
YYahoo!, MSN, and AOL.

After all, one of the top announcements
at CTIA was a search collaboration
between  second-ranked  mobile
domain brand, AOL, and InfoGin, a
company that adapts Intemet websites
fo mabile handsats.

mobile searches conducted In the
US in December 2005, with 4.5
million and 4 milion r&epedively
MSN and AOL were trailing in third
and fourth position.

With these heavy hitters looming over
the mobile search market, there isn't
much room for small companies to
grow. Or is there?

McCabe says there is plenty of space
in the search market for everyone,
and sometimes the underdogs are in
a batter position.

"l think i's good for the industry
because it verifies and confirms that
search is the necd big trend for mobile.
And for us, it's not just litle companies
out there markeling ..." he said,
referring to the inflltration of the mobile
market by these gargantuan firms.

and functions around handsets and
mobile subscibers.

Sill, not everyone would agree with
McCabe’s positive outiook.

Steve Isaac, is founder and chairman
of Responsa, a search company
he calls ‘the

YellowPages service”, which connects
buyers with sallers by predominanily
using the voice-centric features of the
mobile phane.

A customer simply dials a
!'urnlur.sunwhatmutlnurslu

human, who searches out at least two
suppliers that malch the query then
gets them call the customer back.

Isaac says it has been a challenge
- fo say the least - convincing

mobile cartiers that the concept of
a

He says moblle carriers have
“pigeonholed” themselves inlo the
voice and dala market and are
hesitant to look outside the box at
ways of using the handset, such as
location-based services.

... There are loads and loads of
applications which could utilise
location,” said the UK-based
entrepeneur. “Sadly, there are lots
of these sexy applications and
they're all done by small companies
struggling for money and struggling
for funding. They can't get it because
individually they don't have a channel
tomarket”.

He believes mobile search should

be voice driven, with an emphasis
on SMS.

Regardless of the road blocks, Isaac
has managed fo ink a few deals and
is launching with a carriers in Eastern
Europe, Monaco, the Middle East and
possibly the UK.

While their opinions may differ on the
mobile search market, it's safe to say
that McCabe and Isaac hold common
ground on just how big mobile search
will become. They're not alane.

Deloitte Touche Tohmatsu has
reported that mobile search will
displace emai as fhe most-used
mabile application, and will confinue
In].lmasdlﬂnrwnnwﬂmapads

increase. However, the consultancy
fim did have a more conservalive
outlook for the advancement of the
search engine interface.

While mobile search has been
harolded as the next big thing for the
mobile industry, there are sl hurdles.

The interface of the WAP browser
has been touted as one of the major
challenges for moble operators in
their quest to generate higher data
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