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GSMA overview

The GSMA represents the interests of the worldwide
mobile communications industry

Spanning 219 countries, the GSMA unites more than
750 of the world’s mobile operators, representing
over 3 billion mobile connections, as well 200
companies in the broader mobile ecosystem,
including handset makers, software companies,
equipment providers, media and entertainment
organizations

The GSMA is focused on innovating, incubating and
creating new opportunities for its membership, all
with the end goal of driving the growth of the mobile
communications industry
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Mobile Media Metrics (MMM) rationale and objectives

Rationale: measurement will drive growth of mobile as an effective medium
Independently aggregated and audited metrics from operator network data
Market-level reporting, no reporting of individual behaviour (no “targeting”)
Common methodology (“what” to measure) and process (“how” to measure)
Enable media owners to measure performance of their media properties
Enable media planners to understand audience trends and behaviours

Long-term objective to drive growth of mobile as a multi-media platform
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Mobile Media Metrics — programme status

All five UK operators fully engaged in MMM initiative with GSMA

Early consultation with key stakeholders (via JICWEBS, and direct)

UK feasibility study complete — ready to transition to commercial launch
Technical solution for anonymisation and aggregation of operator data
Detailed due diligence on legal and regulatory issues

Now seeking further input/ support from brands, agencies, media owners

Working with operators in other European markets, other regions to follow
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MMM high level process

Product Distribution

Input data Anonymisation Aggregation development

* URL log data * Two-step sRemoves any +<Combine * Integrate with
supplied by anonymisation non-relevant operator data other relevant
MNO process data sets databases/

tools

o All traffic * Persistent, « Classification «Create core
carried over unique 1D of website measures » Subscription
operator traffic model

* Add third party proposed
demographics

network
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GSMA Mobile Media Metrics Data

Top Mobile Sites vs. Top Internet Sites, December 2008: UK Mobile
Phone Users (sample of UK Operators) and UK Internet Users*

Top 10 Mobile Sites Top 10 PC Internet Sites
Source: GSMA MMM Source: comScore MediaMetrix
Mobile Operator Sites Google Sites

Google Sites Microsoft Sites

Facebook.com Yahoo! Sites

Yahoo! Sites Facebook.com

BBC Sites eBay

Apple Inc. Sites BBC Sites

Microsoft Sites AOL (inc. Bebo)

Sony Online (inc. Sony Ericsson) Amazon Sites

Nokia Ask Network

AOL (inc. Bebo) Wikimedia Foundation Sites
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Facebook: More Mobile Visits, Slightly Longer Onlin e Sessions
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users spend
minutes on facebook,
average Visits per
day.

users spend minutes per day;
average ViSIts.
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48% of mobile browsing audience is 18 to 34 years 0 |d. Only
29% of the TV audience is in this demographic (BMRB )

63 % of mobile browsers are male vs. 53 % of PC browsers Mobile Media
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Morning is prime mobile daypart

22 percent of total minutes browsed on
mobile occur between 7-10 a.m. compared to
11 percent of PC-based browsing.
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Example of integration into existing reporting tool
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Thank you

Henry Stevens

Director of Media & Entertainment
hstevens@gsm.org

+44 7764 356353
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