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ARCchart is an independent research and consulting firm focusing on all aspects of the wireless communications
sector. Based in London, ARCchart’s depth and breadth of analysis provides a global perspective on wireless
technology and industry developments. Combining original thinking with exceptional knowledge and experience,
ARCchart assists clients in making sound commercial decisions about technologies, market strategies and
competitive positions. With strong roots in the tracking of M&A activity across the communications space,
ARCchart’s strategic advice covers all aspects of the wireless value-chain - ranging from semiconductors and

WLANSs to network operators, handsets and mobile applications.

This report draws upon research and analysis conducted by all the ARCchart information groups. Use of this report by any third
party for whatever purpose should not, and does not, absolve such third party from using due diligence in verifying the report’s
contents. Any use which a third party makes of this document, or any reliance on it, or decisions to be made based on it, are the
responsibility of such third party. ARCchart, its affiliates and representatives accept no duty of care or liability of any kind
whatsoever to any such third party, and no responsibility for damages, if any, suffered by any third party as a result of decisions
made, or not made, or actions taken, or not taken, based on this document. ARCchart does not make investment
recommendations, in this report or otherwise, and nothing in this report should be interpreted as an opinion by ARCchart either

on market forecasts or on the prospects of specific companies.
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Executive Summary

The user-generated content (UGC) market is one of the most dynamic and rapidly changing sectors in the web
economy and companies like MySpace, Facebook and Second Life have grown to become major web brands
commanding huge valuations. With handset penetration far exceeding that of internet penetration, along with the
phone’s multimedia, connected and location-aware capabilities, mobile operators, UGC service providers, as well
as hardware and platform vendors, have been quick to see the huge potential of mobile Web 2.0 services. While
early handset-based UGC offerings were simple ‘remote control’ applications enabling users to access their
profile and their messages when on the move, true mobile UGC is much more than simply a mobile conduit for

web-based user-generated content.

UGC underpins the Web 2.0 phenomenon and several different products and services fall under the umbrella
term of ‘user-generated content’, such as blogging and social networking communities. In essence, anything that
is created by the general public for the consumption of the general public can be categorised as user-generated
content: be it a short video, photograph or even just a simple text profile.

This report presents an in-depth analysis of the user-generated content transition to mobile. The technology and
market drivers fuelling the development, deployment and uptake of phone-based UGC services are discussed,
and the challenges and opportunities which this new market presents to operators, services providers and
platform vendors are examined. The regulation and privacy issues which arise when UGC goes mobile are also
investigated, and the potential revenue models are scrutinized.

The report identifies and discusses the fundamental advantages which mobile UGC has over the desktop-based
web. The phone travels everywhere with its owner and most have integrated cameras, making the handset
perfect for capturing spontaneous and location-specific user-generated material, such as photos and video.
Location content can be further enriched by leveraging capabilities such as GPS, Cell-ID and short-range wireless
technologies like Bluetooth. Importantly, the mobile operator billing relationship with the subscriber means

services can be effectively charged for without requiring credit card registration.

An overview of key factors which are driving UGC and the Web 2.0 experience on mobile phones is presented.
These include the growth of multimedia handsets; dual-mode Wi-Fi devices; 3G and 3.5G network upgrades
which are delivering a faster mobile internet experience; the gradual adoption of flat-rate data plans; and
advances towards interoperability being made by several UGC sites. Widgets are also improving the accessibility
and ease of use for many UGC services, and the availability of intelligent advertising platforms capable of pushing

targeted, personalised and relevant promotions is pointing the way towards viable revenue models.

The key technologies which are driving mobile UGC are also discussed. Instant messaging, presence and one-
click IP upload of services is proving of vital importance. Companies like ShoZu have developed handset clients

that enable fast and efficient upload of photos to social networking sites which are superseding MMS. Bluetooth
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has enabled a number of short-range social features particularly relevant to the dating environment and GPS

enriches mobile content and can boost the effectiveness of advertising.

The report identifies three principle sources of revenue for mobile UGC: ad-supported, subscription based and
transactional. Both operators and service providers are experimenting with all three approaches. The advertising-
funded model has not been proved with fixed Web 2.0 and it is questionable how effectively it can be ported to
mobile. A more sophisticated approach is required and some service providers are employing techniques, such
as ‘relevance’, to ensure mobile advertising matches the profile and context of the user being targeted. At the
moment, transactional revenues are supported by premium-rate SMS and MMS services, primarily through chat
and date applications, however, revenues from users purchasing products and services over their handset will
increase substantially over time. ARCchart believes that subscription-based mobile 2.0 will lose some ground as
transactional and ad-funded models become more popular, although some service providers will be able to adopt

a ‘freemium’ model, where a basic entry level is free while enhanced services are charged for.

ARCchart segments the current mobile UGC market into four categories: Social Networking and Virtual Worlds
(e.g. Facebook and Second Life); Multimedia Sharing (e.g. SeeMeTV and YouTube); Blogging (Twitter and
Jaiku); and Chat & Date services (e.g. Flirtomatic). Of these, ARCchart estimates that chat & date is the largest
segment in revenue terms, valued at $366 million in 2007, or 52% of the overall mobile UGC market. Total
revenues for mobile user-generated content for 2007 are estimated to be just over $700 million and ARCchart
forecasts that this will grow to reach $6.6 billion by 2012.

Many UGC providers are now increasingly offering a blend of services across the four category areas and some
of the most integrated players — including MySpace and Facebook - offer elements of all four. Most players
continue to specialize in two or three segments, but we believe that convergence will quickly see integration of the
three key services (social networking, multimedia sharing and chat & date) become the de facto offering for most
providers.

An increasingly important aspect of Web 2.0 is regulation and privacy and these concerns become more acute
with mobile. User-generated content has always relied on openness and ease of use to achieve the wide level of
take-up needed for success, but this very fact has made UGC open to abuse and therefore threatened by
regulators. The industry has responded by adopting self-regulatory practices to try to prevent abuses but more
needs to be done. Operators and service providers must be seen to be doing more to prevent the abuse of minors
while at the same time maintaining an air of openness to prevent a mass exodus of users to less regulated sites.

The report identifies the challenges facing each of the key players in the mobile UGC industry — operators, service
providers and platform companies — and recommends strategies for securing a strong foothold in the market. As
operators move to flat-rate data tariffs they risk becoming data pipes. To avoid this, mobile operators need to
concentrate on areas where they can maintain an advantage, such as the billing relationship they have with the
subscriber. Service providers in the UGC space are primarily coming from a fixed-line web environment looking to
extend their influence in the mobile arena. For handset vendors like Nokia and Motorola, building more
intelligence into the handset is just the latest in a long-running battle with mobile operators for control of the
subscriber. In addition, handset vendors can build consumer brand loyalty by building sub-brands — such as the
Nokia’s Lifeblog. Software and platform providers need to have several routes to market for their solutions, but a
direct to consumer offering can help build new revenue streams and can act as a proof of concept for the

business model.




Mobile User-Generated Content and Web 2.0

Table of Contents

A. MODIlE MArKEt OVEIVIEW........ceiiiiiiiiiiiiieieeee ettt e e e e e e eeeeeeeeeeees 1
A.1 | Growth of mobile BroadbaNd ......... ..o et a e e e aane 1
| Availability 0f 3.5G NEtWOIKS @nd GEVICES.........eiiiiiiiiiiiiiie ettt e e nanee s 1

| HSPA continuous CONNECHIVILY AMVES USAQE......ccoirriiiiiiieeiiiiee et e sttt et e e e e e et e e nnre e nnneee s 3
A.2 | Benefits Of @ll-1P INFIASIIUCTUIE .......oooiii ettt e e e et e e e e e e e e ee e e e e e e e annbeneeeaeaeaannes 3
A3 | Flat-rate data PIANS .....eeiiieiiie ettt sh bt n bt e e Rt et e e et e e e nbn e e nees 4
A4 | FIXEA MODIIE CONVEIGENCE ...oeiiiiiieiiiiie ettt ettt a bt e e st e e e b et e e b bt e e et e e e s et e e e bb e e e nanbn e e e nanees 6
[ (o] o1 (0 o] o =] = (o £= U PRTRRR 8

[ R R CTe B e[l o] o 1T -1 (0 £SO TSP UPPTP PP 8

| BrOBADANA ISPS ...ttt e e et e bt n e e nannee s 8
A5 | WLAN tECHNOIOGIES. ...t eeeeeee ettt ettt e e oo e ettt e e e e e e e aebee e e e e e e e e e nneeeeeaeaeaaabeeeeaaeesaansnsneaaaeaeaannes 9
ALB | SPECIIUM ISSUBS.....ieititiet e e et ettt e ettt e e oo e ekt e et e e e e 4o a bbb et et e e e e e e s bbb ettt e e e e e aanbbb et e eesanbbes e e e e e e e sannnbbnneeeaeas 10
A.7 | Open service marketplace versus walled garden business Model..........coccveiiiieiiniiie i 11
A.8 | Opening the operator environment to external developmEeNt ... 11
| AMINISIFALIVE CONTION ...ttt e e e e ettt e e e e e e s nbbb b e ee e e e annbbeeeeaaeeeanens 11

| Resource and Quality of Service (Q0S) MANAGEMENT.......coiuiiiiiiiiie ettt 12

| Complex identity management MOAEIS.........ooi it e et e e e e e s e e e e e e e e annnneeeeesanees 12

[ o To 1= oo 18 o] 1 s To [ ST O OO PTP T PPPPPPPUPPN 12
A.9 | Telecom web services bring NEW OPPOITUNIIES ........eieiiiiiieriiie ettt e et 12

ALLO | SUIMIMIBIY ...ttt ettt e ekt a4 st e e e sk et e 2k et e 4ok h et a2 4a kbt e e e s e e e e aa b e e e e eb bt e e nanb e e e s nn b e e e e entne e e nnnee 13




Mobile User-Generated Content and Web 2.0

B. Mobile User-Generated CONENL ..........coiiiiiiiiiiiiiiiiiie e 14
B.1 | Evolution of mobile user-generated CONENL...........ocuuiiiiiiiii e 14
B.2 | MODIIE UGEC CONVEITEINCE ......ietteeieee e ettt e ettt e e e e e e ettt et e e a2 e e s mt b e et e e e e e e s nebeeeeaaeeesaneeeaeeeaannnraneeaaaaas 16
B.3 | Media iINVOIVEMENT IN UGC ...ttt e e e e e ettt e e e e e e nabe e e e e e e aannnebeeeeaeeas 21

IO 1 T TS OO TP T PPV R PP P PVRTOPPPPN 21

T o) U PUOPRTPUPRRRP 21

[ AL ettt 22

IO 11 1= £ PRSP PPPPPPR 22
B.4 | MODIliSING the UGC EXPEIIEINCE ......ceiiiiieeiiiie ettt e ettt e et e e s et e e et bt e e nne e e s snneeeeabbeeenans 22
[ (e] o1 (=Rt o] o1 VAL O L 1 O PO PU PP PPPPPPRUPTN 23
12101474 @11 YOS PPPRRSRP 23

(€0 =] I T PP P PP PPPPPPOPPPPN 23
[T CS I AT TP PP P PPTOPPPPPPPPPPPPPIN 23

| Exploiting the location awareness of MODIIE ..............ooiiiiiiii e 23

| Messaging with hyper-ConNECIE EVICES .........ooeiiiiiiiiiiii it 24

I = (O PO PP PR PTRRRPPRR 24

| Translating the web experience t0 MODIIE ..........ooiiiiiii e 24
B.5 | INEIOPEIADIIILY ..ttt et e e a bt e et e e a et bt e st e e e e e e 26
B.6 | The Mobile UGC VAIUE CRAIN .........eiiiiiiee et e e e ettt e e e e e e et e e e e e s eennreeeeeaaas 26
S ST =T [ 4 [T o1 =1 (o] o HR T TP PPT S PPTPPPRP 27
B.8 | MODIlE SOCIAI NEIWOTKING ......tveeeieie ettt ettt e s bt e e esb e e nsbe e e e nann e e e abreeenan 28
[T L 0 T=T ol = = O U PUOPUPPUPRRRT 28
PUIPIE ACE... et e oottt et e oo oo bbbttt e e e oo e a bbbttt e e e e e e e abbbe e e e et bbb e e e e e e e e e nntbeees 28
LOCALION BASEA SEIVICES.......ceiuiiiiiiiiiiite ittt ettt sttt sa bttt s bt e et e s bt e ereesne s nbeeenenen 29

| BUSINESS NEIWOIKS ....ceeiieiiiite ettt ettt e e e oottt et e e e e e e aa ettt e e e e e e s ntbeeeeeaeeeaannaseeeeesaannsneneeaaeaeaannns 30

[0 T 1 TR PSP POPSRRUUPPRINt 30




Mobile User-Generated Content and Web 2.0

XING L 30

[ A L L8 F= UYL o [0 PO P TP PPPPPPPRPPN 30
VA E= ot ] o ¢ T PO TP TP OPRTPPPOURPUPPTRN 31
[T PSP P PSP PPTOPPPPPPPPPPPPPIN 31

)1 E] 1P P TP PP PP PPPOPPPPPPPPPPPPPPR 31

R AT =g 4= = o PP 31
Monetizing from VIFTUAL WOTTAS .......cooiiiieiii ettt e e 32

ST =T oTo ] o N 1 = PR TP 33

BLO | CRAL & DALE ....eeiiiieiieiiiteee ettt ettt e ekt e e a et e b bt e R bt e e e b et e e b bt e bt e e e nbe e e e abr e e e e tbeeeen 33
DOAGEDAILCOM ...ttt e e et n e 34
L1100 ] 1= (T TSP PPPRR 34

Y E= Xt W oo o 0 F PRSP UP R TPPR 35
JUIMBUCK ..ttt ekt e ettt e e e e ek b et e e e a b et e e e b b e e e e eb e e e e ntn e e e nanneeeanneeenan 35
(oot LiTo gl == EY=To [ D = 11] o [PPSR 35
B.10 | MUIIMEAIA SNAIING ...ttt ettt e ettt e e e e e et b et e e e e e e e s bbbttt e e e nbbab e e e e e e e aannnbaeeeeeeeas 36
The SubSCription rEVENUE OPPOITUNILY ....ceeiiriieeiiiie ettt ettt e et e e e et e e st e e sineeeabreeenaes 36

(031 i7.4=T 0 To ¥ 0 F= 1 1= o PR 36
(ool 11 YT PR UP PP UPPTPPPPRTN 37
BANA SEEMETV ...ttt ettt e sttt e st e et E ettt 37

(@ 22 Vo To 1Y Y0 =1 (=T o o Lo | PSPPSR 37

[T 011V, [o] o] 1 TP PPPPTPTTPPP 37
(30 I /T o1 =0 o] (oo To [ o PRSP PP PPPPPR 38
Y SR o (oo To [ o o F OSSP PP PP PP PPPPRON 39

| REQIONAl IffEIENCES ...ttt e e e e ettt e e e e e s s bbb et e e e e e aanbbeneeeeeeeanen 40




Mobile User-Generated Content and Web 2.0

C. MODIlE 2.0 CONENL........iiiiiiiiiie et e e e s 41
(O30 R I 0TS o OO PP PR OPPPPP 41
F L T TSP PSP PP P PPTPPPPPPPPPPPPIOS 41
UNIVEISBI IMUSIC ...ttt ettt e et s et e st e e ek et e s e et e ean et e e st e e e nannn e e e nannes 41

(O] =T g T 1= U 42

[ 0117 o PR 42
1251 (=T 0T T OO POPOTPPUPPTPT PP 42
INOKIB IMUSIC STOTE ...ttt ettt et e b e e e et e e e bt e be e st e e beesne e e nbeeennenen 42
VOdAfONE'S MUSICSTALION .....eeiieiiie ittt et e e et e e e st e e s e e abe e e e nnre e e s nnneee s 43
Q1] Qo] 1] 1= ot AP O PP PPPTPTPPP 43

(O3 L= 401 OO PP PR OPPPTP 43
IS To ol = U o T Lo 111 o B TP PSSP PP OPPPPPPPPPN 44
SPriNt NeXtel's GamME LODDY .....c.oo ettt e e e et e e e e e e e e nbb e e e e e e e aaneeaeeeeaannseneeas 44

GIU MODIIE .ot h et sa e st e st eb e e e 45
GAMING JBAGUES ...ttt ettt ekt e e sttt e s bt e e ek et e e s et e e s s b bt e e ek b et e e ene e e s nb e e e et e e e nnnes 45

I 0= T U F= Yo =T 11T T OSSP TP UUTPUPRRRT 45

L (=] T o F TSSOSO P UPUPTURPROTIN 45
(50} oo TP P PP PP POPPPPN 45

F N = =TT oL ST TP PT PP PPTPPPPPPPPPPPPIOS 45
Y01 100 L= TR 46

(O VAo (=T Jr=Ta Lo I Y TP T OO TSP PP PP PUPPRPPI 46
R = 11 0o [ F PP PPPPPPPPPPPN 46
YOUTUDE. ...ttt ettt s ket e e et e e s bt e e sk r et e e et et e e s bn e e e e et e e e e anne e e e nenr e e e e e renan 46

D. REQUIALION. ....cceeiiiiii et e e e ettt e e e e e e e eeeean s 48
Comparing UGC SItES @NT ISPS ........uiiiiiiiiiie ettt e e e e e e e e et b e e e e e e e s anbbe e e e e e annebeeeas 48

Action Undertaken DY UCG SITES .......iiiiiiiiiiiiiee ettt e st e e s 49




Mobile User-Generated Content and Web 2.0

(D20 ST (=T o U = o] TP P PP P PP PP OPPPPPPPPPPN 49
D.2 | MOOEIALEA SEIVICES. ... .eieeiiiee ittt e e ettt e e e e e oottt et e e e e et bt bttt e e e e e e ahe b e et e e e e e e aanbbee e e e e e nbbeb e e e e e e s aansnbneeeeaeeas 50
E. Commercialising Mobile 2.0 ..o 52
E.1 | BENEfits 10 MODIIE OPEIALON ..........eeeiiiee ettt e e e e e e e e e e s annrreeeeeeeas 53
VOABIONE ...ttt h et a e e s bt e et st e e bt e e et st e e e r et 53

L T U U 54
BOOSE MODIIE ... 54

B2 | SUDSCIIPLION ...ttt ettt et e e et bt e e sttt e e s bb e e an b bt e e snbe e e e snbe e e e e nbbreeen 54
E.3 | MODIIE BOVEITISING ...ttt ettt ettt ettt e et e e bt e e ettt e e s b e e e ebb e e e nbbe e e e nnneeeeabreeenan 55
| Targeted advertising and reCOMMENAALIONS...........oiiiiiiiiiiiiie e e e e e e e e e s sebaeeeeeeeaaaens 56
(0= aTo 110 Te LAY o] [0 £ RSP UPPRPSRP 57

| Data mining and iNfOrmed adVEITISING ........ooiirriiiiiiie et e et 57

I = (O PP PR PTRRRPPRR 57
Facebook and AGMOD ..........ooii e e 57

| MUlti-diMENSIONAI FEIEVANCE .......eiiiiiiie ittt et e bt e e st b e e et enanees 58
L0316 14 F= o PP PP RTOPRR 59

| AdVErtiSING iN the UGC CONIEXL....ccoiutiiiiiiiiieiiiiee ettt st e et e e s aat bt e e sbb e e s abeeesaatee e e nnnees 59
oLVl ] o= TP P TP P PP PP PP PPPPPPPPPPPPI 60
V4o =T ] =Xo o TP 60
FACEDOOK ... e 60
ST o 1= Lo = PP P PP PRETPT PP 60
1210474 I oo | o TSP EEPTRTT 61

| B I =T g Y= T (o o - | TSP PPT S PPPPPPRP 61
IS To o1 = UR] g o] o] o] o o A O ST P TP PPPR 61

L0 {011 153 (o] 1 4 F PRSPPI 62

Other social SNOPPING PIAYEIS ...ttt e e e et e e e e e e s abr e e e e e e e e nnebeeeas 62




Mobile User-Generated Content and Web 2.0

e = Tod oL aTo] (oo | I = o £ 63
F.1 | Transitioning from Web 2.0 t0 MODIIE 2.0.....ccoiuiiiiiiiiie it 63
LIMITEA SCIEEN SIZE ...ttt et e et e e s et e e st e e e e e e e s rr e e e et e e nannn e e e nannes 63
Limited NANASEE MEIMOIY ......oiiiiiiiiiie ettt e e e et e e e e e et e e e e e e e e s et b b et e e e e e e aaseeeeeeeeaannebeeeas 63
(G2} oTo T= 1o I a1 = o] o < PSP PP 63
Limited NetWOrk DanOWIOLN ..........cooiii et n e 64
(D= 1r= W ol g (0 =T OO PPPTP TP 64

o =T a1 A g T EoTo [T 0 LT o | OSSP PP OTPPR 64
The SIM fOr ID MANAGEIMENT .....oiiiiieiitiee etttk s e e e st bt e e et e e s br e e e e as b e e e e abr e e enneeeeabreeenans 64

F.2 | The trend towards handset client appliCatiONS .............coiiiiiiiiiii e 64
IV To [0 T £ PSP OPPPR 65
FACEDOOK ...ttt et b e et e e et e e 65

A AT 0 )Y YR TOTPPR 66

Y o] o1 Lo o [ = TP P TP OTPPR 66
NOKIB'S WILSELS ...ttt ettt ekt e e ekt e e s st e e et e e ek b et e e et et e e ene e e e et e e e e enbn e e e nannes 66
MICIOSOM'S ZUMODI ...ttt et e e st e e e bt e e et e e s n e e e et e e e s nnn e e e nannes 67

(O] 01T 011172 Y= 2SR 67

|  Operator iNVOIVEMENT IN WIAGELS ....o..viiiiiiiie ettt et sn e e s e e st 68

F 1G] @< (o o PR UTSPPRI 68

| TPRONE WILGELS ...ttt ettt ettt e e oo hh b ettt e e e e e s s n b bt e e e e e e e e s nbbbee e e e e e annbbbeeeeeeeennnn 69

| DrawbacCks OFf WILGETS .....c.eiiieiiiiee ettt ettt e e sk e e s st e e nn e e st e e st e e 69

LR 1 PP PO OPPRPP PRI 69




Mobile User-Generated Content and Web 2.0

| INSTANT MESSAGING. -1 ttetetiieie ettt ettt e ettt e ekt e e aa bt e e ek bt e e e s et e e aa kbt e e enb et e e ne e e e e bb e e e nantn e e e e 72
[[a1E=T o] o T=T =1 o] 12O TSSO PPPPTPTOPPP 72
MODIIE IIM USEI EXPEIIEINCE .veieiieei ittt et e e e ee ittt e e e e e ettt e e e e e s et ta e et e e e e e essstbaeeeaeeeaasssbbaseaaeeesasaeeaeeenansstbseees 73
YANOO! IN SINQAPOIE ...tttk et e et e e sk bt e e e e sttt e e be et e e es b e e e eate e e e nsnneeeabreeenan 73
IMISIN TN KO A ...ttt ettt e ettt e e bt e e st e e e b e e e e s et e een et e e et e e e s nnn e e e nannes 73
NTT DOCOMO ...ttt bbbt e s b et e e s b b e e e s b e e e s s b et e e s e e e s st e e e s sbe e e e sane s 73
(07011 o] 1 = W T PP P PP UTP PP PPPPPPN 74

[T D1 =T A L 0T o] o - To RO UPRRRT 74

F.5 | Mobile service delivery PIAatfOrmMS ..........coi ittt e et 74
| Service Creation ENVIFONMENT (SCE) ....cc.uviiiiiiiieiiiiie ettt sttt e e et enanees 76
[ I =] 01 (oo i o PR PER 77
AAKT AT ettt h e h e h R b e ARt R e e R e ke e R e e b e e £t oA et Rt b e e EeenEe e et e et eneeeneenne e 77

= (O PSP P PP PP PR PPPPPPPPPP 77
I e (=TT =T [ RPN 77
[ B Lo (o L PO PP PPT PP 80
FLO | USEI INEEITACE ...ttt ettt e ekt e e e a bt e e e bt e e e a b e e et bt e e esbe e e e snnn e e e e breeeen 81
F.10 | Digital rightS ManNAgEMENT...........ueiiiiiiiiiit ittt e e e e e sttt e e e e e e e nnebeeeaaeeesannaeeeaeesaannnaeeeaaaaas 81
F.11 | LOCAtION DASEA SEIVICES.....cciiiniiiiiieee ettt ettt e e e e ettt e e e e e s tb bttt e e e e e abab e e e e e e e e nneneeeeaeeas 82

| WhO owns 10CatIoN INFOMMIELIONT ......uiiiiiiic ettt st e et e st e 84

[ ASGPS ettt 85

[ CT=To N IF=To [o 1o o TP PUP T PPPPPPPUPPN 86
(CT=Tol =T Lo TaTo INVL/11 4IRS Lo )7 T PSP UPPRRPP 86
DEVICE AVAIADIILY ...ttt e e e bt e e et e e e et 87




Mobile User-Generated Content and Web 2.0

=T o TS} (=11 T O PSP P UP PP POPPPPN 88
L] ¢= PP PP TOPR 89
ST (=T g Lo £SO PSRRI 89

[ P PP P PP PPP PP POPPPPN 89
R I NV 1= = PP PP PPT TP 89
1Y Le] o =T o o E TSP O U RO OT P PUROPRPPRTRTRN 90

Y o1 o] (o] = W PP PP PP PP TOPPPPN 90
[La1=] [ o= o A= Y= L= PSPPSR 91
F.14 | Technology INtErOPEIADIliLY ..........eiiiuiiieiiiiee ettt ettt e e et e ebbe e e s sebeeeeabbeeeeans 91
5] 110 VA T TP PSP PPPPPPPPPPPN 91
NS 2 F VST 117 U= PP 92
ACTVETONE'S IMOMIO ...ttt et et e e s e e e st e e e e e e st e st e e s nr e e e s neneee s 92
VOdafONE AN YOUTUDE ....ooiiiiiiii ittt e ettt e e st e e s e e e st e e nnr e e e s neneee s 92

G. ComPaNy Profil@S ......coeeeiiiiie e 93
L Y o o1 (= o] o= = (o] £ PP P PP PP PPPRPTPP 93
(ST 10 11 gl ] == W =1 (=T oo o TSP UPRTRT 94
(0374710 T4 (o ST S PERPRRP 94
BUSINESS MOUEI ...ttt e s a e e s bt e e ek e e e e et e e e nre e e e et e e e s nnn e e e nanees 95

[ L= o PR PT SR POPRR 96
ProbIemMS @t HENO ........viiiiieii e 97

| B UK ettt ettt n ettt 97
12 TSP P PO P UPTOPPPPPPPPPPPPPIN 98

L1 C=T (o= 11 o o PO P PP UPPTPTOPPP 98
YAN0O DA ...ttt e ettt 98
SEEMETYV SEIVICE (YOSPACE) eeeeeeiiiiteiieiee e e ettt e e e e ettt e e e e e e aat b et e e e e e aa s ntbaeeeaaeesaanbbeseeeaeeeaannnsseaeeeaannseeeeas 99

SEEMETV DUSINESS MOUEN .....oeeiiiiieieeeeie ettt e e e e et e e e e e e e et e e e e e e eeasaa s eeeeeeessean 100




Mobile User-Generated Content and Web 2.0

KINK KOMIMUNITY <.ttt ettt e ekttt e e st e e aab e e e ek et e e anbe e s bn e e e e anbne e e nnnees 101

ST o] (1 SO TP PTO T UPPPPPPPPTN 101
Chat & DALE SEIVICES ......viiiiiiiiii ettt ettt b e bt b ekt e e b e e e skt e b e e ke e e abe e e sbe e s be e et neeaaee e e 101
(€T 111 o o T T TP PO PP TPPPPPPPPRN 102
G2 | SEIVICE PIOVIAEIS ...ceeieeiiitiie et e ettt e ekttt et e oo ook bt ettt e e e s s e h bbb e et e e e e e e e nb b e et e e e e e e aanbeeeeeeeaaanbbeeeeaaeaenannns 103
IS T=Toto] oo I X = PP STUPPOTPPPPPPR 104
=T Eo W o T g o] o F- i [o ] o WO PO O P U PP UPPPOPRPO 105
The SeCONd LifE @CONOMY ... ... ittt e e e e ettt e e e e e e s s tbe et e e e e e e e e nntbeeeeasaannnneeeaaaaean 105

I (01U U o L= PRSP PP OTPPPPPPR 106
LEOAI ISSUBS ..ttt ettt et e ket e e a et o4kt e e R b et e e AR et e e Rt e e n e e et e 108
BUSINESS MOUEI ...t et e e et e e st e e et et e s e e e s b e e e e anrn e e e nnnes 108
MODIIE YOUTUDE ... e e s 109

I = 11U TP PR S PP PP OPPPPPPPPPP 110
REVENUE MOAEI ...ttt e e e e e n e e e s s e e e nne e s n e e e e anrne e e nnnes 111
(€ToToT | [ Tt |01 1110 ] o IO TP TP POPPPPPPPPTN 111
FRAIUIES ...ttt ettt oot e e e e e e et e e e e e e e e e e e e e e e e e e n e e e e e e 111
G.3 | Platform and SOftWare SUPPHEIS. ... ... ettt e e e e st e e e e e ntbeeeeeaeeeannes 112
TS ] [ V4 U P PP PP PTPT S TUPPPPPPPPTN 113
I AL ] N TP PP PP OTPPPTPPPR 115
N0 qT= 1 (=T o] (o o [P EURPR R 115
IMIOSKH <. et a e 117
TWANGO .ottt et et ettt e et et ettt e e e e e et et et et e e s e et e e et et et et e et et et ettt ettt 117
LAV Te 1= £ T PP P PP OP PP POPRPPN 117

X YT o] o (= O PO PTPT R TUPPPPPPPPTN 118




Mobile User-Generated Content and Web 2.0

| NBWBAY .ttt e bt e et e e e b et e e an b an et e e n e e e e e treeenan 120
UGG GALEWVALY ...ttt s s e s s s s s e e s e nnnns 120
Lol T=1 2] (oo OO PRRR P 121
SIS T ot o PP UP PP TPPPPPPPPP 121
L0 =T g0 [ TP 121
L@ 17 TP P TR O P T PP S O PPV PRPP 122
VAT = Ul o] (0] 1 4o i o] o T PSP PP PP PP PPPRPP 122
FONEBIOG UNIQUE FEALUIES ...ttt e oottt e e e e e e st e e e e e e e e anbeeeaeeeaannsneeeas 122
[ D (O I PSP OO PP PP PPPPPPPPPP 122

H. MODII€ UGC FOIBCASKS......ciiiieiiiiiiiiiiiiie ettt e e 124
[ T IS Teta T o T o] i (o] =T o T PP PPPRRTII 124
H.2 | ASSUMPLIONS & MENOUOIOGIES. ......ciiiiieieiiiie ettt ettt e et e e nenee s 125

| REVEINUE ...ttt oottt e e oo oot bttt e e e e e oo a kb e et e e e e e e e e Rhbeeeeeeeeeaanbeeaeeeeantreneeaaeeeaann 125

| Network teChnOlOgY EVOIULION .......ccitiiiiiiii ettt et e e sbe e e e aeneeeeans 125

IO 4T LR D T (= SO O PP PU PP OTPPPPPPRPPI 126

H.3 | Total revenues for MODIIE UGKC ... ..ottt e ettt e e e e e e et e e e e e e e ene e e e e e e eaannsneeeas 126
H.4 | Revenue breakdown DY SEOMENT .........oiiiiiiiiiiii ettt e e senee s 127
H.5 | Geographic breakdown Of FEVENUE .........cooiiii it s 128

H.6 | Revenue breakdown by BUSINESS MOUEI .........ooiiiiiii e 129




Mobile User-Generated Content and Web 2.0

List of Figures

Figure A-1:

Figure A-2:

Figure A-3:

Figure B-1:

Figure B-2:

Figure B-3:

Figure B-4:

Figure B-5:

Figure B-6:

Figure B-7:

Figure B-8:

Figure B-9:

Figure C-1:

Figure E-1:

Figure E-2:

Figure E-3:

Figure F-1:

Figure F-2:

Figure F-3:

Figure F-4:

Figure F-5:

EVOIULION OF JATA FALES. .....ciiieieiiiiii et e e s nnes 1
Evolution Of MODIlE data SEIVICES ........oiiiiiieiiiiee et 2
Outline of @ CONVEIGEA NETWOIK........oiiieieiei et e e e e e e e e e e e e e sae e eeeaeeas 6
EVvolution of MODIlE UGC ........ccoiiiiiiiiiice e e s e 15
User-generated content POSItiONING MALMX........uuurierieeiiiiiiiiereeeseeiirees e e e s s et e e e e e e e s saereereaesssnrreeeeaeeas 17
Blogging moving to multimedia sharing and social NEtWOIKING ..........cccooiiiiiiiiiiaiiiiiee e 18
Chat & Date moving t0 SOCIAl MEAIA ..........ueeiiiiiiiiiiii e 19
Social media moving to multimedia Sharing ............oviiii i - 20
MoDile UGC ValUE CRAIN ......eiiiiiiiiiiii ettt e e rre e e e e e e 26
NOKia N95 MODIIE PRONE ...ttt e e et e e e e eeaaeeas 29
Screen shot Of HabDO..........ooiiiii e 32
Example mobile blogging page from NEWBAY .........cc.ueiiiiiiiiiiiiee it 38
Screen Shot of PacMan from Sprint Nextel Game LobDY ...........oeeiiiiiiiiiiiee e 44
Screen Shot of Mobile adverts inserted by AAMOD............ccoiiiiiiiiii e 55
Screen shot of a cinema advert inserted within a mobile entertainment section ..................cccceceeen. 55
Example of advertising on Facebook MObIle ... 58
Example of basiC PreSENCE SEHINGS . .o.coii ittt e e e e e e st e e e e s satbaeaeaeeesaannes 78
Elements that make up complex preSENCe SEHINGS. ... .vveiiriieiiiiiie ittt 78
Growth of presence-enabled handsets — 2005 10 2011 ......coooiiiiiiiiiiire e 80
Screen shot 0f the GYPSii INTEITACE ..........iii i e e e st r e e e 87
Screen Shot of MyStrands NOMEPAGE ........ccoiuiiieiiiiie e 89




Mobile User-Generated Content and Web 2.0

Figure F-6: The ‘Bruce’ avatar created by Yomego for ITV'S IACGMOH .........ccooiiiiiiiiiiiiiice e 90
Figure G-1: CyWOrId SCrEEIN SNOL .........uiiiiiiiiiiitit ettt e e e e e st e e e e e e s s bbbt e e e e e e anbbeeeeaeeeeanens 95
Figure G-2: Yospace Media Community Platform.........c..uiiiiiiiiiiiiiec et r e e e e e s saees 99
Figure G-3: Second Life fOrum SCreEN SNOL..........ooiiiiiiiiiie e et 105
Figure G-4: YouTube web interface SCre@n SNOL..........ooiiiiiiiii e 107
Figure G-5: Example of YOUTUDE iN VIAEO @US ......ceiiiiiiiiiiiiiic ettt e et e e e e e snaaanaeaaaeeas 108
FIGUIE G-6: THE IPNONE ...ttt s e e ek et e e et e s e e e et e e e antn e e e nnnes 109
Figure G-7: Jaiku's Market POSIHIONING .......coiiuuuiiiiiee et e e ettt e e e e e e s et e e e e e e e anbeeeaaeesaannnaneeaaaaaas 110
FIgure G-8: JAIKU'S PrESENCE SCIEEIN ...uuviieeieeiiiiieieeeeeeseeittteteeeeseaattreeeaaeseassttaateaaeeassssaaseaaeeesaasssbeaaeeessasbtsseeaaeeas 112
Figure G-9: ShoZu’s photo UPlOAd SCrEEN SNOL ........eeiiiiiiie ittt 113
Figure G-10: ShoZu Screen Shot Showing Photo Sharing Functionality ... 115
Figure G-11: Screen shot of Nokia’s Lifeblog appliCation ...........ccuuueiiiiiiiiiiie e 116
Figure G-12: UKTV Content Optimised By ActivePhone TeChnology ..........cccviiiieiiiiiiieeiiiic e 119
Figure G-13: NewBay's UGC Gateway & ArChItECIUIE ...........ooiiiiiiiiiiie et e e ea e 120
Figure H-1: Growth of mobile UGC revenue worldwide — 2007 t0 2012 ..........cooeiiiiiiiiiiiieeeeeiiiiieee e 126
Figure H-2: Mobile UGC revenue breakdown by Segment - 2007 ...........oeeiiiiiieiiieee e 127
Figure H-3: Mobile UGC revenue breakdown by segment - 2012.........cooiiiiiiiiiieiiiiieiee e 128
Figure H-4: Growth of mobile UCG revenue by region — 2007 t0 2012...........oouiiiiiiiiiiiiiieeeeeiieiieee e 129

Figure H-5: Growth of mobile UGC revenue by business model — 2007 t0 2012..........cccceeeeeiiiiiiieeee e, 130




ARCchart Ltd

27 Holywell Row
London EC2A 4JB
United Kingdom

Tel: +44 20 7456 9669
Fax: +4420 7456 9660
Email: service@arcchart.com





