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Executive Summary 
 
Mobile search will be the honey of the mobile Internet, making it a stickier community that will 
generate revenues, lock-in users and bolster loyalty.  If only it was so easy.  The mobile search 
market is already a poorly choreographed opera, where the mobile operators are the actors that 
are not aware whether they should be shaking hands or banging heads with the search company 
directors.  
 
Google’s carrot dangling has opened the door for the company into the mobile space through 
partnerships with T-Mobile, Motorola and several others.  BKI Media predict that the mobile 
search market will be worth USD 13 billion by 2011 and this indicates why Google wants its 
fingers in the mobile pie.  But history and the plight of AOL warn mobile operators that banking on 
Google to drive portal revenues, share intellectual property and grow business is risky.  Google 
has its own ambitions (such as Google Talk and free wifi).  Mobile operators need to create 
strategies that defend, not embrace, Google.  It’s easy to dismiss voice as dead, but it’s simply 
not true.  Voice is the money maker for mobile operators and whilst Google is cosying up to 
operators on the storefront of the mobile portal, it’s eager to steal the voice market revenues via 
the back door.  
 
Search engines will become the engine of the mobile portal, but by no means does offering 
mobile search mean that revenues will follow.  Mobile operators will only beat the drum of victory 
if they use search as a tool to join a community of value added services and offers including 
recommendations, advertising and social networking as the instruments of their success. 
 
BKI Media has identified three main areas that must be encompassed into a wireless Internet 
strategy to ensure success and competitive prowess (Table 1.1: The Tripod of Success):   
 

·  Strategic  – own intellectual property.  Learn from Google and raise the bar on your 
market valuation by controlling intellectual property from mobile search. Don’t simply 
follow a “they have, so we have to” strategy and shake hands with a brand capable of 
threatening operator existence.   

 

·  Tactical  – control advertising, and revenue share partnerships, to ensure control of the 
customer and that brand values are not diluted by third parties. 

.  

·  Operational  – ensure fast route to market and a channel where new offers can be 
pushed to consumers or businesses instantly.  Ensure operational strategy includes: 

 

o Social networking –  adding a recommendation engine will engage consumers 
and drive revenues by encouraging click through. 

o Business portals – make sure business portals are on your competitive radar. 
o Enterprise Search  – vital information in-front and behind the firewall.  

 
Mobile operators that follow the tripod of success will win revenues from the mobile Internet and 
will show return on long, painful and lengthy investment in to the mobile portal.  The legs of the 
tripod clearly indicate the strategic, tactical and operational best practices that will deliver results.   
 
 
 
 
 
 
 
 
 



Table 1.1 

 
Introduction 
 
Informa Media and Telecoms recently produced statistics that show how revenues will be 
generated from mobile services in the future (see table 2.2).  The results follow an industry survey 
that asked mobile leaders to respond to the rate of importance for services as revenue drivers 
now and in 2011.  The results indicate that community applications will be the main driver of 
mobile content in the next five years. Mobile search scored only marginally in the survey because 
search is not a direct revenue driver and therefore harder to quantify.  However, BKI Media 
believes that search will be the biggest driver of the mobile Internet in 2011.  The mobile search 
market will be worth at least USD 13 billion in 2011 and poor investment into mobile search 
services now could cost operators significantly in lost potential revenue by 2011.  This could be 
up to EUR 35 million per operator over the next five years if significant investment isn’t made 
(based on analysis of the growth of Orange Gallery services in France).  
 
Table 2.2: Importance of Services for Generating ve nues (%) 
Importance of service for generating revenues (%) 

Service Year Importance (%) 

Music 2006 25.9 

Music 2011 38.9 

Games 2006 22.1 

Games 2011 37.4 

TV 2006 21.0 

TV 2011 41.6 

Community applications 2006 24.0 

Community applications 2011 45.4 

Search 2006 11.8 

Search 2011 29.0 

Gambling 2006 5.7 

Gambling 2011 14.9 

Advertising 2006 20.6 

Advertising 2011 37.8 

Adult content 2006 16.0 

Adult content 2011 23.7 

Source: Informa Telecoms & Media 
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Mobile search is the way in which communities will connect on portal.  At present, mobile portals 
are static and users go in and find services to buy or view.  However in the future, mobile search 
will be geared towards empowering mobile communities with recommendation engines, paid 
advertising, contextualised responses and a number of value added services such as premium 
voice or SMS search, and VoIP search.   
 
In this respect, without mobile search, linking, engaging, finding and socialising within community 
networks will not be possible.  Author and analyst Peggy Anne Salz argues that mobile search 
will be the filter that finally enables mobile operators to “clinch the sale” since it will offer a 
constant stream of recommendations and similar search criteria to keep the user connected.  This 
will drive revenues for the operator by ensuring consumers stay on the portal driving data ARPU, 
and click-through to the purchase button more often as well.  
 
The problem with mobile portals today is that they showcase a lot of information, but the offers 
are not absorbing.  Mobile operators cannot hold the attention of consumers on portal, and data 
revenues remain minimal.  But using social interaction, recommendation and personalisation to 
deliver targeted search results to users will revolutionise the mobile Internet of today and make it 
the media of tomorrow.  
 
 
Google as the Beast of the Internet 
 
Google has a foothold in several mobile services and segments.  Multi-brand and multi-channel 
strategies are vital to succeed in the mobile space.  Google has the most successful multi-faceted 
strategy of them all and is wrangling to get a foothold in as many diverse sectors as possible.  T-
Mobile has jumped into bed with Google for its Web ‘n’ walk strategy but with only 500,000 
additions to the service in one year, the fruits of success simply haven’t blossomed.  Google to 
date simply isn’t having the impact that it promised and the roadmap for success for mobile 
operators is to embrace Google as a partner only.  Offer the search engine services in a 
controlled manor but make sure that the strategic, tactical and operational thought behind the 
mobile portal is devised in-house. 
 
Triggering Profits with Long Term Strategic Goals 
 
Mobile operator branded mobile search is the logical answer to Google’s threat.  The premise that 
investment in white label platforms is “too costly”, or not on the roadmap, is unacceptable.  There 
are too many threatening players in the mobile market, such as Yahoo, Google, MSN and AOL, 
that are eager to clean up on mobile portals with new paid search revenue models and free 
instant messaging or VoIP strategies.  Only longer term, focused investment in to the mobile 
Internet will result in deeper revenue and challenge competitors.   
 
Mobile operators can pose a threat to existing mobile search companies, and fend off attacks, if a 
base strategy is in place.  Mobile operators must stop allowing competitors to latch on to their 
value chain and start copying the success of rivals (or partners) to strengthen their own position.   
 
Intellectual Property 
 
Owning intellectual property is critical for mobile operators.  It will increase their individual 
evaluation and enable them to drive revenues by their own analytical credibility.  This will support 
and drive the company moving forward and ensure that data revenues are driven by knowledge 
and not merely ARPU.   The offer of “sharing” intellectual property is often touted cited.  Sharing 
intellectual property is diluting intellectual property.  Any business model based on this premise 
should rank down low on a scale of securing the future of a mobile Internet strategy.   
 
Table 3.3 identifies the differences between White Label, ASP, and In-House search models.  
The In-House section is of course the ideal way for a mobile operator to enter the mobile search 



arena – but it’s also the most expensive.  The secondary model is the ASP model, where 
operators offer white label search solutions that assist the case for advertising and supporting 
revenue models.  The superior model is of course the White label platform which encompasses 
the technology backbone able to deliver a number of significant, appealing, connected and 
adhesive services that transform the user interface of mobile portals.  
 
 
Table 3.3: White Label Mobile Search Services 
 White Label Platform ASP Models In-House  
    

Strengths Complete ownership of service and 
Intellectual Property. 

Quick to implement. Shared 
user analytics.  

Complete in-house creation 
of the search service and 
offer. 

Weaknesses Expensive at launch based on a 
license fee. 

Vendors control a 
proportion of business data 
and advertising 
partnerships. 

Very high costs for R&D 
and employee headcount. 
Can take a long time to 
create and implement. 

Opportunities The operator can create a unique 
value added portal that is best of 
breed for its portal and tailored to its 
community, group, or business 
segments of subscribers. 
Mobile Operators can boast that they 
own the knowledge of their search 
services, enabling them to cross and 
up-sell services more efficiently. 
Quick implementation of value added 
services and offers that ensure 
tactical and operational success for 
operators, manufacturers and media 
companies. 

Allows experimentation with 
a number of business 
models, paid search or pay 
per call. 
 
Revenue share partnership 
to manage cost control. 

If positioned correctly the 
operator will increase its 
valuation by owning its own 
intellectual search rights. 

Threats The platform to create personalised 
search is so rich – operators might 
want to display too many results. 

White label service, but no 
intellectual property and 
joint ownership of use 
statistics.  This will 
empower vendor to lure 
operators’ customers.  

This is a bold move by 
operators that are 
champions in voice 
services.  History proves 
that mobile operators 
should leave new 
technology creation to the 
experts.  

 
 
Tactical Strategies 
 
Tactical strategies cement the future of the business.  They enable the operator, manufacturer 
and vendor to locate and serve their users.  It’s pointless being pushed advertising or content for 
the sake of it.  Tactical strategies go hand in hand with control of the end user. 
 
Manage Partnerships 
 
Revenue share partnerships and advertising services can disillusion the consumer.  Also, if a 
mobile operator or vendor is not in charge of these partnerships and not the controlling party in 
the financial stakes – return of investment will be dented.  The advertiser could steal the 
relationship with the customer and market new services directly.  The branded search partner 
could sweeten existing service deals with free VoIP offers and completely strip the mobile 
operator of their bread and butter.  But if the operator retains control of the mobile portal, and 
manages its partnerships with third parties (not allowing branded search engines to do this), then 
they will be in the best place to achieve operational success.  
 
 



Operational Strategies 
 
The enterprise space is by far the fastest growing market in mobile to date.  Any mobile portal 
strategy without a business or enterprise framework is flawed.  At the same time, social 
networking, the idle screen and paid advertising are also proving to provide the flypaper that is 
able to win customers onto mobile portals.  The third leg of the BKI Media Tripod of Mobile 
Search Success is Operational strategy.  The core elements that form operational are the bread 
and butter of every mobile operation (consumers and businesses).  Linking these categories with 
mobile search completes the tripod’s value chain.   
 
 
The Biggest Missed Opportunity in Mobile: The Busin ess Portal 
 
BKI Media believe that the biggest growth driver in the mobile search space of tomorrow is the 
business mobile portal or the enterprise portal.  To some degree, operators recognise there is a 
market that is not being served as demonstrated by their activity over the last year. T-Mobile tried, 
and failed, to win over the corporate user with its Web ‘n’ walk services which went on to become 
largely a consumer proposition. O2, on the other hand, has launched its own PDA portal targeted 
at the business market, offering news and train timetables backed by a search engine as its main 
dashboard. There is a gap in the enterprise mobile search market.  
 
At present, portals and the information on them is generic. Yet different businesses use mobile for 
hugely varying needs and operators are failing to tap into these areas. Orange is the only 
operator in the UK that has made a credible attempt with its small business applications portal, 
but this only amounts to the tip of the iceberg. There is pent-up demand for a mobile portal, for 
businesses and enterprises, that is able to find solutions both in front of and behind the firewall.  
 
A car can’t drive without petrol, and a list of stand alone applications will not fuel on portal sales 
(Table 4.4).  Guerilla warfare is at the doorstep and a business portal will enable operators to 
push the button on competitors.  
 
 
Active Discovery, Social Networking, Recommendation  Engines and the Idle Screen 
 
Offering services is not enough.  Delivering results is not enough.  Creating communities is the 
future of the mobile Internet, and search services need to deliver pertinent results.  For example: 
a recommendation engine will increase the up sell potential and perhaps “clinch the sale” as true 
fans offer honest opinions of new music or similar services.   Social networking via the mobile 
network, mobile blogs, buddy lists or personalisation services will create stronger communities of 
individuals that will remain loyal to mobile operators in order remain connected to friends.  This 
will develop Internet style social applications, networks and services that make wireless services 
pockets of “must have” information.  The future of user generated mobile content will also 
empower mobile users to sell, promote and identify with like minded people to increase friendship 
circles via mobile.  
 
The use of the idle screen on mobile will be the subscriber winning fly paper for mobile operators 
in the future.  The idle screen will deliver value added information to users, with zero-click access, 
to enhance their own search criteria, personalisation and social preferences.  Services such as 
this will trigger new profits – but only for mobile operators that are able to offer the whole suite of 
services and not just piecemeal solutions.  
 
 
 



Table 4.4: Mobile Business Portal Must Haves 
Business Portal Dashboard 
One click access to dedicated mobile portal via the mobile 
device. Creative name such as Enterprise Zone or Suit 
Case Services is required.  

Navigation bars of specific business tools and applications 
available to browse or to purchase. Simple i-mode-style 
navigational browsing without unnecessary graphics.  

 
Tools Partners Comments 

Business General FT, ITN, SKY, BBC Daily, free news feed service with 
optional even ticker for daily highlights 

Train Times Transport for London or regional 
railway train times 

Must be able to buy or reserve tickets 
via mobile. 

Books General Amazon Top ten fiction 
Top ten non-fiction books 

Sales Applications Salesforce.com,  
Tele Partner Systems,  

 

Finance and Expense Management Inland revenue, charity organisations, 
PhoneBox, expenses on demand, 
expense pro log 

Advice and tips on how to manage 
finances and expense logging 
information on the go to ensure 
consistent up to date expenses for 
those who travel often. 

Business Travel Services Fizz Software Management services for those who 
travel often  

Concierge Quintessentially  Mobile concierge essential for 
business people when travelling 
abroad.  

Marketing and Field Tools Topaz applications, Field Force 
Management, TIYGA time tracking 
services, INWI Events 

 

Office tools Quick Office, Office file editor Giving users the ability to work 
effectively when on the move.  

 
Mobile Enterprise Portal Goal 

Efficient portal delivering answers Not merely to sell on applications but to empower workers 
with strategic, helpful information to improve their work. 

 
 
 
 
 

BKI Media 
 
Integrity forms the ‘I’ of BKI Media—a challenging and thought-provoking analysis 
company focused on mobile search, wireless Internet , and content.  BKI Media works on 
the principle that deeper analysis provides richer results. The spectrum of complexity 
encompassing the mobile Internet space needs to be scrutinised in order to deliver insight 
and relevance. BKI Media's experts are proven initi ative drivers, passionate about mobile 
technologies, who now offer outstanding, compelling  thought leadership in the wireless 
space. 

 

For more information please visit www.bkimedia.com  or email bena@bkimedia.com 
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