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Mobile Local Media Analyst Picks  
and Predictions for 2010

Summary: Last week Apple announced it will 
acquire Quattro Wireless for $275 million, 
making true our prediction from more than a 
year ago that it will acquire a mobile ad net-
work. Each year, BIA/Kelsey predicts upcom-
ing events and market conditions across each of 
its programs. Now that we find ourselves at the 
cusp of a new year, it’s time again to evaluate 

current market conditions with a view to future 
market predictions. They are a mix of technolo-
gy, usage and advertiser trends, meant to guide 
those with mobile media strategies under way. 
What follow are our top 10 predictions, each 
with a boiled down nugget of “what to watch.” 
Last year’s predictions and outcomes are in-
cluded as well. 

The following are the Mobile Local Media analyst team’s 
picks and predictions for 2010:

1. Smartphone Explosion
Competition among carriers and device manufacturers 
will continue to drive prices down and features up. 
As in 2009, we believe there will be a 10-point jump 
in smartphone penetration, bringing us closer to 40 
percent of U.S. mobile subscribers. Besides momentum, 
one supporting point is that both Verizon and T-Mobile 
report 40 percent of new devices sold are smartphones. 
That means we could approach this figure during the 
hardware replacement cycles of the next 12 months.

What to watch for: We should see the price tag 
for a touch screen, full feature smartphone reach zero 
sometime in 2010 (with carrier contract/subsidy).

2. Android Ascent
We will continue to see steep growth in market share 
of Google’s Android mobile operating system. This 

will come about as it continues to gain momentum 
through endorsement and integration of global handset 
manufacturers and carriers. The platform’s open nature 
and price tag for manufacturers (free) will drive adoption 
and erode the market share of competing platform 
Windows Mobile. This will be an important trend 
for any media companies deciding where to develop 
applications or mobile Web sites.

What to watch for: Android should reach 50 total 
devices by the end of 2010. In 2009 we saw the launch of 
about 12 Android-based devices, but most of these came 
in the last two quarters and its pace is accelerating. 

3. iPhone Domination Continues
Though Android has the greatest momentum, Apple’s 
iPhone will maintain the top spot for any single mobile 
device in the United States. Nielsen reports that it 
currently holds this title, with 4 percent of devices in 
the United States (though BlackBerry has the highest 
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platform share if you add up its many devices). Apple’s 
product model, involving the unified development of its 
hardware and software under the same roof, will continue 
to give it an edge in product quality and appeal. 

What to watch for: 2010 could be the year the 
iPhone breaks free of AT&T. Its contract ends mid-
year. One barrier could be the complexities of building 
a separate iPhone for Verizon’s CDMA network. But it 
could also open up its addressable market to almost 90 
million Verizon subscribers in the United States.

3. Don’t Rule Out BlackBerry
BlackBerry currently holds the leading share of 
smartphone operating systems in the United States and 
it has a very loyal user base. But it also faces a crossroads: 
It has the challenge of improving the Internet browsing 
capabilities of its devices but without tinkering too 
much with the interfaces to the point of alienating its 
core users. Meanwhile, BlackBerry has launched its own 
app marketplace and acquired a company called Torch 
Mobile, which will provide it with a better mobile 
Web browser. Lastly, it has the benefit of the loyalties 
of corporate IT departments that guarantee a certain 
amount of enterprise accounts. 

What to watch for: These factors will only buy 
BlackBerry so much time. It needs to evolve to the 
standards of other Internet capable mobile devices, 
and we believe we will see this occur in many ways 
throughout 2010. The company will also position itself 
to appeal to advertisers and app developers that wish to 
reach its attractive user base. 

4. Mobile Web 2.0
One of the defining traits of the Web 2.0 movement 
involved shifting from a client-centric world to a more 
browser-based one, and we’ll see that begin to happen in 
the mobile realm in 2010. There are more than 100,000 
iPhone apps and 20,000 Android apps, and it’s getting 
harder by the day to rise above this noise. Combine 

that with the fact that building a mobile Web site is 
cheaper and affords greater reach than a native app. 
More importantly, evolving mobile browsers are causing 
mobile Web sites to have the capabilities previously 
reserved for native apps. That includes HTML 5 support, 
location awareness and other things we’re already seeing 
on the iPhone.

What to watch for: We’ll see better mobile browsers 
and more pervasive support for HTML 5 and other 
standards that unlock capabilities of mobile Web sites. 
As a result, mobile Web strategies will increasingly 
replace app development.

5. Location, Location, Location
Last month Twitter purchased Mixer Labs, a company 
with a geolocation API that will accelerate Twitter’s 
efforts to make location an important dimension of 
relevance in its content streams (tweets). Automatically 
annotating tweets with location data represents a broader 
movement to tie location to social media, and mobile 
will be a key piece. This includes Yelp reviews, Facebook 
status updates and other mobile social networks such as 
Google’s Latitude and Loopt. These all have considerable 
implications for local content delivery and advertising, 
if location becomes an additional vector of relevance by 
which to target users. This is something Facebook has 
already done to a certain degree. 

What to watch for: Location and geotargeted 
advertising will represent a long-elusive revenue stream 
for Twitter and for third parties that mash up Twitter 
streams and location data. Also expect Facebook to 
integrate automatic location detection into the status 
updates that have become central to its user experience.  

6. Voice Search
Google has quietly been modifying its speech-to-text 
processing over the past few years through Goog411 
and voice search on iPhone and Android devices. 
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Last month, it announced improved voice search in 
English and the launch of Japanese and Mandarin 
Chinese versions. This is a natural step if you consider 
the sizes of these markets and the complexities of 
their character sets that make typing difficult. Other 
advantages of voice search include incremental 
searches at times and places when typing is difficult, 
such as drive time.

What to watch for: Google will position voice 
search more centrally in its mobile products. This will 
be part of the general trend (see No. 7) of the mobile 
device developing alternative search inputs that are 
more fitting to its form factor. 

7. Alternative Search
One area that has received a great deal of attention lately 
is augmented reality apps (AR). These show floating 
icons through the mobile device’s viewfinder, indicating 
information about local businesses or points of interest 
in view. AR apps will represent an important area of 
development but won’t get far past novelty status in 
2010. Truly utilitarian local AR apps will be held back 
by the considerable data challenge involved. A nearer 
term opportunity is bar code scanning apps. These turn 
the phone’s camera into a bar code reader that indicates 
product info, average prices, specs, reviews and even 
local inventory. This is a powerful proposition if you 
consider the ability to reach consumers with targeted 
product info when they are at the point of purchase. 
Here, buying intent is greater on average than in desktop 
product searches.

What to watch for: We’ll see more compatible 
hardware for bar code scanning apps, such as auto focus 
cameras, and more mainstream use. Revenue models 
will also develop to include bid marketplaces in which 
advertisers buy scans similar to the way they currently 
buy keywords on Google. Some scans will come at a 
premium due to aforementioned buying intent. 

8. Think Different
On a similar note, mobile advertising will begin to 
evolve to better fit the realities of the hardware. So 
far, we’ve mostly seen desktop strategies ported to 
the mobile device, but we’ll begin to see content and 
advertising models that are more specific to its unique 
characteristics. This means moving past the clicks and 
impressions that defined campaign performance on the 
desktop to include things that more effectively close 
the loop on conversions or that measure “post click” 
activity. The mobile device’s portability affords such 
performance measurement, and we’ll see opportunistic 
marketers begin to develop them in 2010. 

What to watch for: There will continue to be 
challenges with coupon provisioning and redemption 
at the local level, but we’ll see considerable progress 
made by local search companies, mobile pure plays, and 
leaders in the print coupon space entering mobile, such 
as Valpak.

9. SMB Adoption
The vast majority of mobile ad spending is currently 
done by large brand advertisers and agencies, but just 
like we saw online over the past decade, this will shift. 
Mobile advertising will move down market in 2010 with 
the combination of an improving economy and greater 
efforts to sell mobile marketing to SMB and mid-market 
segments. Just like search marketing, the majority of 
local ad spending will be sold rather than bought. The 
onus is therefore on local media sales organizations to 
integrate mobile into cross-media bundles. 

What to watch for: We’ve heard lots of talk about 
integration of mobile advertising by local media 
organizations. We’ll begin to see it happen in 2010, 
through bundling of online, offline and mobile 
marketing. For many local sales organizations, this will 
fit into the cross-platform leads-based models that they 
are already moving toward. 

Continued on p. 5
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MLM’s ’09 Predictions: How We Did
2009 Prediction 2009 Comment What Really Happened MLM Grade

1. Smartphone and 
Mobile Web Growth

We’ll see steep growth of smartphone 
penetration, and mobile Web users in 
the U.S. will reach 63.6 million.

BIA/Kelsey’s mobile market view survey puts 
penetration among U.S. adults at 29 percent, 
up 10 points from 2008. Nielsen reports in 
fourth-quarter 2009 that the mobile Web is 
currently 63 million strong in the U.S. 

On Target

2. Smartphone 
Competition Drives 
Prices Down

We’ll see a touch screen-based 
smartphone with mobile browsing, 
GPS, games, local search apps, etc., 
for less than $100 this year (including 
carrier subsidy).

In June, Apple launched the iPhone 3Gs and 
reduced the price of the 3G model to $99 with 
two-year AT&T contract. Many smartphones 
followed into sub-$100 territory. 

On Target

3. Local Commands 
a Higher Share of 
Mobile Searches

The percentage of mobile searches 
with local intent will be two to three 
times higher than on the desktop (11 
percent, according to BIA/Kelsey 
data). Specifically for the year it will 
be 29 percent.

Google announced at BIA/Kelsey’s December 
Interactive Local Media conference that one-
third of its mobile searches are local (fair 
market sample, given Google’s leading share 
of mobile searches).

Mixed

4. Google Goes 
to the Point of 
Purchase

Google will integrate bar code 
scanning technology into some of its 
mobile software to boost capability of 
its mobile shopping search.

In May, Google optimized its shopping search 
service for iPhones and Android. For Android 
phones (hardware capable of bar code scans) 
this included bar code reading and processing 
software.

On Target

5. Mobile 
Ads = Higher 
Engagement

Mobile advertising will exhibit 
higher performance metrics, such 
as clickthrough rates, than online 
equivalents. 

Mobile ad network Greystripe reports during 
the first week of December that mobile ads 
on its network show 10 to 20 times greater 
performance than the same ads run online. 
Other mobile content networks such as 
Verizon report 10 times greater clickthrough 
rates compared with online equivalents. 

On Target

6. 2009 Will Be the 
Year of Bundling

SMBs will be brought into mobile 
advertising in large numbers through 
existing platforms of local media. This 
will happen predominantly through 
bundling of mobile with other media by 
local sales organizations.

Local media organizations continued to build 
their mobile products to increase monetizable 
inventory levels. They also advanced plans to 
integrate mobile into the cross-platform media 
bundling sales strategies. At year-end, many of 
these strategies were building up but not to the 
degree we expected. 

Mixed

7. Apple Gets Into 
the Ad Game

Apple’s approval is required for inclusion 
in the App Store, offering a position 
of leverage to become a central 
repository for ad buying and placement 
throughout its universe of apps. This 
opens the possibility that it will bolt an 
ad network onto its business model. 

Apple purchased mobile ad network 
Quattro Wireless for $275 million. Quattro’s 
relationships with publishers and advertisers 
give Apple a greater ability to monetize 
growing sources of in-app ad inventory and to 
appeal to more app publishers to do the same. 

On Target
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10. K.I.S.S.
During mobile marketing’s early stages of SMB adoption, 
it’s going to have to be dead simple. That translates to the 
bundling mentioned in the previous point. We’ll also see 
increasing levels of self service as younger and more savvy 
businesses adopt mobile marketing. For many businesses, 
mobile’s learning curve will be faster than the early 
days of search marketing because there are comparable 
technologies that precede it (i.e., search marketing itself ). 
Bundling of mobile with search and other self-serve online 
marketing could be one way to entice advertisers at early 
stages. Google is clearly interested in this and showed us 

last month at our Interactive Local Media conference 
how it has integrated check box-like simplicity to “add 
mobile” to online marketing campaigns.  

What to watch for: We’ll see more mobile 
options baked into Google AdWords, possibly 
including display advertising that Google gained in its 
acquisition of AdMob. The AdMob acquisition could 
meanwhile be a harbinger for more M&A activity in 
2010 as companies seek to unify offerings to mobile 
advertisers. This includes mobile ad networks as well 
as online leaders planting various stakes in the mobile 
realm, such as Microsoft and Yahoo. MLM

Continued from p. 3


