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Summary

A commercial mobile video advertising project between Swisscom Mobile and Ad Infuse, a leader in
mobile video advertising solutions, showed the viability of a commercial business model behind mobile
ad funded and sponsored video services today:

High advertiser recall rates: Recall rates as high as 29% were reported for mobile video
advertisements.

Attracts new customers to mobile video channel: 25% to 30% of the users on the ad funded
video content channels were first time mobile videos users.

Increase in mobile video revenue: 85% of the ad sponsored videos achieved higher revenue
compared to the same video on the premium section of the portal.

Significant uptake in video usage: 8-fold greater uptake of ad funded videos and a 12-fold
greater uptake of ad sponsored videos relative to similar premium channels on Swisscom
Vodafone Live!

Background

In June 2007, Swisscom Mobile embarked on a partnership with Ad Infuse to launch mobile ad funded
& sponsored video services for the first time in the Swiss market. Local and international brands were
given the opportunity to learn the impact of the mobile video channels on brand awareness and reach.
The video ads were placed in Ad Infuse’s ad network using leading Swiss media buying agencies
ActiveMobile (part of Goldbach Media) and Publicis.

Advertisers participating included Adidas, Gesunheitférderung Schweiz, HUG, McDonalds, Migros,
Migros Bank, Swiss Airlines, Novartis, Peugeot, Sony Ericsson, Mobiliar, monster.ch, Canon and Opel.
Additionally Swisscom campaigns such as Napster Mobile, 100 Sek. Tagesschau, 1811, and Beck &
Bondi were shown.

Objectives

Measure brand awareness via mobile video channels

Measure customer acceptance of mobile video ads

Test “best practices” for mobile video ads

Identify audience profiles and measure advertiser reach

Investigate viability of commercial business model for ad funded and ad sponsored video
services
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Solution

Swisscom launched two ad enabled streaming video channels on their Vodafone Live! portal under
“Video und Bilder” to all customers with an EDGE or 3G handset that supported streaming. Ad Infuse’s
AdInMotion platform was deployed to insert mobile pre- and post-roll video advertisements real time in
active streaming video sessions. Since there are three resident languages in Switzerland, Ad Infuse’s
AdIinMotion platform was also used to target advertisements based on the customer’s language
preference. And Ad Infuse’s AdInMotion platform was also used to restrict the number of times a
particular ad was seen by a unique user. Detailed advertisement impression statistics, as “ratio of ad
seen”, “unique users” and “delivered vs. undelivered impressions” were displayed real time on a per
unique advertisement basis by Ad Infuse’s AdInTouch online advertiser toolset. Lastly, customer
acceptance and brand awareness were measured during the trial period via telephony interviews.

The first ad enable video channel “Nur Zum Spass” launched beginning of June 2007, which involved
ad funded (free of charge) comedy videos provided by MoMedia. The clips were between 60 and 180
seconds in length. A new clip was published daily for the first 30 days, after which all 30 episodes were
accessible to the users.
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The second ad enable video channel “50Rp music videos” launched end of August 2007, which
involved ad sponsored (reduced charge) premium music video clips from known international artists like
Eminem, Fergie and Jay-Z provided by Universal. A catalog of 20 selected music video clips were
published to Vodafone Live! visitors. Instead of the normal 3-5 CHF price point for premium music video
clips, the video clips on the ad sponsored music channels were offered at 50cents. The AdinMotion
platform also delivered targeted WAP banners, published on music video WAP site to drive customers
to Swisscom’s premium services.
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Results

Both commercial trials showed some interesting results:
Advertisement consumption:

90% of the users reported viewed the ads. And 52% of the users reportedly viewed the
video channels when at home.

82% of the users viewed the pre-roll ad till the end vs. 67% for the post-roll ads.

Depending on the advertisement, recall rates were as high as 29%. The averaging recall
rate was 7% for all advertisements.

The length of the advert proved to be a big factor determining the likelihood of an ad being
watched in its entirety. 10 seconds ads were view till the end by 90% of the users, 20s ads
were viewed till the end by 80% of the users, 40s ads were viewed till the end by 60% of
users.

WAP banner click-through ratios averaging 8% were recorded, driving customers to
Swisscom’s premium services.

More than 60% of the users aged over 30, and more than 10% of the users aged 55 or
older, consumed the service. These segments tend to have the strongest purchasing power
and therefore confirming mobile video advertising is an attractive medium to advertisers.

Service usage and acceptance:

More than 80% of the users rated the model of ‘free video content in return for advertising’
positively. Only 2% of the users did not return to the service because they disliked the ads.

50% of the users claimed they would not have viewed the videos on the ad funded “Nur zum
Spass” video service if it wasn't for free.

25% to 30% of the ad funded ‘Nur zum Spass’ viewers were first time mobile videos users.
On average 18% of active subscribers consuming other mobile VOD services also
consumed the ad funded content.

A 12-fold increase in uptake of ad sponsored premium music videos relative to the same
clips priced at a premium on Swisscom Vodafone Live!.

An 8-fold increase in uptake of ad funded comedy videos relative to similar premium
channels on Swisscom Vodafone Live! portal.

50% of those who visited the 'promo/landing page' for the '50Rp music videos' indeed
purchased a clip.

85% of the music videos published on the ad sponsored “50p Music Video clip” service
achieved higher revenue compared to the same video file being published on the premium
streaming music video clips service on the Swisscom portal.



About Ad Infuse

Ad Infuse is leading the industry in personalized mobile advertising solutions. With a technology
platform that delivers relevant advertising experiences targeted to each mobile subscriber, Ad Infuse is
replacing mass communications with a direct, brand-to-consumer relationship. Uniting carriers, brands,
content providers and consumers, Ad Infuse is creating a marketplace for mainstream mobile media
consumption. For carriers, Ad Infuse offers an ad-serving technology solution architected to protect
consumer privacy and to deliver a blend of ad-supported and subscription-based premium content. For
brands, Ad Infuse redefines advertising with truly dynamic ad insertion, allowing marketers to
personalize their message and build a direct, high-impact relationship with the consumer. For content
providers, Ad Infuse offers a path to mobile syndication supported by a balanced combination of
subscription and ad-supported revenue. For consumers, Ad Infuse reveals all the possibilities that the
mobile Web has to offer — from intriguing user-generated content and games, to the latest in news
stories and pop culture videos.

For more information please visit www.adinfuse.com

About Swisscom Mobile

With a market share of around 64 per cent, Swisscom Mobile is the market leader in the Swiss mobile
communications sector. In 2006, Swisscom Mobile generated a turnover of CHF 4.022 billion and
currently has more than 4.63 million NATEL® subscribers.

The company operates a nationwide GSM network (900/1800 MHz) which was enhanced with EDGE in
spring 2005. Swisscom Mobile now supplies around 90% of the populated areas of Switzerland through
its UMTS network. With HSDPA, Swisscom Mobile is the first network carrier in Switzerland to operate
a new turbo network. It is now already about ten times faster than a UMTS network. This means that its
speed is comparable to that of an ADSL connection. In addition, the company provides wireless LAN
Internet access at around 1000 hotspots.

This unique technology mix is the basis for a comprehensive mobile broadband network that enables
high-quality mobile communication services. Swisscom Mobile provides numerous UMTS-based
services such as mobile TV and video telephony. For data communication there is the Unlimited
product family which allows access to all mobile networks, always selecting the fastest connection
automatically and seamlessly. Additionally, Swisscom Mobile offers notebooks with mobile technologies
and SIM card already integrated.

Natel® subscribers not only enjoy optimal network coverage anywhere in Switzerland but they can be
reached all over the world, thanks to over 400 roaming partner networks.

www.swisscom-mobile.ch




