430

Chapter XXIX

V-Card:

Mobile Multimedia
for Mobile Marketing

Holger Nosekabel
University of Passau, Germany

Wolfgang Rockelein
EMPRISE Consulting Duseldorf, Germany

ABSTRACT

This chapter presents the use of mobile multimedia for marketing purposes. Using V-Card, a
service to create personalized multimedia messages, as an example, the advantages of
sponsored messaging are illustrated. Benefits of employing multimedia technologies, such as
mobile video streaming, include an increased perceived value of the message and the
opportunity for companies to enhance their product presentation. Topics of discussion
include related projects, as marketing campaigns utilizing SMS and MMS are becoming more
popular, the technical infrastructure of the V-card system, and an outline of social and legal
issues emerging from mobile marketing. As V-card has already been evaluated in a field test,
these results can be implemented to outline future research and development aspects for this

area.

INTRODUCTION

The chapter presents the use of mobile multi-
mediafor marketing purposes, specifically fo-
cusing ontheimplementation of streamingtech-
nologies. Using V-card, a service for creating

personalized multimedia messages, as an ex-
ampl e, the advantages of sponsored messaging
are illustrated. Topics of discussion include
related projects, asmarketing campaignsutiliz-
ing SMSand MM Sarebecoming morepopular,
the technical infrastructure of the V-card sys-
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tem, and an outline of social and legal issues
emerging from mobile marketing. As V-card
has already been evaluated in afield test, these
results can be implemented to outline future
research and development aspectsfor thisarea.

Euphoria regarding the introduction of the
universal mobile telephony system (UMTYS)
hasevaporated. Expectationsabout new UMTS
services are rather low. A “killer application”
for 3 generation networksisnotinsight. Users
are primarily interested in entertainment and
news, but only few of them are actually willing
to spend money on mobile services beyond
telephony. However, for marketing campaigns
the ability to address specific userswith multi-
mediacontent holdsaninteresting perspective.

Advertisement-driven sponsoring model swill
spread in this area, as they provide benefits to
consumers, network providers, and sponsors.
Sponsoring encompassesnot only adistribution
of pre-produced multimedia content (e.g., by
offering wallpapers), Java games, or ringtones
based on aproduct, but al so mobilemultimedia
services.

M obile multimedia poses several problems
for theuser. First, how can multimediacontent
of high quality be produced with a mobile
device. Camerasin mobile telephones are get-
ting better with each device generation; still the
achievable resolutions and framerates are be-
hind the capabilitiesof current digital cameras.
Second, how can multimedia content be stored
on or transmitted from amobile device. Multi-
media data, sophisticated compression algo-
rithmsnotwithstanding, isstill large, especially
when compared to simple text messages. Ex-
ternal media, such as memory cards or the
Universal Media Disk (UMD), can be used to
acertain degreeto archive and distribute data.
They donot provideasolutionfor spreading this
data via a wireless network to other users.
Third, editing multimedia content on mobile
devices is nearly impossible. Tools exist for

basi cimage manipulation, but againtheir func-
tionality isreduced and handling iscomplex.

Kindberg, Spasojevic, Fleck, and Sellen
(2005) found in their study that cameraphones
are primarily used to capture still images for
sentimental, personal reasons. These pictures
are intended to be shared, and sharing mostly
takesplaceinface-to-face meetings. Sending a
picture viae-mail or MM S to a remote phone
occurred only in 20% of all taken pictures.
Therefore, one possibleconclusionisthat users
have a desire to share personal moments with
others, but current cost structures prohibit re-
mote sharing and foster transmission of pic-
tures via Bluetooth or infrared.

V-card sets out to address these problems
by providing a message-hub for sublimated
multimediamessaging. With V-card, userscan
create personalized, high-quality multimedia
messages(MMS) and sendthosetotheir friends.
Memory constraints are evaded by i mplement-
ing streaming audio and video where appli-
cable. V-cards can consist of pictures, audio,
video, and MIDlets (Java 2 Micro-Edition ap-
plications). Experience with mobile
greetingcards show that usersareinterested in
high-quality content and tend to forward them
to friends and relatives. This viral messaging
effect increases utilisation of the V-card sys-
tem and spreadstheinformation of the sponsor.
Haig (2002, p. 35) lists advice for successful
viral marketing campaigns, among them:

o Create of a consumer-to-consumer envi-
ronment

o Surprise the consumers

. Encourageinteractivity

A V-card message is sponsored, but origi-
nates from one user and is sent to another user.
Sponsoring companies therefore are actually
not included in the communication process, as
they are neither a sender nor a receiver. V-
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