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LBS-based Mobile Marketing
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An Interview with Yogesh Bijlani, VP APAC Sales, Telenity, Inc.

In western world, the concept of Bluetooth
Marketing has gained immense heights. How do
youseeitsrelevanceinIndia?

Viral marketing has been successful in India but
limitations of Bluetooth as a technology and issues of
spamming will resultin limited success.

What are new technologies in mobile marketing
space? What are the various challenges associated
withit?
Telenity sees the emergence of USSD as a very relevant
and popular technology for mobile marketing. It has
various features and functionality that make it very
relevantfor mobile marketing.

* Itworksonall GSM handsets

* It is unobtrusive and appears as a flash on the

mobile screen
* Ithasabrowserwithamenuandsubtrees

USSD services like subscription alerts, prepaid recharge
services are already being offered by all the operatorsin
Indiaand browsing on USSD is enabled for free. Telenity
being a dominant solution provider for the USSD
portfolio is seeing a lot of demand from the Indian
subcontinent. Location Based Advertising is another
very relevant technology in this space as it enables
reaching the right customer, at the right time and
location. This is a push service that is event driven
where the user receives a notification (IVR, SMS, USSD,
MMS) based on his preference, location or movement.
For example, a person who has chosen “restaurants” as
his interest area for mobile advertisements will receive
a mobile coupon alert giving him discount information
ashe passesnearaMcDonald’s outlet.

For some consumers, Mobile Marketing is a breach
of privacy. What are your views and what needs to
be donetoensurethe privacy of consumers?

The fundamental basis of Mobile Marketing is that the
service is offered only to those subscribers that have
opted for it. Within that segment it should also work
only when you receive advertisements of products that
you have an interest in and have chosen the same. In
the case of Telenity’s Location Based Mobile
Advertisement Platform, customers opt on a USSD
browser to receive ads from options like Movies,
Restaurants, Apparel, Food Items, Household Items or
All of the above. Depending on their chosen option,
they receive push alerts when they are in the vicinity of
commercial shops or Malls as IVR, SMS on entry level
handsetsand MMS andVideo on high end handsets.

Whatrole doesVAS services play in accelerating the
Mobile Marketing space in India? How are these two
interrelated?

VAS and Mobile Marketing are interrelated. VAS in India
is defined as all services besides peer to peer voice calls
that the subscribers are willing to pay for. This includes
P2P SMS and all kinds of infotainment and entertain-
ment services. Mobile Marketing on the other hand is
any sponsored infotainment or entertainment service
that the subscriber can receive for free and is paid by
the enterprise for his target audience.

Whatareyour initiativesinthisspace?

As mentioned, Telenity is a global leader in Location
Based Mobile Advertising and technologies like USSD
that are very relevant in the Mobile Marketing space.
We have already deployed the service with BSNL and
would be launching similar services with a couple of
private operators in the next few months. The main
functionality of this service is that it automatically
broadcasts advertisement, promotion information, etc.
via SMS/USSD messages to subscribers of their
preferred category when they travel within a defined
commercial region. As the service is free and the
information is received via SMS/USSD it is accessible to
the operator’s complete subscriber base.

What are your future projections for India market?
Doyouseeanyissues for operators/marketers?

We all know that India is a prepaid mobile market
where at any given time one third of the mobile
subscriber base is sitting on a balance of sub Rs. 10. But
even this 100 million base wants to consume
infotainment, wants to engage with the mobile screen,
wants to choose preferred categories, receive alerts but
for FREE. The issue is to enable an ecosystem that is
viable forall the partnersin the value chain.

Yogesh Bijlani is a seasoned telecom executive with over
18 years of business and technical expertise including
regional management, sales and marketing of telecom
network solutions in India and throughout South Asia.
Having a mix of strategicinsight, analytical mindset and a
strong technical background, Yogesh Bijlani has an acute
understanding of the market needs for new services and
technology deployments and has been actively involved
in the convergence of entertainment and Internet on the
mobile. Having joined Telenity in 2009, Yogesh leads the
business development and sales operations activity for
Location, Messaging, Value Added Services (VAS) and
Service Delivery (SDP) solutions in the Asia Pacific region.
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