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Å aŀǊŎǳǎ ƭŜŀŘǎ aƛƭƭŜƴƴƛŀƭ aŜŘƛŀΩǎ ǎŀƭŜǎ ƻǊƎŀƴƛȊŀǘƛƻƴΦ  IŜ ƛǎ ŀ ǾŜǘŜǊŀƴ 
of interactive media sales, and he serves the key role in inspiring 
the advertising community to leverage the uniqueness of mobile to 
achieve their broader business goals.

Å Prior to joining Millennial Media, Marcus held media sales 
leadership positions with Digital Sports and Advertising.com where 
he gained expertise in all areas of interactive advertising, from 
hyper-local targeting to broad reach executions.  As VP, Sales at 
Advertising.com, Marcus inspired his team to lead the company to 
great success in the digital media space by developing creative and 
winning selling strategies.  

Å Marcus is a regular speaker at industry conferences, and was 
awarded the Stevie Award for Best Sales Manager in the 2007 
American Business Awards. 

Å Marcus graduated, with Merit, from the United States Naval 
Academy and is a qualified nuclear engineer from his time as a 
Nuclear Submarine Officer. 
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EJ Laratta
Mobile Specialist

Å As a Mobile Specialist for Microsoft Advertising, EJ is 
responsible for creating cross platform media solutions 
that leverage Microsoft and Verizon Wireless mobile 
properties.  

Å Over the past 18 months, he has successfully helped 
notable brands like Ford, General Motors, RIM, 
YŜƭƭƻƎƎΩǎ ŀƴŘ !ƴƘŜǳǎŜǊ-Busch integrate mobile into 
their marketing mix.

Å EJ is a graduate of The Ohio State University, a member 
of the Chicago Interactive Marketing Association, 
Heartland Mobile Council, and Mobile Marketing 
Association.



SANJAY POTHEN
U.S. MANAGING DIRECTOR

Å Sanjay Pothen is the U.S. Managing Director for Phonevalley - Publicis Groupe's mobile 
marketing arm. In this capacity, he is charged with infusing mobile expertise within the 
Group and in working with the Group's brands on mobile marketing strategy, campaigns, 
and media planning and buying. 

Å Previously, Sanjay cofounded and was CEO of Pliq ςa boutique mobile marketing 
agency. Prior to Pliq, Sanjay spent over a decade in management consulting, advising 
telecommunications, media, and high technology firms on strategy, operations and IT 
issues. Sanjay began his career in finance and accounting at IBM.

Å Sanjay has served as a featured panelist and speaker at industry trade and media events 
including OMMA Mobile, Digital Hollywood, TiECon, USC's Global Mobility Roundtable, 
CTC Celebrity CEO Series, and the ERMA Forum. He has also been an adjunct research 
fellow at the Harvard Business School where he authored papers and cases and co-
developed a course on internet business models. 

Å Sanjay is a charter member of TiE, a non-profit network of global entrepreneurs and 
professionals, which is focused on fostering entrepreneurship. He is also currently an 
advisor to a number of early stage startups and enjoys working with disruptors at the 
conflux of the turbulent technology, telecommunications, and media/entertainment 
industries.

Å Sanjay received his B.S. at the University of California at Berkeley and his M.B.A. at 
bƻǊǘƘǿŜǎǘŜǊƴ ¦ƴƛǾŜǊǎƛǘȅΩǎ YŜƭƭƻƎƎ {ŎƘƻƻƭ ƻŦ aŀƴŀƎŜƳŜƴǘΦ



Chuck Schultz
Director, New Media

ω For Starcom, Chuck directly oversees and manages the growing and 
dynamic landscape of video on behalf of General Motors.

ω He is Focused on the application and strategic use of advancements 
in VOD, DVR, DTV, IPTV, iTV, broadband and mobile to deliver a 
highly targeted consumer centric video experience across the TV, PC, 
mobile video players, and cell phones. 

ω Chuck also offers in-depth knowledge and insight in emerging 
consumer media trends, backed by a passion to effectively extend 
an experience with an advertisers brand beyond thirty seconds and 
static online banners. 

ω Chuck is a graduate of Wayne State University in Detroit where he 
earned a B.S. in Business Administration. 



Matthew Langie 
Senior Director, Product Marketing

Å At Omniture, Matthew Langie is Senior Director of Product 
Marketing, where he spearheads product marketing for the 
industry-leading web analytics solutions including Omniture 
SiteCatalyst and Omniture Discover.

Å He has extensive software marketing management experience 
including leadership roles at WebTrends, Infor Global 
Solutions, Datastream, and Hewlett-Packard.

Å Previously, he built the marketing team for the entertainment 
software company founded by best-selling author Michael 
Crichton, and led marketing and business development efforts 
for the software technology research lab at Intel.

Å He holds a BBA in marketing from the University of Notre 
Dame and an MBA from the University of Texas at Austin, 
where he was recognized with the Texas Business Hall of Fame 
foundation award and scholarship.

Å He is a former Air Force officer, separating at the rank of 
Captain.
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Warm up exercise:                                  
The Mobile Landscape

EJ Laratta
Mobile Solution Specialist

elaratta@microsoft.com



Mobile Market Snapshot

Mobile Subscribers: 92%of US pop

ï ~ 80/20, feature/smart phone users

71MActive Mobile Web Users

ï reach grew from 56M to 71M YoY

ï Mobile web usage will surpass PC by 
2014

Mobile: onlychannel with rising media 
time

ï Voice, SMS, Web, Games, Social,  App 
Usage  all increased YoY

Sources: Nielsen Feb 2010
Yankee Group / eMarketer2010



Market Enablers driving Usage

1.) Handset/Device Proliferation

ï 2010: est 40%-50% of new device 
ǎŀƭŜǎ ǘƻ ōŜ ΨǎƳŀǊǘǇƘƻƴŜǎΩ

2.) Connectivity

ï 3G -> 4G

ï Wi-Fi enabled devices (Wi-Max)

3.) Content

ï άŘƻǘΦƳέ κ άǎƛǘŜ-ƭƛǘŜέ ŜǾƻƭǳǘƛƻƴ

ï 3rd party applications

Sources: Nielsen 2010 Industry Trends



How are users consuming Mobile Data?

63%

21%

17%

Mobile Data Usage is expected to DOUBLE YoY through 2014

Sources: ComScoreDec. 2009
Cisco Wireless Study 2009



WAP vs. APP

WAP: website specifically designed 
and formatted for display on a 
mobile device

ï Avail to ALLmobile web users

APP: downloadable 3rd party 
software

ï Avail to OS users ONLY

Question: what is the desired behavior for Mobile?



!Ř ŘƻƭƭŀǊǎ Ŧƻƭƭƻǿ 9¸9.![[{Χ
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Sources: Morgan Stanley Internet Trends

> Online Video and Hispanic Television 



In Summary

ÅMobile has SCALE

ÅThe audience is growing rapidly and dependency / usage are 
ǎǘŀƎƎŜǊƛƴƎ ŎƻƳǇŀǊŜŘ ǘƻ ŀƴȅ ƻǘƘŜǊ ƳŜŘƛǳƳΩǎ ŜǾƻƭǳǘƛƻƴ

ÅLŦ ȅƻǳ ƘŀǾŜƴΩǘ ŀƭǊŜŀŘȅ ǎǘŀǊǘŜŘΣ ƴƻǿ ƛǎ ǘƘŜ ǘƛƳŜ ǘƻ ƛƴǘŜƎǊŀǘŜ 
Mobile into your marketing mix 



Thank you!

EJ Laratta
Mobile Solution Specialist

elaratta@microsoft.com
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Key Mobile Pillars

Mobile Sites
Mobile 

Applications
SMS 

Mobile 
Media 

Marketers must utilize all mobile pillars to create personal connections with consumers
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Key Mobile Pillars

Mobile Sites
Mobile 

Applications
SMS 

Mobile 
Media 

Marketers must utilize all mobile pillars to create personal connections with consumers

Todayôs Focus



ÅMobile Internet access continues to explode as smart phones continue to proliferate 
and consumers purchase flat rate data plans

ÅUsers are looking for answers at their moment of need vs browsing ςmobile search 
YOY growth 113%

ÅMarketers must provide consumers access to their brand anytime, anywhere as consumers expect 
their favorite brands to be on mobile

20

State of Mobile Web ςExplosive 
Growth
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U.S. Mobile Consumption

52%

41%

3%

24%
21%

33%

15%
14%

8%
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WEB SEARCH* 51%

NEWS 46%

35%MAPS

33%

MOVIE INFORMATION 29%

22%

15%

ENTERTAINMENT NEWS

37%

48.5%

TRAFFIC REPORTS

22%

FINANCIAL NEWS 25%

SHOPPING GUIDES

SPORTS INFORMATION

RESTAURANT INFO

19%FINANCIAL ACCOUNT

19%

14%

WEATHER

BUSINESS DIRECTORIES

TRAVEL SERVICE

Figures from various public sources

U.S. Mobile Internet Consumption
Similarities and differences when compared to the Web
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Topic Online Mobile
User Behavior More time spent 

browsing and 
engaging with content

Killing time or saving 
ǘƛƳŜΤ άLƴ ŀƴŘ ƻǳǘέ

User Experience Consistent across 
operating systems, 
browsers, and sites

Varies depending on 
handset and browser

Content Long, medium, and 
short form

Snack sized content

Use Case
At home and at work άhƴ ǘƘŜ Dƻέ

Key Strengths
Engaging experiences Convenient and 

personalized 
experiences

Mobile vs. Web
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Smart Phone Penetration ςOn The Rise

ÅSmart phone penetration up to 17% of the overall mobile phone market
ÅRIM (BlackBerry) holds the largest market share with Google (Android) capturing the 

most growth


