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INTRODUCTION

Introduction

The Politics-to-Go Handbook: A Guide to Using Mobile Technology in Politics is a departure for the Institute for Politics,
Democracy & the Internet. Since its inception, the Institute has produced publications and studies that have focused on the PC
as a gateway to the democratizing influence of the Internet.

With this publication, we take online politics out of offices, homes and wireless hotspots and into the streets. The mobile
device, a pocket-sized, always-on, go-anywhere communications tool, has become a powerful medium for accessing social
networks, sharing information, mobilizing supporters and disseminating political messages.

If the adaptation of the Internet as a political medium is any indication, mobile technology may have a ways to go before the
political world uses it to its best advantage. Nonetheless, the process has already begun, and the next four years will prove a
critical time for the political experimentation of mobile technology.

Mobile technology is a new medium for most of us in the United States. After all, it has only been since the rise of shows like
American Idol that text messaging - a critical component of mobile politics - has swept the nation on a large scale. Many in the
political arena have only begun to experiment with mobile technology, and they may encounter a few bumps in the road.

The Politics-to-Go Handbook attempts to make the process a little easier.

This publication presents a first-of-its-kind look into the world of mobile technology for politics. Within these pages, we
have anthologized the vision, experiences, analysis, tactics and best practices of some of the most innovative minds in technol-
ogy and politics. Some of our authors disagree about the best way to incorporate mobile into political strategy. Others offer
concrete tips on how to use mobile technology effectively to turn out the vote, raise money and disseminate political messages.
Still others point to roadblocks that may occur along the way. Many provide case studies detailing what worked and what
didn't in political, corporate and nonprofit mobile campaigns. Combined, they offer a unique look at the future of politics as a
mobile, personal, democratizing force.

The views expressed by the authors are their own, and not necessarily those of the Institute.

The Politics-to-Go Handbook is organized according to thematic chapters, beginning with an overview of mobile technology
and its audience. Chapter 2 looks at the most widespread use of mobile technology globally - mobilizing large groups of people
for political purposes, such as protests and elections. From there, we look at gathering and organizing constituent data through
mobile devices, messaging and marketing, fundraising, mobile video, cultivation of supporters, citizen journalism, and privacy
and security. We close the book with a look at future roadblocks.

Let's begin.
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INTRODUCTION

1.

Mobile technology is an equalizer and an am-
plifier. According to Oliver Starr in Chapter 1,
mobile technology provides immediate access to
information and it allows you to transcend time
and space, connecting you to people and data
from virtually anywhere.

Mobile devices exceed the reach of wired devices
because they provide context. As Jim Manis
notes in Chapter 10, mobile can reflect geo-
graphical location, mood, presences, status, sur-
roundings and mindset. Political groups should
leverage this context when creating fundraising
appeals, urgent updates and event reminders.

Text is king. It is the simplest and most ubiqui-
tous mobile application. In Chapter 4, Jim Manis
says that if you incorporate only one thing into
your political strategy, making it text messaging.

In the beginning, target the networkers. Both
Brad Fay in Chapter 4 and Dennis Crowley in
Chapter 9 say that Influentials - the networkers,
joiners and doers - are the key to making your
mobile campaign spread. How do you attract
these people? By pinpointing their interests, en-
gaging them in your campaign and giving them a
definite action to take.

Cell phones are the last “personal oasis,” and
messages need to be personalized to the in-
terests of the recipient. This means that mes-
sages:

a. Contain information they want. Do not
send mobile messages unless people have
opted in to your mobile program. If you
employ spam tactics, you will end up iso-
lating your supporters, says Roger Entner
in Chapter 9. Make your mobile campaign
double opt-in. The Mobile Marketing
Association tells you exactly how to do
this in Chapter 9. Also, allow people to
opt-out of receiving messages at any time
and through any medium - text messages,
Web site, e-mail or phone call.

b. Have an immediate context. Send mes-
sages about events that give immedi-
ate information (e.g., invite people to an
event that evening, send them current
news updates or ask them to donate right
now).

c. Target the individual's location. Accord-
ing to Adam Guy in Chapter 4, you can
use geographically-targeted messages to
draw people to your events.

6.

10.

TOP TEN TAKE-AWAYS

Use mobile for short messages. Space is limited.
Screens are small. Mobile is best used for quick,
can't-wait and timely messages. When you send
information to a mobile device, think in terms of
a condensed executive summary.

Mobile devices are a “push” technology. Use
mobile to push information out to your constitu-
ents. According to DP Venkatesh in Chapter 4,
mobile is not a pull medium like Web sites, which
require people to log on or search to find you.

. Make it easy. Mobile technology engages people

with greater efficiency when it makes life a little
easier for them. In the political world, this means
making it a one-click process to donate, forward
a message, register to vote, sign up to volunteer
or receive information about an event, according
to Adam Guy in Chapter 4.

Build cohesion across mediums. Place informa-
tion about your mobile campaign on all of your
advertisements, from your Web site to direct
mail to billboards and posters. As Vicente Rafael
and Ben Rigby note separately in Chapter 2,
cross-medium messaging is more likely to mobi-
lize your supporters and increase the number of
people who signup for your mobile campaign.

Train your supporters. Over the next few years,
you may have to educate people about mobile
technology in order to best utilize your support-
ers as “mobile warriors.”

a. Teach them how to send and receive text
messages. In Chapter 4, Nihal Mehta
suggests designing a box on your Web
site or WAP that simply tells people how
to send, receive and forward messages.

b. Show them how to use mobile devices
while canvassing or at the polls. In Chapter
3, both Kendra Crowley and Hugh Weber
recommend teaching your volunteers
how to collect voter data or monitor exit
polls on PDAs before sending them into
the field.

c. Explain how to create effective messages.
In Chapter 8, Howard Rheingold warns
that it is in your organization's best in-
terest to train people in effective citizen
journalism so that they can capture effec-
tive images and descriptions about events
on their mobile devices and post them
online.
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Glossary

COMPILED BY CONNIE BARKO

3DPP2 - Third Generation Partnership Project 2, a collaboration of North American and Asian busi-
nesses to develop global standards for 3G and radio transmissions technology.

3G - Third Generation wireless refers to developments specifically for mobile users in communications
technology that provide access to a range of telecommunication services including voice and non-voice
data.

527s - Political organizations funded by soft money contributions whose activities are tax-exempt;
most often are advocacy groups mobilizing voters for an election. Expenses and contributions of a 527
group must be reported to the IRS.

ADSL - Asymmetric Digital Subscriber Line. A communications technology related to DSL that enables
faster data transmission over telephone lines.

Aggregator - A provider of mobile technology applications.

Bandwidth - Quantity of data that can be sent within a given time within a communications medium.
The greater the bandwidth the more information that can be sent.

BlackBerry - A wireless handheld device produced by Research in Motion that provides services, like
access to Internet, e-mail, text messaging and telephone.

Broadband - Complete frequency range of a signal over a communication circuit or system. Data
received from the signal is proportional to time.

Carrier - A mobile phone operator or provider of telecommunication services that has obtained a radio
spectrum license from the government specific to the technology it provides.

CDMA - Code Division Multiple Access. A technique for mobile technology that enables more mobile
phone users to be connected at the same time because it utilizes the whole spectrum instead of al-
locating specific frequencies to each subscriber, which is critical for 3G technology.

Cell Phone Cloning - Refers to the process by which the electronic serial number (ESN) and the mobile
identification number (MIN) of a mobile phone is stolen and inserted into another phone to acquire
telecommunication services without authorization, outlawed in the Wireless Telephone Protection Act
of 1998.

CSC - Common Short Codes. Five digit numbers that can be leased by content providers, aggregators,
media companies, and other organizations to interact with mobile subscribers through text messag-

ing.

GLOSSARY
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GLOSSARY

Content Providers - Companies that produce
and deliver content via the wireless service
including video clips, images, music, ring tones
and games for mobile subscribers.

Cookie - Small text file that is unique to one's
hard drive, acts as a message to the Web server
indicating sites a subscriber has initially visited
and returned to, can help the user by providing
helpful information about products, services
or Web pages that are user specific. The sub-
scriber is only personally identified if he or she
has previously registered with the Web server.

Click-through - Refers to the process by which
a user clicks on a hyperlink to reach a particular
Web site, often used by Web statisticians to
measure the performance of advertisements.

CPM - Cost Per Thousand. Online advertising
model where the site guarantees the advertiser
so many 'impressions’ or visitor page views of
an ad banner per unit of cost.

CPP - Calling Party Pays. The mobile user
does not pay for long distance, incoming calls
or airtime; has not been utilized in the United
States, which operates by having the Mobile
Part Pays.

CPU - Central Processing Unit. The micropro-
cessor “brain” of the computer or handheld.
Controls all calculations in a computer or
mobile device.

EIF - Complex programming language that
promotes object-oriented programming and
was created by Bertrand Meyer in combination
with his company Interactive Software Engi-
neering.

EV-DO - Evolution data only or evolution data
optimized, wireless broadband radio used by
CDMA providers that enables faster network
speeds.

Fiber Optics - The scientific study of optical
fibers or thin cable wires capable of transmit-
ting light that can be used for telecommunica-
tions.

Flashmob - Assembly of people organized as a
result of Internet or mobile communication.

GIS Mapping - Geographical Information
System. Geographical based technology that
analyzes data to demonstrate the relationship
between information and location for the spe-
cific purposes of a company.

GPRS - General Packet Radio Service. Wire-
less communication technology that is used to
send packets of data across the GSM network.

GSM - Global System for Wireless Communi-
cation, a wireless system that utilizes narrow-
band TDMA to allow eight calls to be made
concurrently on the same frequency.

Handset - Handheld phone hardware, which
can be used to receive or to transmit calls
across a wireless network.

Hotspot - Access location for mobile subscrib-
ers. Particularly used for WiFi, which has a
range limited to 100 feet.

Interoperability - Capability of a system or
product to be interchangeable with other
systems or products.

Interstitial Advertising - Placing advertise-
ments or other messages between the current
and desired Web page that interrupts the
normal flow of data in order to utilize vacant
space.

iPod - Portable technology marketed by Apple
that serves as an audio player and can store
data like music files when connected to a com-
puter.

Killer Application - Software so useful that
people will buy it in order to obtain the program
or service it provides.

Microcontent - Term coined by Jakob Nielsen
to describe short quantities of text 40 to 60
characters that describe and clarify larger
portions of information within a Web site, in-
creases the significance of titles and headings
to grab the viewer's attention.

MMS - Multimedia Messaging Service, similar
to SMS but also enables mobile subscribers to
send not only text but also images, video and
audio with e-mail instead of as an attachment.

Moblog - Publishing data from a camera-
equipped cell phone onto an Internet site.

Mososo - Mobile Social Software, wireless
service that links friends to a specific loca-
tion and time; first mobile social software was
Dodgeball.com.

MP3 -The name for the file type of MPEG audio
layer 3. Compressed audio data files that can
be transferred over the Internet or over high
speed cellular networks. Soon to be replaced
by MP4 format.

PRI THE POLITICS-TO-GO HANDBOOK  INSTITUTE FOR POLITICS, DEMOCRACY, AND THE INTERNET



MVNO - Mobile Virtual Network Operator. A
company that does not own a frequency spec-
trum and often does not possess a network
infrastructure but markets services under
another licensed mobile operator.

Opt in - Refers to when a mobile subscriber
has granted permission to be sent marketing
e-mails or other bulk promotional messages.

Opt out - Refers to when a mobile subscriber
chooses to withdraw permission to be sent e-
mails or other bulk promotional messages.

Packet - Piece of a message broken into bytes
that is transmitted over a network and includes
information about the message like the address
from which it came and where it is going.

PAM - Pluggable Authentication Modules.
Enables several authentication schemes to be
integrated into an existing structure without
modifying it. New technologies can be added
by utilizing pluggable modules.

PBX System - Private Branch eXchange, tele-
phone switchboard owned by a business that
circumvents having to connect all of its tele-
phones separately to the public network.

PDA - Personal Digital Assistant. Handheld
technology that combines services such as In-
ternet, mobile phone and organizer. Connected
PDAs may offer wireless capabilities.

Phishing - Act of trying to obtain sensitive in-
formation from an Internet user by impersonat-
ing a company and then sending false e-mails
to direct the user to a fraudulent Web site to
update personal information.

Podcasting - Process of online publishing
which allows users to access chronologically-
sequenced MP3 files and can be played using
audio playing software.

Quickstream - Microsoft based software that
uses a graphic user interface to analyze quickly
in order to develop a model.

SMS - Short Message Service. Method of
sending short text messages between wireless
devices.

Smart Mob - Term coined by Howard Rhein-
gold. Refers to the fast mobilization of people
by mobile technologies for a specific purpose.

Spam - Bulk junk mail or postings sent via the
Internet, generally advertising or other unsolic-
ited e-mail.

Streaming - Continuous, steady data transfer
by which the information can be seen before it
is completely processed.

Swarming - The way in which groups receive
instructions and immediately act accordingly
without prior planning.

Syncing - Process by which information can be
placed on or removed from a PDA

TDMA - Time Division Multiple Access.
Enables one radio frequency to be used by
several concurrent data channels by dividing
the frequency into time slots.

Text Messaging - Sending short messages via
mobile technology.

TXTmob - Service where a mobile subscriber
can receive text messages giving updated
details for the meeting of a group of people.

Upload - Process of sending a file to a specific
network.

Upoc - Wireless service that allows you to
send text messages to other subscribers and
form groups where one message can be sent
to several people simultaneously.

VCM - Video Compression Manager. A way to
encode Windows (WMV) Video to be played
in older versions of Windows Media Player.

Viral Advertising - A method of marketing that
utilizes the Internet and relies upon the “word
of mouth” spread from one person to the next
of a particular slogan or campaign.

VoIP - Voice Over Internet Protocol. The
transfer of voice data using digital packets over
the IP network (Internet Protocol) instead of a
public telephone switchboard.

VRM - Voter Relationship Management.
The process of collecting information about
a chosen audience in order to customize a
message to reach that audience and attain a
particular goal, has moved from paper to digital
form because of advances in mobile technol-

ogy.

WAP - Wireless Application Protocol. Allows
mobile subscribersto obtaininformationsimilar
to the service provided by a Web browser.

WAP Gateway - Server based in a wireless
carrier that transfers data between mobile
technology and content sites.

GLOSSARY
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GLOSSARY

Weblogs - Publication on a Web site that is
regularly updated and reflects the author's
perspective, often allows readers to post their
thoughts and responses to the author.

Wi-Fi - Wireless fidelity, products or services
certified by the WiFi alliance that connect
computers and laptops to a network, wireless
network protocol.
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CHAPTER ONE: MOBILE MATTERS

CHAPTER1

Mobile Matters: What Politicos
Need to Know about the Mobile
Population

As this chapter will explain, if your political organization, issue advocacy group, campaign, or nonprofit has not investigated
the power of mobile technology to cultivate and activate your base of support, you could already be falling behind. In fact,
Thomas Friedman, in his book The World is Flat, lists mobile technology as one of the areas facilitating globalization. According
to Friedman, mobile technology is “Flattener 10,” which he calls “The Steroids.” The term flattener refers to technologies includ-
ing mobile that amplify and turbo charge all the others!

Mobile technology is the “hardware steroid” that brings all of the other flatteners together.? It will “make open-source in-
novation that much more open” by enabling “more individuals to collaborate with one another in more ways and from more
places than ever before.”

Consider the following:

* Text messaging is a global phenomenon that has just recently crept into usage in America — and its popularity is spread-
ing. To cite a recent example, over 26 million text messages were sent supporting Live 8 during the summer of 2005.# In
many countries, including Turkey, Kenya, Iran, Italy, Ukraine, Hungary and Lebanon, text messages are driving elections.

*  Mobile marketing is considered the only true one-to-one marketing tool, and in many cases, mobile marketing has higher
response rates than direct mail — a political staple.®

* |t is the most personal medium, allowing you to reach your supporters with highly targeted messages and immediate
action alerts anywhere and at any time of the day. The Economist calls the mobile phone “man’s best friend” and a “faith-
ful companion that always stays with its owner."®

Mobile technology isn't just for political powerhouses and presidential campaigns. In fact, sometimes mobile is at its most
effective when utilized by small groups, opposition parties and individuals. Howard Rheingold, author of Smart Mobs, writes,
“New technology and social contacts make it possible for a relatively small number of people to do what used to require huge

1 Thomas L. Friedman, The World is Flat (New York: Farrar, Strauss and Giroux, 2005), 159.

2 Ibid., 164.

3 lIbid, 161

4 "Over 26 million text messages sent backing Live 8", Reuters, July 4, 2005.

5 Lisa Modisette, Are mobile phones the only true one-to-one marketing tool, The Wise Marketer, http://www.thewisemarketer.com/features.
read.asp?id=40.

6  "Man's Best Friend,” The Economist, April 2, 2005.
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CHAPTER ONE: MOBILE MATTERS

corporate monopolies.”” What makes a difference is the
way you incorporate mobile technology into your organiza-
tion or campaign and whether you use it to fuel a grassroots
mobilization campaign or a top-down messaging blast.

The chapter presents an overview of the mobile industry
and its audience and explains some of the basic concepts
and terms used throughout the book.

MOBILE
COMMUNICATION
TECHNOLOGY:

AN OVERVIEW OF
THE INDUSTRY,
ITS PLAYERS AND
ITS DISRUPTIVE
POTENTIAL

BY OLIVER STARR
EXECUTIVE IN RESIDENCE, ANGEL STRATEGIES

Mobile communications: The most
disruptive technology in political
history

If there's only one thing that sticks with you from this
handbook let it be this:

There is more power in the tiny device you
have in your pocket than you can possibly
imagine; yet you are not the only one that
can capitalize on its power. In fact everyone
can, and this is what makes the mobile phone
as disruptive as it is powerful.

At various times throughout history technological in-
novations have had fundamental and permanently altering
effects upon the power structure of human societies. The
plow, the wheel and the aqueduct all augmented man's
ability toimprove the yield in a given area, thus fostering the

7 Howard Rheingold, Smart Mobs (Cambridge, MA: Perseus
Books, 2002), 135.

ability of smaller and smaller tracts of land to sustain larger
and larger groups of people - and, indeed, civilization itself.
As civilization grew, communication and the means to
control and dispense information became significant in
the ascension to and maintenance of political power. By
controlling who had access to what information, relatively
few people could gain and hold power over much larger
groups.

Even today the ability to disseminate and control infor-
mation is a key component of political strategy. What your
base knows or doesn't know, what your opponent is or is
not privy to, what gets publicized versus what you wish to
quash all bear heavily upon strategy and can determine
whether it is you or your opposition doing damage control
or trying to spin an uncomfortable topic.

At its essence, the mobile device is an equalizer and
an amplifier. Far beyond the simple technology that lets
you make or receive a one-to-one call, this tool provides
unparalleled access to information, and it allows you to
transcend space and extend your presence far beyond the
confines of your physical body. It gives you the ability to
search for things you want to find and to determine what
you want to know from virtually anywhere.

This mobile communications tool provides the ability
to navigate as well as search, and makes it possible to lo-
calize yourself and for others to locate you. It increases
your ability to gather information from your environment,
even information left by others that is undetectable via
un-augmented human sensory abilities. The networked
mobile device allows its user to communicate discretely
and privately or to broadcast a message to thousands or
even millions. It can prove your identity, save your life in
an emergency or cost your candidate his entire career. Al-
though it may appear to be trivial to the uninitiated, those
who respect the power of the mobile phone and gain the
greatest mastery of its myriad uses will become the modern
kingmakers of the digitally networked world.

The industry in figures

To understand the scope of thisindustry and gain a better
appreciation for the number of users, as well as the speed
at which this technology has been adopted, it is helpful to
start by recalling the cellular phone you had in 1980.

If you can't recall the particular phone it's probably
because you didn't have a mobile phone in 1980.

In 1984 Motorola introduced the first “Brick” phone, the
Dynatac 8000x.8 Looking very much like a brick and of similar
weight it retailed for an equally weighty $4000.

Just how big is the market?

Twenty years later, in 2004 there were estimated to
be more than one billion end users of devices categorized

8 Google, Inc. Web Search “cellular phone 1980"
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as mobile phones around the globe.® Within the United
States, mobile phone service subscriptions and handset
sales more than doubled between 1999 and 2004 to reach
$113 billion.!

About 23.4 million new subscribers were added to the
U.S. Wireless market in 2004 alone, according to Global
Insight," bringing the domestic total to an estimated 181.1
million or an approximate penetration rate of 62 percent.
Perhaps as important as these raw numbers is the fact that
the market appears to be maturing: since the inception
of mobile phones, every year except one has seen more
annual growth than the previous year.

During the last five years $45 billion in additional capital
investment was made by service providers to improve
quality, support increased subscriber density and deploy
the new equipment necessary for upgrading networks to
the 3G standards.

Handset sales

To a large degree handset sales parallel subscriber
growth as well as protocol innovation.

Mintel's 2005 Wireless Industry Report pegs handset
sales growth at 45 percent between 1999 and 2000, com-
pared with a 27 percent growth in subscribers over the
same period. Clearly, in addition to the many new sub-
scribers who had no phone previously, a large percentage
of people were upgrading to more feature-rich equipment,
replacing old worn out equipment or taking advantage of
promotions when they switched carriers.

On the whole, handset sales increased 69 percent
between 1999 and 2004, compared with 112 percent
growth in the total number of subscribers. The discrep-
ancy between subscribers and phones represents the
practice of accounting for individuals subscribing to shared
minute plans but not counting the fully subsidized low cost
handsets that are frequently distributed with these new
accounts. It is reasonable to assume, however, a nearly
perfect ratio of one subscriber or plan to a minimum of one
phone.

Handset manufacturers

In the United States, the handset market is highly
competitive among a limited number of the world's larger
telecommunications equipment manufacturers. Some
limits on competition do exist, however, as all operators
do not support (or subsidize the purchase of) all handsets.
As a result the relationship between the operator and the
handset manufacturer has complex significance for all
parties - the operator, the handset manufacturer and the
consumetr.

9  "“Mobile is Open for Business,” The Netsize Guide, 2005
Edition, 74.

10 Mintel International, Mobil Phones, May 2005.

1 Maili Torma, “"WMRC Country Report,” Global Insight, June
2005.
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The primary consumer brands in the United States
include Nokia, Motorola, Samsung, LG, Sony Ericsson,
Panasonic and a host of other smaller competitors, such
as Research In Motion - RIM - the makers of the popular
“BlackBerry.”

Handset demographics

Surprisingly, there is a substantial amount of demo-
graphic variation among customers of various handset
vendors. Samsung users have the most youthful demo-
graphic, with an estimated 11 percent of users 18-24 having
models made by the Korean company. It is speculated
that in addition to innovative styles and features that drive
youthful adoption, the fact that Samsung is a less estab-
lished brand might drive away older adults, thus causing
these numbers to skew to the youthful market.

Certain manufacturers recognizing the rapidly growing
population of mature “baby boomers” as customers with
differentiated needs have begun to investigate manufac-
turing handsets that are more convenient and less compli-
cated for this market to use. Overseas a number of new
companies have sprung up focused on making and market-
ing phones specifically designed for this demographic.

The global perspective

The United States is one of the three largest mobile
markets, along with China and Japan. Of the 29 coun-
tries that have substantial populations of mobile phone
subscribers there is a wide range of development - from
countries that have leapfrogged from having little to no
telecommunications infrastructure to those that have fairly
mature markets that are now migrating to more advanced
service offerings, such as 3G and even early 4G networks.

It is estimated that the United States represents 20
percent of the total worldwide market in revenue and 12
percent in the number of subscribers.?

In general there is a global trend towards falling ARPU
(Average Revenue Per User), mainly due to competitive
pressure from operators attempting to gain market share
from one another as maturing markets become saturated
with nearly all prospective customers having service.

In these more mature networks carriers face a different
set of challenges than in those markets with far lower pen-
etration. Prior to enacting number portability,® operators
had a certain degree of insulation from customer churn;
however, this protection has now been removed and as a
result network operators are forced to offer competitive
pricing, more frequent phone subsidies, and other incen-
tives to hold onto customers, who are becoming progres-
sively more expensive to capture and more costly to keep.

12 “Mobile is Open for Business,” The Netsize Guide, 2005
Edition, 217.

13 Federal Communications Commission, “FCC Number Porta-
bility,”  http://hraunfoss.fcc.gov/edocs_public/attachmatch/
DOC-241057A1.pdf.
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What does the future look like?

Combined handset sales and service revenues are pro-
jected to sustain an increase of 76 percent at current prices
from 2004-2009 compared with a 144 percent increase
at current prices in the period from 1999 to 2004. Unlike
the prior period, much of the growth will be in alternative
services including gaming, gambling, mobile browsing and
other location based services. SMS messaging will still
play a significant role in both communication modalities
and revenue generation; however MMS messages will
increase as people become more familiar with this means
of communication and operators become more capable of
receiving cross network messages of this kind.

While the average local monthly bill increased only
1.5 percent per person in 2004 to $50.64, the number of
minutes used increased 33 percent to one trillion total mes-
sages. This dynamic continues to affect carrier revenues
and demonstrates the importance of mobile data services.
Based upon the minutes delivered for the price paid, there
has been an 81 percent decrease in per minute cost of voice
calls during the ten-year period that ended in 2004.

Forecast of U.S. Sales of Mobile Phones and Service,
at Current and Constant Prices
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$150 bil ././'——_._'_—.—_.
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Sales at current prices + Sales at constant 2004 prices Source: Mintel
SOURCE: Mintel

Actionable Information

In order to truly take advantage of the enormous lever-
age the connectivity of these mobile devices provides, it is
essential to understand how people are using the handsets
today as well as how they are going to be using them in
the future. This is especially important if you generally use
your own handset for making calls and little else.

How Do People Use Mobile
Devices?

Understanding this is arguably more important than
having intimate knowledge of the statistics. While certain
rules clearly apply to large groups and various predictions
can be made to within a few percentage points of accuracy
given the appropriate analysis, the public isn't swayed one
group at a time or one community at a time, but one indi-
vidual at a time.

It is this distinction that makes the mobile phone both
powerful and dangerous. Unlike a television broadcast or a
newspaper or magazine interview where you and your staff
control the medium and the dialog flows in essentially a
single direction, every phone is equally connected to every
other phone. You might have a nice unit with a bigger
screen and you may have public funds to subsidize your
calls, but when your fingers start depressing the keys on
the keypad you've entered one of the most democratic
mediums on the planet.

Parks Associates posed the “wish list” question to 2112
Internet users and this is what they said:

Important Functions Consumers Want to Have on
Most Frequently-Used Mobile Devices

Take picture (n=244) 42%
Receive location-specific information (n=116) 25%
Watch live TV (n=229) 24%
Browse the Internet (n=290) 21%
Voice communication (n=552) 21%
Listen to music (n=310) 20%
Listen to satellite radio (n=252) 19%
E-mailing (n=301) 18%
Remotely control home system (n=273) 18%

Record memo and voice (n=315) 16%
Remotely monitor house (n=280) 16%
Shoot short video (n=202) 15%
Address book (n=281) 14%
Instantly sharing content through Internet (n=299) 13%

Source: Mobile Entertainment Platforms and Services, a survey of 2,112 Internet users.
Copyright 2005 Parks Associates

Although there are a few points to be gleaned from this
information, it says almost as much about the analyst's lack
of understanding of the medium as it does for the people
queried. Conspicuously absent is the application most
commonly used after voice, namely SMS, as well as MMS.
These are not the same as e-mailing and in reality can be
likened more to “chat” or “instant messaging” for SMS
and “multimedia messaging” or even “picture-sharing” for
MMS.

What's more, many of your constituents know how to
use their phones to better advantage than you do, and by
wielding this power they have the ability to help or hurt you
tremendously.

Based upon current billing, however, what we know
today is that VOICE is still far and away the killer applica-
tion when it comes to cellular telephony. In fact, a recent
report by JD Power and Associates highlighted this fact
with the following statistic: The average cellular customer
spends 6.9 hours a month on his or her mobile phone.
This represents a seven percent increase from 2004. Calls
made per month have also increased from 77 per month in
2004 to 84 per month in 2005.

As mentioned previously, SMS is still among the most
popular secondary applications on mobile devices. In fact,
a brief summary by ZDNet states:
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$4.3 Billion in Text Messaging Revenues
forecast for 2006: Some 4.7 bin text mes-
sages were sent in the US in December 2004,
compared with 2.1 bln in December 2003
and 253 min in December 2001, according
to CTIA. Revenue from text messaging is
projected to grow to $4.3 bln in 2006 from
$2.5 bin in 2004, says Forrester Research.
CTIA estimates that in 2004, US cellphone
users sent 203 text messages on average,
or 37 bin in total, while in China, cellphone
users exchanged 651 per user, or 218 bin in
total, according to the Chinese information
industry ministry. About 71% of European
cellphone users send text messages, more
than twice the age in the US.

Another survey conducted by Ipsos found that just shy
of 25 percent of all U.S. mobile users had downloaded a
ring-tone in 2005, compared with just five percent in 2004.
Roughly six percent of users also claim to have downloaded
a full-length song to their phone.

In what might be one of the more reliable indicators of
where things are headed, another Ipsos survey found that
over 40 million consumers 18 years of age or older wanted
mobile e-mail access; 82 percent said they wanted to be
able to exercise control over which messages made it to
their phone's inboxes. However, in spite of the very rapid
growth of the smartphone segment, 96 percent of those
polled said they would not buy an expensive phone just to
get e-mail.

That is the real world. And that provides a lot more
usable, actionable information with which to make deci-
sions about how to approach your mobile market.

It is particularly important to consider the fact that with
each successive decade, fewer and fewer people have
physical landlines and more people communicate exclu-
sively using mobile devices. One area in which this has
had a substantial impact is polling. Last year MTV Rock
the Vote/Zogby broke new ground by conducting a poll via
text messaging or SMS. Among the most interesting facts
derived from this poll was that a much smaller percentage
of respondents - 2.3 percent - indicated that they WERE
NOT planning to vote. Prior to this it had been assumed
that this youngest group of eligible voters was least likely
to show up at the polls.

The take away from that is two-fold: first, this is the most
technology savvy component of the constituency, and
second, you won't reach them through traditional means.
They don't watch TV - or if they do they use time shifting
like TiVo, they don't read newspapers (the news there is
so "yesterday"”), and they don't have landlines. Why have
your presence tied to a building when your tiny personal
computer can be with you and even make a fashion state-
ment.

CHAPTER ONE: MOBILE MATTERS

Seeing Beyond the Numbers

Clearly, looking at the numbers, both from a global and
a domestic perspective one can get an idea of the power
of this market. In 2008 our domestic market will be worth
nearly $200 billion, and cellular penetration will substan-
tially exceed that of fixed lines.

Mobile phones will become smarter, more customizable
and even more ubiquitous. Third Generation (3G) deploy-
ments will make many new features possible and even
prominent. Location awareness will be built into networks
and this alone could have a profound effect upon how the
political process develops during the next elections.

Mobile phone users will be far better informed; legisla-
tion will be available for review, discussion, dissection, even
citizen editing, allowing people to have a much more active
role in the democratic process. Even today, it is possible
over a mobile device to check the voting records of every
senator and every member of Congress without so much
as going to a computer or placing a phone call.

Viral messaging by the public - and not just by the cam-
paigns - will have the potential to buoy or confound candi-
dates. Clever marketers working on campaigns can create
easily shared messages with the potential for more impact
at less cost than defamatory television commercials that
lower the public's opinion of both candidates.

* Phones will be tied to individuals instead of locations,
and the granularity of this will support activities like
polling, which will provide unheralded accuracy.

* Marketing strategies must change to accommodate
this new paradigm.

* One to One and One to Many Messaging will enable
highly targeted and individualized messaging.

* Mobile technology supports two-way communica-
tion not speaker and listener.

e Candidates will have the ability to gain actionable
data during speeches and presentations. Mobile
user responsiveness will allow presenters to fine-
tune their messages in real time.

* Phone security becomes crucial. Blue-sniping and
blue-snarfing (hacking into Bluetooth enabled
mobile devices) are real threats that cannot be
ignored. Phones belonging to critical personnel must
be secured and proper training in use and security of
Bluetooth devices is a must.

These are just a few of the ways in which that simple
piece of technology that you probably used to take for
granted can be used to make or break you or your team in
the political arena.

Beyond this, mobile devices are changing all the time.
Once a closed system that did not foster innovation, today
there are more brilliant young developers focused on ap-
plications for mobile devices than there have ever been
before. There's more money, more devices, more practical
applications and more ultimate power than when the dot
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com craze was in its naissance.

By staying abreast of what is happening in this arena or
making certain that someone on your team is intimately fa-
miliar with this technology and the ways in which it can be
deployed to hurt or benefit you, you will be able to access
a resource far more immediate, far more powerful and far
more difficult to master than radio, television, TV or even
the Internet. If you achieve this aim, not only will you have
a truly powerful tool at your fingertips and one that can mo-
bilize thousands of die-hard believers, but you'll also gain
access to nearly instant information and intelligence that
can help you tune your message, uncover your opponent's
weaknesses and capitalize on mistakes that the other side
has made before they even know they've made them.
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CHAPTER 2

The Portable Political People
Herder: Mobile Technology and
Mobilization

Consider these facts:

* The music group U2 used cell phones to register concert goers in the tens of thousands for the nonprofit group One,
which wants to increase spending on global development by the United States by one percent of the budget.

* College students in Ukraine used cell phones to mobilize a half million of their peers to protest in Independence Square.
Their actions are known as the Orange Revolution, which led to a court-mandated re-election in December 2004.

e During the Republican National Convention in August 2004, protesters used cell phones to organize protests across the
city - many of the incidents occurring at the same time or just a few minutes apart and most of them disclosed only a few
minutes ahead of time via text messages.

Judging by these examples, cell phone-powered mobilization may appear to be a tool of rock stars and disgruntled youth,
but don't let appearances fool you. Although cell phones have become the ubiquitous accessory of young people planning
spontaneous get-togethers in restaurants, malls and bars, in the hands of seasoned politicos, the cell phone has become a tool
for organization, mobilization and the empowerment of the masses.

As discussed throughout the chapter, the past five years have seen political groups use cell phones to monitor election fraud,
turnout voters and, in some cases, start a revolution.

Will the next big story be mobility?

In this chapter, we look first at how various political groups across the globe used mobile technology to win an election,
support a cause and, in some cases, start a revolution. From there, we move into a section on mobilization tactics—what
every politico needs to know before launching a mobilization effort. Finally, we give you concrete examples of ways in which
American groups used mobile in 2004 and 2005.
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|. THE MOBILE GLOBAL
OUTLOOK

THE MEDIUM IS IN
THE MESSAGING

BY JUSTIN OBERMAN
FOUNDER, DIGITISMS

In the summer of 2005 when Justice Sandra Day
O'Connor dropped her resignation bomb, The New York
Times pictured C. Boyden Gray, founder of Committee for
Justice, a conservative group supporting constitutional-
ist judicial nominees, as he received the news via text
message.

When Washington insiders began favoring news sent via
text message over other media, it became clear that mobile
technology had come to American politics. What we don't
know is what the political ramifications of that will mean, at
least that is, when it comes to the United States. The rest
of the world has always been ahead of the United States
when it comes to the mobile medium and has had a head
start in considering the technology for political usages.

Just last month the global press reported that something
as simple as a ring tone was used to expose potential presi-
dential corruption in the Philippines. A tapped conversa-
tion that Filipino President Gloria Arroyo had with an elec-
tion official named Garci before the Filipino elections was
made public and turned into a ring tone by the Filipino Web
site TxtPower. The ring tone, which is titled “Hello Garci,”
features a few moments of music followed by a woman
who sounds like Arrayo saying “Hello? Hello? Hello Garci?
So, will I lead by more than one million?” Possession of the
audio file was declared illegal under Filipino wire-tapping
law, but it spread quickly in a country where text messag-
ing, also known as SMS (short messaging system), is the
major outlet of communication and where the ability to
share ring tones over SMS is widely available. Arrayo has
since admitted the voice is hers.?

The political ramifications are playing out as we speak.
But this wasn't the first time Filipinos used mobile technol-
ogy to bring down a presidential regime. On January 20,
2001, a sea of Filipino protesters converged on the Epifanio
de los Santas Avenue in the capital city of Manila, known
as EDSA, within an hour after an initial SMS message went
out: "GO 2EDSA, Wear Blck.” Over the next four days
EDSA, once the site of the 1986 “People Power” demon-

1 Emily Turrettini, US Senator finds out about Justice Sandra Day
O'Connor resignation by SMS, http://www.textually.org/textu-
ally/archives/2005/07/008930.htm.

2 Emily Turrettini, It is my voice on poll tape (and ringtone),
admits embattled Arroyo, http://www.textually.org/ringtonia/
archives/2005/06,/008873.htm.

strations that toppled the infamous Marcos regime, was
filled with over a million protesters in black, all wanting one
thing: the resignation of then Philippine President Joseph
Estrada. It worked. The military withdrew its support and
Estrada fell from power, going down in history as the first
political figure to lose power directly by means of the non-
violent mobile revolution.

And this was just the beginning. Since the 2001 march
on EDSA, political groups around the world have been
harnessing mobile technology to deploy, organize and just
plain out-mobilize their political opponents:

*  When South Korean President Roh Moo-Hyun was
down in the polls and was predicted to lose on the
day of the 2002 South Korean presidential elections
he used mobile technology to send out millions of
text messages to mobilize the vote. It worked. Roh
won in the largest upset South Korea has ever seen
during a presidential election.

* In Ethiopia, opposing political parties are taking ad-
vantage of SMS techniques to call on their supporters
to vote and ask the receiver to forward the message
to 10 more party supporters.

* Even Canada, our friendly neighbor to the north,
launched Youth Text 2004, which “enables people
to engage in a dialogue with the political parties
through the direct and instantaneous medium of text
messaging.”

* And as democracy begins to take hold in the Middle
East, a March 29, 2005, Washington Post article
points out that “cell phone text messaging has
become a powerful underground channel of free
and often impolite speech, especially in the oil-rich
Persian Gulf monarchies, where mobile phones are
common but candid public talk about politics is
not.”

Unlike the computer, which was originally built for
military computational purposes, the mobile phone has an
advantage: namely, being a telephone, it is a social technol-
ogy tool from the very get-go. So, any software built around
this technology—including SMS—is and will be social by
its very nature. And it is the inherent social quality of SMS
that makes its potential for political deployments extremely
potent. We discuss the social aspect of the mobile phone
later in this publication.

Mobile SMS has been shaping and reshaping the social
space of communication for millions of people around the
world for some time now. Textually.org, a blog dedicated
to exploring the political implications of mobile technology,
reports a plethora of political SMS and mobile activity daily
from around the world. Sifting through the short SMS-like
posts at Textually.org, it is abundantly clear, however, that
most political groups in the United States have yet to go
mobile.

Perhaps the greatest political SMS success stories in the
United States occurred last summer during the Republican
and Democratic National Conventions, when social tech-
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nologies such as TXTmob and Updoc allowed protesters
to organize and coordinate events (as well as stay safe) in
real-time via text alerts. The technology works a lot like an
e-mail bulletin board where a person can sign up to send
and receive messages to and from various groups. The
subsequent unavailability of SMS services for T-Mobile
customers during parts of the protests has of course been
shrouded in heated conspiracy debates. Nevertheless,
even crowd control specialists are calling the TXTmob
tactics a victory, putting the protesters a step ahead of the
police when it came to mobile technology and its ability to
organize on-the-go.?

But since that time the political world of mobile technol-
ogy inside the United States has been pretty quiet. The
SMS campaign alerts and text-messaging communities
enabled by Howard Dean’s 2004 presidential primary cam-
paign are among the few major examples of a U.S. political
group embracing the mobile medium. Then there was the
“Rock the Vote Mobile” campaign in which Rock the Vote
and Motorola teamed up to engage young adult cell phone
users in the political process via SMS polls and messages
about the 2004 elections. Register and Vote 2004 also
sent young voters politically themed text messages and
reminders to vote.

The same kind of technology was used by the mobile
marketing company EnPocket in the '0O4 elections. The
firm sent SMS messages regarding a particular political
issue to a database of Oregon residents. But Scott Pearson,
VP of sales for EnPocket, says that these methods are now
frowned upon. “Frankly,” Pearson stated, the Best Practices
Committee of the Mobile Marketing Association “has ba-
sically indicated that we don't want to send messages to
third party lists anymore.” As far as the 2004 presidential
campaigns went neither the Bush nor the Kerry camp
touched mobile communication to any substantial degree.

It is not surprising, of course, that we find that the first
success story concerning the merger between mobile
technology and politics involved protesters at the DNC and
RNC conventions. Progressive activists have always been
on the cutting edge when it comes to using communication
devices for political purposes. Additionally, a majority of
these protesters were below 35 — the same age demo-
graphic that already comprises a substantial amount of
text message users.

What is surprising, however, is the failure of everyone
else to catch on. Usually, when the political advantages of
a new technology are demonstrated out in the open, every
political group or organization immediately tries to take
advantage of it. The blogosphere is a case in point. But it
seems that when it comes to mobile technology, political
groups in the United States either took a step back from the
progressive techniques of TXTmob and Updoc in favor of
more traditional methods, or they just ignore the technol-
ogy altogether.

3 Defense Tech, TXT 4 RNC PRTST, http://www.defensetech.
org/archives/001083.html.
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This of course makes perfect sense when you consider
the novelty of the technology in the United States. And by
technology | am not talking about the cell phone. We have
had cell phones as long as anybody else. By technology
| mean non-voice features and services like SMS, MMS,
photos, streaming video and music, MP3s, GPS, Internet,
etc. — what Pearson and those in the industry have come
to term as “the third screen,” after television and the com-
puter. Of course, the U.S has always been behind the rest
of the world when it comes to cell-phone and telephony
technology. The Third Generation phones (3G) that enable
a convergence of all these features were available in Asia
and Europe long before they where available in the United
States.

Still, marketers of such advanced gadgets express hope.
The key word here is “convergence.” Mobile companies,
phone manufacturers and other technology and software
giants around the world are working together, buying each
other out or deleting each other in what many see as the
race towards the future mobile revolution. “We're excited
about the possibilities,” says Ed Colligan, interim CEO of
PalmOne. “Everyone is more mobile, and all their data
— pictures, music, documents — have gone digital. We
think this is the future of computing because it will be these
types of devices that you'll turn to first, as opposed to your
PC”

Peter Lawson, chief counsel and a senior officer at Mo-
torola, agrees, "The device technology is advancing and
getting easier to use every day,” he says. 