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Wait for a connection at a major stop along Bangkok's Skytrain 
public transport system, and you're likely to be bombarded by 
flashing images on video billboards—some of which rival the size of 
theater screens in the United States. 
 
In Seoul, South Korea, mobile phone users can be underground in a 
shopping mall and still view about 30 TV channels on their mobile 
handsets, which are transmitted in real time from satellites and 
relay transmitters. 
 
And the U.K. is witnessing an explosion of Internet advertising, 
which made up 14 percent of the entire ad spend in that country 
last year. "That percentage matches what we expect Internet ads to 
comprise for the entire globe by 2011. The U.K. is already there," 
says Phil Stokes, U.K entertainment and media leader at 
PricewaterhouseCoopers. 
 
Media is advancing in different ways all over the world. And yet 
most observers have concluded that advertising innovation isn't 
always keeping up with technology. And no one country reigns 
supreme, when it comes to 2.0 ad breakthroughs. "There are a 
handful of countries that think they're more advanced, and they're 
all wrong," says Charles Courtier, global CEO of Mediaedge:cia. 
 
Yoon Chang, executive managing director of the digital media 
division at the Seoul-based agency Phoenix Communications, says 
that advertisers have yet to take much advantage of the Korean 
video phone service because it's not that popular yet. "Only 1.2 
million people use the service now," she says. 
 
Javier Rodríguez Zapatero, Yahoo's vp of sales for Europe, believes 
that mobile advertising will be huge in Europe over the next few 



years, and is likely to outdistance the U.S. in that sector in terms of 
quantity and creativity when carriers move to a flat fee. 
 
Of course, there are standout campaigns and solutions. For 
example, the Japanese mobile carrier NTT Docomo routinely places 
wallpaper ads for advertisers like Adidas and 20th Century Fox on 
the handset home page, viewed by some 10 million subscribers 
each day, according to sources. And Andy Wasef, a London-based 
strategist for Mediaedge:cia, notes how British spy agencies Mi5 
and Mi6 placed dynamic ads in videogames like Splinter Cell to 
attract young males to its counterterrorism ranks. 
 
"What's really interesting is that increasingly the world is becoming 
small," Courtier says. "When a good idea happens in Australia, it's 
flipping around the world really quickly." —JS 


