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We are seeing the preliminary battles in a coming mobile chip brand war that could 
alter the way consumers purchase mobile devices. Most consumers buy devices 
without knowing (or caring) which manufacturer supplied the chip powering the 
device. They are often confronted with marketing hype about the number of cores 
inside (they assume it somehow makes the device better if there are more of them) 
but rarely do they ask about the chip manufacturer. 
 
However, in the competitive mobile world and in smartphones especially, we are 
beginning to see a shift in marketing focus from core counts to chip brand 
recognition (e.g., Nvidia Tegra, Qualcomm Snapdragon). Indeed, many of the chip 
vendors looking for more competitive advantage are attempting to create brand 
awareness for chips inside the newest “hot” phones, much like Intel did so 
effectively with its “Intel Inside” branding in the PC marketplace. 
 
Nvidia and Qualcomm especially need to create brand awareness to fight the 
rapidly emerging competitive threat from Intel. Intel has one of the worlds highest 
brand recognition ratings but so far has been unable to leverage this in the mobile 
market, as they have virtually no presence in smart phones. This is due to 
competitive Atom chips being late to market and a lack of an integrated LTE 
capability which both Qualcomm and NVidia have announced. This is expected to 
change in the next 6-12 months, but for now, it signals an Intel weakness. 
 
Few consumers currently recognize the brand Qualcomm, even though it powers 
the majority of mid to high performance smartphones in the market. It’s important 
that vendors like Qualcomm and Nvidia create “demand pull” for their devices both 
to combat each other, but also to combat emerging competitors. These include a 
push from the “bottom” by the likes of MediaTek and Marvel, and especially from 
emerging primarily Chinese semiconductor vendors that can create volume 
devices at low cost which can substantially hurt the margins of the higher end 
suppliers. And it also (and primarily) includes Intel who is emerging from its mobile 
slumber. It will take significant marketing and advertising resources to build brand 
awareness, putting Qualcomm at a potential advantage over Nvidia, and Intel at an 
advantage over everyone else 
 
We expect this will be the year the mobile chip brand wars begin in earnest, as 
each producer tries to create a “buzz” around brand and create a consumer 
understanding of what the brand means. We further expect a focus on 
differentiation as the messaging shifts to peripheral feature sets like graphics 
capability, security subsystems, audio and video processing capability, UI 
extensions (touch, voice, location), sensors, etc. 
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Consumers should expect to see increased advertising that highlights the chip 
inside, much like we have seen for years around Intel in the PC market. How much 
effect this will ultimately have will depend not only on how well the chip vendors 
make the case for their devices, but also how well the mobile device vendors and 
ultimately the OSes take advantage of the performance and capabilities built into 
the latest processors. 
 
Absent from the branding wars is likely to be Samsung, at least for now. Although 
they are one of the major mobile chip producers, they have a very mixed message 
around their chips installed inside their own mobile devices (some have them, 
some don’t). And the fact they make chips for competing major vendors (e.g., 
Apple) is not something they can easily leverage. 
 
Bottom Line: We expect to see a substantial marketing effort by brand leaders to 
convince mobile consumers that the chip inside does matter. It means that chip 
producers can no longer solely rely on performance and cost, but rather must 
establish a meaningful brand presence in the marketplace. This favors the larger, 
more established and financially able players (e.g., Intel, Qualcomm), and if 
successful, could maintain margins for the vendors while limiting cost reductions in 
finished product for the brand recognized leaders. However with so much 
distraction and multiple messaging taking place, it may be difficult for “chip inside” 
branding to stick with consumers. 
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Carriers Searching for New Opportunities 

Mobile carriers have been making massive investments in network capacity, 
particularly in high speed 4G (LTE) and 3G+ (HSPA+) infrastructure. In order to 
fully recoup those investments, they need to fill their networks with data users, but 
more importantly with users who won’t make huge data demands and clog the 
networks while still generating a recurring revenue stream. Subscribers who use 
relatively low amounts of bandwidth are very attractive (e.g., SMS texting) as 
places no capacity constraints on the networks and the cost per data bit transferred 
is much more lucrative than other types of data (e.g., browsing, video). And 
network speed (e.g., 4G, LTE, 3G) is generally irrelevant as the amount of data 
transferred is minimal (often in kilobytes per transaction). 
 
The above characteristics describe a “perfect storm” for carriers as they pursue the 
market for consumer-driven machine to machine (M2M) oriented services. M2M is 
a key growth area for carriers who are pursuing ways to bring this to consumers 
and obtain monthly recurring revenues. Low bandwidth monitoring is a very 
attractive market service offering. Unlike high bandwidth video streaming that has 
limited capacity, M2M has almost unlimited expansion capacity due to the very low 
bandwidth requirements and extremely low duty cycle. We expect carriers to go 
after the M2M market directly, as well as wholesale the capabilities through third 
party service providers (e.g., home security and monitoring, medical services, 
remote control). 
 
A current example of a carrier’s attempt to exploit this area is AT&T’s Digital Life 
initiative. It is offering a number of services that consumers value, but that are also 
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underserved in the marketplace (e.g., home security and home automation 
currently have very low penetration rates). By leveraging its brand, an easy and 
often do-it-yourself wireless installation, and working with key enabling suppliers 
(e.g., Cisco building the on-premise monitoring and control equipment), it hopes to 
entice a large number of its installed base of wireless subscribers to add these 
services. The offering is still in the early stages and will expand in services offered 
and geographic area over time. However, we expect to see attractive “bundles” in 
the near term that will allow AT&T to dramatically increase its subscriptions. The 
ability of AT&T to accommodate very large numbers of users at minimal additional 
operational cost is very attractive to its bottom line. Signing 5%-10% of their 100M 
user base could add $200M-$400M in revenue per month. And they are currently 
the only major carrier to offer such services (although smaller third party vendors 
do offer equivalent services). 
 
Bottom Line: We expect to see wireless carriers push consumer-based M2M 
services as attractive revenue additions at low overall operating costs piggy-
backed on their existing networks. We also expect to see bundling of services for 
existing wireless subscribers. Many of these monitoring services are “under 
penetrated” so there is massive room to grow, and some will also be wholesaled 
through third party vendors. As more carriers move to offer these services (e.g., 
Verizon, Sprint, T-Mobile in the US), we expect to see some real price competition 
emerge (in the next 1-2 years) that should help make this highly attractive to 
consumers. We expect similar services to be offered by carriers in many other 
parts of the world also searching for new opportunites. 

The Quest for Mobile Security 

Enterprises and individuals continue to pursue methods to secure their phones and 
tablets in a increasingly insecure mobile world. BYOD has created a large demand 
for third party add-on solutions to manage and secure devices in business 
environments. Several device vendors have pursued a different course by adding 
security enhancements to the underlying OS. Some solutions have pursued 
security through lock boxes and/or containers on top of the native OS and apps. 
And still others believe that app management and data leak protecton is the holy 
grail for mobile security. With so many players and options to choose from, it’s 
often difficult for companies to decide which strategy to implement and which 
products to deploy.  
 
Indeed, in our recent Enterprise Mobility Study, 17% of respondents said they had 
not implemented mobile solutions due to concerns with data loss and 9% indicated 
they had not implemented mobility due to device loss concerns. Further, 22% 
indicated they have not implemented a mobile solution due to regulatory 
compliance issues (e.g., Sarbanes Oxley, HIPAA). All these point to a lack of 
confidence that the organization can adequately secure its mobile initiatives. 
 
J.Gold Associates is in the process of creating an industry research report to 
identify the various approaches to mobile security and to evaluate the key players 
within each segment. We have identified several critical enabling components of 
mobile security that are being pursed by device manufactures as well as by third 
party solution vendors. While this is an ever evolving and fast changing market, we 
expect to create a comprehensive report of the various technologies and 
participants. 
 
To assess the pros and cons of the various approaches, and create a methodology 
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for analysis purposes, we have divided the mobile security field into 8 “security 
zones”. These zones consist of: 
� OS/HW embedded (e.g., Blackberry, Elliptical) 
� Hypervisor (e.g., GD/OK Labs, VMWare) 
� Add-on supervisor (e.g., Enterproid, Open Peak) 
� Mobile Application Management/Wrapping (e.g., AppCentral, Mocana) 
� MDM/Policies (e.g., Mobile Iron, AirWatch, Zenprise, SAP) 
� Hardened stand-alone container (e.g., Good) 
� Monitoring and signature analysis (e.g., Symantec, McAfee) 
� Whitelisting/Blacklisting gateways (e.g., Fixmo, Rapid7) 
 

All of these approaches have advantages and disadvantages. And many vendors 
play across boundaries, as pure plays are becoming less common than integrated, 
multi-zone approaches to security. 
 
We are currently preparing a Mobile Security Research Report that will be 
available in the next 2-3 months. This research report will highlight the various 
approaches to mobile security, as well as identify and evaluate the vendors who 
provide solutions in each segment.  
 
Contact us if you’d like to participate and be included in this research. 
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About J.Gold Associates, LLC. 

J.Gold Associates provides advisory services, syndicated research, strategic consulting 
and in-context analysis to help its clients make important technology choices and to enable 
improved product deployment decisions and go to market strategies. We work with our 
clients to produce successful new product strategies and deployments through workshops 
and reviews, business and strategic plan coaching and reviews, assistance in product 
selection and vendor evaluations, needs analysis, competitive analysis, and ongoing 
expertise transfer.  
 
J.Gold Associates provides its clients with insightful, meaningful and actionable analysis of 
trends in the computer and technology industries. We have acquired a broad based 
knowledge of the technology landscape and business deployment requirements, and bring 
that expertise to bear in our work. We cover the needs of business users in enterprise and 
SMB markets, plus focus on emerging consumer technologies that will quickly be re-
purposed to business use.  

 
We can provide your company with a trusted and expert resource to maximize your 
investments and minimize your risk. Please contact us to see how we can help you. 


