Ifirst knew I'd be a marketer
when eee Pinch me. Am | truly
considered a marketer? | have
always just been called 'the
mobile guy.’'

What is your most unusual
source of inspiration? The Dog
Whisperer. | learn more about
human behavior from his shows.

If marketing were suddenly
againstthe law, | would e e
use my law degree to change it.

Who'd be your ideal tie-in
partner? SingleTouch [if it
relinquishes its patent on
mobile advertising] or Medio
Systems.

What was your best idea that
you NeVerwent with? It's still a
trade secret, so shhhh!

Where-be honest-doyou
see yourselfin 10years?
Sailing around the world with
[my girlfriend] Lucy.
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He has seen the future of branding, and it looks like ... acell
phone? Laugh at your own risk; this guy's pioneering efforts
are moving marketing messages straightto customers' screens.

t's hard to find any top executive who doesn't

carry a cell phone these days. John Hadl carries

three. At leastthree. It's not because he's obses-

sive. Hadl, 37, isjust being thorough: He has a
Motorola, a Nokia and a Blackberry handset so he
can examine how his mobile-marketing campaigns
appear on the different devices. With the consider-
able weight of Procter & Gamble's brands' images
entrusted to him, Hadl has learned that it pays to
keep an eye on every detail.

Which haswon him areputation that extends far
beyond P&G. "John Hadl has earned his position as
the indispensable man of mobile marketing," said Eric
Bader svp/managing director at Mediavest Digital,
New York, which handles media buying for P&G.
"Brands need him. They can't get out of bed in the
morning without him."

For as fast as mobile-marketing technology is
developing, there's still a limited range of ways to
reach cell phone-toting consumers-from text-in
campaigns to "mobisodes"that include commercials.
Whatever the format, however, Hadl has been on the
forefront of all of them.

This marketer views the cell not asjust a new
place to slap ads, but rather away to "mobilize your
media. It's the first time you have a marketing chan-

nel as well asthe response mechanism in portable
form ." What's more, Hadl'sconfident that his special-
ty might well be the future of marketing itself: "With
the gradual diminution of power among mass media
caused by both fragmentation and greater audience
control," he said."In acouple ofyears, we will seethe
mobile phone as the premier consumer connection
and medium for insights available for marketers."

Hadl's new-media education hasbeen seat-of-the-
pants. He started asa mergers-and-acquisitions attor-
ney, then left it all behind to co-found acompany start-
ed by two buddies from MIT.That ledto astint at Cre-
ative Rx, where Hadl got hisfeet wet in the digital pool
by selling prerecorded celebrity greetings for cell-
phone users. By 2003, he found himself working on
emerging media at Quigley Simpson Interactive.

It was there that Hadl developed some of the first
mobile-marketing programs in the country, including
the first digital direct-response initiative. A 3o0-second
Old Spice spot on ESPN invited consumers to text-
message answers to sports-trivia questions for a
chance to win atrip to the set of sportsCenter.

"The resultswere eye-opening,"Hadl recalled."You
could rate the effectivenessofthe spot by area code
and time stamp. It was one of the first times | real-
ized that this could really be an impactful channel for
marketers."

Tapped next by Cover Girl, Hadl executed one of
the first-ever brand sponsorships of a mobile game
in the U.S. It was a simple game ofSolitaire but, again,
the results were measurable enough to be repeat-
ed. By the end of 2005, Hadl left Quigley Simpson
to work asan adviser to Procter & Gamble. Hadl has
since created P&G's "Mobile Ad Lab" program. He's
currently overseeing the testing of over 50 mobile-
marketing programs for his various clients.

Which iswhy Hadl is truly the field's indisputable
man-in-demand right now. "John is our go-to guy
when we need deep mobile expertise," said Paran
[ohar; managingdirector at McCann Erickson, LosAnge-
les."He's helped move the industry ahead," seconded
LauraMarriott, executive director of the Mobile Mar-
keting Assn in Boulder, Colo.

With his characteristic cool confidence, Hadl
wouldn't be surprised by accolades like that. His sur-
prise is reserved for the quick, serendipitous route
that got him to this point. "I never thought I'd be sit-
ting here today," he said. "I always thought I'd be a
banker, a lawyer or aventure capitalist.”

"But then," he added, "I'd only get to carry around
two phones, tops." .

(Next Generation mar keter sspecial report:
Continued on page 21)



