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1600 lbs of Gorilla & What They are Buying in Mobile 
An	  Analysis	  of	  Facebook	  and	  Google	  Mobile	  Acquisitions 
Let’s get the obvious out of the way.  
Mobile has become big and continues to 
grow fast when it comes to how people 
interact with social media and the Internet 
in general.    

The big driver of this has been the rapid pace 
of sophisticated and data-hungry smartphone 
and tablet adoption. Below is the volume of 
data traversing the AT&T network expressed 
in Billions of Megabytes – an increase of 
8,000% from 2007-2011.  Don’t believe 
AT&T?  Cisco estimated in late 2011 that 
worldwide mobile data traffic was in excess of 
600 Petabytes a month!  

As far as anyone can tell, this trend is not 
about to slow anytime soon.  Even in the most 
developed of markets, e.g., the U.S., the 

penetration of the smartphone and tablet 
devices that are driving mobile data based on 
Internet and social media usage, is only 
51%... this is a trend that has legs. 

The implications of this rapid and significant 
move to data-driven mobile are far reaching 
for industry players across various mobile 
industry markets.  This includes, the network 
providers, mobile network equipment 
manufacturers, traditional Internet companies 
that are seeing more and more of their user 
interaction come through mobile channels, 
app-oriented companies that ply mostly in the 
mobile ecosystem and those companies that 
want to reach those mobile-enabled 
consumers as customers or potential 
customers. 

Mobile is big and growing 
fast.  What are Facebook 

and Google purchasing in 
the mobile space? 

 

Figure 1: Data Usage – AT&T Network: 2007-2010 
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Google and Facebook Mobile Acquisitions – 
Method or Madness? 
Since the Internet is going mobile, we decided 
to take a look at what the two biggest players 
in the Internet and social media space have 
been up to with regard to their mobile 
strategy, both in terms of what they say, and 
where (or whether) they are putting their 
money where their mouths are. 

The bottom line - while both have mobile 
ambitions, they have very different tasks in 
front of them.   

Google is more established in this space, and 
its vision of a mobile future has been a bit 
more consistent than Facebook’s.  On the flip-
side, its ambitions are larger and its strategy is 
much more complex. Protecting much of 
what they have established will be key.  From 
the acquisition of Motorola Mobility to ongoing 
patent wars with AAPL, MSFT, and the like, 
much of Google’s activity in mobile has 
involved protecting and enhancing its Android 
platform (i.e. Google Play) and extending the 
capability of its mobile advertising franchise 
beyond AdMob encompassing advertising, 
mobile applications, mobile OS (Android), and 
even devices (Motorola Mobility).  

Facebook, on the other hand, appears to only 
now be settling into a coherent mobile 
strategy.  The last 18 months have been 
marked by a search for a mobile identity, with 
some backtracking on various strategies, and 
struggles around the monetization of its user’s 
shift toward more and more mobile access 
and some notable mis-steps around a reliance 
on HTML 5 opposed to native apps.  
Determining how to keep users engaged 
through the mobile access channel (not to 
mention how to monetize them) will be critical 

What is clear is that both firms have much to 
lose if they get mobile wrong.  – particularly as 
the rest of world markets become more 
smartphone enabled. 

Facebook – On the Right Track 
Finally? 

To say that Facebook has had a love/hate 
relationship with mobile technologies would 
be a bit of an understatement.  Controversy 
has swirled around the social media giant’s 
approach to mobility, both with regard to its 
internal strategy around mobile users as well 
as their acquisitions.  It is a topic that has 
dogged the company for a while, and 
continues to be an issue as the company 
makes its way in the public markets.   

In late 2010, founder Zuckerberg came under 
criticism for not launching an iPad app – 
claiming that the iPad was “not a mobile 
technology” but instead just another example 
of a “computer”.   

On one hand Zuckerberg was correct – the 
iPad, and the way that users would utilize 
tablet technology, was different than the 
smartphones that represented the vanguard 
of mobile usage at the time of the iPad’s 
release.  But he missed the point that while 
iPad was indeed not a smartphone – it was 
fundamentally different than a laptop/desktop 
device in spite of its large screen.  The reality 
was that the tablet represented an 
acceleration of the “mobilization” of computing 
technology – bringing mobile touch interfaces 
and app-oriented OS’s into competition with 
traditionally keyboard-oriented laptops and 
desktops.   

Eventually Facebook would reverse course on 
the iPad app issue with Zuckerberg admitting 
that it was “Facebook’s biggest mistake”. 

More recently, Facebook has come under fire 
from public market investors for its mobile 
strategy with regard to advertising dollars.  

  

The bottom line - while both 
have mobile ambitions, they 

have very different tasks in 
front of them 
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There is significant concern that Facebook is 
cannibalizing it’s desktop ad revenues with 
untested and less valuable mobile advertising 
revenues.  Facebook on the other hand claims 
that their mobile strategy is misunderstood, 
that mobile is more like TV, and that in the 
near future it will derive more revenues from 
mobile per user than desktop.  

The reality is that the shift away from desktop 
utilization to mobile is inevitable and 
unavoidable for Facebook, so the 
cannibalization argument is really moot.  
Naysayers point to the gap between mobile 
“eyeballs” to mobile ad dollars to argue their 
point, but we think they are wrong.  The chart 
below is Mary Meeker’s famous “Material 
Upside for Mobile Ad Spend”, showing the 
gap between utilization of mobile and mobile 
ad spend. 

Given our body of work on Internet Advertising 
technology, our view is similar to Facebook’s.   

Mobile represents a large opportunity not just 
because of the movement of eyeballs to 
mobile devices, but also because of the 
rapidly growing sophistication of mobile user 
habits, e.g., more and different types of rich 
media usage.   

As such, the understanding of the best ways 
to approach the mobile advertising market 
given these changes and opportunities is still 
nascent.  The new technologies and 
approaches that will emerge to properly 
address this opportunity are still in their 
infancy. 

  

 

Figure 2: The Gap Between “Eyeballs” and Ad Dollars 

Mobile represents a large 
opportunity not just because 

of the movement of eyeballs to 
mobile devices, but also 

because of the rapidly growing 
sophistication of mobile user 

habits 

Source: Kleiner Perkins Caufield & Byers 
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Facebook’s Acquisition History  

If you remove five “acqui-hires”, Facebook has 
completed nine mobile-oriented acquisitions 
over the last 18 months.  Taken as a whole 
these acquisitions reveal a relatively 
conservative approach to mobile acquisitions.  
Most of the acquisitions are focused on 
technologies that improve one aspect or 
another of the Facebook user’s mobile 
experience.  Essentially, these represent 
tactical acquisitions.  This makes  sense given 
the trend in Facebook’s user behavior toward 
more mobile usage and a bit of a wobbly 
strategic direction.  On the other hand there is 
little that stands out here as groundbreaking. 

 

 

The obvious outlier is Facebook’s acquisition 
of Instagram for $1B – though even then one 
could argue that it fits generally with the trend 
of finding technologies that enhance 
Facebook’s mobile user experience.  Some 
have argued that the price paid was dear, but 
as we pointed out back when the deal was 
announced, even if you strip away the 
strategic value that Instagram brings to 
Facebook, one could argue that the deal 
made sense from a user-acquisition 
perspective. 

  

Figure 3: Facebook Mobile Acquisition History 2Q 2011 - Present 

Announced Company Description Detail Deal	  Value	  ($M)

07/14/12 Spool
Mobile	  content	  
aggregation	  
software

Provides	  a	  beta-‐stage	  Web	  browser	  plug-‐in	  and	  mobile	  application	  that	  enable	  users	  to	  save	  Web	  content	  to	  
mobile	  devices.

Not	  Disclosed

05/18/12 Karma	  Science
Mobile	  gift-‐giving	  
application	  provider

Provides	  an	  Android	  and	  iOS	  application	  that	  enables	  users	  to	  send	  physical	  gifts	  and	  virtual	  greeting	  cards	  to	  
friends	  and	  family.	  Application	  notifies	  gift	  recipient	  via	  text	  message,	  email	  or	  Facebook.

Not	  Disclosed

05/15/12 Lightbox
Online	  photo	  
sharing	  service

Provides	  an	  online	  digital	  photo	  sharing	  and	  hosting	  service	  for	  consumers	  globally	  through	  http://lightbox.com.	  
Website	  also	  provides	  social	  networking	  features.	  Also	  provides	  a	  related	  Android	  application.

Not	  Disclosed

05/05/12 Glancee
Mobile	  social	  
software	  provider

Provides	  a	  location-‐based	  smart	  phone	  application	  that	  enables	  users	  to	  locate	  and	  contact	  nearby	  Facebook	  and	  
Twitter	  users	  that	  share	  similar	  interests.

Not	  Disclosed

04/12/12 Tag	  Tile
Customer	  rewards	  
retail	  systems

Provides	  a	  customer	  loyalty-‐based	  retail	  system	  and	  mobile	  applications	  that	  enable	  consumers	  to	  earn	  rewards	  
by	  tapping	  smartphones	  against	  an	  in-‐store	  device	  at	  time	  of	  purchase.	  Also	  enables	  merchants	  to	  track	  customer	  
purchases	  for	  sending	  mobile	  marketing	  messages.

Not	  Disclosed

04/09/12 Instagram
Mobile	  photo	  
application	  provider

Provides	  a	  mobile	  digital	  photo	  application	  that	  enables	  iPhone	  and	  Android	  device	  users	  to	  apply	  filters	  to	  
photos	  and	  share	  them	  via	  the	  Instagram	  community	  and	  social	  networks.

$1,000.0

08/02/11 Push	  Pop	  Press	  LLC
Online	  book	  
conversion	  service

Provides	  an	  online	  service	  to	  convert	  traditional	  print	  books	  to	  interactive	  digital	  e-‐books	  readable	  on	  iPhone,	  
iPad	  and	  other	  handheld	  devices.

Not	  Disclosed

03/20/11
Snaptu,	  Ltd.	  [fka	  
Moblica]

Mobile	  application	  
developer

Provides	  a	  suite	  of	  mobile	  applications	  that	  enables	  smartphone	  users	  to	  access	  Twitter,	  Facebook	  and	  Picasa	  
accounts,	  news	  and	  blog	  updates	  and	  weather	  and	  sports	  reports.

Not	  Disclosed

03/01/11 Beluga	  Inc
Mobile	  IM	  software	  
provider

Provides	  mobile	  instant	  messaging	  software	  that	  enables	  iPhone	  and	  Android	  smartphone	  users	  to	  create	  groups	  
of	  friends	  and	  communicate	  with	  them	  collectively.

Not	  Disclosed

Source:	  451	  Group
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Looking Forward – Facebook 

As we move toward 2013, we expect that 
Facebook will continue to be active in the 
acquisitions arena for mobile.  Now that it 
seems to have settled on a mobile strategy, 
we expect Facebook, for the most part, to 
stay the course regarding its mobile 
acquisition activities.   Expect more tactical 
acquisitions meant to enhance the experience 
of its ever-growing mobile orientation of its 
user base.  

That said, we believe that Facebook is going 
to have to become more aggressive 
strategically in with regard to mobile 
acquisitions.  One cannot underestimate the 
pressure that the public markets have, and will 
continue to, put on the company to better 
monetize such users around its argument of 
mobile and rich media usage.  This is where 
we see Facebook making additional strategic 
moves as it looks to encourage more rich-
media social content amongst its users in 
general, and particularly across the mobile 
access channel.   

Don’t be surprised if Facebook moves on 
something like a video clip sharing service or 
similar technology to enhance its capabilities 
in this area.  Additionally, we expect Facebook 
to look to find technologies that can effectively 
be used by advertisers to reach those users 
and help Facebook monetize its platform of 
mobile and rich media content. 

Google – It’s (Almost) All About 
Android – Except for Mobile Ads, and 
Mobile Apps, and… 

While Facebook has weaved a bit all over the 
road strategically, and has, as a result, been 
relatively tactical in their actual moves in 
mobile M&A - resulting, ironically, in a pretty 
straightforward history in mobile acquisitions, 
Google has been far more complex (and 
active). 

To say that Google has a “mobile” strategy is 
a bit like saying Cerebus is “a dog”.  The 
reality is that Google has a three-headed 
mobile strategic monster on its hands (okay 
maybe a two and a half-headed monster) – 
each head (Admob/Mobile Ads, 
Android/Mobile OS, and Motorola 
Mobility/Mobile Devices) has its own needs.   

Is there a coherent theme across those 
efforts?   I suppose… to a degree – but you 
have to stand waaaaay back and squint real 
hard to make the argument that one can see 
a unified single mobile strategy from these 
disparate pieces. 

Like Facebook, Google has been under some 
pressure regarding its mobile strategy from 
Wall Street.  Some of this pressure is similar to 
Facebook around issues of lower cost mobile 
ads shifting the overall profitability of digital 
advertising revenues.  Some of it has little in 
common with Facebook, e.g., the $513 million 
dollar loss for Motorola Mobility last quarter.    

Another major difference between Google and 
Facebook is that while Facebook has been 
somewhat restrained in its mobile activities 
because of its lack strategic direction, Google 
has been forced into some very strategic, 
albeit defensive, maneuvering in the mobile 
M&A market because of its need to protect 
historical successes around Admob and 
Android.  Case in point, according to IDC's 
2Q12 figures, Google’s Android owns close to 
70% of the worldwide smartphone market.   

To be certain, a good portion of Google’s 
mobile M&A activity over the past 18 months, 
including their largest deals, have been at 
least in part to protect those market positions 
– particularly on the Android side where 
Google (and their surrogates such as 
Samsung) are locked in a bitter intellectual 
property battle with the ever more litigious 
Apple. 

Google’s Acquisition History  

Taking out one “acqui-hire” and one 
acquisition of the URL “android.me”, Google 
has made 14 mobile-oriented acquisitions in 
the last 18 months.  The largest have been, as 
mentioned above, in defense of Android.  
Those would be the IBM mobile patents 
acquisition, and Motorola Mobility.   

In addition to these big-ticket items, Google 
has sought to support Android with some 
functionality enhancements and acquisitions 
that align with its push of the Google Play 
mobile platform.  These are more tactical in 
nature – but certainly in support of one of its 
major strategic mobile efforts. 
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On the mobile advertising front, Google has 
been active in expanding beyond the 
capabilities of Admob.  Acquisitions of 
Punch’d for mobile loyalty, Admeld and Zave 
show a need to grow the mobile advertising 
and marketing capabilities beyond Admob’s 
mobile query business. 

	  

Lastly, there are a couple of deals meant to 
help support Google’s content businesses, 
e.g., Google Docs with enhanced mobile 
capabilities – though it can be argued these 
are sensible extensions of existing business 
capabilities rather than part of a grander 
“mobile” strategy. 

  
Figure 4: Google Mobile Acquisition History 2Q 2011 - Present 

Announced Company Description Detail Deal	  Value	  ($M)

10/03/12 Viewdle
Facial-‐recognition	  
software	  provider

Provides	  facial-‐recognition	  software	  that	  enables	  consumers	  to	  automatically	  tag	  social	  network	  contacts	  via	  
Android	  smart	  phone	  and	  desktop	  applications.

$30.0

06/05/12 Quickoffice,	  Inc.
Mobile	  office	  
software	  provider

Provides	  mobile	  Microsoft	  Office-‐based	  desktop	  productivity	  software	  for	  use	  on	  iOS,	  Android	  and	  Symbian	  
devices	  for	  businesses	  and	  consumers	  globally.

Not	  Disclosed

01/04/12
IBM	  Corporation	  
(217	  patents)

IP	  patent	  portfolio	  
assets

A	  patent	  portfolio	  containing	  217	  patents	  owned	  by	  IBM,	  which	  include	  those	  related	  to	  data	  management,	  
mobile	  advertising,	  mobile	  website	  display,	  social	  network	  development	  and	  instant	  messaging.

Not	  Disclosed

12/13/11 Clever	  Sense	  Inc
Mobile	  
recommendation	  
software	  provider

Provides	  an	  algorithm-‐based	  place	  recommendation	  application,	  Alfred,	  for	  Android	  and	  iOS	  smart	  phone	  users.	  	  
Application	  recommends	  places	  based	  on	  a	  user's	  preferences,	  location,	  time	  of	  day	  and	  previous	  profile	  data.

Not	  Disclosed

10/03/11 Human	  Engines
Mobile	  organization	  
application	  provider

Provides	  a	  white-‐label	  mobile	  personal	  organization	  application	  for	  mobile	  device	  manufacturers	  and	  wireless	  
telecom	  service	  providers.	  Application	  enables	  Android	  and	  Windows	  Mobile	  device	  users	  to	  manage	  voicemail,	  
email	  and	  text	  messages,	  social	  networking	  messages,	  RSS	  feeds	  and	  calendar	  appointments.	  Also	  provides	  
mobile	  e-‐book	  reader	  application	  development	  software.

Not	  Disclosed

09/02/11 Zave	  Networks	  Inc
Digital	  coupon	  
creation	  software

Provides	  digital	  coupon	  campaign	  creation	  and	  management	  software	  for	  traditional	  and	  online	  retailers.	  
Software	  enables	  consumers	  to	  locate	  product	  discounts	  on	  the	  Web	  or	  via	  mobile	  devices	  and	  in-‐store	  displays	  
and	  redeem	  them	  at	  traditional	  retail	  stores.

Not	  Disclosed

08/15/11
Motorola	  Mobility	  
Holdings,	  Inc.

Mobile	  device	  
provider

Provides	  a	  broad	  range	  of	  mobile	  telephones,	  smart	  phones,	  tablet	  PCs,	  wireless	  accessories,	  software,	  and	  video	  
and	  data	  delivery	  services	  for	  businesses	  and	  consumers	  globally.

$12,500.0

08/01/11

Centerd	  
Corporation	  [dba	  
The	  Dealmap][fka	  
Fatdoor,	  Inc.]

Online	  daily	  deal	  
service

Provides	  an	  online	  daily	  deal	  coupon	  aggregation	  website	  for	  consumers	  through	  www.thedealmap.com.	  The	  
website	  enables	  consumers	  to	  find	  restaurant	  and	  retailer	  coupons	  nearby	  with	  their	  mobile	  phone	  GPS	  
software.

Not	  Disclosed

07/29/11
IBM	  Corporation	  
(mobile	  patents)

Android	  OS-‐focused	  
patents

A	  portfolio	  of	  mobile	  Android	  OS-‐focused	  patents	  belonging	  to	  IBM,	  which	  provide	  a	  wide	  range	  of	  computing	  
services,	  software	  and	  hardware.	  

Not	  Disclosed

07/08/11 Punchd	  Labs	  Inc
Mobile	  customer	  
rewards	  application

Provides	  a	  mobile	  application	  that	  enables	  consumers	  to	  receive	  virtual	  customer	  loyalty	  discounts	  on	  goods	  and	  
services	  via	  smartphones.

Not	  Disclosed

06/09/11 Admeld	  Inc.
Online	  advertising	  
network	  operator

Operates	  an	  online	  and	  mobile	  advertising	  network	  that	  enables	  advertisers	  to	  determine	  which	  companies	  can	  
bid	  on	  their	  inventory.

Not	  Disclosed

05/20/11 Modu	  (assets)
Israeli	  smartphone	  
provider	  assets

The	  assets	  of	  Modu,	  which	  designs	  and	  develops	  ultracompact	  smartphones	  for	  consumers	  globally. Not	  Disclosed

04/25/11 TalkBin
Mobile	  business	  
feedback	  
application

Provides	  a	  mobile	  application	  that	  enables	  Android,	  iPhone	  and	  iPod	  device	  users	  to	  provide	  feedback	  to	  
businesses.

Not	  Disclosed

04/08/11 PushLife	  Inc.
Mobile	  content	  
management	  
software

Provides	  mobile	  entertainment	  content	  management	  software	  for	  users	  of	  BlackBerry	  and	  Android	  smartphones. Not	  Disclosed

Source:	  451	  Group
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Looking Forward – Google 

With the defense of Android mostly in place, 
we expect there to be less in the way of 
“block-buster” deals for Google, at least in 
mobile, in the near future.  In a sense, this 
means a bit of a return to a more tactical 
support of Android through technologies to 
enhance and extend the OS.  One place 
where Google may be a bit more aggressive is 
working to build an effective support 
infrastructure for Android through Google 
Play. 

On the mobile advertising side, there may be a 
bit more urgency to splash some cash to 
insure they maintain a leadership position.  

While there is no doubt that Google is 
exceptionally positioned to profit from 
increased value of mobile queries – it is not 
entirely clear that this is where the money will 
be made in mobile advertising and marketing.  
One place where it wouldn’t be surprising for 
Google to act is to enhance its capabilities 
around mobile rich media.   If it is true, as we 
believe it will be, that rich media content 
continues to grow in importance to mobile 
users, and therefore advertisers, Google 
should be watching the technologies and 
solutions that effectively tap that market pretty 
closely. 

  



  

 

 
8 

Mobile Industry 
M&A Analysis 

 

 

About Headwaters MB 
 

Headwaters MB is an independently owned, growth investment bank and advisory firm.  Headwaters MB has transacted over $15 billion of 
middle market deals and has over $75 billion of deal experience from its 65 full-time senior professionals.  Headwaters has a national office 
footprint in the United States, headquartered in Denver, with additional offices in Boston, Chicago, New York, San Francisco & Washington 
D.C. 

Headwaters MB has a significant international track record; providing our clients with a global reach. 

Our team has generated significant revenue from cross-border transactions, has local advisory partners in 30 countries and the firm has 
been the winner of “Cross Border Deal of the Year”.   

The firm has an established reputation as quality service provider and trusted long-term advisor to clients with a history of process and 
transaction excellence. 

  

The Headwaters TMT Team 

Gary Moon  John Batdorf Mark R. Langner 
Head of TMT Banking Managing Director Managing Director  
415-766-3862 (office) (415) 926-7454 (office) 415-464-6322 (office) 
650-515-8734 (mobile) (415) 847-8805 (mobile) 415-994-0557 (mobile) 
gmoon@headwatersmb.com jbatdorf@headwatersmb.com mlangner@headwatersmb.com 

 

Sun Jen Yung 
Managing Director 
203-992-1667 (office)  
917-297-8716 (mobile) 
sunjyung@headwatersb.com  
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Our bankers have deep personal experience completing transactions for companies in the technology, media and telecom space, including: 

 
*Some transactions completed by Headwaters team members on prior platforms 

Disclosure:  This newsletter is a periodic compilat ion of certain economic and corporate information, as wel l  as completed and 
announced merger and acquisit ion act iv ity.  Information contained in this newsletter should not be construed as a recommendation 
to sel l  or buy any security.  Any reference to or omission of any reference to any company in this newsletter should not be 
construed as a recommendation to buy, sel l  or take any other act ion with respect to any security of any such company.  We are not 
sol ic it ing any act ion with respect to any security or company based on this newsletter.  The newsletter is publ ished solely for the 
general information of cl ients and fr iends of Headwaters MB, LLC.  I t  does not take into account the part icular investment 
object ives, f inancial s ituat ion, or needs of indiv idual recipients.  Certain transactions, including those involv ing early stage 
companies, give r ise to substantia l  r isk and are not suitable for al l  investors.  This newsletter is based upon information that we 
consider rel iable, but we do not represent that i t  is accurate or complete, and it  should not be rel ied upon as such.  Predict ion of 
future events is inherently subject to both known and unknown r isks, and other factors that may cause actual results to vary 
mater ia l ly.  We are under no obl igat ion to update the information contained in this newsletter.  

Opinions expressed are our present opinions only and are subject to change without notice.  Addit ional information is avai lab le 
upon request.  The companies mentioned in this newsletter may be cl ients of Headwaters MB, LLC.  The decisions to include any 
company in this newsletter is unrelated in al l  respects to any service that Headwaters MB, LLC may provide to such company.  This 
newsletter may not be copied or reproduced in any form, or redistr ibuted without the pr ior written consent of Headwaters MB, LLC.  
The information contained herein should not be construed as legal advice.  

  


