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Blyk hits 100,000 members six months ahead of schedule 
Brand advertisers realise potential of new interactive youth media  

 
London, England, 24 April, 2008 Ð Blyk, the new mobile network for 16-24 year olds funded 

by advertising, has signed up over 100,000 members since its launch in the UK at the end of 

September, 2007. Members have embraced the Blyk concept so rapidly that annual member 

targets have been reached six months ahead of schedule, establishing it as a powerful new 

media for connecting advertisers with young people.    

 

Blyk gives members free texts and minutes every month which equates to an individual 

saving of over £2801 each year Ð with no contract, no hidden costs or fees Ð in return for 

receiving up to six highly targeted advertising messages per day from brands including Xbox, 

Adidas, STA Travel, Penguin, Brylcreem, Boots, COI and RSPCA.  

 

The ad campaigns that fund the service have generated industry leading average response 

rates of 29%, at a time when trust in other forms of mass advertising is falling and brands are 

finding it increasingly difficult to engage with young people.*  

 

Shaun Gregory, UK CEO said: "Young people have embraced Blyk because it makes phone 

bills and contracts a thing of the past. We believe that communication should be free, like 

most other forms of media in the UK. Blyk provides brands and advertisers with an exciting 

way of reaching the youth market in a very personalised way that works. Reaching 100,000 

members is significant for advertisers because it gives them the opportunity to engage with a 

mass youth audience in a highly efficient and cost-effective way. In six months we have built 

up a deep knowledge of our member base which now exceeds many established youth media 

players and with over 7 million 16-24 year old phone owners in the UK there is huge potential 

for growth." 

 

BlykÕs proposition is based on the insight that messaging is the simple dominant mobile 

behaviour for 16-24 year olds. When new members join Blyk they are profiled based on their 

lifestyle and personal interests. This profiling is 100% opt-in and it helps Blyk to build up a deep 

knowledge of its customer base and deliver relevant communications to them. The profile enriches over 

time which means that the consumer experience just gets better and better. 

 

                                       
1 Annual saving of £288 based on average phone bill for 16-24 year olds on both PAYG and contracts. Guide: TGI April ’06 – March ‘07 



 
Brands are using Blyk to create awareness, build relationships and drive action and sales 

through one-to-one interactions. Although the average response rate to advertising campaigns 

is 29%, many are significantly higher. 

 

Penguin Books ran a campaign on Blyk to promote the launch of Nick HornbyÕs latest novel 

ÔSlamÕ and achieved an unprecedented 67% response rate. Blyk created a two-part messaging 

dialogue whereby positive respondents received a 90 second audio preview of the opening 

chapter read by Nicholas Hoult, star of Channel 4Õs ÔSkinsÕ - a media first for using audio 

clips sent via mobile to promote a book.  

 

Blyk is launching in the Netherlands in the second half of 2008 followed by other European 

markets and has recently attracted new investors Goldman Sachs and Industrial and Financial 

Investments Company (IFIC), who join a roster that includes Sofinnova Partners and a 

number of private investors. 

-ENDS- 
 
Notes to editors: 
*Comparative advertising effectiveness  
On a cost per response basis Blyk is the most efficient media when compared to online, email, direct 
mail and other mobile. 
 

Medium Average Response Rate (%) Cost per Response (£) 

Online advertising  0.5 £1.50 

Email 2.5 £2.00 

Direct Mail  2.0 £12.50 

Mobile (SMS Push unprofiled) 4.5 £2.22 

Blyk2 29 £0.53 

Source: E-Consultancy, September 2007, trade estimates, Feb 2008 
About Blyk 
Blyk is the new mobile network for 16 Ð 24s thatÕs funded by advertising. Blyk links young people 
with brands they like and gives them free texts and minutes every month. Blyk was co-founded in 2006 
by Pekka Ala-PietilŠ and Antti …hrling and has offices in Helsinki, Finland and London, UK.  Blyk is 
now operating in the UK, with other European markets to follow.  For more information visit 
http://about.blyk.com/blog/  
 
Music Partnerships   
Blyk, has signed significant music partnerships with artists including Lethal Bizzle, The Kooks and 
The Long Blondes which give members access to their favourite bands, new tracks and enjoy a 
personalised user experience. For artists and labels, Blyk offers a unique communication channel to 
speak directly to their fans and promote forthcoming releases, tour dates and gauge feedback on new 
material straight from the studio.  
 
For more information or to speak directly to a Blyk spokesperson contact: 
Rachel Flynn, Caryn Lobley or Anna Loftin at GCI: Tel: +44 (0) 207 072 4138/ +44 (0)2072 4223/ +44 
(0)2072 4050 or rflyn@gciuk.com / clobley@gciuk.com / aloftin@gciuk.com  

                                       
2 Blyk: Average across 50 campaigns (1000 x 7p x 29% + 250 x 22p = £154) 

 


