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Today’s Discussion

1. What We Know From SMoX

2. Unpack SMoX Results

3. Discuss What Evolution To Person Centric Data Analysis 
Reveals

4. Explain How You Can Benefit From The Evolution

5. SMoX Next Steps

6. Q&A With Audience



1. What We Know From

SMoX.me = Smart Mobile Cross Marketing Effectiveness Studies



SMoX    : Industry Consortium Coming together to 
understand business value of Mobile in advertising Mix
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Exec Summary: What Have 
We Learned From SMoX?

1. Mobile works across the purchase funnel through 
to sales – that’s now proven globally

2. There is lots to get right; and its different from 
plain-old digital (video, native, location)

3. First mover has real competitive advantage 



What do we know – SMoX


		Campaign Information 

		Change in Campaign Due to Mobile



		Company (Brand)

		Country of Study

		Overall Campaign Goal & Optimization

		All Media in Campaign

		Mobile Formats in Mobile Portion of Campaign

		Impact on Campaign just as Brand Executed Mobile[endnoteRef:1] [1:  Assumes that overall campaign budget is optimized without making any changes in terms of how mobile mix was allocated] 


		Impact when Optimizing within Mobile Mix Also[endnoteRef:2] [2:  Assumes that overall campaign budget is optimized and best practices are used to further improve the performance of mobile] 




		

		

		

		

		

		Optimized % of Mobile in Mix vs. Total Budget[endnoteRef:3] [3:  The % of the total advertising budget that should be allocated to mobile in order to maximize the performance of the campaign] 


		Boost in Overall Campaign Perf.[endnoteRef:4] [4:  The incremental lift in performance generated by optimizing the budget for mobile / increasing mobile allocation] 


		Opt. % Of Mobile in Mix with Mobile Best Practices [endnoteRef:5] [5:  Employing best practices would include rebalancing the mix in mobile to more cost effective formats, removing ads that failed, increase use of targeting proven to work and more. ] 


		Boost in Overall Campaign Perf.



		AT&T (MotoX)

		U.S.

		Awareness

		TV

Print

Desktop

		Display

		16%

		

+12%

		20%

		+18%



		MasterCard

		U.S.

		Image 
(“MC is good card to use when traveling”)

		TV

Print

Desktop

Social

		Display

Video

Social

		8%

		+7%

		12%

		+17%



		Walmart (Back-to-School Grocery)

		U.S.

		Purchase Intent 
& Sales

		TV

FSI

Desktop

		Display

Native

Social

Location Targeting 



		11%

		+6%

		15%

		+14%



		Coca-Cola Co. (Gold Peak Tea)

		US

		Awareness,

Image,

& Sales 

		TV

Print

OOH

Desktop 

		Display

Audio

Video 

		10%

		+4%

		15%

		+7%



		Coca-Cola Co. (Red Can)

		China

		Sales

		TV

OOH

Desktop

		Display

Video

Social

		8%

		+7% 

		15%

		+16%









In Summary – SMoX Proves:

Allocation to Mobile 
in the Mix, when 

mobile is done right

Produces an 
Increase in 

Brand Metrics

Produces an 
Increase in Sales 

or Profit of:

All Studies to 
Date 12% to 20% +/-17% 7% to 16%



2. Unpack Results

Consider what we are measuring:
• What they see
• When
• Where
• Who
• Why



2. Unpack Results
The mobile toolkit to improve results
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Context
Day part
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Weather
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Dynamic 
Integrated 
Closed loop 
to payment
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Mobile Video vs. TV*

Source: Walmart SC Survey; Data Collected from: 8/4-9/28

MOBILE VIDEO

CABLE TV

With the same creative, Mobile Video had 
more impact than video on other platforms 



Banners Full 
Screen

Audio Native Video

1. More engaging formats are 
also more expensive. Do they 
justify their premium?

Audience

Content genre Day part Location Weather

2. What is the value of 
targeting in mobile?

Two examples:



Depending on the category, Context 
Targeting can also add significant value

1290
Day of the week*

130

100
Weekday vs. Weekend targeting 
Time of the day targeting for industry with Strong Time of Day Dynamic 

Without 
targeting

With
targeting

Time of Day**

100



* Statistical significance at 95%
Sources: Walmart Savings Catcher – Combined Publisher report; Walmart Savings Catcher Sub-Segment Performance
Findings on in-store purchase behavior to come
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No Lift Average Lift

Proximity targeting + expandable units = 
strongest lifts in foot traffic



• What they see
• When
• Where
• Who
• Why



3. The Fundamental Disruption:

20% more likely to buy

Women

Men

Sales Trend



The Graph Schema
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Data points illustrative of a person-based scatter chart from which the Frequency to Lift Response Function is calculated

MOBILE VIDEO

Revisiting The Finding 
“Mobile Video had more impact than video on other platforms” 
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SMoX 





Local & National Targeting 



Personal Message & Media Mix



Combined Digital & Traditional Media Optimization

Insight to action 
Programmatic connection

Reach & Frequency



MARKETING MIX SHOULD BE BUILT
UP FROM THE INDIVIDUAL PERSON



Detailed Attribution



4. How You Can Benefit From The Evolution 
to Person Centric Marketing

• Mobile is effective across the funnel
• Mobile is the most personal media
• Mobile is the most data rich media

And… there is plenty of upside room to grow
But…



You Have To Make It Easy

• Keep sight of the forest 

– Keep the pine needles in context

• Make data flow easy

• Make attribution & optimization easy



Wave  1:

What we 
are solving 
for:

Marketers are underinvesting
in mobile because they don´t 
have evidence about its value

Focus and 
learning 
agenda

Prove mobile ROI (“why” 
mobile): 
• Prove that mobile works 

across the funnel.
• Help brands optimize their 

budgets for mobile

SMoX Next Steps:
First step was to figure mobile base line



Our current goal recommended percent 
mobile allocation of mix overtime 

10-15%
Today

15-20%
w/ Best 
Practices

20-30%
w/ 

Increased
Smartphones



Wave  1:

What we 
are solving 
for:

Marketers are underinvesting
in mobile because they don´t 
have evidence about its value

Focus and 
learning 
agenda

Prove mobile ROI (“why” 
mobile): 
• Prove that mobile works 

across the funnel.
• Help brands optimize their 

budgets for mobile

Wave 2

• Marketers still lag behind consumers. 
• They need guidance in terms of how to 

scale their mobile $$ and where to 
allocate

Maximize Mobile ROI (“How” mobile): 
• Provide guidance in terms of how 

marketers can win in mobile
• Focus in key areas like location, video, 

programmatic, cross screen, gaming

MMA just kicked off Wave 2 SMoX



Banners Audio Native Video

1. Good for selective 
use/awareness

2. Build impact 
gradually

3. Benefit from 
repetition

1. Underpriced by 30%
2. Build impact 

gradually
3. Stronger impact vs. 

banners
4. Appropriate for 

awareness and 
consideration

1. Underpriced up to 50%
2. Build impact at low 

frequency
3. Strongest impact
4. Appropriate for image, 

consideration, sales

1. More engaging formats are 
also underpriced



New Wonders Await

• Person Centric Analysis is already 
unlocking bigger gains from Mobile 
compared to Wave1 

• Marketers are already implementing 
person centric attribution & 
optimization

• The future belongs to those that keep 
their eyes open, and move fast.



Thank You

Mobile Marketing Association

greg@mmaglobal.com

Mastering the Mobile Opportunity 

Marketing Evolution

rex@marketingevolution.com

Mastering Attribution & ROI Optimization



18% 17% 14%

3-5% 12%-20%

CURRENT MOBILE 
ALLOCATION

OPTIMIZED
ALLOCATION

Immediate 
opportunity to 

increase sales & 
brand impact

Performance 
upside from 
optimization

AUDIO:  30%

VIDEO: 50%

NATIVE:  50%
2x

HOW: KEY OPPORTUNITY AREAS TO DRIVE MOBILE PERFORMANCE
1. Mobile is twice as efficient 
vs. other media across the 
funnel

WHY: MOBILE CAN DRIVE BUSINESS PERFORMANCE

2. Some formats are 
significantly underpriced

3. Location targeting 
improves 
performance

Audience 
targeting: +50%

Audience + 
Proximity= 2.5X

SMoX Wave 1 KEY FINDINGS

AWARENESS SALES

<
4. SMoX wave 2 will identify more 
opportunities in the mobile toolkit

IMAGE

ALL MEDIA MOBILE

Source: SMoX studies, MMA



Mobile: It’s Personal!
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