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For advertisers:

Mobile's presence means it has the ability to deliver better
personalisation, relevancy, engagement and effectiveness
across all media channels.
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dvertising?



Hyper-connected want instant gratification

Respond at that time & place.
Accelerated speed from Passive to Active buyers

Friends and

Family

Credit: Google ZMOT Path to purchase









Presence of mobile has changed the role of
the major media channels_
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TV the most efficient channel in driving app downloads
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TV Outdoor Press™ Other Media
Source: Ninah Evaluating Priority Moments Media & Marketing Activity July 2012




MCL Cinema, Hong Ko
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“Outdoor audience confidently influences by
word of mouth and social media.
More mobile searches are generated by
Outdoor ads than other media.”

Source: TGl
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s Obama Encourages
Students to Follow

* Mandela's Legacy

o Obama Family Visit
Mandela's Former Prison N
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Maximise mobile’s native features

Z

Contextual Location

Using native formats

@ T

Increase of up to 559% of offers when prom

N

Source: Telefonica UK Priority Moments August 2012 R :






Time Spent on Mobile not correlating with Ad Spend
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Source: KCPB May 2013 (US)



Mobile’s low CPM does correlate with Ad Spend
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Sources: Nomura Securities, Wells Fargo Securities, Media Dynamics, ZenithOptimedia, eMarketer ‘14
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\We learn not to buy cheap shit

Economy Luxury
$0.34 $1.02




| Physical World




Mobile banner Mobile Video format
168 x 28 gif 30 second video

Run of Network (blind) Targeted
$0.94 CPM

W Best Of

® Action °




Dark forces are at work

ds are not seen

31 % displar ! e
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0. 04 % averac rou

50 9% all clicks accic

‘ $O 9 average CPM

Source: ComScore, DoubleClick, Goldspot, ZenithOptimedia






Conclusion

The quality value of mobile’s proximity means it delivers better
personalisation, relevancy, engagement and effectiveness
across all media channels.






