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Ash Kumar’s Mobile Advertising  
Predictions for 2015
This year mobile use in the U.S. finally surpassed the desktop, with 60% of total digital 
media time spent on smartphones and tablets, up 10% from the previous year. The U.S. 
has finally caught up with global trends, where the mobile screen is the primary screen.  
This statistic will define not just the mobile landscape but all digital media strategy in 2015.

With that in mind, my team and I conducted research and interviews with industry leaders, 
along with vigorous debate and internal discussion, to arrive at these major themes and 
predictions we expect to see in 2015.

Apple Watch Will Sell More Than 15 Million Units in 2015

In 2014 wearables became a consumer reality with the much anticipated Apple Watch 
announcement. This still-unreleased product managed to overshadow smartwatch  
releases from all the major consumer electronics manufacturers. Combined with the 
massive success of this year’s iPhone 6, Apple’s Midas touch is not wearing out any  
time soon. In 2015 the wearable trend has the potential to redefine and reignite the  
entire mobile ecosystem.

The Pebble watch, while a groundbreaking device, has only sold about 500,000 units 
to date. The Samsung’s Galaxy Watch fared better selling almost 800,000 units. These 
modest sales figures imply that wearables are just a niche product for nerds in Silicon Valley. 
We believe the debut of the Apple Watch, however, will demonstrate the commercial viability 
of wearables. While some estimates for Apple Watch sales are as high as 30 million units 
next year, we think it will sell at least 15 million in 2015.

Even More Consolidation for Advertising Technology Companies

In 2014 the mobile advertising market ballooned: Facebook reported 62% of its revenue 
from mobile ads in Q2 while global mobile ad spending increased 75% to nearly $32 
billion—that’s one-quarter of the digital ad spend for the entire world. This was boosted by 
a massive investment in mobile RTB, with spend up 69% from Q1 to Q2. As a result, ad 
networks moved to adopt RTB (real-time bidding) or buy pure play mobile ad exchanges: 
Yahoo acquired Flurry, Millennial Media acquired both Nexage and Jumptap, and Twitter 
acquired NamoMedia and TapCommerce, as well as a host of smaller acquisitions and 
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mergers too numerous to mention. RTB and programmatic buying are clearly top of mind 
for everyone in digital advertising. Expect acquisitions to accelerate as it’s the only viable 
way for most major players to enter the RTB market.

Location-Based Ad Buying Becomes Possible at Scale

Location-based advertising in mobile has been the holy grail for years, its growth hindered 
by a lack of access to accurate location data and the inventory to go with it. Growth in 
smartwatches—especially the Apple Watch—combined with wide distribution for Apple Pay 
will bring critical scale for location-based advertising to take off.

According to a study by Rebecca Lieb of Altimeter group, marketers are already employing 
“location and object-based triggers based on technologies such as GPS, NFC and the 
Internet of Things,” to increase ad relevancy in real-time. BIA/Kelsey, a local media research 
firm, projects that spending on location-targeted ads is projected to grow from $4.9 billion  
in 2014 to more than $15 billion in 2018. If consumer adoption of wearables is as strong as 
we predict, location-based mobile advertising could account for 25% of all mobile ad  
buys in 2015.

Mobile Video Advertising Will Grow 50% at the Expense of Rich Media

The launch of iPhone 6 and its rapid adoption means almost all high-end mobile devices 
will have large screens. An abundance of media-consumption-ready smartphones along 
with faster cellular and WiFi connections means mobile video advertising will grow rapidly in 
2015. This will come at the expense of rich media ads. Advertisers continue to find the high 
implementation costs associated with rich media do not bring additional ROI. In 2015 we  
will witness the death of mobile rich media and most HTML5 rich media creation platforms.

Video advertising on the other hand, is well received by brands, consumers as well as 
mobile publishers. It allows large advertisers to extend the reach of their television buys  
and provide very personal experiences to consumers via smartphones and tablets.  
Based on the growth of media devices as well as brand adoption of mobile video ads,  
we project that mobile video advertising will grow by 50% at least in 2015.

App Usage Accelerates to 65% of Total Digital Media Consumption

With the increasing dominance of streaming media apps like Netflix, Spotify, Hulu, YouTube 
and iTunes, digital media consumption on mobile apps exceeded the desktop in 2014. 
That trend will only accelerate in 2015, with app usage accelerating to over 65% of time 
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spent for digital media consumption. Add in the abundance of app-exclusive services for 
transportation and communications and the future is clear: we’re in an app-ified world  
and it’s going to stay that way. While the mobile web and in particular mobile search will 
remain popular, the superior user experience of apps will find mobile web relegated to  
fewer use cases.

Programmatic Buying Will Exceed 50% in Mobile

Programmatic buying has been one of the fastest growing sectors in digital advertising 
and is at an inflection point with more rapid growth in the next few years, primarily driven 
by mobile. Media investment firm Magna Global projects that programmatic ad buying 
will reach $33 billion globally by 2017—over 200% growth from 2014. As more consumers 
and ad spends shift towards mobile, programmatic ad buying will boom. MarketingProfs 
estimates that programmatic buying will comprise 45% of all mobile buys in 2014. With 
continued growth in mobile and programmatic, we expect this trend to continue next year 
and programmatic will cross the 50% threshold.

Never before have there been so many personal touchpoints to reach a consumer—via 
smartphones, tablets and, in 2015, wearables. The rise of mobile apps and programmatic 
buying were some of the most reliably secular mobile industry trends this year.  
With advances around programmatic private ad exchanges, first- and third-party data,  
and highly engaging ad formats, 2015 will be an exciting time to be in mobile advertising.  

Sincerely, 
Ash Kumar
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Good Marketers Vs. Bad Marketers, How Good 
Marketers Focus on Delivering Real Business Value
By Gregory Kennedy - SVP, Marketing at TapSense

We also have only produced a few printed brochures and some iPhone 
cases. In general, we have kept the swag to a minimum. This was in 
broad contrast to some other players, who had produced so much swag 
one might assume they were in the t-shirt business, not the technology 
business.

This instantly made me think of Ben Horowitz, a partner in the Silicon 
Valley Venture firm Andreessen Horowitz and his inspirational memo 
from his time at Netscape called “Good Product Manager / Bad Product 
Manager.” The document is well known in tech circles and is a great read 
for people working in a startup environment. That night I was inspired and 
decided to re-edit his document, changing the focus of the memo from 
product managers to marketers and I shared it with my marketing team. 
They all loved it. Here is my re-edited version:

I was recently at a  

trade show representing 

TapSense. After looking 

at all of our competitor’s 

booths, I realized that we 

had only produced one 

t-shirt design ever in our 

three years of existence.
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Good Marketers / Bad Marketers

Good marketers understand the customer’s needs both explicit and 
unmet, they know their product inside and out and have studied the 
competitor’s products, positioning and messaging in detail. They  
operate from a strong basis of knowledge and confidence. A good 
marketer is the CMO of their area. They take full responsibility for 
the success of their strategies and use quantifiable ways to measure 
all marketing programs. They also understand that measurement 
systems have limits and some marketing strategies require significant 
investment before seeing a measurable return. A good marketer knows 
the competitive landscape, can anticipate the needs of the company in 
advance and takes responsibility for developing a marketing plan that 
uses the right strategy, channel and approach, at the right time.

Bad marketers waste lots of time on areas of marketing that have  
little impact on the business. Such as designing t-shirts and sweatshirts, 
arguing over the visual design of ad creative or the website, performing 
A/B tests on traffic volumes that aren’t statistically significant, and 
confusing trade marketing with socializing. Phil Schiller doesn’t make 
these mistakes and neither should the CMO of any successful area  
in marketing.

Good marketers don’t waste all their time attending other team’s 
meetings just to form cross-functional alignment. They don’t project 
manage the sales function, or act as a simplistic megaphone for product 
team announcements and updates. They are not managing one distinct 
aspect or channel of marketing; they manage marketing. All of it. Good 
marketers view themselves as the tip of the spear for their counterparts 
on the sales team or business development team. Good marketers set 
quantifiable targets for lead generation and PR. They then implement 
strategies to achieve those goals and build the business month over 
month, year over year, in an ROI-positive way. Bad marketers feel best 
about themselves when they successfully negotiate more marketing 
budget from the CFO. Good marketers communicate succinctly and 
visually to the company by producing and keeping up to date project 
plans and strategy documents. Good marketers don’t work informally. 
Good marketer develop networks to gather information and competitive 
intelligence informally.

Good marketers 

understand the customer’s 

needs both explicit and 

unmet, they know their 

product inside and out 

and have studied the 

competitor’s products, 

positioning and messaging 

in detail.
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Good marketers create evergreen content, blog posts, downloads, and 
white papers. Bad marketers complain that they spend all day creating 
powerpoint decks for the sales team and are swamped. Good marketers 
anticipate the market and the competition. Good marketers take initiative, 
develop breakthrough ideas that they can execute independently of the 
other divisions of the company. They don’t pin their hopes on the next 
product release and complain when it’s late, or use IT as an excuse as 
to why they’re behind on lead generation. Bad marketers complain that 
resources are what’s holding them back. Once bad marketers fail, they 
point out that they predicted they would fail because they didn’t have 
enough help, or budget.

Good marketers focus the team on the market and the customers. Bad 
marketers focus the team solely on competitors. Good marketers work 
with what they have and leverage what resources are available to their 
absolute maximum. Bad marketers develop marketing plans that can’t 
be executed because they’re are too resource intensive or too expensive.

Good marketers wake up every day trying to find clever new ways to 
drive inbound leads and interest in the company and its product. They 
also obsess over developing measurement systems that prove they’re 
meeting their goals, both long term and short-term. Bad marketers don’t 
understand measurement at all. They mistakenly use vanity metrics to 
try and prove their marketing is working, which only diminishes their 
credibility with other teams. Good marketers break down complex 
problems into small manageable chunks. Bad marketers combine all 
problems into one.

Good marketers take 

initiative, develop 

breakthrough ideas 

that they can execute 

independently of the  

other divisions of  

the company.
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Good marketers understand the prevailing press narrative regarding 
their market area. They focus on timing stories that go with that narrative 
for maximum impact. Bad marketers think about press only in terms 
of volume of coverage, no matter how insignificant. Good marketers 
give the press what they need in order to get coverage. Bad marketers 
complain that they didn’t speak to the right reporter. Good marketers 
assume press and analysts are really smart. Bad marketers assume 
that press and analysts are dumb because they don’t understand the 
difference between an RTB exchange and programmatic buying.

Good marketers communicate simply and effectively, using as few words 
as possible, communicating only what needs to be communicated. Bad 
marketers use complex language that obfuscates and confuses people. 
Good marketers define their success and achieve it. Bad marketers avoid 
responsibility.

Good marketers keep their project plans up to date, because they are 
disciplined. Bad marketers forget to update their plans on time because 
they don’t value discipline.
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Ad Buyers Guide to Mobile Programmatic
By Shawn Aguilar

Recently, the popularity of mobile programmatic advertising has soared. 
The subject is mentioned frequently in popular advertising trade journals, 
at industry conferences, and in social media. But what exactly is mobile 
programmatic advertising? And what is its impact on media buying?

What Is Mobile Programmatic Advertising? 

Mobile programmatic advertising is the automatic buying and selling of 
mobile ad inventory with software. It replaces the request for proposal 
(RFP) process, in-person negotiation, and the insertion order (I/O) 
system. The technology makes ad buying more efficient and cheaper 
for advertisers, because it allows them to access a wide selection of 
inventory, typically through an ad exchange.  

Wearables have become 

the new ‘must have’ 

for just about every 

industry. From immediate 

notifications to immersive 

augmented reality 

experiences.



12A Complete Guide to Mobile Advertising for 2015

It also helps maximize value by finding the best possible price for 
inventory at any given time.

Programmatic advertising technology also makes it easy to buy  
audience segments across a varied selection of publishers.  
Traditionally, advertisers thought of audience segments by publisher, 
buying all the ads on a given publisher’s inventory based on its audience 
index against a tool like ComScore. Now, with programmatic technology  
and the advent of big data, advertisers can target the right audience  
on a variety of publishers. In mobile, for example, geo-targeting is a 
popular buying method that is done programmatically across as many 
publishers as possible. This allows an advertiser to get maximum scale  
in a given location.

This doesn’t mean that you can’t buy directly from a single publisher 
with programmatic technology. The system makes it easy to buy a 
guaranteed amount of impressions from a specific publisher—this 
is known as “programmatic direct.” Programmatic direct allows 
you to leverage your previous relationships while taking advantage 
of programmatic ad serving to ensure you get the most targeted 
impressions. 

Why Is It Getting So Much Press? 

Mobile programmatic is a fundamental shift in how advertising operates. 
The transition is analogous to the digitization of stock markets: the time 
consuming, manual process of writing a stock purchase slip and having 
it processed by hand at a trading desk was replaced with computerized 

Programmatic direct 

allows you to leverage 

your previous relationships 

while taking advantage of 

programmatic ad serving 

to ensure you get the most 

targeted impressions. 
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trading. This revolutionized the stock market and brought transaction 
prices down, enabling consumers to buy stock for as low as seven 
dollars per trade.

Advertising is experiencing a similar shift. Before programmatic, you 
had a sales teams trying to sell publisher inventory to brands, agencies, 
and other advertisers directly—this process was manual and inefficient. 
Programmatic technology shrinks the overhead cost for both advertisers 
and publishers thus increasing their margins. This has opened the door 
to a huge new market of small advertisers that previously could never 
afford to buy ads.

How Much Does Mobile Programmatic Cost?

Programmatic technology can save money; through automation, 
many tasks have been eliminated making the process more efficient 
and reducing implementation costs. The technology is also very good 
at finding the best price across a variety of publishers. This frees up 
teams to focus more on creativity or research, improving the quality of 
campaigns. 

How Can I Take Advantage of Programmatic? 

There are a few ways to take advantage of programmatic buying. One is 
to go directly to an ad exchange and buy inventory through them. This 
will require a technical integration to implement the ad buying technology 
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known as a demand side platform (DSP). If you are an agency, you can 
create a trading desk that integrates with multiple ad exchanges and 
DSPs. If you’re a smaller buyer there are multiple DSPs that specialize in 
a particular area, such as app downloads. You can also connect with a 
specialist that handles your area of advertising at trade shows.
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Big Data in Marketing, What It’s Good and  
Not Good For
By Shawn Aguilar

Big data has been revolutionizing the way businesses and institutions 
create their strategies, forecasts, and predictions. However, for every big 
data success story, there are more big data failures. Data-happy blogger 
Nate Silver addresses this in his latest book, The Signal and the Noise. 
He dissects scenarios where big data has been essential to forecast 
predictions across a diverse array of fields like weather, finance, and real 
estate and how, even with terabytes of data, many of these predictions 
failed.

This happens not only in the fields listed above, but in the world of 
marketing. As marketers, we have predictive analytics, dashboards, data 
providers, and other tools that help us gain as much insight as possible 
and yet, there are times when our efforts flop. Why does that happen?

Smartdevices in this 

category are ones that 

support the applications 

that run on the device. 

They all also include 

integration with a 

smartphone app which 

acts as the hub for 

additional functionality.
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It’s Great When Big Data Is Accurate 

Meteorologists have been able to greatly increase the accuracy of their 
predictions over the last two decades. This is because they are able 
to contextualize vast amounts of data with their own knowledge. Their 
understanding of how tornadoes form and how tropical storms turn into 
hurricanes enables them to collect incredibly accurate data on these 
events.

Marketers also have access to a plethora of data and we have the 
context with which to interpret it. With digital channels such as social 
media, email, display advertising, and paid search we have multiple 
touch points to analyze. With cross-channel analytics we even know 
how these ecosystems interact within an integrated marketing strategy. 
Thanks to first- and third-party data, we know our audiences better than 
ever before. This type of knowledge allows us to use these digital formats 
and get tremendous scale. 

In digital, marketers have control of almost every factor including 
targeting, channel, copy, and creative. Yes, the advertising platform 
algorithms have the final say on when ads are shown. But with all this 
data, and an in-depth understanding of how the different ad platforms 
work, marketers can make good predictions about how their campaigns 
will play out. 

In digital, marketers have 

control of almost every 

factor including targeting, 

channel, copy, and creative.
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But When Big Data Fails...

Even with big data, the science of earthquake prediction has made little 
progress. Seismologists provide a date range of when an earthquake 
will happen, but their official position is that earthquakes cannot be 
predicted. Why? Even with all the data that’s been collected, our 
understanding of plate tectonics is not comprehensive. Shifts deep within 
the Earth remain a challenge for scientists to observe. The data sets 
we study and collect represent the results of plate shifts, not the shifts 
themselves.

In marketing PR, organic search and referral traffic parallel the challenges 
seismologists face. The data we collect on these channels only 
represents the result or end product. Unlike digital channels, so many 
factors that determine the outcome of these channels are not easily 
observed or in the marketer’s control. 

PR is a great example, most marketers know that PR is key in driving 
great marketing and awareness. The predicament is, even with all the 
tools and analytics we have in place, we will never be able to create an 
accurate forecast or prediction on the results of PR. It’s difficult to predict 
exactly how a publication will react to a press release and it’s impossible 
to predict what other news will get released at the same time.

Big data is worthless without accurate data sets from well-understood 
and repeatable scenarios. Yes, we will be able to formulate a general 
guess of how PR might perform, but a truly accurate prediction is nearly 
impossible. 

Aim for A Happy Medium

With big data, we have the power to take our marketing efforts to new 
heights, but it can’t solve everything. It’s great for uncovering meaningful 
patterns in areas of marketing that are well understood and easily 
measured, like digital advertising or email. However, there are still some 
areas where big data can’t have a meaningful impact, such as PR. 
Understanding and appreciating the limitations of what big data can and 
cannot do will have a positive and meaningful impact on your business.

Big data is worthless 

without accurate data sets 

from well-understood and 

repeatable scenarios.
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What Advertisers and Publishers Need to Know 
About iOS 8
By Ash Kumar

While the keynote address at WWDC is primarily directed at developers, 
it can be important for iOS publishers and mobile advertisers. It provides 
insight into Apple’s thinking, their software development roadmap, and 
future plans regarding how the iPhone will evolve.

These are the new features Apple announced that mobile app publishers 
and advertisers will want to know about:

Improved App Discoverability in the App Store

The most significant announcement for app publishers and advertisers 
were updates made to the iTunes App Store. There will now be an Explore 
tab, with trending searches, faster search, related searches, editor’s picks 
and discounted bundles. This will makes it easier for users to discover 

Apple just wrapped up 

the keynote for their 

WWDC (Worldwide 

Developers Conference) 

here in San Francisco.
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new apps, providing them multiple ways to find exactly the app they are 
looking for. 

Trending searches, which will most likely be modeled off the Twitter 
trending function, will show popular searches and help people find apps 
related to a specific topic.

Discounted bundles is an interesting new feature that game developers 
have requested for some time. This feature will allow a developer to 
package multiple apps into a single bundle and offer that bundle at 
a discount. Imagine an Angry Birds bundle that contains all the best 
versions of that game or an EA Sports bundle that has all their most 
popular sports games in one easy-to-buy package.

App previews allows developers to upload a video trailer to demo their 
app, a great way to promote an app and show off its unique functionality. 

Extensions for Apps Including Shazam with Siri

iOS 8 will now allow apps to communicate more easily with each 
other. This is best demonstrated with Shazam and Siri. Siri can now 
communicate directly with Shazam and launch that app, making it 
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easy to identify songs through Siri when driving. This same system 
can be utilized by advertisers who want to access Siri from a mobile 
advertisement.

Third-party extensions can now be developed for Safari or other apps. 
This makes it easy for apps like Pinterest to provide the ability to Pin an 
image directly from a mobile browser. It also means many popular third-
party extension from PC web browsers will be ported over to iOS.

Plan This Summer for the iOS 8 Launch in Fall

App teams will want to plan this summer. Determining how best to 
incorporate these new features into their app marketing. The teams that 
do will gain a first mover advantage once iOS 8 is made publicly available 
in the fall.

Siri can now communicate 

directly with Shazam and 

launch that app, making 

it easy to identify songs 

through Siri when driving.
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What Businesses Can Learn From This  
Year’s World Cup
By Shawn Aguilar

This year’s World Cup brought to life many lessons for individuals and 
businesses alike. We can learn not only from the teams that won but also 
the teams that lost. Here are six lessons learned from this year’s World 
Cup that you can apply to help your startup succeed. 

1. Never Say Die

When the odds are stacked against you, and that light at the end of the 
tunnel starts to dim, it is tempting to just give up and quit. But this is the 
moment when the best teams dig deep and rise to the occasion to reach 
victory. The best companies, just like the best teams, never quit. They 
persevere and come back even stronger. It takes enormous courage, 
but if you believe in your team and they believe in you, your startup can 
overcome any challenge. 

The greatest of all 

sporting events has 

come to a close and  

the Germans have  

been crowned World 

Cup champions.
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2. Pragmatism Over Emotion

The World Cup is inspiring and emotional. But being too emotionally 
invested can actually make it difficult for a team to stay focused. As in 
sports, emotions in business can run high. In these situations, it is crucial 
to remain objective. Make sure you get all the information you need 
before making any important decisions, instead of rushing to judgement.

3. Find Your Competitor’s Weakness and Exploit It 

In professional sports, the best teams study their opponents carefully, 
analyzing videos of past matches, and even hiring scouts to observe 
competitors during practice. In business, getting accurate “competitive 
intelligence” from tools, technology, and other methods of research 
is essential. Once you have access to information, get more people 
involved in the marketing process. This will enable you to see different 
points of view on your competitors. A more holistic view will enable you 
to create the most successful strategy to exploit potential weaknesses of 
competitors. 

4. Have a Clear Goal and Know What It Takes to Get There

The German World Cup team’s training facility featured images of Estádio 
Maracanã, the World Cup stadium in Brazil, and the FIFA World Cup 
trophy throughout the building to help the team focus on their end goal. 
Rather than focusing on winning the next match during their season, the 

The best companies, just 

like the best teams, never 

quit. They persevere and 

come back even stronger.
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team was fixated on becoming world champions. In your business, focus 
your team on a common goal. Keeping everyone on the same page will 
increase collaboration, transparency, and improve overall performance. 

5. Never Let Off the Gas 

During Mexico’s last match against the Netherlands, Mexico held a 1-0 
lead with eight minutes left to play. Instead of applying pressure the 
rest of the game, they relaxed and gave up two goals in five minutes, 
losing the match. Complacency like this can happen in business when 
a company is too successful too quickly. When sales are up, the office 
environment could not be better. But no one should take early success 
as an opportunity to slack off. When you have a lead over a competitor, 
it’s essential to keep the pressure on. Work to extend that lead and make 
it impossible for any rival to overtake you.

6. There Is No “I” in Team

Brazil’s World Cup dreams this year were shattered when their star 
player was injured. Relying on superstar players is a high risk move in 
both sports and business, and one that can often backfire. The best 
businesses, just like the best sports teams, should be built as teams, 
not organizations designed to support one superstar. Remember that 
everyone in your company, no matter how seemingly small their job may 
be, has a very important role to play. And they need to play together. Yes, 

When you have a lead over 

a competitor, it’s essential 

to keep the pressure on. 

Work to extend that lead 

and make it impossible for 

any rival to overtake you.
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superstars can be very effective, but even Pelé once said,  
“The only way to win is as a team. Football is not about one or two  
or three star players.”
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Why Advertise?
By Daniel Garrett 
 
 
 

If your company produces a great product but no one knows about it, 
does your product matter? Advertising is an often misunderstood field but 
at its heart, it is a form of communication.

In his famous defense of the industry, (Confessions of an Advertising 
Man,) David Ogilvy describes a campaign that successfully increased 
public awareness of New York’s Lincoln Center from 25% to 67%, stating 
that the Lincoln Center was not “the preserve of the upper crust” but a 
cultural resource “for all the people” of New York City. At the time, the 
Lincoln Center was still under construction and Ogilvy’s campaign helped 
communicate the Center’s mission and avoid an elitist brand. Whether 
your brand is emerging or established, it will always be necessary to 
maintain this dialog with the marketplace. 

If a tree falls in a forest, 

does it make a sound? 

That esoteric little nugget 

is actually a brilliant 

metaphor for advertising:  
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Communicate and Position

By adding your product’s voice to the conversation you’re determining 
whether that voice is loud, quiet, eloquent, etc. In some cases, that 
brand grows: look at a highly influential brand like Apple. In the 1980s, 
they were the underdog and wore that banner proudly—they successfully 
positioned themselves as the leading alternative to juggernauts like IBM 
or Microsoft.

In the 21st century, Apple is an industry leader whose focus on  
attractive design helped them corner an emerging market of hip  
urban early adopters and set the pace for mobile with their flagship 
device, the iPhone. Although it’s a big jump from point A to point 
B, Apple maintained a dialog with the marketplace and positioned 
themselves clearly every step of the way. No one mistakes Apple’s  
voice, even as it changes over the decades.

Stay in the Conversation

Of course, Apple is now in the privileged position of possessing a 
captive audience that seeks out its innovations—yet this is an exceptional 
scenario. Even if they know your brand, most consumers won’t seek 
to inform themselves about new offerings or improvements for your 
company.

 No one mistakes 

Apple’s voice, even  

as it changes over  

the decades.
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That is why educating people who might be on the fence about trying 
your product and retaining your existing customer base through 
education and relevancy is paramount to your product’s success. 
Advertising campaigns are the best way to keep your brand top of mind 
and relevant. 

Know Your Brand...And Let it Evolve

In the case of Old Spice, their more recent youth-oriented initiative not 
only served as a successful rebranding and platform for a host of new 
products, they presented it through entertaining shareable content that 
enabled their audience to evangelize on their behalf.

Old Spice’s “The Man Your Man Could Smell Like” campaign was a 
hugely successful and entertaining spot that enabled uniform visibility 
across media including mobile, web, print, and television. Once again, 
there was no mistaking Old Spice’s voice, even as it grew to meet a 
younger market.

What these examples have in common is a sense of growth, not a fixed 
idea about their brand but a flexible one that grows organically. As they 
evolved their brands, both Apple and Old Spice successfully maintained 
a voice in the cultural conversation through advertising that effectively 
represents their place in the market at that point in time.

That’s the essence of advertising: knowing who you are and telling the 
whole world about it. Whether you’re just starting out or are maintaining 
an established brand, it’s always a good time to make yourself heard.

That’s the essence  
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Five Things a DSP Should Look For In a Mobile  
Ad Exchange
By Simone Miller

Integrating with a mobile ad exchange extracts significant resources 
from both the DSP and the exchange itself so it’s important to research 
an exchange’s available features—and determine their value to your 
organization—before committing that investment. Here are a few things to 
consider as you prepare to integrate with a mobile ad exchange:

1. Unique Inventory

Many exchanges that offer significant volume are simply reselling inventory 
from other networks and exchanges, offering low-converting, low-
quality impressions that are rarely first-look. The key when choosing an 
exchange, then, is quality over quantity. 

In a market  
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Private exchanges are an excellent place to start when vetting 
exchanges; they tend to attract exclusive, first-look inventory by offering 
publishers substantial control over their CPM floors, allowing them to 
whitelist advertisers and demand partners while offering enhanced ad 
quality controls.

2. Scale

After isolating exchanges with unique inventory, you still have to consider 
volume. If an exchange can’t offer the volume necessary to meet your 
customers’ campaign goals, the integration will be a waste of time and 
resources.

Before vetting exchanges, take stock of your campaign goals and 
available resources to better target your search. Then, seek exchanges 
whose inventories are varied and plentiful across ad formats, locations, 
and verticals.

3. High-Converting Formats

Not all ad formats are created equal and nowhere is that more true than 
in the mobile ecosystem. Banners can offer great scale but tend to be 
disruptive to the user experience and lend themselves to accidental 
clicks. In order to achieve your advertisers’ campaign goals, look for 
exchanges that offer high-converting ad formats such as full-screen 
interstitials, video, and retina ads in all forms.

Additionally, choose an exchange that offers strong downstream metrics 
for app installation, purchase, sign-up, download, and any other metric 
that your organization deems valuable.

4. A True Programmatic Solution

Programmatic is the hot topic in the ad tech community. But while 
many exchanges try to capitalize on its trendiness by claiming to offer 
programmatic solutions, beware: some of these exchanges have simply 
rebranded their standard buying solutions via ad tags presenting them as 
programmatic. 

As mobile usage shifts 
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Look for exchanges that offer real-time bidding (RTB) integrations to 
capitalize on the ease and scale of programmatic buying. Additionally, 
choose an exchange that follows OpenRTB protocol for standardization 
and ease of integration.

5. Best-in-Class Support 

While a self-service platform can be enticing for its ease of use, a high-
quality (and highly available) support team makes all the difference 
when it comes to optimizing. High touch support allows DSPs to get all 
the help they need while troubleshooting, optimizing, and honing their 
bidding strategy.

Best-in-class support solutions go one further, providing better  
insights into the bidding landscape as well as identifying emerging high- 
converting inventory. Remember: programmatic doesn’t mean removing 
the human element. Nothing beats real live human support from qualified 
technical professionals.

Focusing your search for a mobile ad exchange helps eliminate trial 
and error and allows you to take advantage of the exciting cutting edge 
options available to your organization. Good luck making your (informed) 
jump into this powerful integration.
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Four Mobile Lead Generation Best Practices
By Jack Li 
 
 
 

As the mobile space distinguishes itself with its data-rich impressions and 
faster pace, the need for an approach distinct from the desktop is not only 
preferable, but crucial to success. Now that the mobile ecosystem has 
begun to assert itself as its own unique space with its own interactions 
and formats, there’s a handful of important considerations to keep in mind 
when generating leads from your mobile audience. We’ve collected a few 
of these here to get you started on creating a differentiated strategy for 
mobile lead generation: 

1. Simplify Mobile Web Landing Pages

One of the guiding principles of mobile landing pages is: minimize 
friction to increase conversion rates. Is it easy to use? Is there adequate 
information for me to understand the service offered and how to use it? 

Do you have a  

strategy for mobile  

lead generation?
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And, most importantly, does it load fast? There’s a careful balance to 
establish between useful, captivating, and straightforward mobile web 
landing page content that avoids clutter and offers a clear call-to-action.

2. Target Key Demographics

This goes hand in hand with #1; your power to leverage data is 
significantly higher through mobile. Vital user data within smartphone 
apps is much more accurate than cookie data for desktop. This accuracy 
allows for advertisers to create extremely detailed campaigns. Marketers 
need to make sure they leverage all of this data so they can generate the 
most valuable leads. Generating tons of leads does not mean anything if 
there is no new revenue generated from those leads. 

3. Creative A/B Testing

Don’t feel hemmed in by your out-of-box creative approach. The power 
of mobile means not only the ability to adjust your creative across 
different styles and formats, but to see the results of those adjustments 
in real time through increased traffic. Vet multiple options until you isolate 
an optimal format.

4. Publisher Targeting 

Different publishers produce different inventory along with different user 
bases. Work with a variety of publishers and monitor the metrics from 
each. Then, once you’ve developed a sufficient body of data, you can 
juggle your portfolio to invest more heavily in publishers that produce the 
strongest KPIs based on objective. 

In general, the larger the sample set of data you work with, the better 
judgments and optimizations you can make. This ability to see informed 
results from huge data sets in real time across all variables is the true 
underlying power of mobile. Make sure your strategy leverages the flood 
of incoming data and the ability to precisely target key demographics 
until downstream metrics reach optimal levels...or exceed them!

TRY

BUY
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Five Tips for Creating Great Startup PR on a 
Shoestring Budget
By Kathie Green

Top-tier publications create broad awareness and credentialize your 
company as a leader in your industry. Trade publications are great for 
driving qualified leads. To get all of this coverage, it helps to have an 
interesting and differentiated product and a unique point of view. Following 
are five key points to consider as you launch your PR program.

1. Use PR to Drive Your Business, Not the Other Way Around

First and foremost, you must focus on growing your business. PR will 
help raise awareness and drive qualified leads, but don’t pursue PR for its 
own sake. As exciting as PR coverage is, resist the temptation to prioritize 
press over what is best for your business. For example, you might have 
a great content idea that you know will be of interest to clients, but isn’t 
of great interest to top-tier journalists. If you think it will move the needle 
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with clients, publicize it. Generating qualified leads for sales is the highest 
priority in marketing. General awareness is second.

For example, case studies can be a great tool for raising awareness, but 
they are not a “one size fits all” solution for every startup. Case studies 
can tell a story about the value of your product through a recognizable 
brand. They can be problematic, however, if the purpose of your 
business is to secure your client’s sensitive data. Your client might not 
want to publicize the use of your service for a number of reasons. If your 
client is open to a case study, you will likely need to incentivize them 
with free or discounted product. Most good case studies will take a 
tremendous amount of effort for your B2B tech startup. You cannot fully 
control the outcome, either, as you will ultimately be dependent on your 
client for approval. In short, you can’t rely on case studies to drive your 
PR program or your business forward.

2. Company Spokespeople Must Have a Unique Point of View

Once you have committed to prioritizing your business, you are ready 
to build a successful PR program. Now, you need to have something 
newsworthy to say to the media to fuel your PR. The success of your 
PR program hinges on your executives’ clarity about company strategy 
and industry direction, and of course, their unique point of view. It will 
certainly help if your company has an interesting product and your 
spokespeople have the experience and credentials to validate their role 
as thought leaders. 

As a B2B tech startup, how do you establish your spokespeople as 
thought leaders with a newsworthy point of view? Start with rapid 
content creation. Come up with 50 interesting topics and hire freelance 
writers to help your team produce blogs on all of them. Incorporate the 
blogs into eBooks. Pull data from your platform for research whitepapers. 
Show, don’t tell, the media how fascinating you are, and your PR 
program will take off.

3. Quality Over Quantity

Work on getting coverage in high value publications, both top-tier 
and mid-tier, rather than getting coverage in the highest number of 
publications with no regard for quality. Both top-tier and mid-tier trade 
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publications can be of great value to your business—an exclusive 
in Forbes may be worth more than coverage in dozens of smaller 
publications.

You will have to work your way up to coverage in top-tier publications, 
however, so don’t turn down smaller ones as you grow. Publication 
quality, however, isn’t only defined by reaching the biggest number 
of readers. Publications specific to your industry will likely drive more 
downloads of your content and more qualified leads. 

4. A Balanced Approach to Measurement

Strike a balance between these two philosophies: 

1. “If you’re not measuring, you’re not marketing.” 

2. “What’s measurable isn’t always meaningful, and what’s meaningful 
isn’t always measurable.”

It is important to set and meet your quantifiable press coverage goals 
every quarter, to ensure you stay focused on creating great content, 
raising awareness for your company, and getting ROI from your PR 
investment. To deliver quality over quantity in your PR program, however, 
do not focus on share of voice (SOV) as your only measure of success.

There are a number of PR software tools available for measuring SOV, 
which will count the number of articles that feature your company versus 
your competitors. Driving your PR team to increase SOV at all costs will 
result in coverage in the highest number of publications, regardless of 
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their quality or readership. Be sure to aggressively measure your PR 
results, and make sure those results are meaningful.

5. PR Freelancers are Perfect for Startups

Now that you have your strategic priorities in place, newsworthy content 
to share, and a plan for how to effectively measure your PR, you’re ready 
to find a great PR partner to help you get coverage. PR freelancers allow 
startups to focus on the business, not meeting a retainer.

The most important criteria in selecting a PR partner is their fit with your 
leadership and alignment with your business objectives. If you have 
a marketing team that has a good understanding of PR and creates 
interesting content, a great freelancer can be the perfect resource to help 
you place articles, get media briefings, and grow your media presence 
along with your business. 
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5 Reasons Premium Pubs Need a Private Exchange
By Stephanie Johnstone 
 
 
 

The dominance of third-party ads vying for impressions in a diluted 
landscape of public exchanges or closed networks are waning as more 
and more publishers redefine their inventory and reclaim their premium 
status. Here are a few of the key reasons private exchanges will help 
reintroduce value to publisher’s inventory in the mobile landscape.

1. Control

Public exchanges are a kind of lion’s den into which publishers may throw 
their inventory, with little say over who consumes it, or at what price. In 
the right private exchange, the publisher regains control, allowing them to 
select buyers exclusively, control data, set floors, segment inventory, and 
review ad creatives in real time, among other controls. This level of control 
maximizes options for publishers to experiment and find the best overall 
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monetization strategies for their premium inventory. 

2. Buyer Competition

Competition is crucial to fueling monetization in a private exchange, 
driving your value up, not down. Enabling controlled real-time bidding 
(RTB) within the publisher monetization strategy means an ability to 
tap into an increasing number of budgets moving into programmatic 
while still choosing which demand partners will participate in a private 
environment.  

3. First Party Value

Perhaps the most crucial indicator of value in a premium inventory is 
quality data, specifically sensitive data that can only be adequately 
managed in a private exchange. Premium publishers on a quality 
platform can make all the decisions around what actionable first party 
data to share, and with whom, to capture higher market pricing for any 
inventory they augment with this valuable asset. A controlled private 
environment of high quality will ensure this data is protected by controls 
that the publisher implements. 

4. Improved User Experience

More and more users are wary of third party content and are responding 
more positively to creatives that are less disruptive to the in-app 
experience or potentially more relevant to the user. A robust private 
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exchange platform can translate into higher caliber advertising and 
less problematic creatives, keeping more consistent with the quality 
of content and experience for the user that the publisher has already 
achieved. 

5. Growth

The right premium private exchange may also include access to direct 
brands and agencies that are new for the publisher.  Participating in 
a premium private exchange that is continually adding direct partners 
can offer a growing boost to a publisher’s bottom line by expanding 
the demand set, potentially opening up new verticals for direct sold 
and simultaneously reducing the fatigue rate of their existing successful 
creatives.
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6 Creative Ideas to Take Advantage of Mobile this 
Holiday Shopping Season
By Shawn Aguilar

This means coming up with a solid plan of action long before your  
doors open on Black Friday.

With American smartphone penetration at over 65 percent in 2014, a 
comprehensive mobile strategy will be a key component to finishing out 
the year in strong form. Here are six ideas to start thinking about right now 
that will help you make the most of this year’s holiday shopping season.

1. Leverage iBeacons

Increasing your staff and preparing the layout of your store for the 
seasonal crowds are great ways ensure your customers are engaged. 
However, implementing iBeacons in your store can take this engagement 
to a completely new level.

The holiday season is 
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business. The sales from 
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year can make or break 
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iBeacons are relatively inexpensive devices ($5-30) that can be utilized 
to send push notifications to a Bluetooth-enabled smartphone. Simply 
place them in your store and, if a customer has downloaded your 
app, they will automatically notify potential customers of any deals or 
promotions you wish to highlight the minute they set foot in your store.

2. Use Family-Friendly Messaging

The holidays are a time when friends and families come together to 
celebrate and show how much they care for those closest to them. 
Reflecting this sentiment in your ads helps reinforce this feeling during 
your customers’ shopping experience. However, utilizing family-centric 
messaging does more than just encourage your customers to buy—it 
personalizes your brand and endears you to your customers, reminding 
them that you share their values.

3. Increase User Acquisition

Now is the time to start pushing your app and business to consumers, 
not while the seasonal rush is underway. There are almost endless 
possibilities when it comes to encouraging your customers to download 
your app and promoting your business, but here are a couple ideas to 
help get you started:

Offer a special promotion for downloading your app. If you have an email 
list of your customer base, send out an announcement that those who 
install your app will receive a 5% off coupon once it is downloaded. This 

With American smartphone 

penetration at over 

65 percent in 2014, a 

comprehensive mobile 

strategy will be a key 

component to finishing out 

the year in strong form.



42A Complete Guide to Mobile Advertising for 2015

could be tied to a holiday, like Halloween, or just a random promotion. 
Either way, this will help ensure your app is at your customers’ fingertips 
during the holiday season.

Use all existing marketing channels to make your business top-of-mind. 
Email blasts, in-store advertising and increasing your online ad budget 
will all pay dividends in the coming months.

Implement a customer loyalty program. Though this is a great way to 
increase user/customer acquisition at any time of the year, it can go a 
long way towards making your holiday season a success.

4. Deep Link Products

It’s no surprise that customers like instant gratification. Now more than 
ever, customers are a lot less likely to invest the time to track down 
a product they have seen in one of your ads. This is particularly true 
when they are on mobile, as consumers are generally engaged in other 
activities, like travel or shopping, while using their devices.

Deep linking the products in your store’s app means that when 
customers click on an ad they find enticing, they are taken directly to 
a landing page where they can purchase your product. Customers 
are happy because they quickly and easily purchased the product 
they wanted and you’ve gained a sale that otherwise may have never 
happened.
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5. Use Programmatic

During the holiday rush, you’re busy. There are a variety of campaigns to 
manage and a flurry of special promotions and marketing initiatives that 
need support—manually managing your ad buys isn’t the best use of 
your time. Luckily, there is another, better way: programmatic ad buying.

Programmatic ad buying is the use of software to purchase your digital 
advertising. It removes the need for requests for proposal (RFPs), in-
person negotiations, and manual insertion orders, saving time and 
resources required to effectively buy ad space.

There are a few different ways to leverage programmatic ad buying, but 
one that you’ll want to use during the holiday season is real-time bidding 
(RTB). RTBs are auctions, usually facilitated by ad exchanges, which cut 
the buying process down to milliseconds. With the use of a demand-side 
platform (DSP), you can quickly decide which ad impressions you wish 
to purchase and how much to bid on them. For more on programmatic 
advertising, check out our Ad Buyers Guide to Mobile Programmatic. 

6. Regionalize Your Creative

Ads are most effective when they speak to the individual. To truly be 
a powerful means of persuasion, the context in which your audience 
is viewing your ad must be taken into account and their geographic 
location is a big part of that. Ideally, you wouldn’t speak to consumers 
in Dallas the same way you would to potential customers in Boston. 
Consider including imagery and text that references where your  
audience lives.
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For example, if you’re targeting customers in New York City, showing an 
image of a Christmas tree in Time Square along with your promotion will 
resonate with the viewer and help strike that special chord. Likewise, for 
the holiday season in Hawaii, you may want to show a palm tree strung 
up with lights and a star on top.

These are pretty basic examples of regionalizing creative to speak to 
the viewer, but this practice can go beyond just calling out landmarks or 
scenery through your ad’s imagery. The demographics and culture of 
the different regions you’re targeting can also affect your messaging and 
design.

Following these simple tips will help maximize the efficiency and 
effectiveness of your marketing efforts this holiday season, and ensure 
you make the most out of this critical time of the year.
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Five Management Tips That Maximize Your 
Campaigns
By JP Johl

As you manage your campaigns, here’s a few tips to keep in mind to 
maximize your returns: 

1. Test Multiple Creative Sets

One of the simplest ways to test a creative set is through a variety of 
formats: full-screen interstitials tend to perform better than banner sizes. 
But depending on the client, banners will outperform interstitials. No two 
clients are the same so listen to the signals and adjust accordingly at 
regular intervals.

2. Test Multiple Publishers

Deploy your campaigns on a variety of publishers then narrow down to 
the types of publishers that back out best for you. Although many clients 
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are hesitant to use premium publishers due to cost concerns, these can 
ultimately work out better for your client. As always, monitor progress on 
a case-by-case basis. 

3. Know Your Audience

Know your market and cater your entire advertising campaign towards 
them. This will influence the format of ads, design of landing pages, 
and approach to user experience you deploy. For example, a client 
in real estate will require an entirely different creative approach and 
presentational strategy than a client in games. Every client requires a 
custom solution.

4. Geographical Targeting

Just as important as knowing your audience is knowing where they 
can actually access your product. The first step towards targeting 
geographical locations is to know where your products are offered. 
This way, you will preserve valuable resources by marketing appropriate 
brands to locales that might consume them as well as those with easiest 
access to your offerings.

5. Implement a Strong Call to Action

We can’t emphasize this one enough: always make sure the user knows 
exactly what you want them to do. Once you’ve identified your audience, 
ask yourself, will they identify the product or the destination presented 
in your creative in a matter of seconds? If the answer is “no it’s time to 
modify your creative.
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Three Things You Won’t Hear From Other Mobile  
Ad Exchanges
By Diana Boiteux

We all know that any healthy partnership only comes from two parties 
who feel like they are independent and have options. Sure, we’re going to 
share resources and help each other grow, but each partner has to retain 
personal value for both parties to benefit from the relationship. Here’s 
three ways that we encourage our clients to keep their independence 
while bringing the best value to our exchange. 

1. We Don’t Want All of Your Traffic

Wait, what? No, seriously. Just like the world of stock exchanges, it is 
in your best interest to diversify your portfolio and distribute your traffic 
across multiple partners. This is sort of like having friends and other 
people to reach out to besides your domestic partner; you want their 
prime time, not all their time.
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Believe it or not, diversification across many publishers benefits our 
advertisers—we want a portion of your traffic so we can fill it with our 
premium demand. We want our inventory to be diverse but we do want 
enough of your inventory so that our demand partners are eager to bid 
on it.

2. We Don’t Want to Be Your Only Partner

This is sort of like dating other people before you get married—you can’t 
really know what you want unless you see what’s out there, first-hand. 
This form of relationship “testing” makes you a better partner.

Will that make us jealous? Nah. In a perfect world, there would be no 
such thing as “frenemies,” but, let’s be real, in advertising we need 
them to survive. Navigating the ad tech landscape can be complex and 
confusing; you can’t make a decision without data and to have data 
you need to test. To test you need multiple ad networks and sources to 
compare each other to.

3. You Don’t Have to Take Our SDK. 

Yes, you read that right—and this statement may come to you as a 
shock. You rely on an ad exchange like a close friend but it would be a 
little weird for a new friend to ask you to get matching BFF tattoos, right? 
Similarly, you shouldn’t take our SDK before we’ve proven our value and 
built a strong enough relationship to devote your engineering resources 
and prove that the integration is worthwhile. 

Of course, we can tell you our SDK integration provides better quality ads 
(including native and video), produces higher CPMs, and offers a better 
user experience but you still shouldn’t just take our word for it. That is to 
say, we’re happy to head down to the tattoo parlor...once you are ready!

Happier relationships form when exchanges demonstrate their value. 
We’re confident that actively encouraging this kind of diversity leads to a 
healthier ad tech ecosystem.
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Four Creative Tips for Award-Winning Mobile 
Creative: How to Get a Free Trip to Cannes
By Gregory Kennedy

I now focus solely on marketing because it appeals to my quantitative 
nature.

Rather than try and win an award in 2015, I thought I would do an analysis 
of the 2014 and 2013 winners of the Mobile Lion and provide other 
creative professionals with insights that should help them improve their 
odds of winning one of the world’s most prestigious advertising awards.

First, I looked at all the Gold and Grand Prix mobile winners of a Cannes 
Mobile Lion in 2014 and found: 100% of the 13 winners submitted a high-
quality video case study explaining their campaign, 76% (10) were part 
of a global agency network, 76% (10) created a custom website for the 
submission in addition to the video, 69% (9) incorporated a custom-made  
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app into their concept, 46% (6) come from Brazil or the US, and 46% (6) 
have customers in the entertainment or nonprofit sectors.

This means that if you want to quantifiably maximize your chances of 
winning a Cannes Mobile Lion, you need to: 1) be in a global agency 
office in the US or Brazil, 2) submit a high-production-value case study 
video, 3) create a great website to host the video, 4) incorporate a 
custom-made mobile app into your concept, and 5) have a nonprofit or 
entertainment brand as a customer (in one case the customer was both 
a nonprofit and in entertainment).

Of the 6 winners from Brazil and US, 5 fit this criteria. The only 
submission that doesn’t fit this criteria is Google, which is technically not 
part of a global ad agency network. So if you’re not part of a big agency, 
you only need to be as smart, rich, and powerful as Google to win.

Analysis of 2013 Winners

We did the same analysis for the 2013 Gold and Grand Prix winners, 
and the findings were similar except in a few areas. In 2013, almost 
all of the winning entries came from small independent agencies and 
only one winner was from from the US. No winners were from Brazil. 
These findings lead me to conclude that competition in the mobile 
category increased significantly year after year. Larger agencies with 
more resources invested heavily in mobile after 2013 and dominated 
the awards this year. 2015 should prove to be even more competitive as 
mobile advertising moves further into the mainstream.

Even if You’re Not Google, You Can Still Break Through

Year after year, submissions from small and interesting creative teams still 
win Gold. In 2014, a Japanese team submitted a very interesting project 
called “Rice Code”. A local community was suffering from declining rice 
sales. The team helped them make large, beautiful art pieces by growing 
different colors of rice in the fields. They then created a technology, 
Rice Code, to read the art as a QR code, and enabled consumers to 
purchase that rice. It was a unique way to raise awareness and sell 
locally grown rice. 
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The project was simple and required a much smaller budget than most 
of the other winners, but the results were amazing and creative. It is 
possible to break through with a small budget if you have a great idea 
that is well executed. If you want to go for Gold without the resources of 
a global corporation, try following these tips:

1. You’re Competing Globally, So Think BIG

The awards are open to creative teams from around the globe, which 
means competition is fierce. To win Gold, you need a BIG idea. What 
makes something a big idea? Find concepts that are emotional and 
powerful, ones that tell stories with suspense, excitement, intrigue, and 
mystery. The Rice Code is a great example. It told the story of a local 
community whose way of life was in jeopardy, and the “Rice Code” 
project succeeded at bringing awareness to their plight in a beautiful 
way. It also drove real sales with mobile as the gateway.

2. Make an Awesome Video and Website

This may seem like straightforward and incredibly obvious advice, but 
after watching all the submission videos, it’s clear that the creators put a 
significant amount of time, effort and energy into production value as well 
as content. The winners used music, had professional voiceovers, and 
incorporated English subtitles as necessary. Plan a significant budget for 
video production and a great website to host your entry video if you’re 
serious about winning.

It is possible to break 

through with a small budget 

if you have a great idea that 

is well executed.
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3. Find an Open-Minded Nonprofit or Entertainment Client

Clearly, nonprofits are more likely to commission risk-taking creative, as 
their mission helps drive additional press coverage when they engage in 
creative and interesting advertising campaigns. Entertainment customers 
also show up more frequently in the 2014 results. They have great 
content that can be used to tell compelling stories with mobile as the 
medium. If you can land an entertainment client that is also a nonprofit, 
as a Spanish agency did with their “Pay Per Smile” entry, you’re golden.

4. Use Mobile to Tie Together a Variety of Channels

Most of the winning concepts combine a number of interesting channels 
that use mobile as the hub. Incorporating quirky technology, print media, 
television, film and outdoor is a common combination for almost all of 
the winners. One entry in 2014 went so far as to launch something into 
space! The sheer uniqueness and creativity that went into dreaming up 
an idea like that practically requires the jury to award it a Gold Lion.

Good luck in 2015.

If you want to look at our analysis you can see the Google sheet here.

https://docs.google.com/spreadsheets/d/1h09z2eRJv5z7LWjJe4SjGlVp0PGxuMdY3oYYeXsrh6U/edit#gid=0
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Five Mobile User Acquisition Tips for 2015
By Thomas Flaherty

Unlike the desktop marketing world where tools are more developed 
through cookies, pixels, etc., the mobile marketing world can be tough to 
navigate; especially for marketing and user acquisition managers. How do 
you go about acquiring mobile users?  Here are a few rules of thumb to 
keep in mind as you attract users to your app:

1. Cast a Wide Net

Instead of going after a specific audience you think will be a valuable 
user segment, try to acquire users from several different channels and 
let the performance data speak for itself. Cast a wide net across multiple 
acquisition channels, but spend a small amount on each channel initially. 
When you see results in a few channels, then spend more on those 
channels only!

The mobile app 

marketing world is a 

complex ecosystem. 

Gone are the “infancy 

days” of mobile. 
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2. Know Your KPIs 

KPIs (key performance indicators) are the most useful metrics for 
marketing and user acquisition managers to use when judging the 
success of a campaign—these are your roadmaps for navigating a 
massive mountain of data. However, different divisions of a marketing 
team will be focused on different indicators. For example, a creative 
director might care about CTR (click-through rate) on different ad 
creatives while a media director might be focused on the volume of  
traffic being driven, and a CMO might care about return on ad spend. 
Similarly, an insurance company will use KPIs such as number of 
qualified leads generated while a travel company will focus almost 
exclusively on number of bookings. Understand the KPIs for your  
vertical and focus on them.

3. Optimize

Use data gathered from your wide net test campaigns to optimize by 
inventory sources and ad creative. Some partners may drive poor  
quality users and should be cut out immediately. Use partners that 
deliver high quality users (depending on what quality means to you) at 
scale. Take out bad performing creatives and have a flexible design team 
who can make changes on the fly; typically, 8-10 live creatives is enough 
to make optimizations. 

4. Leverage Programmatic Buying

Mobile programmatic buying is far more efficient than traditional mobile 
ad networks. Programmatic buying allows you to spend more time on 
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creative thinking and strategy versus manual number crunching and 
analysis. Programmatic provides maximum efficiency and scale.

5. Use High Performing Formats

Banners ads offer great scale but interstitial ads are consistently better 
performers and offer higher CTRs and engagement. Seek partners that 
have large volumes of interstitials and convert all of your creatives to 
retina or high-quality resolution images; you will notice 3-5 times  
better performance.
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