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We Fielded a Quantitative Study with 400 B2C 
Marketers 
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Mobile 
Marketing: !

•  Marketer Perceptions!
•  Path to Mobile Readiness!
•  Tactics used & Impact !
•  Challenges & Opportunities!

Role of 
Data in 
Mobile!

•  Marketer Perceptions !
•  Investing in Data!
•  Attitudes of “Mobile Data 

Pioneers” !
•  Challenges & 

Opportunities !



43	  

Marketers are Convinced about the Potential of 
Mobile 
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Q3. How much do you agree with each of the 
following statements about Mobile Marketing? 
Mobile marketing is ... (Top two boxes).!

A way to access 
new markets & 
consumer 
groups!

A way to stay on 
the cutting edge 
& improve my 
personal career!

The closest you 
can get to your 
consumers!

The best way to 
create relevant, 
personalized 1.1. 
experiences!
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They are Extremely Satisfied with the Impact of 
their Mobile Tactics 
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Mobile optimized 
site!

Rich Media!

Mobile Coupons, 
passbook etc!

Location targeted 
advertising - real 

time!

Push based alerts!

Mobile Audio!

Mobile messaging!

Mobile display!

Paid search!

Mobile Video!

Social media 
mobile advertising!

Mobile apps!

Used!

Extremelly 
impactful!

Q5. Which of the following MOBILE marketing TACTICS has your 
organization used?!
Q5a. How impactful were these tactics given the goals that you 
had? (5 point scale').!



Marketers See Mobile as a Source of Competitive 
Advantage 
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Q4a. Thinking about your marketing goals for next year, how 
much of a competitive advantage do you think that MOBILE 
MARKETING can give you in each of the following areas?!



They are Convinced that Mobile can Transform their 
Business 
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Q3. How much do you agree with each of the following 
statements about Mobile Marketing? Mobile marketing 
is ... (Top two boxes).!

The best way to 
build ROI and make 
your marketing 
budget work harder!

The most fertile 
opportunity to create 
transformational 
business & 
marketing models!
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So They Plan to Invest More in Mobile Next Year 
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Q2c. Thinking about the YEAR AHEAD, is your company 
planning to invest more, the same or less in each of the 
following areas, compared to this year?!

61% Consultants 
& agencies working 
on mobile strategy!

61% Data & 
analytics for mobile!

68%!
Mobile 
Media!

67%!
Asset 
creation 
for mobile !

$	  
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19% 
Significant, 
Not 
sustainable!

46% 
Significant & 
sustainable 
competitive 
advantage!

SUB  
POINT!

23%!
Small, 
Sustainable!

Companies are Convinced that DATA can be a 
Game Changer in Mobile Marketing 

+! =!

Q8a. How much of a competitive advantage 
do you think that data can give you in mobile 
marketing?!



Not all Marketers are Equally Prepared. 
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Believe in mobile data Can mobile 
data give our company a competitive 
advantage?!

Readiness to use mobile data!
Do we have the right capabilities to use 
mobile data successfully?!



“Mobile Data Pioneers” have Focused on Mobile for a 
while & have a Holistic Strategy 

10	  

0%!

20%!

40%!

60%!

80%!

100%!

We have LIMITED OR NO 
EXPERIENCE in mobile!

No long term mobile 
strategy yet, but some 

'TEST & LEARN'!

STRATEGIC VISION 
about mobile and some 

experience !

We have a clear strategy 
and mobile is WELL 

INTEGRATED with our 
marketing goals!

Data pioneers!

Q1. Which of the following sentences best describes 
how your company approaches MOBILE 
MARKETING?!



“Mobile Data Pioneers” Use many more Mobile 
Channels than other Companies. 
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Q5. Which of the following MOBILE marketing 
TACTICS has your organization used?  !

0%!
10%!
20%!
30%!
40%!
50%!
60%!
70%!
80%!
90%!
Mobile apps!

Social media mobile 
advertising!

Mobile Video!

Paid search!

Mobile display!

Mobile messaging!

Push based alerts!

Mobile Audio!

Location targeted 
advertising - real time!

Rich Media!

Mobile Coupons, 
passbook etc!

Mobile optimized site!

Data pioneers!

Convinced and 
Trying!
Indifferent!



They are more likely to Value the Importance of 
Data Beyond Basic Demographics + Preferences 
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Q11a. Which of the following types of data are the most 
IMPORTANT to have access to in order to achieve the 
most impact from mobile in your future initiatives? !

0%	  

10%	  

20%	  

30%	  

40%	  

50%	  

60%	  

70%	  

80%	  
Demographics:  !

Preferences: 
Shopping, products, 

media,  etc.!

Cross platform 
targeting: multiple 

devices used!

Behavioral targeting: 
app/web/text/search 

etc!

Location Real time: 
latitude/longitude!

Location/travel 
patterns/profile!

Mobile Subscription 
services: Carrier, data 

plan, etc.!

Mobile Device Profile - 
Phone type, O/S!

Unique device/
equipment identifier!

Time!

Motion sensor (speed)!

Data Pioneers!

Convinced and 
trying!
Indifferent!



5%!

27%!

23%!

16%! 16%!

10%!

30%!

12%!

19%!

8%!

17%!

10%!

34%!

13%!
15%!

10%!

17%!

8%!
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25%!

30%!

35%!

40%!

Identify the right 
customers for our 
mobile campaigns!

Develop the right 
creative and value 
proposition for our 
mobile campaigns!

Target our consumers 
with the right mobile 

creative assets!

Optimize our mobile 
creative in real time!

Accurately measure 
the level of 

engagement of our 
customers with our 
mobile campaigns!

Accurately measure 
the impact that our 
mobile campaigns 

have on brand KPIs 
and Sales!

Data Pioneers! Convinced and trying! Indifferent!

Mobile Pioneers Focus on Using Data to Develop, 
Target & Optimize Creative 
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Q10. Still thinking about how your organization 
uses data for MOBILE MARKETING, which of 
the following would you want to improve FIRST?!

Identify! Develop ! Target! Optimize! Measure!



The Industry Needs to Work on Proving the Value of 
Data in Mobile Marketing & Establish Standards that 

Ensure Data Quality 
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Q13. Finally, which of the following areas is the most important challenge that the industry needs  to overcome 
when it comes to USING DATA FOR MOBILE MARKETING? (Summary of top 3)!

46!

36!

35!

34!

33!

29!

27!

25!

16!

12!

0! 5! 10! 15! 20! 25! 30! 35! 40! 45! 50!

Not enough evidence about the value and impact 
of using data for mobile marketing!

Lack of established standards, metrics and 
guidelines!

Platform fragmentation!

Not enough resources / lack of budget!

Poor quality of data!

Not enough support at an executive level to invest 
in data for mobile!

Not enough talent with the right skills!

Lack of cookies/persistent mobile unique 
identifiers!

Data solutions are expensive / not affordable!

Consumer Privacy concerns!


