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[introduction]

Here's Your Itinerary
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mobile at 
your service
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it's more than a device...

Starting your journey? Don’t forget to bring your ID

Hi I’m mobile, 
how may I help you? 

All aboard the  
S.S. Mobile

Book your next trip 
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address—users log into services like 
Facebook or The New York Times over 
different devices, and that can be used 
to link those devices to a single user. 
This may provide an accurate ID, but 
the method can be limited in terms of 
reach—publishers like Facebook and 
Yahoo are "walled gardens," meaning 
your ad only reaches those using 
their properties and they can also be 
protective of their data.

The second is the probabilistic 
approach, which uses algorithms to 
analyze data points like IP addresses, 
device types and locations to try to 
determine which gadgets are being 
used by the same person. But the 
science is still evolving, and accuracy is 

again an issue. 
But, there is another method that 

isn’t getting much attention. 4INFO 
has figured out a way to tie devices 
directly to home addresses in a privacy-
safe way that doesn’t rely on logins or 
probabilistic algorithms that devices 
characterize as inputs. Matching the 
device to a physical address can be 
used as a match point for first-party 
and third-party data, or it can be used 
to match the device to transaction data 
captured by credit cards or loyalty cards.

Think of that info as a positive 
identifier for the traveler on the  
mobile journey. Now it's time to take 
that passport across the borders that 
make up this whirlwind trip.

For the past few years, marketing 
has been all about mobile, as 
brands and advertisers race to 

create digital experiences that will 
resonate with their audiences, regardless 
of how or where they’re browsing. The 
problem is that in their rush to create a 
mobile-adaptive universe, they've lost 
sight of the bigger picture—the people 
who carry those devices.

Mobile advertising isn’t (and 
shouldn’t be) limited to just concocting 
ads that function well on the ever-
evolving universe of portable gadgets. 
It’s about understanding and connecting 
with the human beings carrying those 
smartphones around. The more 
marketer's know about them, the 
more enjoyable and successful their 
marketing efforts can be. And the 
smarter they are about mobile metrics, 
the better they can measure that 
success—and the more efficiently they 
can spend their money.  

These days the typical consumer 
owns an average of three to four 
connected devices. They use them in 
different ways and different locations—

the laptop gets used at home for 
researching a cosmetics purchase, 
video makeup tutorials are streamed 
on a tablet, a smartphone is used on a 
walk through town to find coupons for 
a nearby drugstore that sells a certain 
brand of eyeliner and then the purchase 
itself is made with a credit card at the 
cash register. 

It might seem impossible to connect 
all the dots along a person’s journey 
through life, and from potential 
customer to satisfied one. But it’s 
not. For a shopper, a mobile device is 
a way of staying connected, a source 
of entertainment, a useful shopping 
tool and more. For a smart marketer, 
it’s an identifier and a way to track an 
individual consumer’s activity—whether 
that activity is taking place online or off. 

The challenge, however, is matching 
consumers to devices. Cookies—the 
traditional way to track a person’s online 
activity—don’t transfer to the mobile 
world. So other options are necessary.

The first is to find a direct way to 
match a person to a device. Many use 
registration data such as an email 

These days the typical consumer owns  

an average of three to four connected devices.
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I f you’ve ever had a flight canceled, 
you know very well that just because 
you got yourself to the airport doesn’t 

mean you’re going to end your day at a 
Caribbean resort, cocktail in hand.

A similar logic applies to the 
consumer journey, and to the 
metrics you may be using to track 
the effectiveness of your mobile ad 
campaigns. Any single metric is just a 
snapshot of one part of one step of the 
complex process of wooing a customer. 

Relying on clicks to determine how 
successful your mobile efforts are is 
like  counting the number of people 
that click on travel websites, then using 
that as a proxy for where they are 

going on vacation. It might be useful 
information, but it’s just one small piece 
of the picture. 

In the same way, to accurately 
judge your mobile efforts, you need 
to follow consumers on their journey 
through the entire marketing funnel. 
What are they seeing? How often? 
What are they doing as a result?  
Are they buying? How much? Where 
else have they been? And all along the 
way, how can your ads assist them in 
this journey? 

It may sound daunting, but it's all 
measurable with today’s technology. 
Let’s travel through the funnel with our 
audience to see how it all works. 

[the funnel]
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[awareness]

Meet at the Crossroads of Reach 
and Frequency
WELCOME TO 
The first encounters consumers have 
with your brand.  

YOUR GOAL 
To target as many potential customers 
as possible in a cost-effective way 
with ads that educate them about your 
business.

WHY THAT'S HARD 
You need to reach enough consumers, 
enough times, to break through all the 
other marketing noise. It’s not easy to 
determine whether you’re getting the 
right viewers—or if you’re getting real 
viewers at all. And it doesn’t matter 
how many people are at the top of 
your sales funnel if you can’t get any 
of them to the bottom. 

THE MEASURES OF SUCCESS 
Reach (how many consumers) and 

frequency (how often) are basic 
metrics here, and you also should take 
viewability into account. Ads that don’t 
load correctly, end up below the fold, 
are being viewed by bots or are subject 
to other fraud don’t help your cause. 
For now, viewability is less of an issue 
in mobile advertising, because there 
are generally fewer ads on screens. 
And many people are using mobile 
apps, which aren't necessarily affected 
by ad blockers. Audience is a measure 
of the kind of people your ad is being 
delivered to, but has its limits about 
demographics, and doesn’t necessarily 
tell you whether you’ve connected with 
a particular individual or household that 
you can link to purchasing data. With 
video, you’re tracking the percentage 
that was viewed. Brand awareness, 
which gives you a read of how familiar 
the brand is as a result of the campaign, 
is most often measured with surveys.

[engagement]

Welcome to the Interaction  
Attraction
WELCOME TO 
The point where a consumer is 
showing interest in your brand. 

YOUR GOAL 
To build a relationship with that 
individual. You should be assessing 
how they are interacting with your 
campaign and providing information 
and encouragement to get them to 
the next step —purchase.

WHY THAT'S HARD 
Too many marketers leave customers 
at this point in their journey, deciding 
that it’s enough to track engagement 
via metrics like click-through rates. 
But that’s not an accurate read of 
success—it’s estimated that as many 
as 60 percent of all clicks on banner 

ads are mistakes. So it shouldn’t be any 
surprise that research has shown little 
correlation between clicking on an ad 
and actually becoming a customer.

THE MEASURES OF SUCCESS 
Clicks or click-through rates are 
a common metric. Other ways to 
measure engagement include the 
level of interaction with rich media 
(including how long they spent 
with it), social likes and shares, 
app downloads and pageviews for 
the content you’re providing on the 
other side of the ad. Most significant 
are leads generated from ads—as 
with click-to-call links. There are 
companies that will help provide 
different 800 numbers to different 
ads and track the results.
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Come for the Branding, Stay for 
the Sale
WELCOME TO 
Everyone’s favorite destination. This 
is the point where the shoes are 
purchased, the app is downloaded 
or the loan contract is signed. You’ve 
successfully turned a prospect into a 
customer. 

YOUR GOAL 
To determine whether—and why—
your campaign worked. 

WHY THAT'S HARD 
This is the toughest stage of the 
customer journey to track. Some 
marketers think that once you 
determine—based on mobile signals, 
for instance—that a customer has 
gone into a store, you can claim 
victory. But just because someone 
entered the store doesn’t mean she 
opened her wallet. A shopper who 
strolls into Wal-Mart might buy a 

pack of gummy bears, a flat-screen 
television or nothing at all. It’s also 
known that less than 1 percent of 
store visits are accurately captured, 
because a consumer has to be using 
an ad-supported app in the store, and 
even then there are accuracy issues in 
location tracking.

THE MEASURES OF SUCCESS 
You can combine average sales with 
store-visit data to guesstimate how 
much a customer spent as a result 
of your campaign. Or, you can use 
sophisticated techniques to link 
mobile impressions—all those ads you 
pushed to a smartphone—with a brick-
and-mortar purchase. For example, 
4INFO can match a mobile device with 
a physical address, and match that 
with transaction data associated with 
credit or loyalty cards. Voila, your map 
of the entire mobile journey.

[conversion]

Journey
Use these other great resources to help reach your 

destination of mobile advertising success.

To get these guides and more visit 4INFO.com/resources.

The 
Straightforward 
Guide to Mobile 

Ad Measurement

How To Master 
Full-Funnel 

Analytics

2016 Mobile 
Advertising  

Benchmarks 
Report
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