Our Mobile Universe (Advertising's New Reality) - Introduction
This E-book is a Collection of Articles, Reports and Statistics about the ever changing Mobile (Digital) Universe.

The Purpose of this Guide is to gather & present the Digital Trends that are now Blending Online Advertising with
Offline Advertising - Creating a Media Mix that is both more Effective & Potent than the Ad World ever anticipated.

As Mobile Data - Combined with Geography becomes a more important Factor in the AD Universe, understanding
the Newest Media Options available is Key. Today's Mobile Consumer is expecting Marketers to cater to and find
him/her where and when it's most convenient - the Geographic here and now.

These Reports, Statistics and Headlines (In all Sections) reflect the rapid pace that our Digital Society is becoming a
more Mobile Society and using that Mobility to Reinvent the Consumer Paradigm for all of us.

Both Mobile + OOH Reach Consumers where they Live, Work, Eat and Spend the most Time and Money.

In this MOBILE Universe, Digital Marketing has become Geographical Marketing once again. It's formed both an Inte-
grated and Powerful Alliance. A SYNERGY is Emerging that Shows where Advertising Minds might want to Focus.

“Geo/Proximity Marketing is the New Trend in American Marketing Combining the Online & Offline Worlds.”
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OUR MOBILE UNIVERSE - SLIDE SHOW Version (PPT) | Click HERE for Full Text Version E-book (PDF)
A Collection of Over 300 Stats, Articles and Study Links by Daniel Sage (Media Broker)

A MARKETERS GUIDE tn....
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""Our MOBILE UNIVERSE

ADVERTISING'S NEW Reality.
A Collection of 300 Stats, Articles and Reports.
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Our MOBILE UNIVERSE - E-book SECTIONS | Click HERE for Full

SECTION 1 | Mobile Stats  SECTION 2 | Mobile Stats SECTION 3 | Mobile Stats ~ SECTION 4 | Data Analtyics

Mobile and Smart Phone Activity (US& U, Demographics, Time Spent - Mobility, Smartphones & Geography =~ MOBILE Marketing (AL, Geo-Targeting,
Beyond) Statistics, Quotes. Headlines, ete.. Commuting, Work, Time with Media The New Consumer Behavior Location Based, Geo-Fencing, Beacons etc...

SECTION 5 | OOH Stats SECTION 6 | The OTHER Mobile SECTION 7 | The OTHER Mobile
Out Of Home and Digital Out Of Home  The Other Mobile | Transit and Vehicular Vehicular Marketing - Industry Overview, Ad

(OQH & DOOH) - Stats & Repo Marketing Sections - Digital SYNERGY Rates, Impressions, Studies, Data,
rE 4 | | T X
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OUR MOBILE UNIVERSE - ADVERTISING'S NEW REALITY

Cllck HERE for Full Text Version E-book (PDF) | A Collection of Over 300 Stats, Article and Study Links
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The MOBILE Matter 1
' Consumers Spend 11 Hours
- Away from Home.

1 unqm-uu Upcined

The Average J. ;
Time Spent With Media = " g Tosy

i/ b byUS Adults (18+) s
i 12 hours, 9 minutes per day.

SUCIETY ‘ OOH Reaches 90-95% of the Popu!atlan

”Our MOBILE UNIVERSE

*69% of mobile Use is done on the Go.

*49% of website traffic comes from mobile devices.

*49% of consumers use mobile phones for shopping.

*40% Mobile sales - share of all retail e-commerce sales in the US in 2018.

* M-commerce (Mobile) will overtake E-commerce for the first time in 2019.
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Our MOBILE UNIVERSE - E-book Contents Sample | Click HERE for Full Text Version E-book (PDF)

Our New MOBILE UNIVERSE (Trends and Insights into The New Digital Marketing Universe) SECTION I [MOBILE STATISTICS - 300 Best Stats & Excerpts From Dozens of Articles & Reports

E-BOOK - Introduction / Overview | Sections | See Slide Share Version HERE

SECTION 1. Mobile and Smart Phone Activity (U.S & Beyond) Statistics, Quotes, Headlines, etc..
BEST 10 MOBILE Statistics Sites {300 Best Stats & Excerpts From Dozens of Articles & Reports)
1} 75+ Mobile Marketing Statistics 2019 and Beyond (See Full Article HERE)

2} Internet Stats & Facts for 2019 (Full Article HERE)

3} 60+ Smartphone Statistics in 2019 [Full Article HERE)

4} 50 Mobile Statistics, Facts and Trends to Guide You in 2018 [Full Article HERE)

5} 61+ Internet Statistics that Prepare You for 2019 {Full Article HERE)

6} 25+ Awesome Mobile Marketing Statistics for 2019 (Full Article HERE)

7} 19 Mobile Web Predictions for 2019 {Full Article HERE)

&} 29 Fascinating M Commerce Statistics for 2019 (Full Article HERE)

0} The Most Important Mobile Marketing Statistics for 2019 [Full Article HERE)

The MOBILE UNIVERSE [See All Article Links HERE )

* 98% of 1S citizens aged 18-29 are Online. (Source: Statista)

* Bl of Americans have Smartphones AND spend more than five hours a day on their Smartphones.

* Uzers spend on average 69% of their Media Time on Smartphones [Comscore, 2017)

* The average person has 60-90 apps installed on their phone, using around 30 of them a mo launching 9 a day.
* People today have 2X more interactions with Brands on Mobile than anywhere - includes TV, in-store, et (Goegl, 2017)
* The average time internet users spend online is 100 days a year.

* Up to T0% of web traffic happens on a Mobile Device [C10Dive, 2018)

* 75% of Americans say they use their smartphones most aften to check Email.

* Maobile Phone internet Users in the United States will likely increase from 237 million in 2017 to 275 million by 2022,
* B9% of mohile Media Time is with Apps, with the other 119% spent on websites. [(Smart Insights)

* We spend 90% of media time on Mohile Devices in apps and 10% on the mobile wehb.

* 57% of all US5. online traffic now comes from Smartphones and Tablets (BrightEdge, 2017)

* There are over 2.5 billion smartphone users in the world and nearly 9 hillion mobile connections.

*In 20118, there were around 1.56 hillion smartphones sales worldwide. (Source: Statista)

* There are more than 1 million people coming Online for the first time each day since January 2018.

10} 104 Fascinating Mobile Marketing Statistics & Facts for 2019 | Note: Great Graphs (Full Article HERE) ~ MOBILE + WEB (Mobile Phones and Internet Usage Statistics)

SECTION 2. U.S. Demographics, Time Spent - Commuting, Work, Time with Media - Go To HERE
BEST CONSUMER Data
A Employment - UL.5. Statistics
B. Commuting - U.5. Statistics
. Time Spent with Media etc...

SECTION 3. Mobility, Smartphones & Geography - The New Consumer Behavior
BEST 10 MOBILE + O0H TRENDS - Articles and Reports

1} The Changing Consumer and Media Landscape [See Full Article HERE)

2} Drive-to-Store: How O0H is Changing the Game [See Full Artice HERE)

3} MOBILE & O0H: Shopping While Driving Gains Traction [5ee Full Article HERE)

4} Billboards that Think: The Big Data and Advertising Revolution [See Full Article HERE)

5} Nielsen's 2019 00H Advertising - Study Conclusions - [See Summary HERE)

6} Five 00H Trends To Watch Out For In 2019 (See Full Article HERE)

7} People Love Instagramming Billboards - and it's Great for Advertisers (See Full Article HERE)
&} The DOOH Opportunity: How O0H is Becoming a Bigger Piece of the Media Mix Pie [5ee Full Articles HERE]
9} Expect to see a Rise in Big Brands using Out-of-Home Advertising, [See Full Article HERE)

10} The Marriage of 00H + Mohbile | Trends in Out-of-Home Media (00H] (See Full Article HERE)

* For the first time in history, Mobile Internet has taken 3 lead over Desktop Internet use.

* L&% of the world's population has internsat access.

* According to 2018 mobile browsing stats, Mobile accounts for 52.2 % of Web Internet Traffic.

* T8.17% of Google searches were from mohile phones during Dctober 2018,

* 52 2% of all website traffic originated from mobile phones in 201 8.{5ource: Statista)

* 75% of 115 smartphone owners check emails on their phones.[Source: Blue Corona)

*Inlate 2015, Mobile Web traffic surpassed Desktop for the very first time.

* Owver 5 billion Google searches are made every day.

* By 2019, 63.4 % of all Mohile Phone users will access the Internet from their Mohile Phone.

*In 2018, 52.2% of all website traffic worldwide was generated through Mobile phones. [Source: Statista)
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Our MOBILE UNIVERSE - E-book Stat Samples Below | Click HERE for Full Text Version E-book (PDF)
Geo/Proximity Marketing is the New Trend in American Marketing - Combining the Online & Offline Worlds.

Mobile & Consumer Stats OOH & Mobile Vehicle Stats

* 98% of US Citizens aged 18-29 are Online. (Statista) * O0H Reaches 90-95% of the Population.

*80% of Americans have Smartphones AND Spend more * Consumers 18-64 spend more with OOH than any other ad Media ex-
than 5 hours a day on their Smartphones. cept for Television.

*69% of Mobile Use is done on the Go. * Consumers spend 11 of their waking hrs away from home, while about

*49% of Website Traffic comes from Mobile Devices. 5% of Ad Budgets are spent on OOH.

* O0OH Most Effective in Driving Online Activity and Click thru Rates - Re-

*49% of Consumers use Mobile Phones for Shopping. .
cent Nielsen study.

* Mobile Devises will surpass TV as far as time spent in
2019. (Emarketer.com) P f P * O0H drives more per Ad dollar spent than any other Traditional Media

- 382% more effective than TV.

* O0OH 200% more Effective than Print, and 63% more Effective than ra-
dio in driving consumers online.

*61% of US consumers use their Mobile Devices in stores to
Compare prices.

*80% of Americans are Online Shoppers.

* OOH drives more per Ad dollar spent than any other traditional Media
* Digital Ad Spend Surpasses 50% of Total Ad Spend in U.S.  It's 382% more effective than TV - 200% more effective than Print, and

* 80% of Marketer's say they plan to Boost their use of 63% more Effective than Radio in driving Consumers Online.

Location Data over the next two years. * A Mobile AD performs 45% better than a Static Advertisement.

..and Hundreds More....

Tlm?) A
MOBILE Media



http://mobileadmarketing.com/MobileMarketingGuide.pdf

GEOTARGETING

Ty

= : “’/ "~ a ﬂurMUBILEUHIVERSE

This Collection Brought to You by Mobile AD Marketlng

A Collection of Over 300 Stats, Artlcle and Study Links | Click HERE for Full Text Version E-book (PDF)
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Our MOBILE UNIVERSE - PART 1 {CEL Usage} | Click HERE for Full Text Version E-book (PDF)

SURPRISING STATISTICS ON
CELL PHONE USAGE

74% use their phone

. as an alarm clock

feel uneasy leaving Eg
: their phone at home

. 91.5%

% use or look at their
54-5 : phone while driving

[ WL TMA

76.5

% : consider themselves |
. addicted to their phones |

62""’0 check their phones 160 times per day

” 48_ 5'%' use their phone on dates

i have texted someone thats

59.5*

upgraded their
: phone in the last year

g in the same room as them

| 671:;,.?0 - use their phone

: on the toilet
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MOBILE MARKETING UNIVERSE — A Few HEADLINES (In the E-book)
A Collection of Over 300 Stats, Article and Study Links | Click HERE for Full Text Version E-book (PDF)

A

"How Location-Based Advertising Will Impact Brands"

"Why Location-Based Marketing is Set to Disrupt Marketing in 2019"

"Why Location is Everything for the Future of Retail Marketing"

"Location-Based Mobile Ads are Exploding"

"83% Increase in Customers Due to Location-Based Advertising" (Factual's 2019 Report)
"Expect to see a Rise in Big Brands using Out-of-Home Advertising"

"People Love Insta-gramming Billboards — and it’s Great for Advertisers

"The DOOH Opportunity: How OOH is Becoming a Bigger Piece of the Media Mix Pie"
"Drive-to-Store: How OOH is Changing the Game"

"MOBILE & OOH: Shopping While Driving Gains Traction"

“Location-Targeted Ad Spend will represent 45 percent of overall Mobile Ad Revenues by 2021
"By the end of 2018, Retailers will have 3.5 million active Beacons"

“Messages on Outdoor Mobile Billboards have a 97% recall rate.”

Destination-Based Marketing Adapts Location-Driven Strategies for Consumers on the Move”

Mobile Billboards Boost Name Recognition 15 X greater than any other form of Advertising”
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OUR MOBILE UNIVERSE - PART 1 {TIME SPENT} | Click HERE for Full Text Version E-book (PDF)
A Collection of Over 300 Stats, Article and Study Links

TV and Mobile Devices: Average Time Spent in the US,
2014-2021
hrs:mins per day among population

4:20

2014
HTv*

2015 2016 2017 2018 2019 2020 2021

[l Mobile devices
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Our MOBILE UNlVERSE PART 1 {Tlme Spent} | Click HERE for Full Text Versmn E book (PDF)

: o Our MOBILE UNIVERSE
Always On: Media Usage Amounts to 10+ Hours a Day ¥ 80% of Americans have Smartphones

Average time U.S. adults (18+) spent with electronic media per day in Q2 2018 (hoursiminutes)” BN B NR R Y it el L &l
their Smartphones. il

- — — — B S e .

"Consumers Spend 11 hours away from
home, while about 5% of Ad Budgets are
spent on OOH"

"Out-of-Home Advertising is the most
Effective Offline Medium in driving

03:49 Live TV Online Activity”

* M-commerce (Mobile) will overtake E-
commerce for the first time in 2019.

App/Web on Tablet 00:43

i |

App/Web on
Smartphone 02:19

00:32 Timeshifted TV

01:45 Radio

nnnnnnnnnnnnnnnn

-

*incl. simultanecus use of different devices;

@ ® @ internet connected devices include app usage on smart TVs
@statistaCharts  Source: Nielsen Total Audience Report Q2 2018
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OUR MOBILE UNIVERSE - PART 1 {TIME SPENT} | Commuting & OOH Activities

- . 5 ivi hil i rk
Daily minutes consumed per person, per medium rovmimebpris b troespoeieeri- i

commutes in the past week
Mewspapers Magazines Television Radio Internet (Desktop) {Mobile)
Found a gas station
21.0 22.5 313.8 120.0 127.2 (67.7) (59.5) 47.2% ——

213 305.8 116.0 1411 (67.3) (73.8) Ordered food and picked up at drive-through
35.3% I——

19.6 297.8 111.0 154.9 (66.9) (BB.1) _ )
Ordered coffee and picked up at drive-through
[

186 289.0 109.0 180.0 56.0) (1240 B4

17.6 287.4 1045 189.0 (53.0) (136.0) o Ordered food and picked up in restaurant

16.5 282.1 102.0 217.0 (53.0) (164.0) Ordered an item to pick up at a store during the commute

14.9% I
12.2 270.4 102.0 236.8 (32.0)

Ordered groceries to pick up

14.0 263.6 100.0 259.2 (51.0) : 14.5% I

12.7 2583 100.0 281.1 (50.0) . Ordered coffee and picked up in restaurant
13.9% m—

12.0 253.2 99.0 301.9 (50.0} Found available parking spots
Source: Zenith Media Consumption Forecasts, Fifth Edition, June 2019, 13.5% —
i‘ Ordered food to be delivered upon arrival
t Mobile devices now drive over 52% 13.3% m—
. of web traffic and account for nearly None of the above
2 of every 3 minutes spent online 14.8% W—




409% of consumears
will go to a competitors
site after a bad moblle experience

2L of consumers

Ag% of mobille
users feal that you don’t
care about them Ifyour skite
is not mob il e-friendhy

By 2010, BB2< of local
on A mobile. deadice.

Ower 20% of all blog
wisits carme from a mobile
dewvice or tablet

34--'-&%#\.%

Mobile web browsing
accounts for 509 of all web traffc

75% of users sald they are more
likely to return to a mobile slte
if the experience on mobile
Is good

TheU0E?
MOBILEEMedia

Q0% of mobile.
searches kad 4o action,
over 5022 kad 4o prrchase.

57 % of
consumers will not
recormmeand a business with a
poorly designed mobille site

QU< of smartphone. owiners
ase. Hieiv mobile. broviser

nl—ln.m«l—mn.slanﬂ

53% of American
COnNsSumsers use thelr
smartphones to access
search anglnes at least once a day
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Our MOBILE UNIVERSE - PART 1 {CEL Population} | Click HERE for Full Text Version E-book (PDF)

Our MOBILE UNIVERSE

*84% of Smartphone Shoppers use Their Phones
while in a Physical Store. (Think With Google)

KEY STATISTICAL INDICATORS FOR THE WORLD'S INTERNET, MOBILE, AND SOCIAL MEDIA USERS
*8in 10 Americans are online shoppers.
TOTAL INTERNET ACTIVE SOCIAL UNIQUE ACTIVE MOBILE Half of them use a mobile device for shopping.

POPULATION USERS MEDIA USERS A EE kR oL U * An Estimated 1.92 billion people are expected to

7N\ purchase something online in 2019.
]l * 80 percent of Internet users in the U.S. are
| il ! expected to make a purchase online in 2019.”
v ' * Mobile searches result in almost immediate

action.

*In 2018, mobile sales accounted for nearly 40%
of all retail E-commerce sales in the US.

URBANISATION: PENETRATION: PENETRATION: PEMNETRATION: PENETRATION:

2 FREE Coffee
from Starbucks

St, NY
X
i
Beal |
;

h

EII F . we
| Hootsuite ey

B

0% of Time is Spent Out of Home
68% of Mobile Use is Done on the Go.

=
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ADTRUCKS are Working
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A Collection of Over 300 Stats, Article and Study Links

How Do US Millennials Prefer to Shop? Our MOBILE UNIVERSE
% of respondents, 2017 & 2019

*42% of all Mobile Brand experiences involve
Browse online and purchase online search (Google, 2017)

* Nearly 1/3 of all mobile searches are related
to location (Google, 2016)

Browse online and in-store but purchase in-store * 50 percent of North American adults use at

least two ad-blocking methods.
22%
Browse online and in-store but purchase online

15%
18°% * Over 5 Billion Google searches made a day.

* More than 615 million devices worldwide
have an ad-blocker installed.

Browse in-store and purchase in-store *95% of teens now report they have a
18% smartphone or access to one.

13% ' ’ - * Most people look at their phone about 150

Browse in-store but purchase online times a day, (that’s roughly once every 6.5
6% minutes),

8% * People Ages 18-24 looked at Smartphones
60% of the time during TV ads - and people
ages 45 and over did so 41% of the time
Note: ageé 22-37 (Facebook, 2018)

Source: CouponFollow, "WMillennial shopping Report 2012," March 719, 2079

245923 B wana eMarketer com

B 2017 M 2019
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OOH Time Spent in & OOH Mobile Synergy

* More than 95% of Americans are reached by Media which
aid in targeting Vehicle Drivers and passengers.

* O0OH reaches the most Attractive Audiences for Advertisers.
Consumers most influenced by OOH are 18-49,

High-earning, tech-savvy, and mobile, who spend 6-9+
hours per week commuting.

* O0H = Exceptional ROI. For every $1 spent, approx $2.80 in
sales result, compared to only $2.41 for print and $2.43 for TV.

* O0H provides the most Cost Effective Reach at the lowest
CPM in Advertising.

* Mobile (Vehicular) Advertising boosts Brand name and
recognition by 15X more than any other form of Advertising.

* A Mobile Ad performs 45% higher exposure than static
advertisement.

* OOH Ranks second, behind Digital, in the fastest-growing
forms of Advertising Worldwide.

* OOH Most Effective in Driving Online Activity and Click thru
Rates - Recent Nielsen study.

*84% of Gen Z's pay attention to Outdoor Advertising.

Deloitte
Insights

How do Americans
spend their time?

Highlights from the
American Time Use Survey

Hon | Tue | Wed | Thu | i |

Americans with paid full-time jobs who worked on an average week-
day are working a bit longer in 2017 than in 2003 ...

()

.. but the time spent working Up approx. 8 minutes
on weekends has fallen slightly.

Down approx. 4 minutes




Sleeping

Working and work-
related activities

Watching television
Household activities
Other Leisure

Eating and drinking

Personal care

Purchasing goods
and services
Socializing and
communicating
Caring for and helping
household members

Educational activities

Organizational, civic,
and religious activities
Other activities, not
elsewhere classified
Sports, exercise,

and recreation

Caring for and helping
nonhousehold members
Telephone calls,

mail, and e-mail

D 5o
.

I .17
. o8
074
B o.71
" osa
W 042

8.8

3 4 5 6 7
Average hours spent on activity

*99% - OOH’s weekly Reach.

* 18 - hours per week the average person spends
on the road. 135 - miles covered in that time.

* 93 % - share of people who have driven in or
ridden in a car during the past month

* 194 - minutes the average person spends in a
car each weekday - 57 - minutes on Sunday.

*70 % - share of waking hours people spend away
from home. Average 11 hours a day.

ADTRUCKS are Working
9-6 Days aWeek.
8-10 Hours a Day.




Location-Based Mobile

TIME SPENT + More MOBILE = OOH Synergy | Click HERE for Full Text Version E-book (PDF)
A Collection of Over 300 Stats, Articles and Reports Links

The average consumer spends . 34% of consumers spend over

OVER 17 HOURS AWEEK 3 HOURS PER WEEKDAY OUR MOBILE UNIVERSE

on the road. . traveling. * 88% of smartphone owners use their phone
' while driving. (Source: Zendrive)

! * 18 - hours per week the average person spends
f 249, on theroad. 135 - miles covered in that time.
+ H

* 93 % - share of people who have driven in or

3 HOURS | 2 HOURS | . oz ridden in a car during the past month.
2 MINUTES 20 MINUTES 2

ON WEEKDAYS ON WEEKENDS * 194 - minutes the average person spends in a

1-2 HAS. 2-3 HRS. 3+ HRS. .
car each weekday - 57 - minutes on Sunday.

* O0H reaches the most attractive audiences for
advertisers. Consumers most influenced by OOH -
are 18-49, high-earning, tech-savvy, and Mobile,
who spend 6-9+ hours per week commuting

47% of the U.S. travels over 100 miles per week.

Miles traveled per week: <25:20% | 25-49:12% | 50-99:20% | 100-199:23% | 200-299:12% | 2300:12%

L Fr

y

B 94% W 60% ¥ 20% Y 14% PheQlier
TG G W & MOBILE Medila,

0% of T'ime is Spent Out of Home
68°% of Mobile Use is Done on the Go.
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MOBILE MARKETING / GEO-TARGETTING | Click HERE for Full Text Version E-book (PDF)

GEO-TARGETING GEOFENCING BEACONING

How is LBA Effective?

Location is all pervasive and this element has found new home in
marketing as brands tighten their targeting on in-store shoppers. With
the increasing popularity of smartphones and continuous advan
location technology and GPS-enabled apps, brands can now send
relevant ads to shoppers about to buy.

Tapping the right audience

Firms can provide
consumers with product/
service information
and recommendations
in real-time, based on
location

Hyper-targeted Marketers can
Location-Based offers are delivered better understand
M arketi ng to the users’ phones behavior by analyzing
in store as they walk real-time location
past displays. specific data

TR T

e
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MOBILE MARKETING DATA | Click HERE for Full Text Version E-book (PDF)
Types of MOBIIIK Marketing

Text (SMS)

Promotions
Campaigns typically
promoted offline and out-
of-home that prompt
customers totext a
keyword to a short code
to receive a benefit

Advertising

Placement of display
advertising on mobik

media including search,
mobile apps, soclal
networks, and mobile
publisher sites

Location-Based

Promotions
Campaigns that recognize
customers at a specific
location by sending
notifications to their
mobile devicas

Mobile Coupons
Targeted promotions sent
directly to customers
typically through email
messages that are often
redeemed at point of
purchase

Websites
A weabsite that has been
designed such that it is
accessible, usable, and
valuable to users
connacting via a mobile
device

Augmented
Reality

Instances where digital
information and effects

are overlaid on a physical,

real-world product or
environment

Mobile Display §Mobile Optimized§ Mobile Apps

Software that s
downloaded and installed
on a mobik device that
allows users to access a
specific service, typically
{but not necessarily)
connected to the Internet

Mobile Payment

M obile-based services
that provide value to
shoppers in retail
locations, typically with
connection to POS or m-
commerce

Location-Based Advertising by the Numbers

of consumers

0/ find location-based %
© adsand alerts
to be valuable

are likely to
engage with
location-based
ads and/or visit
aretailer after
receiving one

47*

are likely
visit retailers
that offer
promaotions
when they're
nearby

Augmented
Location

Beacon
Technology

Location-based

Marketing
Hyperlocal

Marketing

Mobile App
Localization

9 . : .
i Mobile devices now drive over 52%
of web traffic and account for nearly
2 of every 3 minutes spent online
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567

of consumers
shop equally
online & offline

0/ use mobile
0 devices while

In-store

PROCESS ONLINE

UPFROM 75 N 2007

7/6 OF SHOPPERS BEGIN
THE PURCHASE

Live \ndeos

on Facebook

ge nera te

600% more [*.
interactions than | =
regular videos.

PLER | ——

Browse vs. Buy

Primary Reason Consumers Shop In-Store vs. Online

[suoF] e |
—= Jma g
= el :
) Online Mobile Voice
42% to Buy 29% to Browse 25% to Browse 10% to Browse

ﬁ‘nakmg purchagg
Gbmsmns

JMERS

HAVE BOUGHT ONLINE
WHILE COMPARISON
,' SHOPPIM G'IN -STORE

92
IN URBAN MARKETS,

TYPICALLY TRAVEL 15 MINUTES OR LESS
TO MAKE EVERYDAY PURCHASES

?F’P@D

GROCERIES FAST FOOD GYH MEMBERSHIP | CAS L.i\L LINIM

ONLINE

ADVERTISING

5%

LARGER THAN

e

ADVERTISING

ou r N BY 2022

MOBILE UNIVERSE!
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Our MOBILE + OOH UNIVERSE

Spotify's New York City subway David
Bowie tribute for The Brooklyn Museum
Exhibit....

Reached more than 50 Million People on
Social Media Channels - with NO Paid
Amplification.

THAT'S the POWER of OOH + MOBILE.
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Our MOBILE UNIVERSE - POWER of OOH + MOBILE. {Case Study - AMPLIFICATION}

. . With two-thirds of the world’s population now connected
Nea rly two-thirds of marketers use location data by Mobile Devices - location data has emerged as one of

for targeting ads, and nea r|y half for location-based the most powerful and important data sources. Location

data is used to solve hard problems—from providing fire-
offers. fighters and emergency medical technicians key informa-
The most commen uses for location data are ad targeting (65%), location-based tion during times of crisis to helping us avoid bad traffic.
offers (49%) and customer experience or personalization (47%). More than 4 out of 10
marketers are also leveraging location data to engage audiences, market to influencers
and measure advertising effectiveness.

Location Data also makes our lives more convenient. Can
you imagine using mobile apps like Uber, Google Maps or
Yelp if they weren’t powered by location data? It's not a
pretty picture—the experience would be cumbersome.

How are you or your company using location data? . . .
y y pany g On average, people use nine mobile apps daily that often

employ location data to help them navigate their lives; we
Ad targeting have come to expect our favorite apps and services to use
Lomtion-bazed affers location to be more relevant. It's changing human behavior,
Customer experience /personalization . . .
which means cutting-edge marketers are changing too.

Audience engagement

rfluencer markstine A Recent WARC Study finds that adding OOH to oth-
fdvertang metrics er media can increase Reach up to 300%.

Geofencing

Incentivizing data collection

Time-limit marketing

Event marketing

Audience segmentation

Inform strategic ded sions

Drive e-commerce to brick-and-mortar
Weather-bazed geolocation advertising
Bescons

Auvgmented reality events

Instant check4n




Overall Downloads App Store Downloads

Top Mobile Apps by Downloads + Worldwide Q2 2018
Trends in Mobile i iviitios '

WALLETS

The Mobile Wallet Industry

is |
. - |

GEO
LOCATION

« 56% of mobile phone users
depend on local search

*1 in 3 mobile searches
have local intent

ADVERTISING

Mobile Search Ads grew
76% in 2014, avhile mobife
Banneradsgrew 100%

* By 2017, video will be
66% of mobile traffic

o
* 40% of YouTube's
traffic is mobile

Apps like Vine
and Instagram have

~ opened the playing.
field to anyone with

a smartphone
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LIVESTREAM IS THE SOCIAL STRATEGY

The possibilities for incorporating livestream
as part of a wider campaign are huge.

THE FUTURE IS VIDEO

By 2019, video will account
for around 78% of the
world’s mobile data traffic.

X

LIVE VIDEO IS KEY

Facebook reports that users spend
more than 3x more time watching a
live video vs. static content.




VIDEO STREAMS +
MOBILE = OOH Synergy

LIVESTREAM IS THE SOCIAL STRATEGY

- The possibilities for incorporating livestream
as part of a wider campaign are huge.

£

X

LIVE VIDEO IS KEY

Facebook reports that users spend
more than 3x more time watching a
live video vs. static content.

VIDEO STREAM STATS & Articles

There is a growing belief that traditional
television does not offer enjoyable, quality content
for the price, while 70% of consumers believing
streaming subscriptions offer better services
(Deloitte).

THE FUTURE IS VIDEO

By 2019, video will account
for around 78% of the
world’s mobile data traffic.

There is a 45.2% penetration rate for digital video
streaming in the United States (Statista).

Over 60% of Gen Z and Millennial consumers
stream videos daily (Deloitte, 2018).

Audiences are more likely to use paid video
streaming services (Nielsen, 2018).

Consumers in the United States spend nearly as
much time watching videos as they do working,
nearly 40 hours.

15 hours of this are through streaming services
(Deloitte).

Video Marketing & the
Impact on Brands

Video is seen as the future of
content marketing. More
than ¥ of all companies are
using video in their marketing
strategies.

7 in 10 people view brands
in a more positive light after
watching interesting video
content from them

The top 5 reasons people are put off after viewing an explainer video are

It did not explain the product

or service clearly enough —'___— 37%

Its low quality was discouraging __ 259,

I 21 J
It was poorly designed __—_- 12% |I
5%

@ ®

The number of mobile

phone video viewers
in the US is projected to

reach 137 million by 2019

It was too long.

N o »e

e
.
"t

It had bad animation.

Video ad revenue
will increase at a 3 year
compound annual

growth rate of 10.5%
through 2016, according
to Business Insider

18 to 24 year olds spend
36 minutes per week
viewing video content on

smartphones, the most of
all age demographics & key for
brands to focus on

That is much faster than
traditional online
display advertising.
which will only grow at a 3%
annual rate

Video ads have an average
click-through rate (CTR) of

1.B4%, the highest CTR of all
digital ad formats.

tive marketing strategies & brands who do them well will
agement, Brands who switch from text based display

ed advertising have the best chance of converting leads

s — especially if done on mobile platforms.

ol



MOBILE + OOH - THE PERFECT MEDIA MIX

Click HERE for Full Text Version E-book (PDF) | A Collection of Over 300 Stats, Articles and Reports Links

ADTRUCKS are Working ¢ ! PRI
5.6 na“awael 111 F ) aurce: Smarter - Drive to'Web, K Dacaux France
e EUNSUMEH R 1 TN B g5

Our MOBILE UNIVERSE

*80% of Americans have
Smartphones AND spend more than

ive hours a day on them.. == OF UNDER 30°S
4 y i ety MADE FOR EACH OTHER

"Consumers Spend 11 hours away SMARTPHONE

from home, while about 5% of Ad L b
driving Online Activity" SPEND =% h S
’ g PER DAYt s

Budgets are spent on OOH" // 0
"Out-of-Home Advertising is the 24 /0
ONTHER ~ E 9 0%

most Effective Offline Medium in
o |
PHONES - 3 #activesocialmediausers

overtake E-commerce for the first
time in 2019.

* M-commerce (Mobile) will u
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Source: Dutperfonm, ko and Route, UK 2015 Source: BOutperfarm, Ipsos and Houte, (U 2015, 35 campaigns, 16-44 year olds)
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MOBILE ADS + OOH ADS + MOBILE MEDIA MEDIA MIX

A Collectlon of Over 300 Stats, Article and Study Links | Click HERE for Full Text Version E-book (PDF

Mobile Devices " Geo L.ocation Marketing
"OOH Combinations

The Perfeoct
IMILX
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A -
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MOBILE + MOBILE BILLBOARDS = OOH Synergy

A Collection of Over 300 Stats, Articles and Study Links | Click HERE for Full Text Version E-book (PDF)

- *80% of U.S have Smart Phones. 237 million and rising. |
- T:e Nde";;:]OBIFE Amf;"czo _ ' *69% of Mobile Use is done on the Go.
e Trend o opping on-the- is . 5 . P
ST T WelER v sty Db b _ * 49% of Website Traffic comes from Mobile Devices.
type of E-Commerce is Convenient for _ | *49% of Consumers use Mobile Phones for Shopping.

Consumers and Retailers alike.

S s | T
On one end, we have Consumers that can . { I l

il complete a Purchase with just a few taps on
their Mobile Device. On the other end,
Mobile Commerce has massive potential
Jfrom retailers’ point of view,
as it enables them to reach their Audience
Anytime and Anywhere.”

| “CONSUMERS 18-64 spend MORE TIME with OOH

i : fn i L !.
than any other Ad Media except for Television

"OOH Extends the Reach and
Frequency of integrated Campaigns
Better than any other
Advertising Media.

When Out-of-Home is Added to a
Media Plan, overall ROI Improves”

(Benchmarketing research). ~These in 10 US. Gities
AD More Mobile to Your Media Mix * Max Reach * Max Impact
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Proximity

Marketing Campaign

Marketing To A Mobile Age - By Daniel Sage | OUR MOBILE UNIVERSE - SLIDE SHOW
The Last Captive Audience In America (Is In The Vehicle Next to You)

For Brands and the Agencies that represent them — what may seem obvious — is that the most valuable prospects are those with jobs and careers — the ones that head
out into the world to earn, live and spend. They are nearly half of America on any given business day. The worker bees of any community - all heading for the hive to
begin the days labors - the blood flow of the communal body. Shuffling to and from work or school, shopping. dining, dropping kids off, picking kids up, running
errands, seeing doctors, mechanics, movies,Capacity?) shows, biking, walking, etc. - greasing the wheels of U.S. commerce. The consumer half of a society that would
grind to a halt without their contributions. This employed person would seem to be a most esteemed and targeted group — I would call them a high quality lead in the
sales world. - And yet - the underlying paradox has always been - Why does a Medium that reaches nearly 95% of the Population Receive only 5% of the Ad Spending?

While I do understand the enticement that the digital world offers as far as a mathematical precision of targeting and engagement and measurement - tracking tools
the traditional mediums simple ROI equation could never satisfy - I do not understand the chasm in spending when the Reach Factor is so Vast for OOH.

The OTHER Mobile Media - The American Commuter now has the entire Media world within hands reach — all digitalized for easy access — From your Smart
Phone - you can Stream TV,Videos and Radio, Surf the Web and Read the News, Email, Locate a Business, find Apps for anything, purchase anything, check your
social media and your home security camera — an entire universe all rolled into a hand held device - a Mobile Phone is the now the connecting tissue for all the other
Mediums.

All the while — 70% of the time is spent away from home. The commuter drives 135 miles a week and spends some 18 hours on the road. The only other
medium that commands as much time is TV watching. So whether driving or riding, walking or biking, catching buses or trains, OOH is the all encompassing
environment the daily commuter spends a great deal of time in. Not only that — that same person is looking for distraction or stimulation to break up this routine. It
only makes sense to capture an audience looking to be entertained. This is the Perfect Reason to embrace a new kind of AD Medium - One that results in Maximum
Impressions as well as Maximum Impact. - Imagine If Every Fed Ex, UPS or Walmart Truck you saw Today had your Brands AD on it - And imagine a small fleet of
these Ad trucks permeating the city or metro area you live and work?

Vehicular Marketing | What are AD Trucks and Where do they come from? - Trucks deliver 70-80% of all goods in America. 15 million commercial trucks operate
throughout every corner of this country every minute of the day delivering products to every conceivable kind of business. They cover nearly 600 billion miles and
transport over $900 billion worth of manufacturing and retail goods a year.

We drive next to them on freeways and see them parked at the mini malls, fast food chains, retail outlets, clothing and furniture stores, Walgreens and 77-11s. They are
working 8-12 hours a day 5-6 days a week, making 10 -15 stops in a typical days run. The majority of these trucks are basic white or bear a simple fleet emblem. The

remarkable thing for the advertising world is that many thousands of these 3rd party vendors are now open to promoting the very Brands whose products they drop
off each day, adding a new fluid dimension to the advertising industry. That's the powerful option the Advertising World is now becoming aware of. A recent WARC
Study finds that adding OOH to other media can increase Reach up to 300%.

AD Trucks can act as Reinforcement for all other Ad Messages - whether Radio ads, Banner Ads, Streaming TV or Video ads, Magazine and Newspaper ads or
any OOH media including Billboards. Mobile Billboard meets Mobile Phone in mobile world constantly in motion. What could make for a better Media partnership?




"MOBILE + MEDIA MIXES = OOH Synergy
A Collection of 300 Stats, Article and Studv Links | Click HERE for Full Text Version E-book (PDF)
Out of Home Is BIG Daily Trips in America OOH - While They're Buying

Americans take 1.1 billion trips a
day - four for every person in
the United States.

ey
i

45% of daily trips are taken for

Every week, the out of home shopping and errands.

units we measure across

the entire U.S. have the ability to
deliver 101,465,994,516 Miles Traveled
impressions.

“CONSUMERS
18-64 spend MORE
TIME with OOH
than any other Ad

Media except for
Television”

Peak Hours

U.S. daily travel averages 11
billion miles a day - almost 40
Nearly a quarter of out of home It would take over 2.2 billion miles per person per day.
advertising's daily audience smart phones to cover all the
occurs during its three peak OOH space measured by
hours between 4pm and 7pm. Geopath.
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The Return of Mass Marketing in America? By Daniel Sage | CEO - Mobile Ad Marketing.com

The days of wide audience appeal seems to be a rapidly evaporating concept, when "Mad Men" mass marketing was the goal and simply
creating a catchy phrase or visually alluring product presentation would drive instant sales and abundant client praise. The popular
strategy in advertising is now focused audiences and niches. This is a meticulous approach and requires much more time and money over a
long period to garnish results. Deep pockets are required for such long term efforts, and yet, local marketing campaigns are where every
great American Brand and Franchise begins - and finally ends up.

That's why OOH is so important in the Ad spectrum. It is the connecting Medium for all the Ad Fragmentation. A most impressive OOH
medium is Mobile Billboards and AD Trucks - Vehicular Marketing marvels that travel with and where the people are - a modern Mobile
delivery method for our always in flux society.

The OTHER Mobile Media - The American Commuter now has the entire Media world within hands reach — all digitalized for easy
access — From your Smart Phone - you can Stream TV,Videos and Radio, Surf the Web and Read the News, Email, Locate a Business, find
Apps for anything, purchase anything, check your social media and your home security camera — an entire universe all rolled into a hand
held device - a Mobile Phone is the now the connecting tissue for all the other Mediums.

All the while — 70% of the time is spent away from home. The commuter drives 135 miles a week and spends some 18 hours on the road.
The only other medium that commands as much time is TV watching. So whether driving or riding, walking or biking, catching buses or
trains, OOH is the all encompassing environment the daily commuter spends a great deal of time in. Not only that — that same person is
looking for distraction or stimulation to break up this routine. It only makes sense to capture an audience looking to be entertained. This is
the perfect reason to embrace a new kind of AD Medium . One that results in Maximum Impressions as well as Maximum Impact.

T@?)
MOBILE Media




AD MEDIA + More MOBILE OOH Synergy
See OOH “Marketing Mix” Strategies Here | Click HERE for Full Text Version E-book (PDF)

DAY EX""“-“IR Uml = Wa D EXTorce Danm g
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0% of T'ime is Spent Out of Home
68% of Mobile Use is Done on the Go.
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AD MEDIA MIXES + More MOBILE = OOH Synergy
See OOH “Marketing Mix” Strategies Here | Click HERE for Full Text Version E-book (PDF)

Out-of-Home Remains a Small Percentage of Advertising Spending Advertisers & Agencies - Can
Achieve Sales Uplift of 11 to 15 Percent
by Adopting Hyper-Local Strategies

U.S. Total Media Ad Spending Share by Media, 2014-2019, % of total suchas out-ofHlome Advertising
ere are several strategies to engage
with shoppers on a hyperlocal basis,
2014 2015 2016 2017 2013 including OOH, digital and spot TV.

OOH has multiple aspects in its favor
that can result in more effective activa-
tion of micro-target growth pockets.
DIGITAL 28.2% H.6% 34.4% 31.0% 39.2% - For instance, when consumers are not

. at home, they are more attentive. Cou-
Mobile 10.5% 16.6% 21.6% 24.5% 26.9% : ple this higher engagement with the
fact that consumers are spending an in-
PRINT 17.3% 15.8% 14.5% 13.6% 12.8% : creasing share of their active hours out
of the home, and better salience than
Newspapers* 7.1% 2.0% 71% 6.5% 6.0% . traditional media is the result.

™ 39.0% 37.9% 31.3% 36.3% 35.6%

OOH provides more definitive reach
than digital media, which shoppers
tend to not view up to one-third of the
time.

Magazinas*® 8.3% 7.8% ] 1.1% 5.7%

RADIO** 8.6% 8.2% . . 1.1%

QUTDOOR 4.0% 3.9% . ) ] ) A Re.cent WARC Studyﬁnd.s that .
adding OOH to other media can in-

crease Reach up to 300%.
DIRECTORIES® 2.8% 2.5%
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STATIC (Stationary) ADs -vs- MOBILE ADS (Full Study HERE )
CLEAR CHANNEL Inventory - CHICAGO | DMA Rank 3td | 7,501,730 Population (Adults 18+)

OOH Inventory Reaches 91% of the DMA 18+ Pop. weekly (463.5 MM Impressions)

AD Trucks (Delivery type) Will Drive Past Several Hundred Stationary Ads a Day!
Work 5-6 days a week, 8-10 hours a day. | Typically Cover some 100-150 miles a day within a 40 Mile radius.
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MOBILE + MOBILE BILLBOARDS = OOH Synergy

AD Trucks (Delivery type) Will Drive Past Several Hundred Stationary Ads a Day!
Work 5-6 days a week, 8-10 hours a day. | Typlcally Cover some 100-150 miles a day within a 40 Mile radius.

2 e e E e ST e e e e = it
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AD TRUCKS can e
* COVER an ENTIRE City. SS&8
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People +
Phones +

TRUCKS are Working
li Days alﬂaﬂ.
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MOBILE + GEOGRAPHY + MOBILE BILLBOARDS = OOH Synergy
Click HERE for Full Text Version E-book (PDF) | A Collection of 300 Stats, Articles and Reports Links

AD TRUCKS & MOBILE BILLBOARD STATS
* A Single Delivery Truck averages 16 Million Impressions in a Year”

* Mobile Advertising Boosts Brand name and recognition by 15X more
than any other form of Advertising.

» Studies have found Ad Trucks were Noticed by 98% of People in Cars.

* Perception Research found that Vehicle Advertising is 2.5 times more
Effective than fixed Billboard Advertising.

"Consumers Spend 11 hrs away from Home,
while about 5% of Ad Budgets are spent on OOH."
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OBILE UNIVERSE

MOBILE ADS + MOBILE BILLBOARDS = HIGH IMPACT
A Collection of Over 300 Stats, Article and Study Links | Click HERE for Full Text Version E-book (PDF)

" .
-y

USSR ourM
= e



http://mobileadmarketing.com/MobileMarketingGuide.pdf
http://mobileadmarketing.com/

) \ Vs
m E . " =

+ MOBILE BILLBOARDS = OOH Synergy
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(Billboards, Wall Murals, Panels, Bus Stops, Transit etc...)
CLEAR CHANNEL Inventory - CHICAGO | DMA Rank 3" d [ 7,501,730 Population (Adults 18+) | OOH Reach
Over 4,000 Displays Covering 7 counties. Reaches 91% Population Weekly (463.5 MM Impressions)

Digital Impact - Dominant digital OOH provider with 58 roadway displays.
Reaches 89% of the DMA A18+ Population Weekly (95.4 MM Impressions) | 10 Mobile Billboards

Sa—— = - XL = ™ Vehicular Marketing - What are AD Trucks and

| j A e Where do they come from? - Trucks deliver 70-80% of all
ADTHUCKS can —— e goods in America. 15 million commercial trucks operate
throughout every corner of this country every minute of
the day delivering products to every conceivable kind of
business. They cover nearly 600 billion miles and trans-
port over $900 billion worth of manufacturing and retail
goods a year.

= B s v
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R——

We drive next to them on freeways and see them parked
at the mini malls, fast food chains, retail outlets, clothing
and furniture stores, Walgreens and 77-11s. They are
working 8-12 hours a day 5-6 days a week, making 10 -15
stops in a typical days run. The majority of these trucks
are basic white or bear a simple fleet emblem. The re-
markable thing for the AD world is that many thousands
of these third party vendors are now open to promoting
the very Brands whose products they drop off each day,
adding a new fluid dimension to the advertising indus-

4 AD TRUCKS are Working — LTS o try. That's the powerful option the Advertising World is
. 9-6 Days aWeek. . = — o . now becoming aware of.

"j 8-10 Hours a Day. - w—d We'll Supply tiTes L] A Recent WARC Study finds that adding OOH

: LAD The MAB}(ET I{ to other media can increase Reach up to 300%.
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Our MOBILE UNIVERSE e
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Proximity

Marketing Campaign

OUR MOBILE UNIVERSE — THE END
Brought to You by Daniel Sage & MoblleADMarketmg com

MOBILE Media:
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Brought to You by MoblleADMarketlng com
Largest Mobile Inventory in America. 300,000 Ad Vehicular Spaces - Coast to Coast.
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Put Your Marketing
er TTN ‘ - Where The People ARE.
Flee l( )Wll CWs. wiransport Topics AD TRUCKS to Your MEDIA MIX!
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