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Facebook Will Thrive in Mobile Ad Space, but Will Not Dominate 
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Summary of Findings 

 Facebook Inc.’s (FB) extensive targeting capabilities, its status as 

the social identity for consumers, and the sheer volume of its users 

will help it claim a leading share of mobile advertising dollars. 

 Facebook’s new mobile ad exchange, Facebook Audience Network, 

will be popular and could reap major rewards, allowing advertisers 

to serve highly targeted ads to third-party apps. 

 However, Facebook will encounter significant hurdles to become 

the dominant mobile ad platform, including competition from 

Google Inc. (GOOG) and Twitter Inc. (TWTR), uneven results with 

some age groups and a poor fit with some advertisers. 

 The cost of advertising on Facebook is escalating, especially for 

brands that now must pay to get content into a user’s News Feed. 

Cost-per-click and cost-per-engagement of Facebook ads also is 

rising. 

 Facebook’s new autoplay video ads, which require a minimum 

commitment of $1 million per day according to one source, could 

be too pricey for all but the biggest brand advertisers, and could 

irritate consumers. Autoplay ads on other sites have not led to 

higher user engagement, according to another source. 

 Brand dollars will flow into social media only when major ad 

agencies embrace the predictive analytics that can drive powerful 

results, according to one source, who said his firm’s algorithms 

have led to click-through rates on ads as high as 25% on Facebook 

and 40% on Twitter. 
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Research Question: 

Will Facebook become the go-to platform for mobile advertisers? 

Silo Summaries 

1) Large Ad Agencies 
One source says Facebook already is the leading 

platform in mobile advertising, while a second says the 

company is in a strong position to claim that spot. The 

third source, however, said that while Facebook’s share 

of mobile advertising should grow, the platform is 

getting only a small slice of those dollars. Brand 

advertisers, more than direct response ads, will drive 

the growth of Facebook’s mobile revenue. Cost-per-click 

and cost-per-engagement is escalating for Facebook 

ads. Facebook’s new autoplay video ads are too 

expensive for all but the biggest budget advertisers. 

Facebook Audience Network could be a significant 

winner. 

 

2 Small and Midsize Digital Ad Firms 
Facebook likely will not be the single dominant force in 

mobile advertising. One source reported more 

consistent results with Google, especially for small- and 

medium-sized businesses, while another has earned 

better ROI from Twitter. Two sources said autoplay 

video ads will have trouble gaining significant traction 

for Facebook, partly because of their high price. The 

company’s new mobile ad exchange will reap major 

rewards.  

 

3 Facebook Preferred Marketing Developers 
None of the three sources see Facebook as the clear-

cut winner in mobile advertising, with two suggesting 

that Google has as good or better a mobile platform 

and the third saying Twitter will provide the stiffest 

challenge. One said the use of predictive algorithms can 

produce shockingly high click-through rates on 

Facebook, but thinks the reluctance of ad agencies to 

emphasize such technology over creativity will keep ad 

dollars from flowing into social media. All three sources 

think advertisers will be excited about Facebook’s new 

autoplay video ads, but one said such ads could anger 

consumers with mobile data plan limits. 

 

4) Industry Specialists 
Only one of six sources believes Facebook will ascend 

to a dominant position in mobile advertising. The 

platform will be held back by competition from Google 

and Twitter and poor traction for Facebook ads with 

certain age groups. The source most bullish on 

Facebook said its new autoplay video ads will be a huge 

revenue generator, but three other sources think such 

ads will have more tepid results because they will 

irritate users and hog bandwidth. Two sources believe 

the Facebook Audience Network will be a hit with 

advertisers. 

. 

 

mailto:sa@blueshiftideas.com
https://www.facebook.com/
https://www.facebook.com/business/news/audience-network
https://www.google.com/
https://twitter.com/
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Background 

Facebook Inc.’s clout as a mobile platform continues to grow, with the company hitting several milestones in Q1 2014. The 

social media giant surpassed 1 billion monthly active users on mobile devices, with almost 55% of daily active users 

connecting via mobile devices. Mobile accounted for 59% of Facebook’s advertising revenue during the quarter, up from 

30% a year earlier. 

 

Facebook’s share of global mobile advertising revenue grew to 17.5% in 2013 from under 6% the year before, as reported 

by eMarketer. Google remains king, with an estimated 50% share, but eMarketer projects the gap between the two will 

narrow in 2014. The next closest competitors, Twitter and Pandora Media, Inc. (P), each with less than 2.5% market share 

last year. 

 

The shift to mobile benefits Facebook’s price per ad displayed, which increased 118% year to year during Q1 2014. 

Consumers accessing Facebook via mobile devices see only News Feed ads rather than right-hand column ads, and News 

Feed ads have significantly higher engagement, click through rates and price per ad. 

 

Facebook is testing autoplay video ads, which begin playing as soon as a user scrolls past it in the News Feed. There is hot 

competition among platforms for video ad capabilities, but there is concern regarding consumer reaction to ads that start 

playing automatically.  

 

The company also is rolling out a mobile advertising network, Facebook Audience Network, which will use the company’s 

tremendous targeting capabilities to deliver online advertisements directly to third-party mobile software apps operating 

outside of Facebook. This could allow Facebook to show fewer ads on its own platform while making money off ads that are 

displayed elsewhere. 

 

Blueshift’s July 2013 FB report showed Facebook enjoying its lead in the growing social media landscape, even as 

advertisers strategically allocate dollars to multiple industry players. Social media advertising is viewed, and increasingly 

used, as complementary to traditional advertising. Facebook Exchange (FBX) was the company’s best ad feature, and most 

advertisers continued to commit and add to FBX budgets because of the ROI. 

 

Current Research 
In this next study, Blueshift Research explored whether Facebook is in position to become the dominant platform in mobile 

advertising. We employed our pattern mining approach to establish five independent silos, comprising 16 primary sources 

and eight secondary sources focused on Facebook’s mobile advertising business and autoplay video ads:  

1) Large Ad Agencies  (3) 

2) Small and Midsize Digital Ad Firms  (4) 

3) Facebook Preferred Marketing Developers  (3) 

4) Industry Specialists  (6) 

5) Secondary sources (8) 

 

 

Next Steps 

For its next report, Blueshift Research will follow up on the rollout of autoplay video ads and the Facebook Audience Network 

to gauge whether either innovation is gaining traction with advertisers. We will examine how Facebook might be affected by a 

trend away from mobile-only ad networks and towards cross-platform networks. Finally, we will examine areas where 

Facebook can use its clout, such as mobile transactions, to cut into the share of competitors like Google and Apple Inc. 

(AAPL). 

 

 

 

http://www.emarketer.com/Article/Driven-by-Facebook-Google-Mobile-Ad-Market-Soars-10537-2013/1010690
http://www.pandora.com/
http://marketrealist.com/2014/05/facebooks-growth-driven-ad-pricing-increase/
http://blueshiftideas.com/reports/071303BrandAdvertisersSupportFacebookAsSocialMediaExpands.pdf
http://techcrunch.com/2012/06/13/facebook-exchange/
http://www.apple.com/
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Silos 

 

1) Large Ad Agencies 
One of three sources representing large marketing operations believes Facebook already is the leading platform in mobile 

advertising, while a second says the company is in a strong position to claim that spot, citing its growing ability to link 

between web pages and apps and the sheer number of its users. The third source, however, said that while Facebook’s share 

of mobile advertising should grow, the platform is getting only a small slice of those dollars. One agency source thinks brand 

advertisers, more than direct response ads, will drive the growth of Facebook’s mobile revenue, while another thinks app 

developers will invest heavily in Facebook ads. Cost-per-click and cost-per-engagement is escalating for Facebook ads, but 

still remains less expensive than many alternatives, according to one source. Two sources said Facebook’s new autoplay 

video ads are too expensive for all but the biggest budget advertisers, and a third said autoplay video ads on other sites have 

returned uneven results. All three agree that the Facebook Audience Network could be a significant winner. 

 

 

KEY SILO FINDINGS 
Mobile Spending 

- 2 of 3 think Facebook is or will be the go-to platform for mobile advertising. 

- 1 said Facebook’s share of digital ad spending is rising slower than mobile ad growth. 

Ad Pricing/Performance 

- 1 said cost-per-click and cost-per-engagement on Facebook is rising, but still is less expensive than other display and 

mobile ad options. 

- 1 said brand advertisers with big budgets will drive the growth of Facebook’s mobile ad revenue. 

New Products 

- 2 of 3 believe Facebook’s new autoplay video ads are too expensive for all but the biggest advertisers. 

- 1 said results of autoplay video ads on other sites have been less than stellar. 

- 3 agree that the Facebook Audience Network has significant potential. 

 

 

1. Social and digital executive, regional and global accounts  

Facebook has a real opportunity to build the dominant platform for mobile advertising. Its acquisition of the Parse 

platform for mobile app development and its new open-source initiative App Links will create a bridge for more seamless 

advertising between web pages and apps, a method of deep linking that will challenge Google, Microsoft Corp. and Apple 

in the mobile space. In addition, the Facebook Audience Network will be revolutionary in shifting mobile ad dollars to 

Facebook. Facebook’s autoplay video ads are very expensive, and evidence from other sites suggests such ads have 

questionable utility. 

Mobile Spending 

 “There were some interesting things which came out of the recent F8 conference, which was very mobile-focused, 

and I think [Facebook] put up a strong case for owning the space for advertising.” 

 “The thing which they’re looking to jump ahead with is their Parse platform acquisition. They’re really tapping into the 

insight that the mobile ecosystems are very siloed by operating system, and even within an operating system, the 

app environment is very difficult to move people in and out of. So unless you’re one of the top 100 or 200 apps on 

the market, and one of the 40-plus apps on somebody’s phone, the chances are you’re likely not opened often, and 

it’s very difficult to move somebody from one place to another—either app to app, or app to mobile web, or mobile 

web to an app particularly, in a deep link.”  

 “What Facebook positioned themselves as [at F8] is the ‘unity platform’ I think they called it, to allow messaging in a 

variety of ways to the mobile user, to either get them to install your app or to engage with your mobile web content.” 

 “With 1 billion-plus apps that they claim have used these Facebook log-on capabilities, they seem to know where to 

find you. And because of the high frequency of people enabling push messages to their phone or having banners 

enabled within apps—because they’re free—or using native type of ad units within particular new apps that are using 

https://parse.com/
http://applinks.org/
http://www.microsoft.com/en-us/default.aspx
http://mashable.com/2014/04/30/facebook-f8-everything-you-need-to-know/
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that as a capability, [advertisers] have an ability to reach the user with quick messaging to disrupt and engage into 

other things of context.” 

 “I think Facebook’s App Links open source project is one of those things that’s going to be the Trojan horse for them, 

to eliminate the threat of a Google or a Microsoft or an Apple way of deep linking. By making it open source, I think 

they’ll take advantage of the identity capabilities they have, be able to tap into the technical capabilities they have, 

and then ultimately have people turn to them for advertising as the follow-up. So I think they have a strong case for 

building [the dominant mobile ad platform] in the future.” 

 “Apple has had push-back on the cost of running iAds. But like Facebook and Google, they have strong identity 

credentials, and are more advanced on mobile payment. With iBeacon upcoming, I think the ability to handle 

transactions over mobile will be a strong competitive advantage [for Apple], and Facebook doesn’t have that 

transaction piece yet. Google is pushing hard for it as well.” 

 “I think that mobile transaction space for the proximity conversion that you 

want to have is going to be important. The iTunes credit card on file is really 

important.”  

 “[Where mobile ad dollars are spent] depends on what the goal is for the 

campaign. If it’s a client that’s more geared to physical location, for 

customers that have purchase intent and they’re trying to figure out hours, 

location—that directory type information is really important, and Google is 

getting all those dollars. But for clients where it’s more of a CRM play, 

where there’s an existing relationship and [the client] is looking at loyalty or 

reactivation or re-targeting, then I’m finding that Facebook is most 

effective.” 

 “It’s getting harder to say what a mobile budget is now, because they’re 

often not explicitly a mobile-first campaign, but a mobile-optimized 

campaign, that are run through a variety of platforms, and so there’s a lot 

of mobile buying that’s not getting counted [within the larger ecosystem of 

a campaign]. Whether it’s the Twitter ad that’s targeted towards iOS or the 

Facebook ad that’s targeted towards a mobile or tablet user. … I think it’s 

not getting counted real well, and so I think people are spending more on 

mobile than is actually being accounted for.” 

Ad Pricing/Performance 

 “What I’ve heard from other developers and advertisers like me is that you 

can buy less expensive mobile media [than Facebook], but the quality isn’t 

very good. For example, a campaign that I recently worked on, half of the 

audience that I bought in the media buy was outside of the country that I 

needed the people to be engaged with, so although my cost per acquisition 

was very low—below 50 cents—compared to Facebook’s $1.50, half of them 

I acquired were useless.” 

 “Facebook had a reputation for being pretty expensive, [but with the 

acquisition of Parse] they were pretty explicit about saying they’ve reduced 

rates significantly, and then I think the open-source contribution they’re 

making is changing things up a lot.” 

New Products  

 “I don’t have a program with that kind of budget right now [to test Facebook’s video ads]. Not many people do. But I 

would say that similar to Instagram or Tumblr, there’s lots of programs like that where autoplay is enabled, and you 

see high numbers of plays but you don’t see conversion happen after. So I’m not sure about that [autoplay] model.” 

 “Even with Instagram, I can’t say that’s a strong one. We’ve put things out there and [have] seen a high number of 

views and plays, but they’re not going all the way through or they’re not taking actions like we would expect at the 

end. We think that they never finished [watching the video ads] and I’m not sure what the metrics are going to be 

able to show for Facebook. It’s something you would expect.” 

 “The Facebook Audience Network targets mobile apps that have Facebook enabled for log-in, and with the targeting 

of affinities and demographics, then on top of that you have three types of ad units—the native, the banners and the 

push options to go within those apps. It’s a bridge between Facebook and those apps that people are using, where 

people are spending more time, and with better context.”  

I think Facebook’s App Links 

open source project is one of 

those things that’s going to be 

the Trojan horse for them, to 

eliminate the threat of a Google 

or a Microsoft or an Apple way 

of deep linking. … You can buy 

less expensive mobile media 

[than Facebook], but the 

quality isn’t very good. For 

example, a campaign that I 

recently worked on, half of the 

audience that I bought in the 

media buy was outside of the 

country that I needed the 

people to be engaged with, so 

although my cost per 

acquisition was very low—below 

50 cents—compared to 

Facebook’s $1.50, half of them 

I acquired were useless 

Social & Digital Executive 

Regional & Global Accounts 

http://yourstory.com/2014/05/facebook-f8/
http://adage.com/article/digital/apple-slashes-iad-pricing-mobile-ad-share-declines/232741/
http://www.ibeacon.com/what-is-ibeacon-a-guide-to-beacons/
http://www.instagram.com/
http://www.tumblr.com/
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 “If I’m trying to reach someone and they have high affinity to Huffington Post [AOL Inc./AOL]or to Spotify or Evernote 

[Corp.] or a Zynga [ZNGA] game, and they’re using the Facebook or Parse platforms, as most of the primary high-

scalable apps are, for me to reach them through push messaging or native or banners into those apps, then that’s a 

place where I can now look at a new channel for getting either re-activation or an awareness of my app or limited-

time messaging.” 

 “It’s going to get these top 100 apps out in the right context, and taking them out to the right experience, It’s a 

unique way that Facebook is going to gain some heavy mobile share outside of Facebook itself. I think it offers 

brands and publishers a way to tap into the already pretty steady behaviors which exist in mobile, by messaging me 

in a different way. In addition to long-form messaging and email, there’s this short-form awareness messaging 

through a Facebook ad platform, using those affinities.” 

 “I think quality is coming into play now. People have had experience with other mobile networks that are maybe 

lower quality or not as great targeting, and this open-source approach will help with reducing the pain on any costs 

you might have. Parse specifically has been expensive for app developers to use, but they’ve reduced their rates, so I 

think people will take a second look.” 

 

 

2. Group media director for a full-service agency with more than $1 billion in annual billings  

Facebook already is the go-to ad platform for this agency’s clients in the mobile space. The agency has seen a big shift in 

ad dollars moving towards Facebook and it expects this trend to continue for the rest of 2014. Facebook’s biggest source 

of growth in mobile likely will come from brand advertisers with big budgets. One area where Facebook could improve is 

in sharing more complete performance metrics. Facebook’s new mobile ad network is of greater interest right now than 

the new autoplay video product. 

 

Mobile Spending 

 “Facebook is definitely becoming the dominant platform, given how much time people spend on Facebook in general 

and then how much of that time is mobile, which is increasing. If I had to name a few of the top mobile destinations, I 

feel like Facebook would always be at the top of that list.” 

 “Google and YouTube are obviously big players as well, but a lot of it comes 

down to what kind of creative we have. For any kind of video creative we’d 

be using YouTube. Facebook has made strides in video of late, but for 

cases where we don’t have video, Facebook is one of the first places we 

look.”  

 “I have seen a pretty big shift in ad dollar allocations towards Facebook. We 

have some clients that maybe all they will do in the digital space is 

Facebook. There’s the thought from advertisers that if they can only be in 

one place because of budget constraints, Facebook is the place they can 

reach almost everybody and they can do this in a very engaged 

environment, with ads appearing right in the News Feed—in the stream of 

content—as opposed to just a banner ad, for example.” 

 “The social element of Facebook and the viral nature is also a huge plus—

the ability of users to like ads, share ads and comment. That extra level of 

interactivity is something that is more attractive in Facebook than some of 

the other platforms we look at.”  

 “For all of those reasons, we have seen the dollar allocation swinging more 

heavily in Facebook’s direction. This will probably continue [for the rest of 

2014] overall. Some of my clients are already doing enough with Facebook 

from an allocation perspective, but then some haven’t done much at all, so 

my guess is that on average, it will continue to trend that way [in 

Facebook’s favor]. I’m sure at some point we’ll reach the saturation point, 

just because I don’t know how much more room for growth Facebook has, 

but I don’t know that advertisers have fully caught up yet, so there’s more 

room for growth from a revenue perspective.”  

I have seen a pretty big shift in 

ad dollar allocations towards 

Facebook. We have some 

clients that maybe all they will 

do in the digital space is 

Facebook. There’s the thought 

from advertisers that if they 

can only be in one place 

because of budget constraints, 

Facebook is the place they can 

reach almost everybody and 

they can do this in a very 

engaged environment, with ads 

appearing right in the News 

Feed—in the stream of 

content—as opposed to just a 

banner ad. 

Group Media Director  

Full-service Agency 

http://www.huffingtonpost.com/
http://www.aol.com/
http://www.spotify.com/
https://evernote.com/
https://evernote.com/
http://zynga.com/
https://www.youtube.com/
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 “Mobile is definitely growing overall [for our clients]. It differs according to what target audience we’re going after for 

different campaigns, but almost across the board we’re seeing mobile usage increasing for consumers faster than 

any other type of media usage. There is still a big gap between the amount of time people spend on mobile devices 

and the amount of money advertisers spend in that environment, so it seems like there’s a ton of room for more 

growth in that direction.” 

 “My guess is that the biggest room for growth for Facebook is brand advertisers—the ones with the big budgets doing 

general brand advertising. I feel like the direct response has been part of Facebook for a while, thinking about the 

desktop experience, with the ads on the right-hand-side page. A lot of clients with smaller budgets have been doing 

that for a while. But now with the focus on mobile and with ads in the News Feed, I think direct response ads 

probably don’t fit that environment as well. So I’d say it’s the big brand advertisers who will end up spending more in 

that space, and they also have the bigger budgets.” 

 “[Facebook needs to share more] performance metrics. Not so much in the area of target audience, demographics 

and that sort of thing—they do well there. But, for example, for a long time they wouldn’t tell us the video completion 

rates, so if we were running a video spot, how many people were watching it all the way through. That’s a pretty 

standard metric that we can get from other video advertisers.” 

 “They’ve certainly made strides in that area, but have been less willing to share than some of our other partners. I 

think Facebook has a ton of metrics available, but they’re not always willing to share them. I feel like in many ways 

Facebook has been this kind of closed environment, and they don’t really share a lot of information with you, so from 

a service perspective there’s more they can do there that would make them a more attractive option.”  

Ad Pricing/Performance 

 “I don’t know that we’ve seen any major price increases [overall], but it varies so much [according to each client]. For 

some of my clients, for example, where we might have been slow to get into Facebook advertising, now that we’re 

committing bigger budgets to Facebook we’re seeing more favorable rates.”  

 “We’ve seen great performance [from Facebook mobile ads]. The performance we’re seeing in mobile versus 

desktop for Facebook has been quite a bit better for a while. That said, we also see that for other platforms as well. If 

we’re running the same ad on mobile and desktop, mobile will perform better. So it’s true on Facebook, but I don’t 

know whether I would see that more than other platforms.” 

New Products 

 “We’ve looked at [the new video ad product] a little bit. I think for most of my clients, we tend to prefer user-initiated 

over autoplay, so I personally don’t see that product as being super attractive in its current state. But I would imagine 

they’ll continue to refine it over time and eventually we’ll probably use it in some capacity.” 

 “I’m really interested [in Facebook’s new mobile ad network]. I think the amount of data they have and the accuracy 

of their data—not just demographics, but also ‘psychographics.’ They know what people like, are interested in, what 

their hobbies are and who their friends are. They have so much data that could inform advertising on other platforms 

too. It’s going to be interesting to see what they do with that.” 

 

 

3. Digital Marketing Manager for a full-service firm with more than $60 million in annual billings  

Less than 2% of digital marketing budgets are allocated toward Facebook ads right now, while mobile ad spending is as 

much as 40% of the total digital buy for some clients. Facebook’s share should rise as its analytical tools improve, but the 

platform needs to take care to avoid too many ads on mobile devices. Cost-per-click (CPC) and cost-per-engagement 

(CPE) has been rising on Facebook along with the site’s popularity, but remains less expensive than most display or 

mobile ad options. Autoplay video likely will appeal only to the biggest advertisers, but the Facebook Audience Network 

could be a big hit due to the volume of the social media site’s user data. 

Mobile Spending 

 “Mobile [spending] is growing at a faster pace than Facebook. For some of our clients, 30% to 40% of their total 

digital buy is in the mobile space. Primarily, these dollars are spent on in-app or mobile-web units.” 

 “Although we’ve seen great results from Facebook advertising, it appears to be growing at a much slower pace. I’d 

estimate only 1% to 2% of digital marketing budgets go into Facebook—this includes mobile and desktop ads.” 

 “We’d expect these numbers to continue to grow as Facebook adds more ROI tracking, including conversion tracking, 

app downloads, etc.” 
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 “App developers for sure [will spend more on Facebook mobile ads], as the mobile app download ads have proved 

themselves to be very effective. But we’ve used Facebook ads across the board for our clients, and [have] seen great 

results. I truly believe anyone marketing a product or service could benefit from advertising it on Facebook.” 

 “In some instances, we just don’t have the ability to make buys as it relates to Facebook ads. Many of our clients 

manage their social media efforts in-house, so although we often make 

recommendations for advertising on Facebook, we as the agency are often 

not the ones placing the buy.” 

 “I’m not sure clients are favoring standard mobile units over Facebook 

mobile units, but we don’t always have visibility into the social advertising 

portion of our client’s media investment.” 

 “In terms of mobile-web units, oftentimes mobile and display end up going 

hand-in-hand together. Our ad network partners will provide us with both 

mobile and display units as part of our buy. It’s not the most favorable 

option in my opinion as they’re typically the standard 300x50 units that 

aren’t the best use of mobile technology, but often come as a package with 

our online display buys.”  

 “As Facebook builds out its mobile platform, there is some risk that the 

network could become over saturated with ads because smartphone 

screens have hardly any real estate. One of the most important things for 

Facebook to become the go-to advertising platform is to make sure the 

experience is still enjoyable for its users in the long run.” 

 “For improvements {to make Facebook more attractive to mobile 

advertisers], this could even be as simple as publishing more materials 

about user experience and how to generate valuable, engaging content for 

native ads in order to avoid sales messaging and, frankly, ads that people 

don’t want to see. They have done a decent job of this so far, but as more 

mobile ads appear on the network, it will be crucial to teach advertisers how 

to best promote their product within a social environment, which is 

completely different than mobile advertising in the past.” 

Ad Pricing/Performance 

 “We’ve seen CPCs [vary] across the board and find that they are really 

dependent on the industry, ad unit and targeting you’re using. More 

branding-type, broader campaigns can actually run a higher CPC. But if you 

target too narrowly, you’re not reaching enough people and the frequency 

can actually hurt and drive your CPCs up. We’re constantly optimizing 

Facebook ad campaigns to find that sweet spot in the middle.” 

 “Because Facebook [has] actually shifted with many more ROI metrics, CPC is less important to us. We track based 

on the conversion metric we decide when we set up the ads—cost per event response, cost per download, etc.” 

 “Over the last two years, we have seen costs rise slightly, due to more and more advertisers using Facebook’s 

platform. But that being said, Facebook’s CPC and CPE is typically much less than display or mobile ad campaigns.” 

New Products 

 “It is important that Facebook needed to make these [autoplay video] ads begin muted, with sound being 

incorporated once the user engages. Facebook rolled-out all user videos to autoplay as well, which was a good move 

to get users accustomed to the feature before offering it to advertisers. Consumer reaction has been mixed so far—

some don’t mind, others find it extremely irritating.” 

 “Right now [autoplay video advertising] is just for larger advertisers that have large budgets—auto, movie 

productions—and can justify the price tag. Facebook can provide an extremely large number of impressions that 

would be appealing to larger advertisers, but isn’t cost effective for those without deep pockets.” 

 “FAN [Facebook Audience Network] is definitely going to provide additional value due to the sheer amount of data 

that is available to accurately target users. Facebook has more data on its users than other mobile ad networks, so 

the opportunity is huge.”  

 

 

 

As Facebook builds out its 

mobile platform, there is some 

risk that the network could 

become over saturated with 

ads because smartphone 

screens have hardly any real 

estate. One of the most 

important things for Facebook 

to become the go-to advertising 

platform is to make sure the 

experience is still enjoyable for 

its users in the long run. … FAN 

[Facebook Audience Network] 

is definitely going to provide 

additional value due to the 

sheer amount of data that is 

available to accurately target 

users. Facebook has more data 

on its users than other mobile 

ad networks, so the opportunity 

is huge. 

Digital Marketing Manager  

Full-service Ad Agency 
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2) Small and Midsize Digital Ad Firms 
All four sources agree that Facebook likely will not be the single dominant force in mobile advertising, with one source saying 

that the social media site is not an attractive mobile platform at all. One source reported more consistent results with Google, 

especially for small- and medium-sized businesses, while another has earned better ROI from Twitter. Two sources said 

autoplay video ads will have trouble gaining significant traction for Facebook, partly because of their high price. Three of the 

sources think the site’s new mobile ad exchange, Facebook Audience Network, will reap major rewards.  

 

 

KEY SILO FINDINGS 
Mobile Spending 

- 4 of 4 said Facebook will not dominate the mobile ad space in the next 1-2 years. 

- 1 does not consider Facebook ads an attractive mobile option. 

Ad Pricing/Performance 

- 1 said Google offers more consistent results across industries, especially for SMBs. 

- 1 reported that the price for Facebook mobile ads is increasing as the platform charges for almost all brand content. 

- 1 said Twitter offers better ROI than Facebook. 

New products 

- 2 are skeptical that autoplay video ads will be a big winner for Facebook, with one citing the high price. 

- 3 see significant potential for the Facebook Audience Network, with 1 noting it will take time to ramp up. 

 

 

1. Social media strategist and senior account executive for top-25 independent agency  

There is a shift in ad spending towards Facebook mobile, but it won’t top Google’s YouTube video ads in the next year or 

two because Facebook has a lot of work to do on its interface and is coming from so far behind. Analytics are one of 

Facebook’s biggest draws, offering advertisers a lot more opportunity to target, measure and justify mobile budgets. 

Pricing for mobile ads on Facebook is rising and will continue to do so in the coming year, particularly as brands now have 

to pay for posting almost all content to their followers. The new video ads are priced too high for this independent 

agency’s clients. The agency sees a lot of value in Facebook’s new mobile ad network.  

 

Mobile Spending 

 “Facebook started way behind Google in terms of its mobile offerings, but we’re seeing it [being] very aggressive 

now, and there will be more of a shift towards Facebook. They’re still a little bit behind though.” 

 “Facebook and YouTube video are the top in terms of social media for our clients. We’re using Facebook to extend 

the reach of what you have on YouTube. So Facebook is really the go-to app for that.” 

 “Purely by interface, Facebook has a lot of legwork to do. Google has been dominant in the category for so long, so 

[Facebook taking first place] is not going to happen any time soon—and soon in tech years is a year or two.” 

 “They’ve got a lot of hill to climb in the category [to get to No. 1], but I think for brands who are willing to tap into the 

power of Facebook by telling a compelling brand story and offering cool things like apps that aren’t ‘spammy,’ the 

more that they clean up their garden, the more people will continue to respond positively, whether it’s sponsoring 

web referrals or app installations. The more Facebook streamlines [mobile] and makes it easier for good brands to 

do good things, there’s no reason that it can’t keep growing.” 

 “In terms of brands doing it right [on Facebook mobile], Starbucks is definitely one that always comes to mind. 

They’re at the forefront. Keep in mind that in the independent agency realm, we don’t always have the flexibility of 

some of the giant blue chip advertisers with big budgets. It’s the giant brands with the bulk of ad dollars that are 

willing to be progressive in the mobile category and social media category.” 

 “When we place ad dollars, the budget is always scheduled to go out on desktop, tablet and mobile [simultaneously]. 

So if we’re putting $10,000 against a profile promotion and $5,000 against content sponsorship, all of that is rolling 

out on all three devices. It’s one and the same—our social budget is our mobile budget. The Facebook auto algorithm 

serves it up to whoever will best fit our targeting category.” 
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 “Budgets allocated to mobile are going to continue to grow, as they have done over the last year. More and more 

people are going with mobile-first campaigns, but when you look at the divide within social platforms, you’ll start to 

see the Facebook number come down slowly as Twitter and Instagram and others get bigger play.” 

  “I’m seeing—as far as social platforms go—around 75% to 80% of our clients’ social budgets go on Facebook, and 

then the rest spread out between Google AdWords for YouTube videos and Twitter. We’re starting to see the 

Facebook number come down a little bit now to make room for Twitter, but Facebook has the numbers, the majority 

of the people, and they’re getting so much better at their targeting—behavioral, interface. You can get so granular 

and more personalized with your messaging, and independent agencies are taking advantage of that.”  

 “In addition, the clients themselves are more familiar with Facebook, so they’re more comfortable spending money 

on it versus the newer platforms. It’s easier to sell Facebook because many of the people making the decisions on 

the marketing teams are familiar with Facebook because they use it. So there’s a bit of tech literacy that we have to 

battle [with the newer platforms like Instagram].” 

 “Analytics are a big plus with Facebook. We get a lot more analytics in terms of who is interacting and engaging with 

our content. We can see age, sex, location, whereas on Google you get a report on views and maybe location, but not 

much more. It’s much easier to prove and explain your results with Facebook.” 

 “For Facebook we’re seeing dollars go up, and a big part of that is the fact that Facebook is essentially killing organic 

reach. You have all these brands hooked on using Facebook over the last few years and now—depending on what 

reports you read—only between 1% to 2% of anything that a brand posts on Facebook will actually get served up [for 

free] when people like their page.” 

 “It’s getting to the point where you have to [pay to] promote your post for 

anyone to see it. That in itself will be a big cause for more spending on 

Facebook. If you’re going to pay to promote your posts, you want to make 

damn sure you’re putting it in front of the right audience, in front of the 

people that matter, and as long as Facebook keeps [providing the right 

metrics], companies won’t mind putting dollars towards [promotional 

posts].” 

Ad Pricing/Performance 

 “I’ve seen a little bit of a spike in [CPC] rates [for Facebook ads]. Pages that 

I manage where I could get a ‘Like’ for 36 cents, I’m now paying 50 cents. 

And that could be any number of things, but I think that slowly it’s going to 

become more expensive, because it is such a wonderful service compared 

to the wild west of Google AdWords, in terms of actually seeing and 

connecting with users and having that two-way conversation. Facebook is 

well aware that it has a premium product, and I think that it will continue to 

get more expensive, just ever so slightly, over the next year.” 

 “I think [pricing] has a lot to do with the ‘virality’ of whatever the sponsored 

story is—whatever photo or video or status update you’re promoting. It 

depends on how rich your content is. If you have Shaquille O’Neal drinking a 

coffee with Axl Rose at Starbucks, that’s viral and the cost per-click is going 

to be virtually nothing. [On the other hand], a ‘click here to buy this piece of 

clothing’ ad will cost more. So the answer to that question fluctuates, but 

the call-to-action stuff will generally be more expensive because it’s more 

marketing heavy and less engaging.” 

 “[Facebook] is a little more expensive, but I do see a higher action rate, 

especially if you have good content.” 

New Products 

 “They are being real careful about how they’re rolling [autoplay video ads] out, very selective, and as I understand it, 

they’re requiring that if you want to do a video ad it’s a minimum million-dollar spend per day if you want to do a 

promotion.” 

 “They’re charging a premium to even have that opportunity, and that budget’s a little out of our range right now. But 

I’m intrigued to see how that pans out. Most people are going to want a lot more insights into and control over their 

video content if Facebook is charging those rates.” 

 “Facebook is being so careful with their video ads because they don’t want to push people away. The brands that 

have been let in [for early testing] have had to have a certain look and feel. [It’s in line with their approach to] 

More and more people are 

going with mobile-first 

campaigns, but when you look 

at the divide within social 

platforms, you’ll start to see the 

Facebook number come down 

slowly as Twitter and Instagram 

and others get bigger play. … 

They are being real careful 

about how they’re rolling 

[autoplay video ads] out, very 

selective, and as I understand 

it, they’re requiring that if you 

want to do a video ad it’s a 

minimum million-dollar spend 

per day if you want to do a 

promotion. 

Social Media Strategist & Sr. Account 

Executive, Top-25 Independent Agency 
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sponsored posts, where you can’t have any more than 20% of copy on a sponsored post, because they want it to feel 

organic with actual content—not ‘spammy.’”  

 “I think [Facebook Audience Network] does provide extra value. My mantra when it comes to giving social strategy 

advice is to always play by the network’s rules. And that has always been especially true with Facebook. So the more 

you use Facebook things and the more that you play by their rules—no matter how much you don’t like it—the more 

they will reward you. Using their networks is like buying the same brand parts for a car. They have total control and 

they have no reason for not rewarding you for using their own products.” 

 “It bothers people [to have their Facebook data used elsewhere] but at this point—tough. I think with the NSA leaks 

and cookie re-targeting, the general populous of the world has caught on that all your data is being used, tracked, 

shared and sold. There’s not a whole lot of confusion there.” 

 “I don’t think people are happy about it, but with every platform change that I’ve seen over the past five years, 

people are mad about it for about a week, and then they continue on their merry way because they like the product 

better than they like the trade-off.”  

 “At Facebook’s recent conference, one of the things they talked about was the anonymous log-in option. So anyone 

who wants to test an app, you can log in anonymously, where you can use your information but not have it stored. So 

I think Facebook is doing things like this to address [privacy concerns] and make people feel those warm and fuzzies 

a little more.” 

 

 

2. Media director for a digital ad agency  

Facebook won’t become the go-to ad platform for mobile in the next year or two. It will take some time for its new mobile 

ad network to ramp up and assemble sellable inventory. Ad networks like Millennial Media Inc. (MM) and Google’s AdMob 

have an early start on Facebook Audience Network. The cross-platform offering from Conversant Inc. (CNVR) represents a 

bigger trend—the move away from mobile-only ad networks—which also may be a challenge for Facebook in the mobile 

space. The efficiency of mobile ad spending still lags desktop advertising, but the gap is closing. 

 

Mobile Spending 

 “I wouldn’t go that far [as to suggest Facebook will become the go-to ad platform for mobile]. I think they will become 

a player in the space, but they’re not going to be this huge, dominant force under which everyone else lives in their 

shadow. I think it will take a while for them to ramp up.” 

 “It’s going to take a while for Facebook to compete. They’ve got a strong differentiation, a license to move fast and 

jump into the top of the consideration list, so they will do well, but I don’t see them just stepping in and taking over 

just because they’ve decided to create this [new mobile ad] network.” 

 “There have been a few mobile ad networks that have got a much earlier 

start. Millennial Media is one of these. They’ve been around for a long time, 

they’ve got a huge footprint and they can aggregate a lot of impressions. 

Then there’s Google, who bought an ad network called AdMob, and there’s 

Greystripe, which was acquired by ValueClick, and which is now part of a 

bigger network called Conversant.”  

 “[Conversant] represents one of the trends we’re seeing, which is cross-

platform or cross-device opportunities. When they come to media buyers 

like myself, what they’re selling is how people bounce from a mobile 

platform to a desktop and back again. They’re selling ad space across these 

platforms and that’s a growing trend.” 

 “It’s something that Facebook may be well positioned to take advantage of, at least in their own walled garden, but 

for the mobile network, I don’t know if they’re going to be able to tie those things together as elegantly.” 

 “But that’s a bigger trend we’re seeing—mobile-only networks are getting gobbled up and being incorporated into 

larger entities. I don’t know that there’s going to be the same kind of demand for mobile-only ad network players.” 

 “[Allocating ad dollars] kind of gets down to individual cases very quickly. It depends on the marketer and their goals, 

and how they measure the dollars they put in market. A rule of thumb would be 5% and upwards of 30% of a given 

marketer’s inventory may be coming from Facebook. Some of that may be buying from Facebook directly; some of it 

I think they will become a 

player in the space, but they’re 

not going to be this huge, 

dominant force under which 

everyone else lives in their 

shadow. 

Media Director, Digital Ad Agency 

http://www.millennialmedia.com/
http://www.google.com/ads/admob/
http://www.conversantmedia.com/
http://www.conversantmedia.com/greystripe/
http://www.conversantmedia.com/valueclick/
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they may be buying through another technology platform like a DSP [demand-side platform]. That would be desktop 

and mobile together.” 

 “We see a steady—not aggressive, but steady—growth, year over year [in mobile ad spending]. More and more dollars 

are going towards mobile inventory. What we’re trying to do with a lot of our ad dollars is not create a separate media 

recommendation just for mobile. It has to hang together as one cohesive piece, and so we’re starting to see mobile 

inventory start to marry itself to desktop inventory like in the example with Conversant.” 

Ad Pricing/Performance 

 “I don’t know if I’d recognize any trends specific to Facebook mobile ROI, because we look at Facebook as an 

aggregated whole. The ROI if you look in more general terms at mobile investments versus desktop investments, for 

marketers bent on direct response—using dollars to acquire new customers in a pretty regimented way—mobile is 

still a challenge in terms of its relative efficiency compared to desktop. But I see that gap closing.”  

 “The acquisition numbers or efficiencies you create with mobile investments is starting to approach or match what 

we can do with desktop. Part of what’s driving that is the more inventory that’s out there, the more scale that we 

have, then the lower those individual ads are going to cost. So we’re seeing the cost delta start to collapse.”  

 “Two years ago, buying impressions on mobile devices was a very different sort of exercise. The CPMs [cost per 

thousand views] that you would pay for those mobile ads were significantly higher than what you would pay to reach 

a similar audience through desktop.” 

 “The distribution footprint of things like smartphones that were capable of 

delivering anything other than the absolute worst user experience was 

small. Now, the ubiquity of smartphones that can deliver these kinds of 

user experiences that include marketing and advertising has created a lot 

more inventory, which has brought the prices down.” 

 “The other major factor is that marketers in particular are starting to design 

acquisition experiences for mobile as well as for desktop. So it’s starting to 

improve the conversion rates.” 

New Products 

 “Media buyers—folks that are in charge of paid media budgets for your 

standard marketing practice and not social media specialists necessarily—

are going to take a wait-and-see approach in terms of how they develop the 

inventory [for Facebook’s new mobile ad network]. They’re going to test it 

like anything else.” 

 “For a client that has a direct response intention for their dollars, they’re 

going to try it out like everything else, and if it doesn’t perform, they’re going 

to let it develop further then test again. But they’re not going to continue to 

put money into it [if it doesn’t perform].”  

 “It’s going to take a while for [Facebook] to assemble the inventory [for 

Facebook Audience Network]. If I understand this correctly, they’ve announced it at F8, they’ve made the SDK 

[software development kit] available to developers, so the developers are going to have to adopt whatever kind of 

programming needs to be baked into the application they’ve made—and then offer that up to Facebook, and then 

through all of those updates or fresh downloads of the apps, then you’ve got people installing this thing, and now 

you’re starting to assemble impressions that can be sold on a network basis.” 

 “That’s not going to happen overnight. Again, given Facebook’s scale, it will probably happen quickly. As I understand 

it’s still in beta and it will take them a while to ramp up the volume of impressions they actually have to sell to 

advertisers.” 

 “There’s a lot of overlap and crossover [between total media buy and social media campaigns], and that’s generating 

a certain amount of confusion. But when you think about Facebook as a source of advertising inventory, you’re either 

looking at it because you’ve got a social marketing presence and you’re trying to use paid dollars to get some 

traction, some scale to the social marketing stuff that you’re already doing, or you’re looking at it as just another 

source of inventory that you might get from your standard ad network or DSP, or any other place where you’re going 

to find access to audiences.” 

 “The fact that they’re on Facebook isn’t necessarily germane to what you’re advertising. In my mind there is a 

division of labor there. One is concerned with how you leverage Facebook as a marketing vehicle, and the other is 

just, ‘I need access to audiences.’ I think the play for a mobile network from Facebook speaks to the latter—access to 

The acquisition numbers or 

efficiencies you create with 

mobile investments is starting 
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audiences with massive scale. It gives them license to start off in a pretty big way, versus just another mobile ad 

network starting from scratch.”  

 

 

3. Marketing VP for a digital advertising agency  

This agency spends most of its budget on social media and is ramping up its mobile spending this year, but does not 

consider sponsored posts in a Facebook News Feed as an attractive mobile advertising platform. The agency is seeing 

better ROI from Twitter advertising than from Facebook, as it looks for engagement between advertisers and customers 

rather than just serving ads. Location-based platforms like iBeacon could be appealing. She does not see a strong case 

for video ads on Facebook.  

Mobile Spending 

 “This is the year we are pushing into mobile and have added staff to grow mobile in 2014.” 

 “Our budgets are increasing 30% to 40% for digital and most of that is spent on social [media]. We are looking for 

compatible mobile experiences and will be spending in mobile, but a very small percentage of our overall budgets.” 

 “Our healthcare, financial and retail clients are evaluating their strategies. 

We have been looking into different mobile platforms but believe right now 

that mobile is still in its infancy. There are a million mobile apps, but I don’t 

believe that the advertising model on mobile is a one size fits all.” 

 “I just returned from a mobile marketing network event and questions 

remain about measurement and analytics. We want to interact with the 

clients in a meaningful way, not serve them an ad on their mobile device.” 

Ad Pricing/Performance 

 “We’re actually getting more ROI from Twitter than from Facebook right 

now.” 

 “This is the year of mobile, especially now that data plans are allowing you to get data on-the-go, but mobile remains 

very disconnected from the rest of the digital experience and so we are stepping gingerly into this arena.” 

 “We are looking at brand experience and although most people now access Facebook on mobile devices, it is not an 

advertising model. You see the sponsored posts in the News Feed but we don’t think of Facebook as a mobile 

advertising platform.” 

 “For us, mobile is about where [it makes] sense to interact with your customers on-the-go rather than having an app 

for an advertisement or sponsoring a post.” 

 “We are looking at proximity mobile solutions such as iBeacon that had a big impact during the Super Bowl in getting 

users to opt in and then directed them to areas or products they were interested in as they experienced the event. 

We’ve heard from others that this has been a positive experience for the advertiser and the user.” 

New Products  

 “We have not looked into [Facebook’s] autoplay video ads. Most of our budget is spent on content creation for 

Facebook amplification.” 

 “Video is attractive, but we have not found Facebook’s video offering compelling for the types of advertisers we 

represent.”  

 

 

4. Strategist and account manager for RYP Marketing, an online marketing agency  

Advertising with Google delivers more consistent results and is more effective for small- and medium-sized businesses 

than Facebook, and the growth of mobile traffic is not changing that calculus. Facebook is great for content marketing 

and brand building, but its lead generation results have diminished over the past year as its advertising options have 

become more complex. Facebook is well-positioned to capitalize on the growth of video advertising, but that does not 

ensure it will do so.  

Mobile Spending 

We’re actually getting more ROI 

from Twitter than from 

Facebook right now. 

Marketing VP  

Digital Advertising Agency 
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 “We don’t treat mobile as a separate channel. Everybody’s talking about mobile, mobile, mobile, but we deal with 

mobile the same way we deal with desktop. We use the same ad platforms to reach both mobile and desktop 

[users]. Based on the particular client and what’s performing best, we can segment the dollars out by device.” 

 “If we’re running a call center [ad campaign], we might do a mobile click-to-call campaign and we may have little to 

no desktop exposure for that client, or maybe for a restaurant, something that for obvious reasons works better on 

mobile.” 

 “Something that’s B2B or e-commerce usually performs better on desktop and we would typically avoid mobile.”  

 “Our clients don’t typically have separate mobile versus desktop budgets. They just say, ‘We have a budget. Do what 

you need to do with it, whether it’s desktop or mobile, to get us phone calls, traction, whatever we’re trying to do.’” 

 “As far as the role that mobile is gaining [in advertising], it does vary by industry. Most of our clients are experiencing 

somewhere between maybe 20% to 40% mobile traffic on their websites, and that’s growing. Others are at 50% or 

higher. Probably 30% to 40% is where most of them are. The ones that are below that are typically B2B or e-

commerce, where we’ve been avoiding the mobile traffic because it doesn’t perform as well.”  

 “We’re seeing a third to a half of web traffic is mobile. Two years ago, we had clients that were looking at 10% mobile 

traffic. I think it’s going to continue to grow. I don’t see that leveling out. I think a year from now we’re going to be at 

50% in some industries, with some being even higher.” 

 “Where mobile [advertising] doesn’t work is typically B2B, anything that’s a 

longer decision-making process where you have to read a lot of information. 

Typically, mobile visits are something that’s done on the fly. Mobile works 

very well with anything that’s hospitality or entertainment oriented, tourism 

or travel oriented. Restaurants, for example, should be seeing good success 

with mobile campaigns, or anything that the consumers walk in the door of 

on an on-demand basis when they’re out and about and decide to do 

something—a movie theatre, restaurant, trying to find the closest Redbox 

[movie rental kiosk].” 

Ad Pricing/Performance 

 “When it comes to digital advertising, Google is still the standard for quality 

and usability. It’s SMB [small and medium-sized business] friendly, and 

we’re a company that works mostly with SMBs.” 

 “I see Facebook as a potential challenger [to Google] but only that—a 

challenger. By and large, they have yet to prove that they can be as effective 

in as many situations or for as many industries as Google has.” 

 “As a general rule of thumb, Google is more consistent across different 

industries in bringing us better results than Facebook, be it mobile or 

desktop. There are exceptions to that but three times out of four or even 

nine times out of 10, if the desired action is some type of direct marketing—

a transaction or a lead or a phone call—we’re better off with Google.” 

 “If the desired action is just a view of our content or a view of a company 

name, Facebook is much cheaper. But if the results are ROI-driven, we’re 

going to use Google every time.” 

 “The growth of mobile just accelerates mobile traffic for both platforms and 

diminishes desktop traffic. It doesn’t change [the underlying issues] with 

Facebook’s quality and their targeting issues, where I think Google has 

beaten them.” 

 “I used to be a big proponent of Facebook ads, but in the last year, we’ve 

seen at best very mixed results or often very disappointing results with Facebook ads when it comes to lead 

generation. Some of these same clients that have failed on Facebook ads in the last year had been successful in 

prior years.” 

 “Recently, Facebook has undergone some changes. Their advertising tools have become much more complex and at 

least for us, it remains to be seen whether those changes will bring more success.” 

 “Facebook continues to be a highly effective platform for building an audience, for engaging an audience and for 

really just having exposure and pushing your content and brand out there, whether it’s B2B or B2C.” 
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 “I think B2B has become more challenging recently on Facebook because it seems the targeting, when you need to 

hit a fine B2B persona, is not as accurate as it used to be. But I think it’s still a great platform for content marketing 

and brand building, even if we’ve seen some diminished results in lead generation.” 

 “As far as engaging an audience, the trick there is using the Facebook promoted post because of how they’ve 

changed their system for brand pages.” 

 “Facebook needs to be able to refine their targeting [to become to the go-to platform for mobile] and they need to be 

able to deal with the spam-type issues that are occurring. There have been a lot of questions that have been raised 

about the legitimacy of the paid ‘Likes’ advertising on Facebook. They need to take some steps to cut down on 

fraudulent profiles that customers are being billed for. You don’t want a bunch of spam profiles when you’re paying 

for ‘Likes.’ You need your target audience.” 

 “I feel like [Facebook executives] know what they’re doing. They’re sharp people and have built one of the most 

successful technology companies on the face of the Earth. But I think the verdict is still  out on whether they can deal 

with some of the quality issues with those clicks. Until that’s dealt with—and when that will be, we don’t know—the 

jury is still out on some of the uses of their advertising.” 

 “Outside of Facebook, the other platform we use extensively to target 

mobile users is the other 800-lb. gorilla in the room, Google. A lot of people 

when they think of Google think of search, but Google Ads has a couple of 

products that run on mobile—search ads, display ads and Google 

Shopping.” 

 “A huge thing that’s really hot right now is re-targeting. The major players 

there are Google and AdRoll. These platforms are not mobile exclusive but 

both run on mobile. Another one that is really the new kid on the block, 

another self-serve platform, is Yahoo! Inc.’s [YHOO] new mobile 

marketplace.” 

New Products 

 “The more options you can give an advertiser, the better, because what 

works for one advertiser with their KPIs [key performance indicators], may 

be different for another and what works for one vertical may not work for 

another.” 

 “I would say absolutely, autoplay video ads on Facebook [will be attractive 

to some advertisers]. Maybe it ticks off some consumers, maybe it works for 

some advertisers. The more options that are on the table, the better. The more products that Facebook tests, as they 

try to fine-tune how they can monetize the platform better, the closer they’re going to get to the end goal.” 

 “If it’s a brand or advocacy type of advertiser, video ads have a chance to be very effective because obviously 

something in visual or video form sticks in the consumer’s mind much more so than a text ad. If you’re politician or a 

major brand, a video is very memorable for building your brand. I think if you’re a direct marketer, you’re better off 

with something that’s more friendly to direct marketing, like search.” 

 “I think video ads are going to be very important, We’ve seen the growth of video on Facebook, we’ve seen the 

growth of YouTube, we’ve watched Google struggle to properly monetize YouTube. These blockbuster [platforms] 

need to be able to monetize any type of media that the consumer is looking at.” 

 “Facebook is better positioned than most [to capitalize on the trend toward video advertising]. They’ve got the traffic 

and they’re much more of a rich media platform than Twitter, which is just little pieces of text. But I don’t want to 

assume that positioning will necessarily lead to monetization.” 

 “We haven’t used [Facebook Audience Network] because we don’t often work with clients that are looking to appeal 

to teenage consumers, so we don’t often advertise on mobile apps. But I’m glad to see it’s out there. I think knowing 

that it’s available, that’s yet another way for Facebook to monetize themselves. It’s going to be a fit for some 

people.” 

 “The more granular that Facebook, YouTube, Google, Yahoo! and other platforms can be in their offerings, the more 

they’ll be able to attract the SMB advertisers and the better results they’ll be able to give consumers.” 
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positioning will necessarily lead 

to monetization. 

Strategist & Account Manager  

Online Marketing Agency 

http://www.adroll.com/
http://www.yahoo.com/
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3) Facebook Preferred Marketing Developers 
None of the three sources see Facebook as the clear-cut winner in mobile advertising, with two suggesting that Google has as 

good or better a mobile platform and the third saying Twitter will provide the stiffest challenge. One said the use of predictive 

algorithms can produce shockingly high click-through rates on Facebook, but thinks the reluctance of ad agencies to 

emphasize such technology over creativity will keep ad dollars from flowing into social media. All three sources think 

advertisers will be excited about Facebook’s new autoplay video ads, but one said such ads could anger consumers with 

mobile data plan limits. 

 

 

KEY SILO FINDINGS 
Mobile Spending 

- 2 of 3 think Google’s mobile ad platform is as good as or better than Facebook’s. 

- 1 believes the mobile battle is between Facebook and Twitter, with a winner likely to emerge next year. 

Ad Pricing/Performance 

- 1 said the use of predictive analytics can drive click-through rates as high as 25% on Facebook ads. 

- 1 said pricing and cost-per-click rates on Facebook have been steady. 

New products 

- 2 said advertisers are excited about autoplay video ads, but one said consumers with data plan limits will not like it. 

- 1 said video will begin to dominate the advertising landscape by next year. 

 

 

1. President of a social media marketing company  

The key battle in the mobile ad space is between Twitter and Facebook. The winner will depend on what happens first—

Twitter improving its business operations to support an already strong mobile platform, or Facebook figuring out how to 

better integrate ads into users’ feeds. Spending on Facebook advertising, and the effectiveness of such campaigns, 

could increase significantly if ad agencies take a more data-based, technical approach to delivering messages, which 

they have been reluctant to do. His firm has seen click-through rates of about 6.5% on average for social media 

advertising, with numbers as high as 25% on Facebook and 40% on Twitter. 

Mobile Spending 

 “Mobile ad budgets are growing slightly faster than overall [marketing] budgets but not much more right now. The 

people at the forefront are growing quickly, but overall across all spaces, people aren’t talking about mobile 

specifically.” 

 “What we are seeing is that literally 99.9% of [marketing] spend [in social 

media] is in the News Feeds or native ads, which are by default [what 

mobile users see]. Budgets that are going towards mobile are growing but 

all that [advertisers] want is the effectiveness, the results. They don’t really 

care if it’s mobile. They want the results that come with targeting people’s 

attention wherever they’re paying attention.” 

 “My guess is, eventually, everybody will be mobile first, but they won’t be 

asking specifically for it. In that regard, 75% of our business is targeted 

towards native units, which are mobile. That’s up from when we first started 

doing this two years ago, when maybe it was 10% to 15%.” 

 “Twitter is primarily a mobile experience anyway. You don’t really have to do 

anything differently [to target mobile users].”  

Ad Pricing/Performance 

 “Twitter has got a better mobile ad platform [than Facebook] already. They 

already know more about mobile. The problem with Twitter isn’t that their 

product isn’t good enough. That whole thing is pretty baked. Twitter’s problem on the revenue side is that its 

business operations internally are not geared toward scalable revenue generation. It’s just disjointed and the 

The race is, can Twitter button 

up its business operations 

before Facebook integrates its 

[advertising] products with the 

other products it serves in the 

right spots? Facebook needs to 

differentiate its impressions, 

not create more of them. 

President  

Social Media Marketing Company 
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paperwork’s all off, and getting cooperation between their sales team [and] your sales team, it’s still a touch-and-go 

situation.” 

 “If you call Facebook, they’re super buttoned-up and will put a team on site with you if it’s a big deal. With Twitter it’s 

a little more dodgy.” 

 “The race is, can Twitter button up its business operations before Facebook integrates its [advertising] products with 

the other products it serves in the right spots? Facebook needs to differentiate its impressions, not create more of 

them.” 

 “I think you’ll have a winner three to four quarters from now. It’s going to take the dam breaking on the brand dollars 

plus, either Twitter makes it really easy to buy their units or Facebook does a better job marketing their units to their 

existing partners.” 

 “Right now, you don’t have brands asking for mobile experiences. If Facebook can prove that you can get the results 

you want and it’s a mobile experience and they can sell it the right way, then they’ll win. But Twitter can stick their 

foot in the door and siphon off a good bit of those dollars if they can tilt their business operations to support that. I 

don’t know which one of those things is likely to happen first. It’s not going to happen this year but you’ll see it next 

year in the first quarter or two.” 

 “When you want to reach somebody through MoPub [the mobile ad network Twitter acquired last year], the thing 

works pretty well already. They’ve been at it doing that one thing since that company was created. What Facebook 

did was really hard and they did a great job of it when they said they were going to commit to mobile, but this was 

only two years ago when they really started trying to turn this giant ship into the mobile space. Twitter has always 

been a mobile company and they went out and bought a mobile ad company to layer it in.” 

 “If you went to Facebook and said, ‘I have a million dollars to spend and I want it to be a mobile campaign, what can 

you do for me?’ I don’t think their answer would be as good as the one Twitter would give you.” 

 “It comes down to how well Facebook can market the differentiated experience on mobile. You still have a lot of 

people that come from a banner or Google background over there. They don’t have the cultural imperative in place to 

sell the mobile unit. They do have the cultural imperative in place at the highest levels to make the mobile 

experience work for the user. But as far as monetizing it, I don’t think the sales organization has caught up. But it 

does feel like it’s getting better and is heading in the right direction.” 

 “I don’t think Google has a good platform in this. They’re not using the social signal well. They’re not doing the 

discovery piece, the wide funnel piece, very well. They can integrate their search in more places so that once you get 

to a place you can refine it and go through Google, but Google is not very good at integrating their products, and 

they’re not inclined to do it. Maybe they do something with Android and go that way but right now I think their 

business is going to grow in a straight line and they’re going to win dollars against other media, but I don’t think the 

new money goes to Google as fast as it goes to Facebook or Twitter for sure.” 

 “For brand awareness, when you’re in a competitive brand space, Facebook is much better [than Google] because 

you can target people that are prone to take up your message. There’s enough empirical data that people that are 

like you went on to interact with an ad like this.” 

 “Google is really straight-line focused. Even the +1 signal really drives the positioning of ads on search. There’s not a 

lot of consumption or sharing being done on the Google+ platform. But what Google has always been about has 

been trying to get people to cluster together and trying to approximate ‘people who like this also like this,’ sort of like 

audiences, which on Facebook you make on the fly. You can find big groups of nodes [on Facebook] that tell you that 

people who interacted with this type of content switched into this ad, and therefore we can target more people who 

look like that based on real-time conditions.” 

 “You can get really good engagement that way. We regularly see engagements north of 10% on Facebook and 

Twitter. We had a 40% engagement rate on Twitter recently for a fashion product. On Facebook, we’ve gotten 25% 

click-through rates on some ads, which you don’t really get anywhere else—not banner ads, not even the Google 

search funnel.” 

 “If you’re trying to get in front of somebody, like searching for flights to Cancun, you’d go for Google, because it’s sort 

of a straight line, trying to discover something for a specific purpose. They’re a lot more focused. But it’s much better 

to go to Facebook if you’re just trying to make someone generally aware of what you do or switch them into 

something they might be interested in. You get a wider funnel on Facebook.” 

 “Our typical click-through rate [on Facebook and Twitter] is about 6.5% to 7% now, which we’ve been told is 10x the 

normal certified partner rate. I think pretty soon everyone will catch up. The way we’re doing it will have to be the way 

that it’s done.” 

http://www.mopub.com/
https://support.google.com/plus/answer/1047397?hl=en
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 “With everyone moving into the native ad space, the only way is to listen to what people want to pay attention to and 

then give it to them when they want it. The old model of buying impressions and coverage doesn’t work unless 

people are inclined to want to interact with you.” 

 “Right now, there’s a bottleneck in the industry. Agencies have to realize that if they want to be relevant, they have to 

stick to the people part of the game, crafting the message, but then trading for people’s attention is the domain of 

an algorithm. You can’t look at three or four million people that are candidates for your message at a given time, 

figure out what they’re currently talking about and then what they’ll likely talk about next. But you can do that with 

math and a strong algorithm.” 

 “When the agencies start to adopt that [approach], you’ll start to see dollars flow in [to Facebook and Twitter] in a 

significant way. Right now, Facebook and Twitter are bumping up against this inertia of the agencies that are trying 

to keep everything they can under their roof. They feel like all the magical creativity that [happens] on their side is 

the difference, but until they get the delivery piece right, social is never going to look like the repeatable banner ad 

business.” 

 “Facebook knows they need the agencies to be at least as cooperative as 

they are now—which is not really that cooperative—to make their quarterly 

numbers. But the agencies know there’s really no other game in town. Their 

brands are demanding they spend on social, so they’re reluctantly giving 

the minimum amount of push into social spending for Twitter and 

Facebook.” 

 “The thing that’s waiting right now is repeatable, growing success on social. 

An agency can’t deliver that the way they’re geared now. Facebook needs 

the agencies to adopt a technical approach to get the value they want, and 

agencies aren’t going to be able to build that in-house.” 

 “We spent $25 million building our system and it’s hard to get agencies to 

spend $250,000 on something that’s not core to their bottom line, so it’s 

not going to come out of the agency world. Until Facebook and Twitter see 

that happen, you’re going to have a standoff where they need each other 

but they don’t want to lose control.” 

 “The agencies don’t want their customers to be able to go directly to 

Facebook and get what they want, and they really can’t because it’s hard to 

manage those campaigns. Even if Facebook offered you the tools to do it, 

you have so many other jobs inside of a marketing organization, I don’t see 

that [task] coming back inside for really big brands. We are seeing some 

customers pull back [in-house] some of their social spend, but it’s like 10% 

to 15% of their budget, not really big dollars.” 

 “The brands are getting frustrated, too. There is success to be had out 

there [with social media] and if the brands aren’t getting it, they’re 

wondering why they’re spending all this money.” 

 “The agencies could stay relevant for another 15 years if they just went and 

adopted the best technology. But right now there’s no impetus to do that.” 

New Products 

 “[Autoplay video advertising] will do both—it’ll annoy users and brands will think it’s awesome. Brands think video is 

awesome, though I’m not sure why. I hate [autoplay] when it happens to me. One thing Facebook got right about that 

is the volume is off until you engage with the video. That makes it a little more palatable.” 

 “There are a lot of things working against [autoplay video ads on Facebook]. You have capped bandwidth plans so 

users don’t want you streaming video without their explicit opt-in. If they’re mobile and not connected to a WiFi 

signal, you’re using their data and they don’t want you to. Nobody has uncapped data plans any more. Brands want 

to spend money on video, but video takes bandwidth.” 

 “Facebook doesn’t need more impressions. They need a way to integrate the best content, including ads, into your 

experience when you want it. They have the ability to do that. I don’t think what the world needs is another mobile ad 

exchange [like Facebook Audience Network].” 

 

 

Right now, there’s a bottleneck 
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2. Vice president of strategic partnerships for a social media buying platform and service  

Facebook is in a very strong position to grow mobile ad revenues because it dominates the high-value “identity” layer of 

the Internet along with Google. Facebook and Google are not an either/or proposition for mobile advertisers, but 

complementary, since Facebook excels at driving intent to buy while Google provides the tools for monetizing that intent. 

Facebook will continue to dominate in the brand advertising space while reaching further into direct response. The two 

identity giants will continue to compete and encroach on each other’s turf as they continue to diversify. Ad dollar 

allocation towards Facebook is growing as an overall percentage of budgets. 

 

Mobile Spending 

 “All I can tell you is that [ad dollar allocation to Facebook as a percentage of total ad budgets] is growing.” 

 “Facebook will continue to dominate in brand advertising and grow into direct response. For Google, I would expect 

them to continue to dominate in direct response but grow into brand. So diversification will be big for both those 

platforms.” 

 “The advertisers we deal with predominantly are very much around things 

like cars, FMCG [fast-moving consumer goods], CPG [consumer packaged 

goods], retail—things you don’t buy online.” 

 “Facebook is a really good vehicle for that because Facebook drives user 

intent. It gets you to have the idea for writing ‘Nike,’ say, into the Google 

search bar. And then Google is great at capitalizing on that user intent.” 

 “[Google and Facebook] play hand-in-hand as well as infringing on one 

another’s core business to some extent. But Facebook is definitely strong in 

the branding mechanism because they have Instagram, Facebook.com and 

all that data. Users go in a mode of discovery to Facebook.com, whereas 

Google has a big advantage in direct response, because people go there 

with intent—they’re looking to purchase. So it’s more about how you 

measure the whole path to conversion, looking at all the pieces in 

between.” 

 “When you think about the Internet, there’s really three layers: content 

layer—images, text, videos, music, Tumblr etc., which is very commoditized, 

where you can go and write a blog post and so on; applications—online 

banking, booking flights, Spotify—and this is obviously a bit more valuable, 

because it’s leverage for a purpose; and identity—the most valuable layer.” 

 “If you think about the identity layer, there’s not a lot of companies that play 

in that space—companies like Google and Facebook are really the only 

companies that compete for your identity, that know very intimate things 

about you.”  

 “Google knows and wants to control your identity by knowing your search history, what videos you’re watching, what 

you’re emailing about, how you’re G-talking with people—that’s all extremely valuable to them. Advertisers pay to 

know that about users.” 

 “Facebook is trying to build up an equally valuable profile. Who are your connections, who are the people you’re 

interested in, what are the brands they’re interested in? They’re trying to establish who you are as a person, because 

again that’s what advertisers want to find.” 

 “It’s extremely valuable because they know a ton about us: all of our broad interests, our precise interests, our 

purchasing behavior through their third-party relationships with MasterCard Inc., Datalogix, Acxiom, Epsilon, and 

pretty much all the loyalty card programs in the U.S. feed into Facebook. So Facebook has a plethora of targeted 

information about every user. For them to be able to get onto the mobile network space and be able to unlock that 

for advertisers across sites other than Facebook.com—I think that’s the ultimate value of Facebook.”   

 “I can’t think of a website I go to now that I went to 10 years ago, and in 10 years, very few people—or maybe no 

one—goes to Facebook.com. But that doesn’t mean that Facebook lacks value as a company, because their real 

value lies in finding the right people by leveraging that identity layer of the internet.” 

 “Ninety-five per cent of Pinterest users log into Facebook, for example. The same with Spotify. That means Facebook 

can now identify you as a user across your phone, across your computer. It acts as cross-device, and acts as 

[Google and Facebook] play 

hand-in-hand as well as 

infringing on one another’s 

core business to some extent. 

But Facebook is definitely 

strong in the branding 

mechanism because they have 

Instagram, Facebook.com and 

all that data. Users go in a 

mode of discovery to 

Facebook.com, whereas Google 

has a big advantage in direct 

response, because people go 

there with intent—they’re 

looking to purchase. 

VP of Strategic Partnerships  

Social Media Buying Platform  

http://www.mastercard.us/
http://www.datalogix.com/
http://www.acxiom.com/
http://www.epsilon.com/
https://www.pinterest.com/
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potentially cross-platform when Facebook starts rolling out their ad network. So it’s a really interesting business 

model.”  

 “You can almost think about Google as a store. People go there with intent to buy something. You don’t go to Google 

to simply discover—no one goes to Google and clicks the ‘I’m feeling lucky’ button. You go there to find information. 

People don’t go to Facebook with a specific reason, but to discover.” 

 “Google and Facebook are both owning those identities, trying to show value to advertisers in two very distinct 

environments. Advertising on Google is like having an in-store display. You see a tooth brush and you buy it on the 

spot. Whereas Facebook is more like advertising at a party, where people see something they might want to buy later 

because a friend is wearing it.” 

 “So the question becomes, which is more valuable, the instantaneous purchase or the word-of-mouth 

recommendation from a friend? Being able to target those users is what Google and Facebook are competing at, and 

the methodology for their platforms is very unique to each of them.” 

 “Direct response is going to favor Google, and brand advertisers are going to look to Facebook. But you also have to 

realize that Facebook has the ability to do both, as does Google. For example, YouTube is a big branding mechanism 

and is not going to attract a lot of direct response. And Facebook has a lot of ads that are click-to-order or click-to-

call. So they both have offerings in each other’s spaces.” 

Ad Pricing/Performance 

 “[Pricing and CPC rates for Facebook mobile ads] are pretty steady. We don’t see a huge fluctuation.”  

 “From Facebook’s redesign, you can see it’s becoming more visually-centric and that’s helping engage users, and I 

think it’s helping engage users with things like ad recall and things like that.” 

New Products 

 “[Facebook’s new video ad product] is a great product. Advertisers have been asking for it for a long time, so 

everybody’s excited about that one.” 

 “I have no idea how quickly the [Facebook Audience Network] will ramp up. I wish I knew. I wouldn’t even want to 

speculate on that. I would say that all the pieces are in place. Technologically speaking, it’s pretty easy to do. From a 

business perspective, it comes down to the model and how fast they staff up for that.” 

 

 

3. Head of development at a global re-targeting company  

Facebook is working hard on its mobile platform, but will not dominate. Google has the better mobile product at this 

stage, and is well-positioned to benefit from emerging technologies such as wearable devices and in-car advertising. 

Mobile ad spending is minimal in Latin America but has surpassed web spending in regions such as Asia. Video ads are 

going to be significant within a year. 

Mobile Spending 

 “I believe the market will have two strong players—Google and Facebook—but while Facebook is working hard on its 

mobile platform, I don’t believe Facebook will grab the whole advertising 

market.”  

 “There are new technologies coming which I’m very sure Google has its 

eyes on. These include Google Glass; health fitness bands with LED 

screens; TV over the Internet, which is growing a new kind of advertising; 

advertising for car screens, since car companies are working together now 

with Google and Apple; and screens on the street and in apparel stores, a 

huge market where we can identify the user, or read the iris and pump a 

specific ad for that person.” 

 “Other technologies are also in the works, and in the future we also need to 

think about how e-commerce will work with advertising. E-commerce will 

become an interesting player between consumer, device and store.” 

 “Here in Mexico and Latin America, mobile spending is not that big yet and 

will stay much the same for the rest of this year. In other regions like Asia, 

the amount spent on mobile campaigns is getting bigger. I believe it’s 60% 

mobile, 40% web.” 

I believe the market will have 

two strong players—Google and 

Facebook—but while Facebook 

is working hard on its mobile 

platform, I don’t believe 

Facebook will grab the whole 

advertising market. … 

Facebook doesn’t have the 

best mobile product at this 

stage. Google’s is better. 

 Head of Development  

Global Re-targeting Company 
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 “Facebook doesn’t have the best mobile product at this stage. Google’s is better.” 

Ad Pricing/Performance 

 N/A 

New Products 

 “I haven’t tried the video product for Facebook. We still do mostly traditional ads. But I believe that video is going to 

be strong in less than a year. We have a World Cup success, and we must change how the world sees a major event 

in the digital world. In two years, we’ll have the Olympics, and again we must see a huge change. It’s just like the 

music world that took so long to switch platforms until the iPod arrived.” 

 

 

 

4) Industry Specialists 
Only one of six sources believes Facebook will ascend to a dominant position in mobile advertising. The platform will be held 

back by competition from Google and Twitter and poor traction for Facebook ads with certain age groups, according to the 

other five sources. The source most bullish on Facebook said its new autoplay video ads will be a huge revenue generator, 

but three other sources think such ads will have more tepid results because they will irritate users and hog bandwidth. Two 

sources believe the Facebook Audience Network will be a hit with advertisers. 

 

 

KEY SILO FINDINGS 
Mobile Spending 

- 4 of 6 are skeptical that Facebook will be the single dominant force in mobile advertising. 

- 1 believes Facebook will be the go-to platform for mobile ads. 

Ad Pricing/Performance 

- 1 said the cost to advertise on Facebook is increasing. 

- 1 thinks Facebook and Twitter offer more valuable insights to marketers than Google. 

- 1 said PPC advertising on Google and Bing is more effective than Facebook for B2B advertisers. 

- 1 reports Facebook is a poor option for reaching the 34-plus age group. 

New products 

- 3 think autoplay video ads on Facebook will not be a big winner because of bandwidth limitations and user 

annoyance. 

- 1 called autoplay video a “game changer” that will be wildy successful for Facebook. 

- 2 said the Facebook Audience Network will be popular with advertisers. 

 

 

1. Rob Woodbridge, founder of UNTETHER.tv 

There will be no single winner in the mobile space because Facebook and Google have different strengths. Facebook can 

better target ads to personal preferences, while Google owns the hyper-local data and search space. Facebook has so 

many people on its platform and such high-quality personal data that it cannot help but succeed. Its billion-plus app 

installs in less than a year is proof of its power in the mobile space. Google’s big advantage over Facebook is Android, its 

mobile operating system installed on more than a billion devices. The cost to advertise on Facebook has increased as the 

platform has put more restrictions on what shows up in users’ feeds. 

Mobile Spending 

 “There’s nothing more powerful than the right message at the right time, the right place with the right person based 

on the right data, and Facebook is square in the middle of that.” 

 “Search becomes obfuscated [in the mobile space] and Google gets hurt. That’s why they’re moving into Google Now 

and predictive technologies that know where you are at any given point in time and can tap you on the shoulder.”  

 “Until now, Google has been an action-based company, where I have to type into that bar before it can action. 

Facebook, on the other hand, knows everything about you. It sends you birthday wishes—things you didn’t know you 

needed. It’s doing it in a passive way, whereas traditionally, Google’s business has been active.” 

http://untether.tv/
http://www.androidcentral.com/google-now
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 “[Facebook and Google] are coming at it from different approaches, but at some point they’re going to meet, 

because Google has to shift what they’re doing from search-based to action-based, and Facebook is moving into the 

search realm, even though they have a very strong case now with what they’re doing with passive data.” 

 “Facebook has so much data, so much personal data, so much connective tissue data. It knows who your family is, 

who your friends are, who you respond to and who you ignore, what ads you like and don’t like. It knows what apps 

you’ve installed. I’m not saying Google doesn’t have that as well, but Google is much more random. I can be 

researching something for my kids which has nothing to do with me. So that algorithm is not as clean as Facebook.”  

 “When you take Facebook data and put it into an ad network, the results will be much cleaner from a personal 

standpoint. Now, from a local data standpoint—Google owns that market. They understand location, the hyper-local 

outcome that can deliver and target ads so effectively.”  

 “There’s not one winner here, but because Facebook has so many people on the platform, it can’t help but succeed. 

It’s already shown that with its direct-to-download apps. They’ve had a billion app installs in less than a year just 

through provisional Facebook advertising of those apps. There are so many moving parts to this space that I think 

Google and Facebook will end up overlapping.” 

 “There is one wrinkle here. Google’s advantage right now is Android—the 

fact that they’re installed on a billion devices with that operating system. 

And whether it’s a forked [modified] version or not, that is something that 

Facebook does not have, a mobile operating system.” 

 “[Google] has that advantage and they own the marketplace on search, and 

obviously getting smarter with every search. They also have YouTube, which 

brings in a tremendous amount of data. Something like two-thirds of all 

entryways to mobile are through YouTube. It’s such a powerful search 

engine and website, and it’s become a de facto for everybody. So Facebook 

is up against that.”  

Ad Pricing/Performance 

 “Up until 18 or even 12 months ago, a lot of people jumped online and 

started using Facebook ads everywhere—and it was very cost effective. It’s 

the highest targeting data that you can find, regardless of what anybody 

says. For something as simple as a T-shirt business, where I did a bunch of 

tests on Facebook, I can target women from 18 to 24 who live in New 

Jersey and like Bruce Springsteen and like ‘Jersey Girl’ as their favorite 

song, and I can target a T-shirt that says ‘Jersey Girl’ to those 11,000 

people, and it costs me say $400 to reach them and do $40,000 of 

business as a result of that. You realized the power of Facebook.” 

 “Everybody realizes the power of Facebook, but now people have to spend 

more to get their message out because of the limitations that Facebook has 

put on how much data shows up in a Facebook stream. People are 

spending more to connect with the same number of people and get the 

same result as they would have a year ago.” 

 “The only difference over the last year has been the amount of money that has been spent on mobile ad investment 

through Facebook. If you have an app, and you’re interested in getting downloads and installs, Facebook’s 

mechanism is the way to do that.” 

 “You put an ad in the stream for your mobile app, which is a direct download, and these things convert much better 

than any type of ad at this moment. The influence Facebook has, not only as a mobile company, but the influence 

that their website has on mobile app installs is pretty incredible. It’s unheard of.” 

 “Mobile ads right now are just not effective. My hope is that what Facebook does is create an effective environment 

for displaying mobile ads, because if they don’t, who cares if you get a 0.01% click-through? We’re too easily 

satisfied with terrible numbers [in mobile] because we’re comparing them with even worse numbers on the web.”   

New Products 

 “[Facebook video ads] are not new. Instagram was playing with this. I’m a video guy, and there’s nothing better than 

video as a way to engage with an audience.” 

 “If the advertisements they bring in are done with the medium in mind, and not just re-hashing existing 30-second TV 

commercials, I think they can be very effective. But if you’re lazy, and you take an existing ad and put it in the 

stream, it won’t be effective.”  
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to do with me. So that 

algorithm is not as clean as 

Facebook. 

Founder, UNTETHER.tv 

http://www.slate.com/blogs/future_tense/2014/03/24/facebook_brands_and_organic_reach_why_no_one_likes_your_self_promoting_posts.html
http://www.slate.com/blogs/future_tense/2014/03/24/facebook_brands_and_organic_reach_why_no_one_likes_your_self_promoting_posts.html
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 “It’s going to come down to content. There’s nothing wrong with video ads—we’ve lived through them on television. 

But you don’t just translate what you saw on the TV onto this medium. If it’s customized for the medium, I think it will 

be effective and will drive good business. But it’s up to the advertiser. It’s up to the agency that’s building those 

commercials for them.” 

 “We’ve started to see a crop of young companies that have emerged that are doing strictly web ads. So they 

understand the industry, the limitations of time and they don’t care about television. All they know about is the web 

and the mobile world, and that’s where the expertise is. I think we’re going to get smarter with those [mobile ads] as 

well, and I think it’s these young companies that will educate the larger agencies.” 

 “One of the companies I like to watch is Shazam [Entertainment Ltd.], one of the first marketers on [Facebook 

Audience Network]. If you start to think about the impact of Facebook signing a company like Shazam, with 350 

million users—the combination of searching for a song, the ad that will be placed on the Facebook Audience Network 

is going to be very relevant, and so a higher chance of conversion.”  

 “I think these big plays like Shazam on the Facebook network is going to 

accelerate [the Facebook Audience Network]. But it’s going to come down 

to how much money can a developer make? If the developer converts more 

and makes more money as a result of using the Facebook Audience 

Network, then they will use the Facebook network over everybody else.” 

 “There’s no one winner but multiple winners when it comes to these 

networks. It’s the smaller networks that I think will be absorbed or 

disbanded as a result, because they just don’t have the native data 

collection. InMobi is a good example of a great, huge ad network company, 

but the data that they’re collecting is far behind the data that Google and 

Facebook are collecting at this point.” 

 “Some of the other ad networks have an advantage now because they’re 

entrenched, but no matter what anybody says, it’s all going to come down 

to developer payments. If I’m going to put a code that feeds a bunch of ads 

into my app, I’m going to stay with the two or three networks that pay me 

the highest. I can’t think of anything else that would motivate an app 

developer.”  

 “There are some ad exchanges that will work very effectively, where you 

don’t have to manage multiple networks, but just one account. Those are 

not ad networks, but managers of networks. But the thing that Facebook and Google have to their advantage is that 

they’re still collecting data. Every click that we use is data proprietary to those networks.” 

 “Search data, friend data, location data is all owned by Facebook or Google, and it’s the advantage they have over all 

the other companies. What they do with it, and whether they succeed, is what we’re going to see over the next 

couple of years.” 

 “We haven’t seen the results from the [Facebook Audience Network] yet. It’s too early coming out of the F8 

conference and the roll out. Everything we’re told from the testing that they’ve done says there’s very high 

engagement, but I don’t know what that means.” 

 

 

2. Brand media and strategy consultant for top-10 agencies  

Facebook is not likely to dominate the mobile space any time soon. Its weaknesses include difficulty for advertisers trying 

to reach the platform outside of the ad exchanges and weak traction with the 34-plus age group. Facebook also has 

competition from countless players, from behemoths like Google to thousands of small players including mobile 

platforms run by local newspapers. Re-targeting through social media ad exchanges is a big part of the current growth in 

mobile. 

Mobile Spending 

 “I don’t think there’s a heck of a lot of positioning going on [in the mobile space from Facebook]. You see these 

announcements and you get a lot of press and hype, but when push comes to shove, when you talk to people that 

are actually trying to devote dollars—beyond ‘test’ dollars—a lot of wait and see is happening right now.” 
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Founder, UNTETHER.tv 

http://www.shazam.com/
http://www.thedrum.com/news/2014/05/15/shazam-begins-facebook-ad-integration-through-facebook-audience-network
http://www.thedrum.com/news/2014/05/15/shazam-begins-facebook-ad-integration-through-facebook-audience-network
http://www.inmobi.com/
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 “With Facebook, a lot of the time you can’t even find a sales rep. That does 

not happen when you’re dealing with any other site—big [or] small. My 

phone and email are constantly bombarded by reps [other than Facebook] 

because I’m spending other people’s money all day long.” 

 “With Facebook, you never really see people soliciting much, which makes 

me wonder whether they don’t have to, or are people going directly to them, 

are they using the self-serve platform. It’s almost offensive to me, because 

everybody else is jumping through hoops to get my attention. It’s like a 

needle in a haystack to find who your [Facebook] rep is, based on a region 

or vertical, or however they divvy it up. It’s kind of crazy to deal with them.” 

 “There has been a steady increase in dollars allocated to Facebook over 

the last five years, but as a percentage of overall ad budgets, I think it’s still 

pretty low.” 

 “With what we’re doing, upwards of 25% and sometimes 50% of budgets 

go to mobile now.” 

 “Everybody has some kind of mobile opportunity right now. It could be this 

rinky-dink local newspaper that, depending on the budget and time-frame 

and what you’re trying to do, could essentially work. You have the little guys competing with the big guys in the 

mobile space now.” 

Ad Pricing/Performance 

 “For a typical mobile ad unit, in two formats, we tend to get three times an engagement rate on a mobile platform 

than we do on a website, regardless of what the site is, from a display standpoint. And I think that’s industry 

standard, regardless of what the vertical is.” 

 “I tend to spend a lot of my Facebook dollars as re-targeting rather than 

straight-up ads. We use mainly ad exchanges for these buys.” 

 “With younger people, you get a larger engagement rate. But for the over 

34-plus category, which quite often we target, Facebook seems not to fare 

very well. There’s no traction. I’m shocked that the demographics is as clear 

cut as that, but it’s what I’ve been seeing.”  

 [Performance rates] also depend very much on the brand, on the goal, and 

on the particular client. I just worked on a campaign for a national 

transportation company, which involved a revamped app for on-time 

transportation, tied in with promotional campaigns for various cities. It was 

very much a direct-response play, [where customers] downloaded the app 

to get real-time train schedules, for example, and these were tied in to 

specific promotional opportunities in various cities. The Facebook re-

marketing worked really well and the mobile engagement rates skewed off 

the Richter scale because it was so specific to that lead.” 

 “I’m not seeing any drastic changes in pricing. We do a lot of CPM buys 

versus CPC. I’m not seeing much of a change at all.” 

 “Facebook’s pricing is really affordable. To me, it’s almost like when I buy 

Google AdWords—quite affordable. But when you’re dealing with an audience of a billion-plus, how are you slicing 

that to make it finite, to use those numbers to make it work? That’s the challenge.” 

 “Trend wise, I would look more at native advertising [rather than branding] versus direct response. Look at all the 

publicity that Oreo got and are still getting [with its native campaign] at the Super Bowl. But the whole branding 

versus direct response is a 20 years ago conversation.” 

New Products 

 N/A 
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3. Brian Akaka, founder and CEO of Appular, a mobile app marketing and PR agency  

Facebook will be a dominant force in mobile advertising because of its targeting capabilities and should blow past older 

competitors like Millennial Media. Its video advertising offerings will be a game changer in the industry, allowing 

Facebook to raise prices and increase revenue. Facebook is working to offer multiple products on mobile that also will 

boost its ad-revenue capabilities. 

Mobile spending 

 “[Facebook] is amazingly useful, a completely superior product than 

anything else in the [mobile ad] market.”  

 “They just have incredible reach. Facebook has all the personal data, age, 

location, what music you like. That can be amazingly creative. If you want to 

target a 35-year-old vegetarian who hangs out in the East Village, you can 

do that.” 

 “Targeting is a really big part of what’s going on in mobile advertising.” 

Ad Pricing/Performance 

 “Facebook’s video [ads] are going to pay out more than a Millennial Media 

because of [Facebook’s] ability to target. From a publisher’s perspective, if 

you’re going to be able to double business by going to Facebook, you’re 

going to do it.” 

 “Facebook is going to be able to start to raise prices and charge more [for 

video ads]. Net, net, they’ll be able to raise revenue.” 

New Products 

 “Right now, you’re seeing autoplay videos on Facebook. They’re trying to bring that to mobile. It’s absolutely the 

future as we get better connectivity. It’s absolutely a game changer.”  

 “It’s going to raise the competitive landscape. Everybody’s going to have to do it, making more interesting advertising 

visually.”  

 “Videos are far more effective. The eye is automatically drawn to those 

moving images.” 

 “Right now, all Facebook ads have to be on Facebook. [But] Facebook is 

becoming its own advertising network through Facebook Audience. With 

this network, it will be competing directly against the likes of AdMob and 

Millennial Media. Even though other guys were there first, Facebook is 

going to kill them.”  

 “We, as consumers, give them all this information. No one can match that.” 

 “There are a couple video-specific networks—[Jirbo Inc.’s] AdColony, [Google 

Investment’s] Vungle—and we’ve run successful campaigns with them. But 

just because they’re there first doesn’t necessarily give them an advantage. 

Because Facebook is such a huge company, with a huge number of 

developers, there’s no technological disadvantage that Facebook can’t 

overcome.” 

 “One thing Facebook is doing is splitting their products, offering multiple 

products on mobile, like Paper and Facebook Messenger. They’re slicing up 

services into different apps. Basically, they’re trying to be everywhere on the 

phone.” 

 “What’s going to happen is the deeper integration of Facebook content into the entire operation of your phone. 

They’re trying to get as deep as possible into your device, without intermediaries. There’s even talk about a Facebook 

phone, hardware. They’re going to start integrating with your refrigerator, your front door, your car. It’s the Internet of 

things, and Facebook’s trying to be there. They’re going to use that information and sell it to advertisers.” 

 “Facebook is primarily about social. You have a Facebook phone and I have a Facebook phone and they’ll be able to 

track where we meet. It sounds very futuristic and Sci-Fi but it’s coming very quickly.” 
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4. Digital strategy consultant  

Facebook already is the preferred platform for big consumer brand advertisers, but this source counsels his B2B clients 

to spend no more than about 5% of their marketing budget on the social media giant. Pay-per-click advertising through 

search engines like Google are more effective than Facebook for B2B advertisers, as are other social media platforms, 

including Twitter and LinkedIn. Facebook’s new mobile ad exchange will be very popular with big advertisers that spend 

the bulk of marketing dollars. Device and bandwidth limitations will hold back the success of autoplay video ads more so 

than user irritation.  

Mobile Spending 

 “We work mostly with B2B tech companies, so the growth [of mobile ad 

spending] is small on a volume basis—moving from $0 to, say $10,000-ish 

annually.” 

 “If you look at it through the lens of PPC [pay-per-click], [the increase in 

mobile spending] is much greater. At least 25% of PPC dollars are derived 

via mobile devices—smartphones and tablets. The percentage is greater for 

social media.” 

 “For B2B companies, we don’t advise much Facebook activity as a rule. We 

advise maybe 5% of overall budget.” 

 “As far as I can tell, Facebook is already the go-to platform for big B2C 

brands. [The biggest growth for Facebook mobile ad revenues will come 

from] B2C brand marketers. The household names—[The Coca-Cola 

Co./KO], Toyota [Motor Corp./TM], [The Proctor & Gamble Co./PG], etc. No 

question.” 

Ad Pricing/Performance 

 “Facebook has great targeting, so that’s what makes it attractive for a B2B 

marketer, but it’s No. 4 or 5 on the list of platforms we recommend. PPC is a no-brainer—both Google and 

[Microsoft’s] Bing—and then LinkedIn [Corp./LNKD], Twitter, and other specialty communities like GlobalSpec or the 

like.” 

 “Facebook is just a brand that lot of my clients don’t want to be associated closely with, but given the [usage] 

numbers, you can’t ignore it. Executive level professionals, if they’re on Facebook, it’s for personal reasons, not 

professional. It’s not oriented around doing research on something they’re going to be buying.” 

 “We recommend to our clients that they have to be on Twitter, have to have a meaningful presence there. It’s a box 

that people check when they’re evaluating a company and figuring out whether they want to do business with them. 

They need to be on Twitter for the same reason they need a good-looking website. As far as [using Twitter as] a lead 

generation tool, that’s always tricky. A lot of aggressive sales organizations will use Twitter to get in front of people.”  

 “[Our clients] absolutely spend ad dollars on Twitter [rather than just maintaining a free account], but it has to be 

program or campaign oriented—promoting a webinar, promoting an event, 

promoting a whitepaper download.” 

 “The other platform is Google+. Whether people use it or not is immaterial. 

You have to be there for the SEO [search engine optimization] value on 

Google.” 

 “Google is the gold standard [for click-through rates and ROI] but it’s getting 

more expensive and it’s just getting harder. LinkedIn is pretty expensive, 

too, but the ROI is there. As far as Facebook, less so [for ROI].” 

 “PPC is expensive. You have to spend a lot of money on the campaign in 

order to get good ROI. Twenty-four-plus months ago, you just had to have a 

program running. Now you need to spend a lot, relatively speaking, on 

creative and tuning to make it work. It’s still the best digital tactic, in my 

opinion, but it requires savvy.” 

 “Facebook is great because the usage numbers are so high and the 

targeting is available. But it’s still more of a personal platform, so it’s never 

going to be great for B2B.” 

 “You can’t ignore Facebook. I wish I could. I’m not a big personal user 
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https://www.bing.com/
https://www.linkedin.com/
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myself, but many of my peers—middle-aged guys with kids—are, and of course Facebook has good penetration in 

every demographic. I feel like they’ve toed the line [of having too much advertising] okay so far, and as long as they 

don’t push it too aggressively, I won’t hate them.” 

 “Facebook should rip off whatever they can from Google AdWords. It’s easy to use and most marketers have a 

working knowledge of it.” 

New Products 

 “People tolerate a lot when video is involved. I don’t think [autoplay] is a huge issue, especially if the creative is 

clever [and can] entertain and promote. But the devices and bandwidth still have a long way to go to catch up and 

make autoplay video tolerable.” 

 “Sophisticated marketers and their agencies will love [Facebook Audience Network], and use it extensively. Beyond 

the top 100 advertisers—which account for about 80% of all ad dollars spent—it’ll be used by a small percentage of 

savvy first-movers, but it’s not going to move the needle much.” 

 

 

5. Mike Perrone, CEO of SocialSign.in, a WiFi-based software service for businesses to gain consumer data 

Facebook’s biggest opportunity is not in selling ads on its site but in helping marketers leverage its user “identity” data 

elsewhere, such as through Facebook’s new mobile ad exchange. Twitter is a great outlet for interest-based advertising, 

while Facebook has an advantage for demographic and location-based marketing. Both social media sites provide more 

valuable and longer-lasting insights than Google. Autoplay video ads are likely to be an annoyance to Facebook users, 

who want to be in control of what they see. 

Mobile Spending 

 “I think mobile ad budgets are growing at a really nice clip, and it makes sense because usage is moving to mobile. I 

don’t think mobile ad units are any great thing, but the usage has gone mobile so advertisers are going to chase the 

attention. The spend is going to follow that.” 

 “There are one or two aspects of mobile devices that traditional display 

networks don’t have, such as location awareness or app usage. There’s a 

lot that can be inferred if someone is using, for example, the Yelp 

[Inc./YELP] app in Chicago.” 

Ad Pricing/Performance 

 “The key to Facebook is the identity piece. Facebook is the closest thing to 

my personal identity. LinkedIn has my professional identity but it doesn’t 

have my interests or my social graph.” 

 “The key for Facebook is to maintain being the source for identity in our 

personal lives. Being able to serve impressions is good, but their bigger 

opportunity is the exchange, taking that Facebook identity data and making 

it a pillar in the advertising decision. That’s the key to their long-term 

success. I value less their ability to serve impressions but am really bullish 

on them as a source of identity and targeting criteria.” 

 “Twitter is really good for interest targeting. If I want to reach a certain set of 

people by an interest graph, Twitter provides a really compelling case, 

because what users are doing [by following other users] is electing to set a 

stream of things they’re interested in. If advertising moves along the lines of 

interest targeting, Twitter has a real opportunity there. If it’s more about 

who I am as a person—demographic, location, my other relationships—that 

opportunity belongs to Facebook.” 

 “In terms of Google, search is great, but it’s a single instance of value. I look 

at Google as like a coupon payment—granted, a ton of coupon payments—

while Facebook is an annuity. To get access to Facebook’s data, to use it effectively and to understand it as a 

business allows you to get value from that forever.” 

 “Google is good for one specific thing one time, generally. If I’m looking for a B&B in Maine because I have a wedding 

to go to that weekend and I search for B&Bs in Maine on Google, that’s very valuable at that single instant of time to 

The key for Facebook is to 

maintain being the source for 

identity in our personal lives. 

Being able to serve 

impressions is good, but their 

bigger opportunity is the 

exchange, taking that 

Facebook identity data and 

making it a pillar in the 

advertising decision. That’s the 

key to their long-term success. I 

value less their ability to serve 

impressions but am really 

bullish on them as a source of 

identity and targeting criteria. 

CEO, WiFi-based Software Service 

http://socialsign.in/
http://www.yelp.com/
http://www.yelp.com/


 

 1 Ferry Building, Suite 255, San Francisco, CA 94111 | www.blueshiftideas.com 

27 

Facebook 

pay to get higher results if I run a B&B. But six months from now, the fact that I searched for a B&B that one time is 

really useless information.” 

 “Knowing, however, that I am friends with a couple that got married and I talk to them all the time and the wife is 

really into CrossFit, that might be really interesting to me as a marketer because now I can use that social context for 

positioning or trust. So to me, the opportunity is much bigger on the Twitter and Facebook side because of the 

annuity nature of their data and relationships versus the single instance of value you get from Google.” 

 “Facebook has to keep innovating. I don’t think it comes organically at their size. Their strategy of acquiring things 

that could potentially become threats is very smart—WhatsApp, Instagram. They’re trying to keep more of my life with 

them. As long as they don’t suffer from the, ‘We must build it here for it to be valuable’ syndrome, I think they should 

be pretty good.” 

 “I think Facebook is an amazing product that does amazing things. I think their real data shows that usage is up, not 

down. It might not be the cool things for kids anymore, but it’s becoming something that’s even more valuable—the 

indispensable way we represent ourselves and our relationships. I don’t think that will go away.” 

New Products 

 “Personally, I hate [autoplay video]. It’s jarring, off-putting. It makes me keep my computer on mute. There’s a lot of 

downside there. Users like to be in control. Maybe we need coaching that scrolling is the new clicking.” 

 “Yes, [the Facebook Audience Network will be popular] because of the identity piece. Facebook has the ability, 

because users interact with it so often, to reflect the most current state of our lives. That’s immensely valuable, more 

valuable than their page feeds.” 

 “To be effective [as a marketer], you have to understand who you’re talking 

to, communicate to them in a way that’s compelling and know when to shut 

up, know when someone is a lost cause.” 

 “I don’t think it’s necessarily Facebook selling ads that’s the big 

opportunity. The big opportunity is them saying, OK, here is a user, if you 

want to reach him effectively or serve something to him, you should at least 

check against his current state as a person. I think that’s their major 

opportunity, for sure.” 

 “To me, the most interesting development will be what happens when 

mobile no longer just means your phone and our devices unbundle a bit, so 

we’re getting certain kinds of alerts to a watch and certain digital alerts to 

your glasses and other wearable technologies.” 

 “How will marketers interact with those devices in personal environments? 

That’s the really super interesting piece because to me, phones just seem 

like a temporary step. It completely changes the game for marketers 

because the more context you have, the more tailored you can be.” 

 “Before the advent of mobile phones, when you went into a theatre or 

shopping center, the signage, the directory, the look and feel, has to be 

geared toward the widest audience, the lowest common denominator. If I’ve 

been to a store 10 times, it doesn’t matter. The sign is still going to tell me where the milk is. That’s not as efficient.” 

 “The beauty of connected devices is the ability to [tell marketers] that this person is now in the building and has 

been here 10 times, so he might not know we have a fifth floor we just added to our department store but he 

certainly knows we sell shoes because he’s bought shoes here before.” 

 “The ability to deliver personalization, one-to-one marketing, in a way that makes sense to me through my device is 

super interesting. You can make physical environments start to behave like the web—personalized, responsive, 

dynamic. That gets better with devices that have more focused purposes.” 

 “SocialSign.in is a SaaS [software-as-a-service] that sits on top of the WiFi network at a store or hotel or restaurant or 

mall. Coming from the web world, you have a lot of analytics about your site. The physical world has very few 

analytics about visitors, repeat visitors, who they are, where they come from, etc. Our service gives businesses those 

same analytics that you have on the web.” 
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6. President/CEO of large advertising consultant firm  

Social media is making progress as a search platform and gaining a share of the ad dollars that flow there. However, 

Twitter and Facebook are both coming dangerously close to turning off users with too many ads. In the mobile space, 

Facebook is diversifying with is recent acquisitions of WhatsApp and Parse. It is unlikely that Facebook’s new video ads 

will grab a meaningful share of TV advertising spending at this early stage.  

Mobile Spending 

 “I do see social becoming the new search, with a ready-made pool of money 

that fits more readily into social. That said, I am not focused so much on 

Facebook right now [from a social or mobile perspective].” 

 “Like Twitter, I think Facebook is really starting to reach the tipping point of 

ad colonization, whereby users will start to question the utility of the 

platform as it gets more and more polluted with ad messaging.” 

 “There are a lot of successor communications technologies on the horizon 

as well as vertical social networks.”  

 “New technologies include everything from private methods like Snapchat, 

Kik, WeChat, Tango, [Microsoft’s] GroupMe, Viber, Secret, etc., to visual-led 

social networking platforms, like Pinterest, Instagram, Vine, etc., to industry 

vertical social networking environments.” 

Ad Pricing/Performance 

 N/A 

New Products 

 “Video is very much a work in progress for Facebook and getting a taste of 

TV dollars in the still-early days will be a stretch for them.”  

 “It will be a stretch especially given the sudden velocity and onslaught of 

premium online video offerings.” 

 

 

Secondary Sources 

The following eight sources show Facebook’s mobile ad platform gaining market share as the market size increases, and its 

autoplay video ads being adopted by advertisers. 

 

Mobile Ad Platform 
The following four articles show Facebook gaining market share as a digital ad platform, ad targeting as a key factor to 

Facebook gaining traction in the mobile ad market, Facebook landing a digital advertising deal with Publicis Groupe SA 

(PUBGY), and Facebook’s mobile ad network working with, and not in competition with, Twitter’s MoPub. 

 

April 24 BBC News article 

As global digital ad spending rose 14.6% and is projected to continue at this pace next year, Facebook is expected to gain 

market share through expanded product offers, new apps, and will trail only Google. 

 “The firm said that a surge in mobile advertising helped push revenues 72% higher, to $2.5 billion in the January-to-

March period.” 

 “Mobile now makes up 59% of advertising revenue, from 30% a year ago.” 

 “The firm said it reached 1.28 billion users during the period, with more than a billion of those accessing the site 

through a mobile device, such as a smartphone or tablet.” 

 “The company has taken steps to further grow its mobile business—which barely used to generate any advertising 

revenue a few years ago—by expanding its product offerings. This includes launching the Facebook Messenger 

service and news application Paper. Facebook also bought photo-sharing application Instagram in 2012, and 

recently agreed to buy mobile text messaging service WhatsApp for $19 billion.” 

Like Twitter, I think Facebook is 

really starting to reach the 

tipping point of ad colonization, 

whereby users will start to 

question the utility of the 

platform as it gets more and 

more polluted with ad 

messaging. … Video is very 

much a work in progress for 

Facebook and getting a taste of 

TV dollars in the still-early days 

will be a stretch for them. … It 

will be a stretch especially 

given the sudden velocity and 

onslaught of premium online 

video offerings. 

President/CEO  

Large Advertising Consultant Firm 

http://www.snapchat.com/
http://kik.com/
http://www.wechat.com/en/
http://www.tango.me/
https://groupme.com/
http://www.viber.com/
http://www.secretmessageapp.com/
https://vine.co/
http://www.publicisgroupe.com/#/site/
http://www.bbc.com/news/business-27135109
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 “According to research firm eMarketer, global digital ad spending rose 14.6% to $119.8 billion in 2013. It is 

estimated to increase another 14.8% this year to $137.5 billion.” 

 “For mobile, global advertising grew 105% to about $18 billion last year and is projected to grow another 75.1% this 

year to reach $31.45 billion.” 

 “According to some forecasts, Facebook is expected to capture an even bigger slice of the mobile and digital 

advertising market this year, trailing only Google which accounts for the bulk of market share.” 

 

April 25 Mashable article 

Facebook is shown gaining traction in the mobile ad market by increasing the ad targeting of News Feed ads, leading to 

increased CPMs. This traction is gaining ground and overshadowing the returns from market leader Google, which 

currently holds 36% of the market, double that of Facebook. 

 “As the company reported on Wednesday, mobile ads now represent 59% of its overall ad revenues, up from 30% in 

Q1 2013.” 

 “The situation at Google wasn’t as sunny. Since Google blamed mobile for depressing costs-per-click by 9% in the 

quarter, mobile was an obvious impetus for missed earnings. Even though Google’s ad business grew 16.5% in the 

quarter, that was less than expected. As [Brian Wieser, an analyst with Pivotal Research] noted, ‘erosion was 

consistent with our general expectations, if worse than we expected, and probably worse than many investors 

expected too.’” 

 “Google’s ad business is more rooted in desktop than Facebook’s. While Google has been offering advertising since 

2000 and hit upon its current pay-per-click model in 2002, Facebook’s history is much shorter. Launched in 2004, 

Facebook toyed with advertising in its early days, but didn’t really embrace a monetization plan until 2009.” 

 “In 2012, Facebook began offering ads in its News Feed for the first time. Compared to right-rail ads, News Feed ads 

were designed to be used for branding, rather than direct response. Given the placement and expanded size of the 

ads, Facebook was able to charge more for News Feed ads. According to Dan Slagan, SVP of marketing at Nanigans, 

a marketing firm that resells Facebook ads, right-rail ads have CPMs (cost per 1,000 viewers) of around $.30 vs. $5 

for News Feed ads.” 

 “‘Facebook is still trying to catch up to Google in terms of ad targeting—and the more targeted an ad, the higher the 

CPMs typically are,’ Nate Elliott, [an analyst with Forrester Research] says. ‘So as Facebook adds more targeting 

options, that’d drive up its CPMs as well. Since Google has offered most of this targeting for years, it doesn’t benefit 

from that pop.’ The same can be said of a mobile ad network. While Facebook is in the early stages of creating a 

network where advertisers can buy mobile ads on Facebook as well as other apps, Google already has a mature 

mobile network in place.” 

 “To further put it in perspective, Google now has 36% of the U.S. mobile ad market, which is exactly double 

Facebook’s share, according to eMarketer. ‘The market is Google’s to lose,’ says Noah Elkin, executive editor at the 

researcher. ‘Success and failure are relative terms here.’” 

 

May 19 CNBC article 

Facebook landed a digital marketing deal with Publicis Groupe, that will allow the group to use Facebook’s user data  to 

gauge ad performance on the social network, along with helping develop products around data, video and images. 

 “France’s Publicis Groupe has won a digital marketing deal with Facebook worth about $500 million including 

spending, Ad Age reported Monday, citing an executive familiar with the matter.” 

 “Under the terms of the deal, Publicis would have access to Facebook user data, enabling it to gauge ad 

performance on the social network, Ad Age said.” 

 “The deal will be managed by all the group’s agencies in North America followed by a global roll out, Publicis-owned 

Starcom MediaVest Group’s spokeswoman Anita Mcgorty told Reuters.” 

 “The multi-year partnership is focused on creating products around data, video and images—including Facebook and 

Instagram—Starcom MediaVest Group Chief Executive Laura Desmond told marketing and media website Ad Age.” 

 

April 30 Tech Crunch article 

Facebook’s new mobile ad network works with and not in competition with Twitter’s MoPub. 

 “With today’s announcement of Facebook’s mobile ad network, you might assume that it poses a threat to Twitter’s 

ad efforts, particularly MoPub, the mobile ad company it acquired last year.” 

http://mashable.com/2014/04/25/facebook-google-mobile-ads/
http://www.pivotalresearch.ca/
http://www.nanigans.com/
http://www.forrester.com/home/
http://www.cnbc.com/id/101686492
http://www.smvgroup.com/#home
http://techcrunch.com/2014/04/30/facebook-audience-network-actually-plays-nice-with-twitters-mopub/
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 “The difference, however, is that MoPub isn’t a network—it helps mobile publishers manage multiple ad networks 

like iAd, AdMob, and yes, the Facebook Audience Network. That doesn’t mean MoPub and Facebook’s network will 

definitely never, ever compete at all, because Facebook could potentially pursue exclusive relationships with 

publishers. But generally speaking, from a MoPub perspective, Facebook should just be another network in the 

system, and another way for its publishers to make money.” 

 “After today’s announcement, Twitter’s Kevin Weil tweeted, ‘Excited to see Facebook’s FAN. Fits naturally w/in 

@MoPub’s ad network mediation platform and will help make MoPub pubs more $$. More soon!’ While competing 

companies often try to portray this sort of news as complementary or validating, in this instance that really does 

seem to be the case.” 

 

Autoplay Video Ads 
The following four articles shows that Facebook will slowly roll out autoplay videos until users are comfortable with them, 

autoplay ads increasing engagement over the year and consecutive quarters, advertisers embracing video ads, and NBC 

becoming the first TV station to adopt autoplay video ads from Facebook. 

 

April 24 Inside Facebook article 

In light of seeing positive results from early marketers, Facebook will continue to roll out autoplay video ads in newsfeeds 

until users find them to be a common occurrence. 

 “Users could see more autoplay video ads.” 

 “[Facebook COO Sheryl] Sandberg also talked about autoplay video ads, which marketers used with great success in 

Q1. She called these video ads a big opportunity, and one driven by the advances made by smartphone technology 

recently.” 

 “Sandberg shed some light on the long-term future of video ads on Facebook:” 

 “‘We also have been in early conversations with some clients about what would be a CPM autoplay video ad and in 

terms of the expectations for that, we really want to see autoplay video ads be something that’s pretty common in 

the News Feed experience based on consumer usage before we push very hard in the ads business.’” 

 “‘So we remain long term very excited … but as I said in my remarks, we won’t see a material contribution from it this 

year.’” 

 

April 22 All Facebook article 

Facebook’s autoplay video ads have increased engagement by 58% quarter to quarter or 25% year to year, but Adobe 

Systems Inc. shows that the first 5 to 10 seconds of the video are the most important. 

 “Facebook caught a great deal of flak when it introduced autoplay videos into the News Feed late last year, but they 

appear to be working for brands, as Adobe revealed in its Q1 2014 Social Intelligence Report that engagement with 

those videos was up 58 percent in the first quarter of 2014 compared with the fourth quarter of 2013, and up 25 

percent year-over-year.” 

 “However, brands turning to those videos must strike early, as Adobe Digital Index Senior Analyst Joe Martin pointed 

out in an interview with AllFacebook: ‘The first five or 10 seconds of your 

video really have to capture that person.’” 

 “The Adobe Social Intelligence Report gathers data from some 260 billion 

Facebook ad impressions, 226 billion Facebook post impressions, 17 

billion referred visits from social networking sites, and 7 billion brand post 

interactions, including comments, likes, and shares, with data on paid 

social derived from Adobe Marketing Cloud data.” 

 “Adobe also found that Facebook was the only social network to see its 

revenue per visit rise in the first quarter of 2014 compared with the 

previous quarter, while Pinterest, Twitter, and Tumblr all headed in the 

other direction.” 

 “Facebook’s RPV only rose 2 percent, but Twitter and Tumblr saw plunges 

of 23 percent and 36 percent, respectively, although Martin cautioned that 

the fourth quarter traditionally provides seasonal jumps due to holiday 

shopping.” 

Adobe also found that 

Facebook was the only social 

network to see its revenue per 

visit rise in the first quarter of 

2014 compared with the 

previous quarter, while 

Pinterest, Twitter, and 

Tumblr all headed in the other 

direction. 

All Facebook Article 

http://www.insidefacebook.com/2014/04/24/4-thoughts-from-facebooks-q1-2014-earnings-call/
https://en.wikipedia.org/wiki/Sheryl_Sandberg
http://allfacebook.com/adobe-1q-2014-social-intelligence-report_b131065
http://www.adobe.com/
http://www.adobe.com/
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 “Another interesting finding by Adobe involved Fridays, as it found that one-quarter of Facebook video plays occur on 

that day of the week, along with 15.7 percent of post impressions.” 

 

May 5 ValueWalk article 

Facebook’s autoplay video ads are resonating with advertisers due to Facebook’s ability to target specific demographics 

in the 1.2 billion user base. Progressive Insurance is one of the companies praising Facebook on its targeting abilities. 

 “When Facebook Inc. revealed in December that the company had begun testing auto-play video ads, the move 

received enthusiastic response from investors. Web video firms such as YouTube, PopSugar and others are trying to 

persuade advertisers to spend more on web video advertising at the NewFronts event.” 

 “Facebook Inc. allows advertisers to put video ads on the brands’ pages. The company is gearing up to roll out auto-

play video ads that can target specific demographics or run across the site. And its 1.2 billion user base ensures that 

the platform has pretty much any demographic advertisers want. In December, the social networking giant tested 

video ads for the movie Divergent. Soon, the company will start running these auto-plays ads to its entire user base.” 

 “The Menlo Park-based company’s new auto-play product has a clear advantage over the web video outlets. 

Facebook lets advertisers select the target audience directly. For instance, Progressive Insurance has created a 

unique video ad that will debut on Facebook on May 6. The ad will reach to every Facebook user between 18 and 34 

that access the site on that day.” 

 “Progressive Insurance said the auto-play video ads will be weighed against the web video ads. Jon Beamer of 

Progressive said that Yahoo! Inc. shows reach a different audience than the company’s core audience. But Facebook 

Inc. says, ‘You can own a demographic for a day.’” 

 “Facebook Inc. is selling these auto-play ads like TV ads. And Mark Zuckerberg is providing TV-like ratings data. The 

company will bring some new video ad measurement tools so that advertisers can track data such as unique viewers 

for each campaign.” 

 

May 7 Variety article 

NBCUniversal, Inc. (Comcast Corp./CMCSA) is the first TV network to run Facebook’s autoplay video ads, which will start 

May 27, to promote a new series and move onto 2 other shows. 

 “NBC launched a broad video-advertising campaign on Facebook to promote three midseason shows—‘Rosemary’s 

Baby,’ ‘The Night Shift’ and ‘Undateable’—becoming the first television network to use the social media company’s 

autoplay video ads.” 

 “The Peacock is looking to build awareness ahead of the TV premieres later this month, and Facebook is the biggest 

and best place to do that, said NBCUniversal VP of media Kjerstin Beatty. The social site now averages more than 

150 million daily active users in the U.S.” 

 “‘Facebook—the scale alone there—the ability to deliver as many eyeballs as we’re doing today, it’s really hard to find 

that anywhere else,’ she said in an interview. The video ads are like a regular Facebook ad promo ‘on steroids,’ 

Beatty added.” 

 “The NBC campaign kicked off at 12:01 a.m. Eastern Wednesday and runs for a 24-hour period. The ads will show 

up in the newsfeeds of all adults 18 and older on Facebook. Facebook and NBC aren’t putting a dollar figure on the 

deal, but Facebook is charging around $1 million per day for such broad campaigns, sources confirmed.” 

 “Beatty said NBC will evaluate the effectiveness of the Facebook video ads in the short term on engagement and 

metrics like number of shares. Longer term, the programmer will try to determine the overall impact on awareness 

for the featured shows.” 

 “Facebook is competing with Twitter for marketing bucks from TV programmers and other entertainment companies. 

Still, networks aren’t fully convinced social media delivers on its promises: In fact, NBCU research chief Alan Wurtzel 

last week said in an interview with Financial Times that social media ‘is not a game changer yet’ in terms of lifting TV 

ratings.” 

 “NBC’s Facebook ad for ‘Rosemary’s Baby,’ which stars Zoe Saldana as the demon-impregnated titular character, is 

posted here. The four-hour mini-series bows May 11 on NBC. The network’s 15-second ad for medical drama “The 

Night Shift” (premiering May 27) is here, and the teaser for comedy “Undateable” (which premiers May 29) is here.” 

 
 

Additional research by Emily Carr, Rachel Dangermond and Matt Miller 

http://www.valuewalk.com/2014/05/facebook-inc-fb-auto-play-ads-positive/
http://www.progressive.com/
http://www.popsugar.com/
http://variety.com/2014/digital/news/nbc-is-first-tv-network-to-buy-facebook-video-ads-exclusive-1201174151/
http://www.nbcuni.com/
http://corporate.comcast.com/
https://www.facebook.com/photo.php?v=10152436780545746
https://www.facebook.com/photo.php?v=10152436681470746
https://www.facebook.com/photo.php?v=10152436488010746
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