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Mobile Ad Degree 2007/2008 Survey Results & Trends 
 
 

The Mobile Ad Degree educational series, developed in 2007 by Ad Infuse and M:Metrics, brings 
all sectors of the industry together to share experiences and best practices for successful 

ventures in mobile advertising. The quarterly program, which has only grown richer with the 

support of partners such as InsightExpress, 4INFO, MobiAD News and Reuters Media, continues 
to strive for relevant ways to educate the media and advertising industries on the true potential 

that innovative executions in mobile can yield.  Insights from surveys powered by InsightExpress 
of agencies, content owners, brands, mobile operators and vendors at the recent Mobile Ad 

Degree (MAD) events in Los Angeles, San Francisco and London reveal emerging industry trends 

that prove mobile advertising to be an area of increasing interest and growth – and increasing 
spend. 

 
 

TREND: Beyond the Click 
The mobile advertising industry is evolving in terms of its metrics, with greater focus on 

consumer engagement. For instance, brand effectiveness was considered to be one of the most 

important metrics in S.F. and L. A. In S.F., brand effectiveness was found to be the most 
important metric for success (73%) and, in L.A., interaction metrics (66%) were deemed to be as 

important as click-through rates (66%), with brand effectiveness at 44%.  
 

Most compelling metrics to measure mobile success 
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Source: Mobile Ad Degree, Los Angeles and San Francisco 2008 
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TREND: Multimedia Progression 

Also at Ad Infuse’s Mobile Ad Degree events, excitement around mobile video was in the top 
portion of each city’s key interest areas (L.A.—60%, S.F.–55% and U.K.—25%). In L.A., video 

was among the top advances: 42% of attendees stated that video would have the highest impact 
on their mobile advertising spending plans. As consumer use of the iPhone and similar devices 

grows, the industry will further progress toward adoption of mobile video. See charts below. 
 

TREND: Leveraging Communities  

Both L.A. and S.F. are interested in seeing advancements in mobile social networking (48% and 
55%, respectively); however, the U.K. did not indicate the same excitement level. A recent Ad 

Infuse mobile campaign in the U.K. with Strongbow and Flirtomatic offers an example of how the 
U.K. is already successfully implementing mobile social networking campaigns to engage mobile 

users.  
 

Most exciting technical and content advances 
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Mobile formats perceived as highest impact 
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Source: Mobile Ad Degree surveys, London 2007, Los Angeles 2008, and San Francisco 2008 
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TREND: Leading Industries 
The entertainment and automotive industries are leading the adoption of mobile advertising. 

81% of L.A. survey respondents plan to run a mobile campaign in 2008. In the areas they were 
most likely to do so, entertainment topped the list at 50%, with automotive second at 26%.  

 
Mobile campaigns plans for vertical industries 
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TREND: User Experience  

Despite much past dialogue about cost in mobile advertising, a major barrier to entry across the 
regions was the need for an improved user experience with mobile content, with 64% in S.F., 

40% in L.A. and 25% in the U.K. As more advanced mobile devices and web access permeate 

the market, largely spurred by the iPhone and upcoming improvements, this demand will be met 
and user experience will be less of a hindrance to entering the mobile ad market.  Additionally, 

there is a consistent call for more education on market capabilities and proven success with case 
studies across all regions.    

 
What would most encourage you to become more active in mobile advertising? 
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Source: Mobile Ad Degree surveys, London 2007, Los Angeles 2008, and San Francisco 2008 



 

Powered by 
 

 
 
 
 

About Mobile Ad Degree 
The Mobile Ad Degree educational series, developed in 2007 by Ad Infuse and 
M:Metrics, brings all sectors of the industry together to share experiences and best 
practices for successful ventures in mobile advertising.   
 
Mobile Ad Degree hosts events in Los Angeles, San Francisco, New York and London, 
please visit www.mobileaddegree.com for more information about the program or to 
register for upcoming events. 
 
For more information contact mad@adinfuse.com or call 415.315.3400. 
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