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aƛƭƭŜƴƴƛŀƭ aŜŘƛŀΩǎ ƳƻƴǘƘƭȅ Scorecard for Mobile Advertising Reach and 
Targeting (SMART)™ is designed to provide brand advertisers data and insights 
to drive decisions on mobile advertising campaign spend. Secondarily, this 
monthly SMART provides a more comprehensive view of the U.S. mobile 
advertising market and device trends.

April 2009 (data compiled from 4/1/09 to 4/30/09)
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April 2009 SMART Highlights:

ÅU.S. Mobile Internet Reach:

ÅUS Mobile Internet reach increased to 57.3M according to Nielsen.

ÅEngagement:

Å46% of post-click actions leveraged device application functionality (AppStore, Watch 
Video, Place call), while 56% utilized mobile web-based browser interaction.

ÅStronger adoption of behavioral targeting contributed in a  shift from Demographic to
Audience Targeting (increased 4X month over month).

ÅNearly  half the campaign interactions were mobile-centric campaign actions. 

Å18-24 year olds who were exposed to a mobile campaign actually had a 9X increase in 
purchase intent (InsightExpressΩ InsightNorms Targeting results).

Å54% of campaigns utilized frequency capping and nearly 78% of requests provided 
some level of geo information.

ÅDevice Highlights:

ÅiPhone/iTouch impressions grew 8% month over month, setting a new network-wide 
record.

ÅApple edged out LG as the #2 device manufacturer.

ÅInitial Palm Pre impressions showed up on the network, as Palm apparently started to 
seed the market pre-consumer launch; and the Blackberry Storm entered our Top 20 
Mobile Phone list at #15. 

ÅQWERTY surpassed the traditional keypad as the top input mechanism for mobile.
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U.S. Mobile Internet Reach – April 2009
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Key Takeaways:
ÅGrowth of reach outstripped total impression growth in April, due to the lower frequency of impressions per user and even fewer publishers allowing multiple ads per 

page (average is now 1.08 ad requests per page view).
Å!ŎŎƻǊŘƛƴƎ ǘƻ bƛŜƭǎŜƴΩǎ ƳƻōƛƭŜ ŀǳŘƛŜƴŎŜ ǊŜŀŎƘ ǘƻƻƭΣ ǿƘƛŎƘ ŘƻŜǎ ƴƻǘ ƛƴŎƭǳŘŜ ŀƭƭ ǎƛǘŜǎ ŀƴŘ ǎŜǊǾƛŎŜǎ ƛƴ ǘƘŜ ŎƻƳǇŀƴȅΩǎ ƴŜǘǿƻǊƪǎΣ aillŜƴƴƛŀƭ aŜŘƛŀΩǎ ƴŜǘǿƻǊƪǎ ǊŜŀŎƘŜŘ 

27.08 MM unique users (March 2009 data).  

aƛƭƭŜƴƴƛŀƭ aŜŘƛŀΩǎ !ǳŘƛŜƴŎŜ wŜŀŎƘҐ рс҈ ƻŦ 
Mobile Internet Users

Millennial Media**: 

31,764,000
Mobile Web*

57,302,000

*The Mobile Web number was extracted from the Nielsen Mobile Report: 
Standard Metrics (Internet Applications included), March 2009, All Carriers.
ϝϝaƛƭƭŜƴƴƛŀƭ aŜŘƛŀΩǎ ǊŜŀŎƘ ŎŀƭŎǳƭŀǘƛƻƴΦ  {ŜŜ ƛƴǘŜǊƴŀƭ ƳŜǘƘƻŘƻƭƻƎȅ ƻƴ ǇŀƎŜ уΦ CƻǊ 
bƛŜƭǎŜƴΩǎ ǎǳǊǾŜȅ-based calculation, please see below.
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Analysis:

ÅOn the campaign interactions mix, 46% of post-click actions 
leveraged  device application functionality.

Å34% of campaigns drove users to an established and persistent 
mobile destination.
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U.S. Mobile Advertising Engagement Data – April 2009

Source: Millennial Media 4/09

Source: Millennial Media 4/09
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Key Takeaways:
ÅNearly  half the campaign interactions were mobile-centric campaign actions.
ÅDirect response via Place Call (or Click to Call) increased significantly over Submit Form month over month.
ÅThe use of mobile video climbed dramatically, due in large part to the advertisers in the automotive and entertainment sectors running more rich media campaigns.

6%

9%

26%

13%

25%

12%

9%

Campaign Interactions Mix

Submit Form

Retail Promotion

Subscribe - Purchase

Store Locator - View map

Watch Video

Place Call

AppStore - iTunes

34%

58%

8%

Campaign Destination Mix 

Traffic to site

Custom Landing Page

Expand Rich Media

Device Applications: 46%

Browser Actions: 54%
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U.S. Mobile Campaign Relevancy and Engagement – April 2009

Source: Millennial Media 4/09
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Key Analysis:

ÅCustom Subnets and Audience targeting continue to represent the most 
efficient spend on mobile (targeting & engagement). 

ÅStronger adoption of behavioral targeting shifted campaign activity from 
Demographic to Audience Targeting (targeting campaigns increased 4X 
month over month).

ÅGreater competition for inventory resulted in increased CPEU in the 
Audience and Run of Network categories.
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Key Takeaways:
ÅThe CPEU for Takeover campaigns declined sharply with the introduction of a new product offering for clients in the entertainment vertical that is delivering strong performance.
ÅCompetition and Behavioral Targeting drove the increases in CPEU for Audience targeting. 
ÅAll four quadrants of targeting methods continued to represent more effective spend than online.

Millennial Media SMART – April 2009 

8%

20%

42%

6%

17%

8%

Campaign Targeting Mix - April 2009

R.O.N.

Channel

Custom Subnet

Takeover

Demographic

Audience

Decreasing Cost Per Engaged User

Source: Millennial Media 4/09

Run of Network

Channel

Custom Subnet

Takeover

Demographic

Audience

Observed Cost Per Engaged User (CPEU)™ by Targeting Method

More
Targeting,  
Less Reach

$.16 (+.02)

$.49 (-.04)

$0.71 (-.64)

$.27 (-.12)

$.50 (+.05)

$0.89 (-.16)É

É

É

É

É

É
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Key Takeaways:
ÅMobile continued to outpace online in key metrics areas outside of even brand awareness, including purchase intent in key demographics.
ÅCampaigns that are focused on females can further move key metrics by making mobile a key component of the campaign.

Key Analysis:

ÅData from InsightNorms, InsightExpressΩ ŘƛƎƛǘŀƭ ŀŘǾŜǊǘƛǎƛƴƎ ŜŦŦŜŎǘƛǾŜƴŜǎǎ 
normative database, found that 18-24 year olds who were exposed to a mobile 
campaign actually had a nine times higher increase in purchase intent than 
ǿƘŜƴ ŜȄǇƻǎŜŘ ǘƻ ŀƴ ƻƴƭƛƴŜ ŎŀƳǇŀƛƎƴΧŜǾŜƴ ƳƻǊŜ ƛƳǇǊŜǎǎƛǾŜ ǿƘŜƴ ȅƻǳ ƴƻǘƛŎŜ 
that purchase intent increases for online campaigns for this same demographic 
are, in essence, flat.

High and Mid-Funnel Effectiveness Analysis

Key Analysis:

ÅInsightNorms data by gender shows that females are returning slightly higher 
results than males. InsightExpress does not see the same difference in brand 
impact in online studies.

Purchase Intent:  Mobile versus Online

9.1

0.3

6.5

2.1

8.9

2.1

5.1

2.0

Mobile Online Mobile Online Mobile Online Mobile Online

Delta calculations based on overall exposed percentages (minus control) 

Respondents
Mobile N = 47,658

Online N = 513,973

Brand Metrics: Mobile Female versus Male

8.1

10.7

15.5

8.9

5.9

8.2

14.5

6.7

Unaided Awareness Aided Awareness Ad Awareness Purchase Intent

Mobile Norms: Females Mobile Norms: Males

Delta calculations based on overall exposed percentages (minus control) 

Respondents
Mobile N = 47,658

Online N = 513,973
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Key Takeaways:
ÅThe use of frequency capping continued to increase as advertisers maximize the reach of their campaigns within their targeted audience.
ÅBrand advertisers continued to adopt rich media to engage their audiences.
ÅMore and more publishers provided geographic data with their ad requests in April.
ÅMore pages had a single ad placement, as reflected in the decreasing ad requests per page number.

U.S. Mobile Campaign Key Statistics – April 2009

1.08

98.8%

94.5

4:28

Number of ad requests per page view

Image ads vs. text ads

Average monthly page views per user

90th percentile of average user session 
time (seconds)

21%

78%

Advertisers used rich media creatives

Requests provided some level of geo info

54% Campaigns utilized frequency capping

Source: Millennial Media 4/09

8% Increase in iPhone/iTouch impressions
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U.S. Device and Carrier Data – April 2009 

*Does not include non-phone Wi-Fi devices such as iPod Touch, Sony PSP, Nintendo DS, and Amazon Kindle
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Source: Millennial Media 4/09
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Key Analysis:

ÅApple edged out LG as the #2 device manufacturer. Research in Motion also gained market share, 
driven by the growth of the Blackberry Curve, Pearl, and the Blackberry Storm. 

ÅAs Palm begins to seed the market pre-consumer launch, the first Palm Pre impressions appeared in 
our network.

ÅThe top 20 mobile phones represented 52.7% of all impressions in April, up nearly 10 points of share in 
the network. This is largely driven by an increase in iPhone and Blackberry device traffic.

Key Analysis:

ÅAT&T showed a significant month-over-month increase of 
nearly 74 percent (7.51% to 13.05%) in the U.S. Carrier Mix.
ÅQWERTY surpassed the traditional keypad as the top 

input mechanism for mobile devices in April; while Touch 
& QWERTY combined input devices (like the G1) doubled 
month over month.

Source: Millennial Media 4/09
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Source: Millennial Media 4/09

19.59%

19.19%

15.09%

13.05%

12.97%

11.52%

4.17% 4.43%

U.S. Carrier Mix - April 2009

Wi-Fi (Multiple Carriers)

Sprint - NEXTEL

T-Mobile

AT&T

Verizon

MetroPCS

Cricket

Other

31.13%

36.66%

26.14%

6.08%

Device Input Mix - April 2009

Keypad

QWERTY

Touch Screen

Touch & QWERTY

This    
Month

Last  
Month Top 20 Mobile Phones*

Imp. 
Share % Change 

1 1 Apple iPhone 7.12% 1.30%

2 3 Blackberry Curve 5.70% 1.93%

3 2
Samsung SPH-M800 
(Instinct) 5.65% 0.58%

4 4 Samsung SCH-R450 4.31% 0.62%

5 8 Blackberry Pearl 3.42% 1.40%

6 5 Danger Sidekick 2008 3.33% 0.52%

7 6 Danger Sidekick LX 2.43% 0.17%

8 7 Palm Centro 2.03% -0.02%

9 11 LG CU920 (Vu) 1.95% 0.46%

10 13 Motorola Q9 1.83% 0.42%

11 12 Danger Sidekick Slide 1.81% 0.38%

12 9 LG VX9700 (Dare) 1.77% 0.09%

13 14 T-Mobile/HTC G1 (Dream) 1.72% 0.39%

14 10 LG LX260 1.72% 0.05%

15 - Blackberry Storm 1.43% 0.45%

16 18 Kyocera S1300 1.38% 0.31%

17 16 Samsung SCH-R430 1.36% 0.14%

18 15 LG VX10000 (Voyager) 1.30% 0.08%

19 - Samsung SGH-T919 1.26% 0.29%

20 - Samsung SPH-M540 1.19% 0.32%

52.70%

Top 15 Manufacturers 
(all Devices) Imp. Share Change

Samsung 21.43% -0.17%

Apple 12.83% 1.48%

LG 10.94% -1.58%

Motorola 10.44% -0.06%

Research In Motion 10.34% 0.52%

Sony 8.50% 0.87%

Danger 7.23% -0.31%

HTC 5.03% 0.06%

Palm 2.73% -0.23%

Nokia 2.34% -0.11%

Kyocera 2.01% 0.02%

SonyEricsson 1.73% 0.10%

UTStarcom 0.80% -0.19%

Sanyo 0.68% -0.10%

ZTE 0.66% 0.32%
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About Millennial Media
Millennial Media is the leading mobile advertising networks company in the U.S. With the greatest U.S. audience reach, we deliver engaging mobile advertising campaigns on the highest 
quality publisher networkτat a scale that is unequalled in the mobile marketplace. As pioneers that helped shape an entire industry, we're at the cutting edge of innovation, providing the 
premier end-to-end advertising platform for mobile devices. Please visit www.millennialmedia.com for more information.

About SMART
¢ƘŜ {ŎƻǊŜŎŀǊŘ ŦƻǊ aƻōƛƭŜ !ŘǾŜǊǘƛǎƛƴƎ wŜŀŎƘ ŀƴŘ ¢ŀǊƎŜǘƛƴƎ ό{a!w¢ύϰ ŘŜƭƛǾŜǊǎ ƳƻƴǘƘƭȅ ƛƴǎƛƎƘǘǎ ƻƴ ƪŜȅ ǘǊŜƴŘǎ ƛƴ ƳƻōƛƭŜ ŀŘǾŜǊǘƛǎƛng based on actual campaign and network data from 
Millennial Media, Inc. Millennial Media partners with major carriers, media networks, and top-tier publishers to deliver the largest audience reach of any third-party U.S. mobile advertising 
network. As such, we are uniquely able to collect a rich set of carrier, device and ad campaign data and accompanying analysis gathered over billions of monthly ad requests.  Elevating and 
driving the whole mobile ecosystem forward is central to our company mission. Visit www.millennialmedia.com/research to receive Millennial Media-related news. The SMART was 
ŘŜǎƛƎƴŜŘ ǘƻ ǎǇŜŀƪ ǘƻ ōǊŀƴŘ ŀŘǾŜǊǘƛǎŜǊǎΤ ƘƻǿŜǾŜǊΣ ŦƻǊ ƛƴŦƻǊƳŀǘƛƻƴ ƻƴ ƻǳǊ ǇŜǊŦƻǊƳŀƴŎŜ ǇǊƻŘǳŎǘΣ 5ŜŎƪǘǊŀŘŜϰΣ ǇƭŜŀǎŜ ŎƻƴǘŀŎǘ ǳǎ Řƛrectly or visit our website.  
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Summary and Reporting 
Methodology

For questions about the data in this report, or for recommendations for future reports, please contact us at research@millennialmedia.com.
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Nielsen Reach Methodology: 
Nielsen Mobile, a service of The Nielsen Company, is the world's largest independent provider of syndicated consumer research to the telecom and mobile media markets. Nielsen 
Mobile focuses exclusively on tracking the behavior, attitudes and experiences of mobile consumers. Their reports also provide up to seven years of data on internet, video, gaming, 
audio and advertising trends for mobile phone users. Mobile user behavior information is derived from general U.S. population samples under established and accepted rules. For more 
information, please visit www.nielsenmobile.com.  

Millennial Media Methodology:
Network reach is calculated from the count of unique users across our entire network. Millennial Media uses proprietary techniques to uniquely identify at least 75% of our user base 
persistently across our network, and tracks the unique reach over the course of the month-long period. For the remainder, the unique user data is used to calculate the average 
frequency of views that a user consumes in a month. We apply that average frequency to the remaining impressions to determine our network-wide reach. Data provided is derived from 
Millennial Media server log activity for the time period indicated. /ƻǎǘ tŜǊ 9ƴƎŀƎŜŘ ¦ǎŜǊ ό/t9¦ϰύ ŀǾŜǊŀƎŜǎ ƻǾŜǊŀƭƭ ŎŀƳǇŀƛƎƴ ǎǇŜnd against the number of unique users who engaged 
with the campaign creative. CPEU is derived by applying the overall media spend to the total number of users that engaged in any one of the actions which campaigns provided, such as 
expanding a rich media creative, visiting a landing page, watching a video, etc.

http://www.millennialmedia.com/
http://www.millennialmedia.com/research
http://www.nielsenmobile.com/

