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Cookies alone distort 

results

Metrics like clicks aren’t a 

good proxy for results

Last-click 
attribution can 

miss

Models like last-click 

attribution can 

inaccurately value your 

touch points

Sources:  1: Atlas Internal Data, May, 2016;  2: Nielsen Digital Ad Ratings through February, 2014;  3: Nielsen BrandEffect meta-analysis of 478 online global campaigns that ran between Oct 2014 – April 2015;  4: Median figures across 136 Facebook Conversion Lift 

studies in all industries except telecomm, May 15–Aug 27, 2015, with at least two weeks of data, positive and statistically significant incremental pixel-based conversion events, only campaigns  including FB conversion pixel. Figures not shown by event type: 24-hour click 

models miss 6% and 24% of lead generation and registrations respectively. “Higher mobile ad spend” refers to campaigns with mobile share of impressions >68% (median)

58%

Overstatement of reach1

135%

Understatement of 

frequency1

54%

Accuracy in broad age & 

gender targeting2

90%

Of people who could buy 

your product don’t click on 

your ads3

22%

Of incremental revenue 

could be misattributed 

due to last-click models4

54%

could be misattributed 

when mobile spend is 

high4

Poor measurement misleads marketers
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Use People-Based 

Data
People-
based 
measuremen
t helps you 
understand 
and grow 
your 
business, 
today and 
tomorrow

Measure Metrics That 

Matter

Compare Across 

Everything
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The majority of 

the world will be 

connected to 

the internet

Over 75% of 

the world's mobile 

data traffic will be 

video

Over half the 

connected world 

will be making 

purchases online

85% of customer 

interactions could 

take place without 

a human



How People-Based 
Measurement impacts 

your business?

5
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Convenient 
Commerce

1
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Good experiences will become 

“invisible”— and bad ones 

will drive people to abandon cart …

B E C A U S E  M O B I L E  S H O P P E R S  D E M A N D  
M O R E

More than

1 in 3 
US shoppers surveyed 

would like to shop on their 

smartphone more 

But 

1 in 2
says poor navigation 

or slow page load times 
are a barrier

And 

40%
of mobile website visitors 

abandon a site at 3 seconds 

of delay



Facebook IQ Source:. Facebook data (survey of 1,020 randomly selected respondents ages 18+ in the US), Dec 2016.  
8

Smoother journeys

90% 
of Frequent Mobile Shoppers 

surveyed in the US say a 

smooth checkout experience 

would motivate them to buy 

again from the same provider

ASK FOR SMOOTHER CHECKOUT
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People 
(Move FASTER)
on Mobile

2



TL;DR

• In News Feed, people consume a given piece of content faster on mobile than on a computer

41%
faster

Facebook IQ source: Facebook data, global, Mar 2017.
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People can recall 

content on News 

Feed after seeing it 

for just

0.25s

Facebook IQ Source: “Final Report: Advertising Exposure Time and Memorability” by Fors Marsh Group, Oct 2015.



During the 2016 

Holiday season, 

Facebook saw, globally, 

more conversions on 

mobile than on 

computers

53%

45%

12
Facebook IQ Source: Facebook and Instagram data, across managed accounts only, from Nov 1–Dec 31, 2016 (Holiday season 2016) and Nov 1–Dec 31, 2015 (Holiday season 2015). 

Analysis of conversion pixel and app events data for ads that were shown to people ages 18+ on Facebook. The gaming vertical is excluded from this analysis. Countries included: AU, DE, ES, FR, GB, HK, IT, JP, KR, PH, PL, TH, and the US.

Mobile

Computer



Mobile is accelerating the shopping journey for retail and e-
commerce

Facebook IQ Source: Facebook data, US only, Sep 1, 2016-Oct 6, 2016. Analysis of conversion pixel and app events data for ads that were shown to people ages 18+ on Facebook. The gaming vertical is excluded from this analysis.
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Mobile to mobile

Desktop to desktop

6.7 days

7.8 

days

13%

faster
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Very Personal 
Assistance

3



Some of the ways people surveyed would like to try VR

Virtually there already

Facebook IQ Source: “Tech Transformations Study” by Crowd DNA (a Facebook-commissioned study of people ages 18–64 in NG, UK and US  and ages 20–64 in KR), Oct–Nov 2015. 15

51%

attending concerts 

or other events

E N T E R TA I N M E N T

59%

trying on clothes 

or makeup

R E TA I L  /  C P G

67%

checking out 

destinations and 

hotels

T R AV E L

51%

taking a car 

for a test drive

A U T O M O T I V E



Personalization is an expectation

Facebook IQ Sources: 1. “Digital Travel Research Journey” by GfK (Facebook-commissioned survey of 2,400 people in the US ages 18–64 who had booked a business or leisure trip in the previous three months, Nov 

2015–May 2016.

2. “Top Tech Investments For Retailers” by Forrester, May 2017.  3. “The Customer in Context” by The CMO Council, Jul 2017. 38

Among North Americans, 

more than

3 in 4
have chosen, recommended or 

paid more for a brand that 

provides a personalized service 

or experience2

Among people in 

North America and Europe, 

nearly

1 in 2
would stop doing business with 

a brand that repeatedly delivers 

a poor, impersonal or frustrating 

experience3

Among travelers, nearly

1 in 2
agree that 

personalized ads 

save them time and effort1



People-Based Measurement
Mobile Moves Fast

Personalization is an 
Expectation

Good XP will become
«invisible» 


