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AR’s effectiveness as an ad medium remains a question mark. So at this early stage in the
technology’s lifespan, ROl data and proof points are like gold. Following the AR advertising case
studies we published recently (see August Intelligence Briefing), we continue to see a few positive

signs of AR ad efficacy.

Snapchat reports that its Sponsored Lenses average 10 to 15 seconds of playtime, result in a 19
percentage point average lift in ad awareness, 6 point lift in brand awareness and a 3.4 point lift in
action intent. It also shows a 9 point lift in product sales that result from AR campaigns.

In a separate Nielsen study, 22 consumer packaged goods (CPG) companies saw an average sales
lift of 10 percent from AR lens campaigns. Additionally, the average AR Lens user spends three
minutes every day playing with lenses such as selfie masks or outward-facing World Lenses.

Of course, this only covers one flavor of AR advertising (Lenses) over one channel (Snapchat). We’'ll
continue to see lots of data pour out as Facebook and others look to prove advertiser ROI and get
more to adopt. That will be a gradual process, as it often goes with Madison Avenue.

Beyond AR lenses served in a social context, AR’s real value in advertising will develop as more of a
utility. For example, visual search will develop from Google and others to use the smartphone camera

(millennial-friendly) to contextualize surroundings, products, and nearby businesses.

GLOBAL AR ADVERTISING BY FORMAT

Global AR ad revenues: search versus display (DETAILED VIEW)
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That will be similar in utility to text-based search today, but it will find new and native use cases for
local business or product discovery. The high commercial intent of such use cases will drive up ad
premiums — with metrics still to develop. This is why Google is so keen on visual search.

As for display (including AR lenses) versus search (visual search), the majority of ad revenue today is

the former. But the latter will grow for the above reasons. It will take longer because the underlying
technology is more sophisticated, including geo-spatial data and the AR cloud.
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(click link to open)

https://youtu.be/naJ9MEebOWSs

ARtillry Briefs, Episode 19: The Camera is the New Search Box
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About ARtillry Intelligence

ARtillry is a publication and intelligence firm that examines augmented reality and virtual reality,
collectively known as XR. Through writings, data and multimedia, it provides deep and analytical
views into the industry’s biggest players and opportunities. It's about insights, not cheerleading.

Run by career analyst and journalist Mike Boland, coverage is grounded in a disciplined and
journalistic approach. It also maintains a business angle: Though fun and games permeate VR and
AR (especially the former) long-term cultural, technological and financial implications are primary.

Learn more at https://artillry.co/about
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About the Author

Mike Boland was one of Silicon Valley's first tech reporters of the Internet age, as a staff reporter for
Forbes (print) starting in 2000. He has been an industry analyst covering mobile and social media
since 2005, and is now Chief Analyst of ARtillry Intelligence, covering emerging tech.

Mike is a frequent speaker at industry conferences such as VRLA, ad:tech and LeadsCon. He has
authored in-depth reports and market-sizing forecasts on the changing tech & media landscape. He
contributes regularly to highly read online news sources such as TechCrunch, Business Insider and
the Huffington Post.

A trusted source for tech journalists, his comments have appeared in A-list publications, including The
New Yorker, The Wall Street Journal and The New York Times.

Further background, history and credentials can be found at:

http://www.mikebo.land/




Contact

Questions and requests for deeper analysis can be submitted at:

https://artillry.co/contact/

Disclosure and Ethics Policy

ARtillry has no financial stake in the companies mentioned in this report, nor was it commissioned to
produce it. With respect to market sizing, ARtillry remains independent of players and practitioners in
the sectors it covers. It doesn’t perform paid services or consulting for such companies, thus
mitigating bias — real or perceived — in market sizing and industry revenue projections.

ARtillry’s disclosure and ethics policy can be seen in full at:

https://artillry.co/about/disclosure-and-ethics-policy/
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