ARTILLERY DATA BRIEFS
SNAPCHAT REACHES 700 MILLION AR LENSES IN ONE DAY
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One of the downsides of AR as an ad medium in these early phases is a lack of reach. Brand
advertisers are very reach driven and many are dismissing AR with the notion that it only reaches
niche audiences. And they’re right in some cases but are starting to be disproven in others.
We’re seeing signs that AR can reach “television-sized” audiences. But before going into that, it
should be noted that regardless of reach, there are strong performance metrics from AR ad
campaigns. We wrote an entire report about it, and our boiled down chart can be seen below.
Now back to the question of reach, niche status continues to be disproven as Snapchat and
Facebook offer huge audiences for AR lenses. The latest comes from Snapchat which announced in
its most recent 10Q filling that there were 700 million AR lenses viewed on New Year’s Eve.
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Of course, that’s not a typical day as it’s ripe for social sharing and digital activity (selfie masks, party
hats, etc.). But there’s a strong longitudinal signal in that it’s a 40 percent year-over-year increase.
User demand is growing along with lens creation in a flywheel-like dynamic.
Adding to seasonal or event-based AR marketing is Gatorade’s previous 160 million impressions for
its Superbowl AR Lens. Again, that’s not a typical day but it’s directionally relevant and one could
even argue more challenged by an oversupply of visual stimulus on that day.
And there are other similar campaigns to point to. Since our report, we’ve tracked AR lens campaigns
including Nike’s Michael Jordan-themed lens around NBA all-star weekend, and a separate Lebron
James-themed lens activated by Snapcode. Both were from Snapchat.
In fact, Snapchat is the revenue share leader in AR advertising due to its head start. But Facebook
will catch up and eventually exceed Snapchat due to it’s larger global user base (1.5 million global
mobile users), operational scale and its ongoing investment in the Spark AR platform.

Panning back, we’ll also see the AR ad world mimic the broader ad world. In other words, just as we
have digital display and search advertising, AR will evolve into the same dichotomy. And like digital
advertising history, display will come first, followed and eventually exceeded by search.
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The latter takes form in tools like Google Lens and VPS. The reason they come later is more
technical complexity (computer vision, AI, etc.) for visual search. But when Google nails it — and it’s
well on the way — it will be more valuable due to pull-based user intent (just like search).
Back to AR display (lenses), the above campaigns add to a growing list of confidence signals. We’re
going to have to continue updating the table above (or make a more dynamic version), but that’s a
good thing. Due to the aforementioned advertiser misconceptions, education is key.

Video Companion
(click URL to view)

https://youtu.be/naJ9MEeb0Ws
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About ARtillery Intelligence
ARtillery Intelligence chronicles the evolution of augmented reality (AR) and virtual reality (VR).
Through writings and multimedia, it provides deep and analytical views into the industry’s biggest
players, opportunities and strategies. It’s about insights, not cheerleading.
Run by analysts and former journalists, coverage is grounded in a disciplined and journalistic
approach. It also maintains a business angle: Though there are lots of fun and games in AR & VR,
long-term cultural, technological and financial implications are primary.
Products include the AR Insider publication and the ARtillery PRO research subscription., which
together engender a circular flow of knowledge. Research includes monthly Intelligence Briefings,
market-sizing forecasts and consumer survey data, all housed in a robust intelligence vault.

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 ARtillery Intelligence and Editor-in-Chief of AR Insider.
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/
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Contact
Questions and requests for deeper analysis can be submitted at:

https://artillry.co/contact/

Disclosure and Ethics Policy
ARtillery Intelligence operates under the Society of Professional Journalists Code of Ethics. All
material and commentary are published with the professional standards and tactics of journalistic
reporting. Adherence to such standards is grounded in and reinforced by our foundations in
journalism.
All ARtillery Intelligence published material is meant to educate and inform: It does not result from
paid placement, nor influence from subjects. In rare cases of sponsored posts, vested interest or
anything that results from money changing hands, financial relationship is disclosed clearly.
Similarly with market sizing, ARtillery Intelligence remains independent of players and practitioners in
the sectors it covers, thus mitigating bias in industry revenue calculations and projections.
ARtillery Intelligence disclosure and ethics policy can be seen in full at:
https://artillry.co/about/disclosure-and-ethics-policy/
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