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1. Brand awareness is the 
most common key objective 
when running mobile 
marketing campaigns in 
Turkey. As for marketing 
channels, display and TV are 
the most effective channels 
when run alongside mobile.

2. The majority of Turkish 
marketing professionals are 
expecting growth in their 
mobile budgets. In the 2020 
survey, one in three (28%) 
were expecting a decrease in 
the mobile marketing budget. 
This year, that number went 
down to zero whilst three in 
five (62%) expect an increase, 
indicating more confidence in 
both market conditions and in 
mobile as a channel.

3. Social is by far the most 
used marketing channel with 
mobile. 93% of respondents 
are using social in their mobile 
marketing strategy. YouTube, 
Facebook and Spotify are the 
platforms most used for 
display marketing.

4. M-commerce is one of the 
most important industry 
changes during COVID-19. 
Overall, three in four 
respondents are seeing 
increased m-commerce 
capabilities and two in five 
(41%) say it is one of the most 
important consumer 
behaviours.

5. Mobile marketing needs to 
overcome privacy concerns 
to realise growth potential. 
As we are approaching the 
end of the third-party-cookie 
as a means to target and 
measure, marketing 
professionals are facing more 
pressure and three in four 
predict to be affected by the 
‘death’ of the cookie. 

6. The future of mobile 
technology looks towards AI, 
machine learning and IoT.  
Marketing professionals are 
investing significant portions 
of their budgets into mobile 
technology to ensure they 
keep up with the latest 
innovations in the industry, 
especially as interest in AI 
continues.
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- COVID-19 has led to 
improvements in mobile 
marketing capabilities for 
advertisers.

- Growth in m-commerce and 
shoppable media over the last 
year is providing brands with 
new opportunities to reach 
consumers.

- Concerns around existing and 
upcoming privacy laws mean 
brands need to work hard to 
ensure they are respecting 
their consumers’ need for 
privacy, upholding the relevant 
privacy laws and still finding 
innovative ways to reach 
audiences in order to be able to 
keep growing.

- With the rise of  online 
commerce as a result of 
COVID-19, media owners have 
an opportunity to find new ways 
to monetise audiences, for 
example through e-commerce, 
subscriptions or memberships. 

- As mobile budgets are growing, 
it is important that agencies 
support their clients by helping 
them adapt to the changing 
consumer behaviours and 
advancing technologies. 

- Agencies can also play a key 
role in helping brands to 
develop the data expertise 
required for post-cookie 
success, especially as first-
party data becomes more 
important. 



MOBILE MARKETING IN TURKEY 2021

Over the time that WARC has carried out this survey with the MMA, the role of mobile 
in the arsenal of marketers has grown significantly. As smartphone technology 
becomes more and more sophisticated, the line between the mobile medium and the 
rest of the online media mix is increasingly blurred. 

This chapter looks at the mobile capabilities of Turkish marketers, and how it is being 
used in the media mix.
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Another third of respondents 
feel neutral towards  the 
statement. 

Those who strongly agree 
with the statement has 
increased by 11pp showing 
more people are shifting 
towards a mobile-first 
approach. 

According to Hootsuite’s 
Digital 2020: Global Digital 
Yearbook, 92% of the Turkish 
population have a mobile 
phone connection and 73% 
of the population are internet 
users. This is a huge mobile 
audience that marketers can 
reach through a variety of 
channels and formats. 
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https://datareportal.com/reports/digital-2020-global-digital-yearbook?utm_source=Reports&utm_medium=PDF&utm_campaign=Digital_2020&utm_content=Yearbook_Promo_Slide
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Client-side respondents gave 
an average score of 6.9 out of 
10 when asked to rate their 
mobile marketing capabilities, 
0.6 points higher than the 
agency average of 6.3, 
indicating that there is a tiny 
gap between the capabilities 
agency professionals feel 
their clients have versus the 
skills the clients feel they 
have. 

Furthermore, three in four 
(73%) agree that the 
pandemic has improved 
mobile marketing capabilities. 
This is likely the result of the 
pivot to online as consumer 
behaviour changed. Increased 
focus on agility and 
effectiveness has been a key 
lesson for marketers in the 
last year. 
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https://www.warc.com/newsandopinion/opinion/covid-19-causes-digital-consumption-to-rise-by-over-30-forming-new-and-lasting-consumer-habits/4209
https://www.warc.com/content/article/warc-data/global-ad-trends-covid-19-one-year-on/136365
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Over half (51%) of Turkish 
marketing professionals 
focus on brand awareness 
when marketing via mobile. 
Promoting specific products 
or services is also a key goal, 
according to 38% of 
respondents. 

Furthermore, one in three 
marketers focus on 
increasing online sales (36%) 
and  lead generation (36%). 

For marketers focusing on 
building brand awareness, 
depth of awareness is also 
vital to consider. While 
awareness can be shallow or 
fleeting, ensuring a deeper 
and more abiding awareness 
can have more benefits for 
the brand.
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https://www.warc.com/content/article/admap/why_do_brands_matter/122111
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This is unsurprising as 
marketers often will run ads 
across both mobile and 
desktop tandem when 
running campaigns. 

TV is also considered an 
effective channel to use with 
mobile, (44% said very 
effective and 32% said 
effective). 

While no media channels are 
considered overly ineffective 
when used with mobile, many 
marketers feel neutral 
towards the impact of print 
with mobile. 
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Over the last year metrics for 
effectiveness have evolved. 
While engagement metrics 
were high in 2020, they have 
been overtaken by audience 
delivery and behavioural 
metrics, decreasing by 17pp . 
Business metrics have also 
decreased by 13pp in 2021.

Marketers are expecting 
greater focus on campaign 
effectiveness as a long-term 
impact of COVID-19. This 
could mean more attention 
towards optimisation and 
measurement. For many, it will 
be an important challenge to 
find the right balance between 
short-term and long-term 
effectiveness and finding the 
right metrics to measure it.
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Audience delivery metrics: Impression delivered by target group, or viewable impressions
Behavioural metrics: Post-click engagement, traffic to sites etc.
Engagement metrics: Video completion rates, social sharing, CTR etc.
Business metrics: ROI, incremental sales, profit, LTV
Attitudinal metrics: Awareness, image and other brand KPIs based on surveys
Communications metrics: PR value 

https://www.warc.com/content/article/warc-datapoints/greater-focus-on-campaign-effectiveness-post-pandemic/136227
https://www.warc.com/content/article/bestprac/what-we-know-about-long-term-and-short-term-effectiveness/107155
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After a year when marketing budgets have been significantly impacted by the global 
COVID-19 pandemic, mobile as a medium was one of the least hit.  In last year’s 
survey, the proportion of marketers expecting a decrease in their budgets in light of 
the pandemic was 28%. 

This year, as we emerge from the pandemic, none of the respondents are expecting a 
budget decrease. With many workforces still working remotely, and with social and 
m-commerce technologies rapidly developing, mobile budgets look set to head in 
only one direction.
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Over recent years mobile has 
gradually been getting a 
larger chunk of the marketing 
budget. Today, just 16% of 
Turkish respondents allocate 
between 0 and 15% of the 
budget to mobile, while 20% 
allocate between 16 and 
30%. 

According to WARC’s Global 
Marketing Index, both mobile 
and digital budgets are 
showing increased rates of 
growth month by month, 
whilst traditional media 
declines. Overall, mobile is 
becoming a bigger part of the 
marketing budget.
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https://www.warc.com/content/article/warc-data/global-marketing-index-april-2021/136638
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In 2020, one-third were 
expecting decreasing 
budgets. As mobile has 
bounced back well after the 
initial hit of the pandemic, 
budgets have been growing 
and in 2021, no marketing 
professionals were expecting 
decreasing budgets.

In the last year, consumers 
turned to mobile for tasks 
that were normally carried 
out in person and as a result 
mobile ad investment has 
been growing rapidly. 
According to WARC Data, 
mobile ad investment in 
Turkey is expected to grow 
by 7% to be worth 272 million 
in 2021 (last updated 
November 2020). 
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Note: The question was worded slightly differently in 2020: “Now, given the Coronavirus outbreak, 
how do you expect your/your clients’ mobile marketing and advertising budgets to change over the 
next twelve months?”

https://www.warc.com/data/adspend
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Nearly all responding marketers use social media as part of their mobile marketing 
strategies. With its ability to drive brand awareness, participation and user-
generated-content, social media is a key link between offline and online marketing 
strategies, and the flexibility and accessibility of mobile make the two effective 
partners.

Social platforms are increasingly providing brands with ways to monetise their mobile 
audiences, and the growth of in-platform display advertising and influencer 
partnerships has been significant.
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Social media (93%), mobile 
web display (69%) and in-app 
display (45%) are the top 
three most used marketing 
and advertising types for 
mobile.

Social media platforms have 
become important marketing 
channels that allow 
marketers to combine high 
reach with the ability to target 
based on consumer interests 
and profiles. To meet 
objectives, brands need to 
understand how people use 
and are influenced by the 
diversity of platforms in order 
to choose the best channels 
for the brand’s objectives.
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https://www.warc.com/content/article/bestprac/what-we-know-about-social-media-effectiveness/111562
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Out of those who said they use 
social media in their marketing 
strategy, 73% of them ranked 
it as the highest priority and 
19% ranked it as the second 
highest priority.

Over two-thirds (69%) of those 
who use mobile web display 
said it was their highest or 
second highest priority. 

Furthermore, although 45% of 
respondents said they use in-
app display in their strategy, 
none of those respondents 
would label it as their main 
priority for 2021, indicating in-
app display is taking a 
backseat to other advertising 
types like social media and 
web display.
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SAMPLE SIZE 32

Just under half (44%) of 
respondents have used 
YouTube for display 
advertising, while 42% have 
used Facebook for the same 
purpose. This is followed by 
Spotify (41%) and Instagram 
(34%) as the most used 
platforms for display.

YouTube and Instagram are 
the most used platforms for 
partnerships / sponsorships / 
influencers. Instagram in 
particular is considered a key 
platform for influencers. 
According to Klear’s State of 
Influencer Marketing report, 
weekly sponsored Instagram 
Stories grew by 32% between 
2019 and 2020, globally. 
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https://klear.com/2021-state-of-influencer-marketing.pdf
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İ

Isbank, a financial services brand, 
launched its new digital payment system, 
Pay by Link, in Turkey.

New consumer behaviours accelerated by 
the COVID-19 pandemic have pushed more 
people to e-commerce platforms, and 
SMEs are eager to benefit from this. Isbank
found that people in the SME segment in 
Turkey enjoy following local news, football 
news and national economic news. The 
brand positioned Pay by Link as a fast and 
easy way of collecting payment and 
reached its audience via industry-related 
websites and news sites, programmatic ad 
buying using SME data, and social media 
platforms.

Agency:
In-house

Advertiser:
İşbank

Market:
Turkey

• Isbank combined big, bold ad 
placements on SME websites with 
data-focused targeting and increased 
reach by leveraging social platforms

• When e-commerce accelerated due to 
the pandemic, Isbank saw a need for 
easy ways for e-commerce 
merchandisers to collect payment 
easily.

5,000,000+ TL monthly 
average sales

1,000+ merchants in 
less than a year

VIEW CASE STUDY

© Copyright WARC 2020. All rights reserved.

MMA SMARTIES, BRONZE, TURKEY, 2020

https://www.warc.com/content/article/MMA-Smarties/Isbank_Linkle_Tahsilat/136114
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The accelerative impact of COVID-19 on digital transformation has been well-
documented. This impact has been seen most significantly in e-commerce, when 
lockdown restrictions meant shopping online had to fill the offline gap, and 73% of 
respondents have seen improved m-commerce capabilities as a result.

The combination of this increased e-commerce demand with increased use of social 
media, has driven innovations in shoppable media – a significant opportunity for 
marketers to monetise their mobile audiences.
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SAMPLE SIZE 38

Just under half (45%) of all 
Turkish respondents strongly 
agree shoppable media is an 
exciting business opportunity 
in 2021. A further third (34%) 
agree with the statement. 

According to JP Morgan’s 
2020 E-commerce Payments 
Trends Report: Turkey, e-
commerce will be expected 
to expand at a compound 
annual growth rate (CAGR) of 
14% until 2023. This marks a 
slowdown is the growth 
pushed by COVID-19 but is 
still a higher prediction than 
many other countries. 
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https://www.jpmorgan.com/merchant-services/insights/reports/turkey-2020#footnote-3
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Multiscreening - the act of 
multitasking with multiple 
screens – has rapidly become 
the most significant behaviour 
to the industry, increasing by 
an impressive 27pp from last 
year. In Turkey, over 90% of 
Internet users are on their 
mobile whilst watching TV.

Mobile gaming (53%) and 
watching video (47%) are also 
significant consumer 
behaviours affecting the 
marketing industry.

M-commerce, seeing a lot of 
traction due to the e-
commerce shift, is considered 
the fourth most important 
consumer behaviour at the 
moment, an increase of  17pp.
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https://today.yougov.com/topics/media/articles-reports/2020/12/09/multi-screening-global-poll
https://www.warc.com/content/article/warc-datapoints-gwi/turkey-second-screening/129827https:/www.warc.com/content/article/warc-datapoints-gwi/turkey-second-screening/129827
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2021 will see the end of the third-party cookie as a mechanism for targeting, tracking 
and measurement, and for more than 70% of Turkish marketers, this will have a 
significant impact on their mobile marketing strategy. And with privacy requirements 
being the biggest barrier to mobile growth in the region, the use of location data – the 
most popular technology in mobile campaigns – needs to be approached carefully.

Over the next year, marketers will need to strengthen their first-party data strategies, 
or build partnerships to access such data, to gain attention in a crowed marketplace.
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This is followed by chatbots 
(48%), QR codes (48%) and 
live-streaming (48%).

There is an opportunity for 
marketing professionals to 
combine the power of 
location data with digital-
out-of-home marketing to 
target consumers in a more 
creative and localised way. 

For example, Lays’ ran a 
successful DOOH and 
mobile banner campaign 
based on location and 
weather data in Istanbul. 
Banners and billboards 
activated whenever 
temperatures reached 25°C 
and directed consumers to 
the nearest park.

See another example of 
location data use on page 
25. 
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https://www.warc.com/content/article/warc-research/carat-trends-2021-the-year-of-emotionally-intelligent-marketing/135436
https://www.warc.com/content/article/RANKINGS-MEDIA/Lays_4_Seasons_DOOH_and_Mobile_Banners/135991
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Coca-Cola set out to help local 
restaurants in Turkey by advertising on 
their behalf with a dynamic banner 
campaign following the re-opening of 
restaurants after the COVID-19 
lockdown.

While wanting to assist local restaurants, 
Coca-Cola faced the challenge of creating 
personalised creatives for every restaurant 
across the entire country. The brand 
launched a dynamic banner campaign 
which it served to consumers using mobile 
data involving geolocation and time of day; 
those who clicked on the banners were 
presented with the addresses of nearby 
restaurants.

Agency:
Carat Turkey

Advertiser:
Coca-Cola

Market:
Turkey

• Consumers prefer products and 
brands that support them and provide 
extra benefits.

• Using location and time data on mobile 
phones Coca-Cola was able to target 
consumers with banner ads for local 
restaurants. 

12.5 million users 
reached

+10pp increase in 
revenue

US$1.5m worth of PR

VIEW CASE STUDY

© Copyright WARC 2020. All rights reserved.

MMA SMARTIES, GOLD, EMEA, 2020

https://www.warc.com/content/article/MMA-Smarties/CocaCola_Support_Your_Locals_with_DCO/136021
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5% of respondents disagree 
that the loss of the cookie will 
have a significant impact on 
their strategy. 

The third party cookie is no 
longer a sustainable 
mechanism for targeting, 
tracking or measurement in 
digital marketing.  

As a result, contextual 
targeting is becoming more 
important and will be further 
enabled through AI 
advancements. AI can, for 
example, discern web page 
sentiment, understand the 
nuance of language and 
ascertain content and tone of 
images and video.  
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https://www.warc.com/newsandopinion/opinion/three-takeaways-on-why-the-death-of-the-cookie-creates-industry-wide-opportunities/4051
https://www.warc.com/newsandopinion/news/why-ai-means-the-return-of-contextual-targeting/43241
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Privacy requirements, a new 
option in 2021, enters the list 
as the biggest barrier to 
growth (47%). This is followed 
by ad blocking which has 
increased by 14pp since 
2020. Consumer privacy 
concerns is the third biggest 
barrier (30%), showing that 
privacy is front of mind for 
marketers at the moment.

Metrics and measurement as 
a barrier to growth has taken 
a dive in 2021, decreasing 
from 24% to 10%. Historically 
measurement has been an 
important issue, but has now 
either been side-lined by 
privacy challenges and 
Turkish marketers are 
generally feeling more in 
control of their metrics. 
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The speed of innovation within digital marketing continues to drive mobile marketing 
forwards. These innovations are linking offline and online together like never before, 
and marketers are making significant investments in mobile marketing technologies 
to ensure they keep up with their competition. 

We asked respondents what technologies they thought would be most significant in 
five years’ time. Nearly half pointed to artificial intelligence and machine learning –
technologies that promise to improve efficiency and precision in reaching the right 
people, in the right place, at the right time.  
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Only 8% are investing 
between 0 and 10% of the 
budget on martech. Majority 
are making larger investments 
into technology. 38% of 
respondents are investing 11-
25% whilst another 42% are 
investing 26-50%.

13% of survey respondents 
are going to spend more than 
50% of their 2021 budget on 
martech. 

WARC’s Toolkit survey found 
that majority of marketers 
need to invest further in 
marketing technology as 40% 
of respondents said they do 
not have all the tools they 
need and do not fully use 
what they already have. 
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While location data is most 
significant today (52%), it 
drops to eleventh most 
significant in five years (19%). 
AI and machine learning 
however, is seventh most 
used today (30%) and is 
predicted to be the most 
important in five years (45%), 
alongside IoT and smart 
home.

Whilst AI will be even bigger 
in the future, it is already 
earning a larger role in 
marketing. AI was used in 
Vodafone’s Red Line 
campaign, where the brand 
built an AI programme that 
could detect sexism and was 
applied to media to highlight 
and erase sexist terms.
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https://www.warc.com/content/article/rankings-media/vodafone-red-line/131727
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About the study

This report is based on an online 
survey of 72 marketing 
professionals, carried out in April 
and May 2021. 

The survey link was disseminated 
to WARC and MMA lists, and 
respondents received a 
complimentary copy of the report.

Respondents were based in 
Turkey, and were a mix of client-
side, agency, media owner and 
technology vendor marketers.

About WARC

Warc.com is an online service 
offering advertising best 
practice, evidence and insights 
from the world’s leading brands. 
WARC helps clients grow their 
businesses by using proven 
approaches to maximise 
advertising effectiveness.
WARC’s clients include the 
world’s largest advertising and 
media agencies, research 
companies, universities and 
advertisers.

About the MMA

The MMA is the world’s leading 
global non-profit trade 
association composed of more 
than 800 member companies, 
from nearly fifty countries 
around the world. Our members 
hail from every faction of the 
mobile marketing ecosystem 
including brand marketers, 
agencies, mobile technology 
platforms, media companies, 
operators and others. The 
MMA’s mission is to accelerate 
the transformation and 
innovation of marketing through 
mobile, driving business growth 
with closer and stronger 
consumer engagement.
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The survey was conducted in Turkey. Respondents are most likely 
to work for creative agencies. In terms of job roles, most 
respondents hold a managerial or director level position.
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