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Publish Date: 4Q 14 “Advertisers have become creative; they have adapted the production and

distribution of their ad messages to multiscreen ad campaigns,” said Harry
Wang, Director of Health and Mobile Product Research, Parks Associates.
"There is also a growing use of interactivity elements in the ad creative to
increase user engagement.”
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information in this report is correct. We assume no responsibility for any

inadvertent errors.

© 2014 Parks Associates. All rights reserved.




