
Ad Strategy Report
How Mobile Carriers are Promoting 5G Using Paid Social

This report uses marketing intelligence over a 60 day period [4/29/19 - 6/27/19] 
and dives into the social media marketing campaigns of the top mobile carriers in 
the U.S.
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In This Report Definitions

Brands in This Report

Dark Marketing
An all-encompassing, multichannel 
strategy where advertisers target a specifc 
audience segment with digital advertising 
with ads that ad invisible to any user 
outside of that audience segment.

Today, 90% of Twitter ads, 85% of 
Facebook ads and 60% of YouTube ads 
are “dark” or hidden from public view.

Media Mix
The distribution of a brand’s messages/
creative/ads across various channels, 
recorded as a percentage.

Creative
An individual piece of content (like a photo 
or video) used within an advertising or
marketing campaign to portray a product 
or brand message.

Engagement
A spectrum of consumer advertising 
activities and experiences—cognitive, 
emotional, and physical—that will have a 
positive impact on a brand. - IAB
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5G Campaign Analysis
This report analyzes how major brands are 
postitioning and marketing themselves as 
companies race to establish their brands as 
leaders in 5G service. 

Audience Targeting Strategy

Top Performing Creatives

Brand Insights

Engagement Metrics

Engagement metrics for top performing
posts across the mobile carrier competitive
landscape.

Age-range targeting trends for paid social media
campaigns across Facebook, YouTube, Instagram
and Twitter.

Top performing ad creatives across the mobile 
carrier competitive landscape to gain an 
understanding of what types of content and 
themes resonate best with their target audience. 

Insights into key messages, audience 
acquisition strategy, and product promotions.
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Part One
While 5G service may not be fully available in most markets, the “big four” U.S. mobile carriers have 

wasted no time in positioning themselves as leaders in 5G wireless technology. 

5G - Positioning and Messaging
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Ad Strategy Report: 
How Mobile Carriers are 
Promoting 5G Using Paid 
Social

Paid Social Media Mix & Demographics Top Creatives

Campaign Analysis 

Age Range Targeting

Facebook dark ad: “Someday, 5G from AT&T will help make 
fully-autonomous cars a reality. Until then, it can wait.
Take the pledge to never drive distracted today. #ATT #ItCan-
Wait”

Facebook dark ad: “Remember to take the pledge to never 
drive distracted. AT&T’s 5G network will soon make fully
autonomous cars a reality. Until then, it can wait. #ATT #ItCan-
Wait.” 

AT&T started promoting their “It Can Wait” PSA campaign 
against texting while driving by focusing most of their ads 
on how their 5G technology will one day power autono-
mous vehicles, potentially preventing auto accidents caused 
by distracted drivers. AT&T has been focusing almost all of 
their paid social media activity on Facebook and Instagram 
for the duration of this campaign. Additionally, their ad 
targeting was mostly focused toward older audiences in the 
65+ age range. 

During the time period analyzed, AT&T ran 44 5G 
branded creatives, of which 41 were dark sponsored 
posts and 3 were public posts. 

Overall, AT&T’s 5G campaign generated 3.2m Instagram 
video views, 20.6m Facebook video views, 1.6K YouTube 
video views.

68% 32% 0% 0% 46% 54%
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Top Creatives
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Campaign Analysis 

Age Range Targeting

Facebook dark ad: “Our #5GUltraWideband is now LIVE in 
parts of Chicago and Minneapolis. And we’re not stopping
there.”

Facebook dark ad: “The moto z³ with 5G moto mod. Only on 
Verizon 5G Ultra Wideband.”

Verizon has been inserting themselves into the 5G con-
versation by creating ads for their 5G Ultra Wideband 
Service and comparing their 5G innovation to other great 
innovations in history such as space travel. They have been 
focusing almost all of their paid social media activity for the 
5G campaign on Facebook and Twitter. Additionally, their 
audience targeting was mostly focused on users in the 19-
24 and 25-34 age ranges. 

During the time period analyzed, Verizon ran 217 5G 
branded creatives, of which 112 were dark sponsored 
posts and 105 were public posts. 

Verizon’s 5G campaign generated 28.3M Facebook video 
views, 34.9K Instagram video views, 730.6K YouTube video 
views, and 20.5K Twitter video views for the time period 
analyzed. 

7% 0% 0% 93% 71% 29%
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Facebook dark ad: “Unlimited plans and amazing devices to 
meet YOUR needs.”

Youtube video: “Sprint’s True Mobile 5G Launch Highlights”

Sprint’s 5G ads have been aimed at convincing customers to 
buy 5G enabled products. Sprint has launched a consider-
able amount of conversion ads, with calls to action buttons 
such as “buy now,”and “shop now.” Sprint focused almost all 
of their paid social media budgets toward Facebook for this 
campaign. Additionally, their audience targeting was spread 
out across users in the 25-54-year-old age ranges. 

During the time period analyzed, Sprint ran 208 5G 
branded creatives, of which 203 were dark sponsored 
posts and 5 were public posts. 

In terms of engagement, their public YouTube video of their 
5G launch generated 2K views, but their conversion oriented 
ads didn’t have much engagement overall. 

100% 0% 0% 0% 83% 17%
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Facebook dark ad: “Together with Sprint, T-Mobile can create a 
broad, deep, and nationwide 5G network that will cover nearly 
96% of rural Americans by 2024. #5GForAll”

Facebook dark ad: “5G means job creation and bridging the 
digital divide. See what a combined T-Mobile & Sprint will
mean for Upstate New York. #5GforAll”

T-Mobile’s contribution to the 5G conversation has been 
geared toward asking users to learn more about how the 
company’s merger with Sprint will benefit most American 
mobile phone users, with the slogan #5Gforall for many of 
the posts. T-Mobile has been focusing almost all of their 5G 
campaign activity toward Twitter and Facebook. Addition-
ally, the audience targeting for this campaign was mostly 
directed toward users ages 25-34 and 55-64. 

During the time period analyzed, T-Mobile ran 110 5G 
branded ad creatives. 86 were dark sponsored posts 
and 24 were public posts. 

T-Mobile’s 5G campaign generated 8.2M video views on 
YouTube, 1.9M video views on Facebook, and 193K video 
views on Twitter. 

15% 0% 4% 81% 66% 34%
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Part Two
Smaller-market mobile carriers such as Cricket Wireless, Metro by T-Mobile, Boost Mobile, and 

Xfinity have not yet begun to launch campaigns or messages mentioning 5G capabilities.

Mobile Carriers Avoiding 5G 
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Facebook sponsored ad: “This Mother’s Day, we say THANK 
YOU to all the moms who do so much every day! Thank your
mom by sharing this video with her. #SmileOn.”

Instagram dark ad: “Operation: make mom smile | tell your 
mom why you are thankful for her this #MothersDay.” 

Cricket Wireless’s top performing ads were focused around 
Mothers Day and were aiming at generating awareness for 
the brand. They were directing almost all of their paid social 
media activity toward Twitter. Additionally, their audience tar-
geting was dispersed across several age ranges, with around 
18%, for ages 25-65+. 

During the time period analyzed, Cricket Wireless ran 534 
ad creatives, of which 379 were dark sponsored posts and 
155 were public posts. 

Overall, Cricket Wireless generated a total of 306.3K engage-
ments across all of its social media channels as a result of its 
paid and organic posts. 

19% 5% 0% 76% 51% 49%



Source: BrandTotal 10

Ad Strategy Report: 
How Mobile Carriers are 
Promoting 5G Using Paid 
Social

Paid Social Media Mix & Demographics Top Creatives

Campaign Analysis 

Age Range Targeting

Metro by T-Mobile’s top performing ads were surrounding 
their “Metro’s biggest game of H.O.R.S.E” campaign where 
fans can enter for a chance to meet NBA star Giannis Ante-
tokounmpo. Metro by T-Mobile has been focusing almost 
all of their paid social media activity toward video ads 
across YouTube and Instagram. Additionally, their audience 
targeting was mostly focused toward users ages 25-44. 

During the time period analyzed, Metro by T-Mobile ran 
150 creatives, of which 90 were dark sponsored posts 
and 60 were public posts. 

Metro by T-Mobile generated a total of 240.8K engage-
ments across all of its social media channels as a result of 
its paid and organic posts.  

0% 39% 37% 24% 64% 36%

Instagram dark ad: “BANK’S OPEN! Congrats to 
@cashnasty and his teammate on WINNING 
The #MetroFreak Tournament! With our coast-
to-coast coverage, we kept over 1000+ fans 
connected in The Biggest Game of H-O-R-S-E, 
where the hottest finalists duked it out to win 
the chance to meet @Giannis_an34!”

Instagram dark ad: “SWISHHH! There was no holding back in 
Metro’s Biggest Game of H-O-R-S-E where the hottest
teams played for a chance to win the grand prize: a chance to 
meet @Giannis_an34! #MetroFreak”
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Facebook dark ad: “Amazing SAVINGS! Switch to Boost Mobile 
today and get an iPhone 6s FREE or $150 off any new
iPhone you want. Hurry, offer ends soon. Restrictions apply.”

Boost Mobile’s top performing ads were split between a 
dark sponsored post and an organic post. Boost has been 
avoiding Twitter in their use of paid social media. Addition-
ally, their ad targeting focused heavily on users in the 25-34 
year age range. 

During the time period analyzed, Boost ran 393 cre-
atives of which 297 were dark sponsored posts and 126 
were public posts. 

Boost Mobile generated 39.6K total engagements across 
their social media channels as a result of its paid and 
organic posts.

61% 9% 30% 0% 53% 47%

Instagram organic post: “Whether you’re getting 
your work on or taking your #cafecito break, 
#BoostMobile’s network is there when you need 
it . #Motivación”
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Comcast Xfinity’s top performing ads were published on 
Instagram. The brand has launched a cross promotion with 
the upcoming movie, The Secret Life of Pets 2 (distributed 
by Universal Studios, owned by Comcast). While their top 
performing ads were posted on Instagram, Xfinity has been 
spending almost all of their paid social media budget on 
Twitter. Additionally, their ad targeting was focused heav-
ily toward younger millennial audiences in the 25-34 age 
range. 

During the time period analyzed, Xfinity ran 237 total 
unique creatives, of which 178 were dark sponsored 
posts and 59 were public posts.

Comcast Xfinity generated 310.3K total engagements across 
their social media channels as a combined result of both 
paid and organic posts. 

9% 4% 7% 80% 69% 31%

Instagram dark ad: “We gave dogs a special 
treat with the Xfinity Bark Machine. See The 
Secret Life of Pets 2—in theaters now.”

Instagram dark ad: “#tbt To that time Margaret 
Joseph spilled some MAJOR real housewives tea 
at Reality Week back in January ”
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About BrandTotal

BrandTotal provides competitive intelligence & insights for 
marketing decision makers.

The BrandTotal Agile Marketing Intelligence platform enables 
marketers to reverse-engineer their competition’s marketing 
strategies by providing a competitive landscape dashboard 
with real-time updates into virtually any brand’s marketing 
activity. Understand who they’re targeting, where their ads 
are appearing, what platforms they are using, and all of their 
creatives and core messages. Most importantly, the platform 
provides actionable insights into how to execute on an 
opportunity in real time.

Dark posts, highly targeted, personalized ads that are only 
viewable by the targeted audience, are creating a massive 
blind spot for competitive marketers.

By applying artificial intelligence and cyber security tech-
niques, BrandTotal uncovers and analyzes these dark mar-
keting campaigns, illuminating competitors’ strategies and 
tactics into one holistic dashboard.

Real-Time Competitive Insights 
for Brand Marketers

Find out what your competitors 
are doing across digital & social

Request a demo at Brandtotal.com/get-a-demo


