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Today about 80 percent of teens 

between 12 and 17 own a cell 

phone, and about half of those own 

a smart phone. That’s about twice 

the rate from just 2 years ago. 

“ 

” Shawn DuBravac 

Chief economist at Consumer Electronics Association 

Source: www.cbsnews.com/news/kids-with-cell-phones-how-young-is-too-young/ 

OVER THE PAST FEW YEARS 



Programmatic Buying (Real Time Bidding) 

What is it? 

Contextual Advertising (Precise Targeting) 



refers to automated purchasing of digital ad inventory, 
circumventing the human managed process of buying ad space 
via contracts or insertion orders. 

Programmatic Buying 

Source: http://www.turn.com/ 



- Real Time Bidding (RTB) 

automated approach to selling and purchasing display ads one 
impression at a time through a bidding process that takes 
milliseconds. 



- Real Time Bidding 



- Real Time Bidding 



- Benefits of RTB 

Streamlining 

Targeting 

On the Fly 
Optimization 

Reduce friction as 

mobile advertising 

involves a complicated 

workflow 

Can specifically target 

audience for a specific 

criteria, specific time 

and specific 

geographical area 

Set RTB parameters 

that will automatically 

adjust in real-time 



Growth  
of  

Mobile Usage  
and 

Inventory 



Mobile Usage Exceeds Desktop in the US 



June 30, 2014 

 

Twitter 

launches 

mobile app 

promotion to all 

advertisers 

globally. 



Source: http://www.eMarketer.com 

Mobile Inventory Growth 



Source: statista.com/statistics/238103/mobile-advertising-spending-in-the-united-states/ 

Trends and Buying Stats 



Relevant ads on relevant websites 

Contextual Advertising 

Source: http://www.turn.com/ 

BAD EXAMPLE 



Relevant ads on relevant websites 

Contextual Advertising 

Source: http://www.turn.com/ 



Advertising based on 
advanced GPS 
position and geo-
location services.  

Contextual Advertising - Geo-Targeting 

Source: http://www.turn.com 



Performance 

How to measure? 



Measuring Performance 



CTR vs SAR 

Source: marketingland.com 

The graphic above from the study compares three campaigns using CTR, secondary 
actions (calls, directions) and store visit lift as metrics. 

 
Optimizing for CTR had an adverse impact on secondary actions and store visits. 
Conversely, optimizing for secondary actions tended to depress CTR. 



Click-to-Call 

Source: econsultancy.com 

Results of Google and Ipsos new research show that half surveyed (42%) has used click-to-call in search. 

 

Google’s new research shows an average click-to-call conversation length of six minutes, suggesting the option can 

lead to decent level of engagement. 72% of click-to-call conversations lasted longer then 30 seconds. 



The Different Ad Formats 

Source: funmobility.com 

“In the future, all advertising on social 

media will be native in-stream ads. The 

right rail and banners will disappear 

altogether.” 

- Jan Rezab, CEO of Socialbakers. 

Native Advertising 



The Different Ad Formats 

Source: funmobility.com 

Mobile Engagement Ad Units 

integrate a customizable post-click 

consumer experience, providing a 

single solution that’s capable of 

aligning with all of these diverse 

goals.  

 

The ad units initially load as mobile 

rich media animated banners, but on 

click-through they transform to 

responsively fill the screen with an 

interactive overlay tailored to meet 

the campaign’s  

specific need(s).  

Ad Units 



The Different Ad Formats 



The Different Ad Formats 

Filmstrip: Functions as a ‘window’ 

that lets users swipe to scroll through 

a variety of content. 



The Different Ad Formats 

Pull: A standard top or bottom banner 

that the user drags vertically to reveal 

a fullscreen ad. 



The Different Ad Formats 

Adhesion Banner: A standard 

banner that “adheres” to the 

mobile screen—maintaining 

consistent position and size, 

regardless of how site content is 

manipulated (i.e. zoomed, 

rotated, etc). 



The Different Ad Formats 

Slider: A standard top or bottom 

banner ad that the user slides 

horizontally to reveal a fullscreen ad. 



The Different Ad Formats 

Fullscreen Flex: A fullscreen ad format 

involving responsive creative elements that 

automatically re-arrange to look great  

in both landscape and portrait orientations. 



The Different Ad Formats 

“To guarantee the ads you pay for actually appear 

and look great on all screens, you should insist to 

your ad agencies that your advertising creative be 

developed in a mobile-compatible format.  And the 

one open, industry-standard, universal format for 

building mobile-ready creative is HTML5.” 

February 2014 



Industries and Spending 

Source: funmobility.com 



Industries and Spending 



Industries and Spending 



Industries and Spending 



Industries and Spending 



Future News & Trends 

2014 and onwards 



Facebook opens ad targeting 

to outside applications 

The Audience Network uses the same targeting and measurement 

features that marketers already use when advertising on Facebook 

Source: techcrunch.com/2014/04/25/facebook-audience-network/ 



More Research into 

MICRO TARGETING 
Location data is not just about current location  

but patterns of location 

Source: http://www.cnbc.com/id/101517925#. 



Crystal Ball 

What you  

might do next  
rather than what you 
are doing right now 

Source: http://www.cnbc.com/id/101517925#. 

Focuses on:  

by studying  data based on consumer’s  previous activity or spending patterns 
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