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 The art and science of communication
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The single biggest problem in communication is the illusion that it has take place.


George Bernard Shaw



 Growth in digital advertising 
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 Issues in digital advertising 
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Banner blindness 


Ad collision 


Viewability 


Ad blocking 


Google over-
indexed? 

Brand security 


NHT and fraudulent 
traffic 


Click fraud 


Dark social 


Data allowance 
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 Issues in digital advertising 
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22%  

of British adults use ad blocking software

Source:  IAB UK
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 The path to purchase 
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 The path to purchase
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 Moments 
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 Google Adwords
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 Last click wins!
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 Last click wins.  Or does it?
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 "Last click wins" can be a mistake
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?

?



 Attributing the outcome to the correct input(s) 
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Look for "Shop Visit Conversions" in your AdWords account



 Reconsider digital display advertising 
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 Clicks from digital display advertising
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ComScore: Natural Born Clickers 


8% of users account for  
85% of clicks 



 Performance from digital display advertising 
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 The view through 
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“The number of online conversions that happened within 30 days 
after a user saw, but did not click, a display ad” 

Lift in brand metrics occurs throughout a campaign, often 
irrespective of the volume of clicks 

Number of clicks is not an accurate predictor of the effectiveness of 
an advert on brand metrics



 Clickers don't buy, and buyers don't click
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 Models 
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 Measuring engagement
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IAB UK Green Paper on Native Advertising and Content Marketing 
measurement 

Financial Times - Cost per Hour 

Financial Times - Completion rates 

Economist - Attention metric - billed ads viewed between 5 - 30 
seconds per impression 

Mashable - Velocity analytics tool - tracks social and dark social 




 Measuring engagement
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Contently 

Attention time:   How long with a piece of content 

Engagement rate:  % of readers have spent more than 15 seconds 
with a piece of content 

Loyalty:  % new vs returning visitors 

Social media metics:   Likes, Retweets etc 



 Beyond cookie tracking to full verified attribution 
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Buy

Click

Impression

Lift – Brand Or Exposed

Influenced Lift

Dwell Time

Verification from 
a single source 

through the path



 Cross-channel attribution
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Source:  AdRoll, 2016



 Offline and online attribution
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Source:  AdRoll, 2016



 Further reading
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Nobody reads advertising.
People read what interests them.

And sometimes it's an ad.


Howard Luck Gossage,
Freeman, Mander & Gossage

The single biggest problem in communication is 
the illusion that it has take place.


George Bernard Shaw


