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Trust in different sources of information (2009)

recommendation from people known
brand websites

consumer opinions posted online
editorial content

brand sponsorships

v

newspapers

magazines

radio

billboards

emailssigned upfor

ads before movies

search engineresults ads

online videoads

online bannerads

text ads on mobile phones

0% 20% 40% 60% 80% 100%

Source: Nielsen Online Consumer Survey 2009

Consumer behaviour in a digital environment, DIRECTORATE-GENERAL FOR INTERNAL POLICIES
POLICY DEPARTMENT A ECONOMIC AND SCIENTIFIC POLICY, European Parliament, 2011



Methods Used by US Small Businesses to Connect®
with Their Customers or Prospects, Oct 2011

% of respondents

Email 7%

Face-to-face meetings

Faceboolk

YouTube 25%
http://www.emarketer.com/Articles/Print.aspx?R=1008703
- 1M% Googles

Other L%

Note: n=1,944,; *one-on-one
Source; Constant Camtact, "Fall 207171 Small Business Atitunes & Outlook

Survey, " WNov 15, 2011

134437 wiarrieMarketer.com
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NOVEMBER 1, 2011, eMarketer, Data
and social media investment central to
marketing strategy, programs

Technology that CMOs Worldwide Plan to Increase
Use of in the Next 3-5 Years, June 2011
% of respondents

social media B2%

Customer analytics

CRM
l-'lnhlli applin:ath:n ns

Einﬂi ww.' of customer

Collaboration tools &85
Predictive analytics
Reputation management

5 Search engine optimization &2%

Campaign management 1%
score cards/dashhoards 6%
Email marketing 46%

Source: IBM, "From Stretched to Strengthened: insights from the Global
Chief Marketing Officer Study, " Oct 11, 2011

133434 Wl eiMarketer. com
http://www.emarketer.com/Articles/Print.aspx?1008667
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http://www.emarketer.com/Article.aspx?R=1007925



Formy reklam w sieci

wConnected Marketing
wSocial Media Marketing
wDisplay Advertising
wSearch Marketing
wVideo Advertising
wMobile Marketing

w Emalil Marketing
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A OTS - opportunity to see an ad.

AIN-VIEW-Mi ni mum 50% pi ks
przez 1 sek.



Reklamy online

w2011¢ 17% globalnej reklamy
wRoczny wzrost 236%
«w100 mld USD w 2012

w2 | NP&ad 1dzLly |l Rs3s 620100
20%, 9/10 0 40%

wMmE2 FANY 9! &LINI SRI 2¢

Consumer behaviour in a digital environment, DIRECTORATE-GENERAL FOR INTERNAL POLICIES
POLICY DEPARTMENT A ECONOMIC AND SCIENTIFIC POLICY, European Parliament, 2011



Udziat gtdwnych typow reklamy w torcie wydatkow brutto na reklame
online
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Internet 2010, IAB Polska



Wysokos¢ wydatkow reklamowych brutto na reklame online w Polsce

2,0

1,5

1,0

0,5

mid

2007

m wydatki (mld) —— warost (r./r.)

1,216

2008

1,578

1373

2009 2010

Internet 2010, IAB Polska



Udziat sektordw branzowych w torcie wydatkéw brutto na reklame online

Finanse 16
Telekomunikacja
Motoryzacja
Media, ksiazki, CD i DVD
Handel
Iywnosc
(zas wolny
Nieruchomosci
Komputery i audio/wideo
Higiena i pielegnacja
Sprzety domowe, meble i dekoracje
Podrdze i turystyka, hotele i restauracje
Edukadja dobra szybko zbywalne
Napoje i alkohole

Odziez i dodatki 1 2 (1 dobra trwate
Produkty farmaceutyczne, leki 2

Produkty do uzytku domowego __1 . | ! ]
% 5 10 15 20

12
11

Internet 2010, IAB Polska



Raport IAB Internet Advertising
Revenue, 2010

w Internet ¢ przychody
I NBl1flFY 6bR2¢
w Stanach Zjednoczonych
peyAsaO HCZIN

w przychody z reklamy za rok
Hamn 61 NRPaove ;
w stosunku do 2009 roku.

2009 2010

IAB Internet, Advertising, Revenue Report, An Industry Survey Conducted by PwC and Sponsored by the Interactive
Advertising Bureau (IAB), 2010 Full Year Results, April 2011
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$26.04

$23.45 32266

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010

IAB Internet, Advertising, Revenue Report, An Industry Survey Conducted by PwC and Sponsored by the Interactive
Advertising Bureau (IAB), 2010 Full Year Results, April 2011



Ad Formats — 2009 Ad Formats — 2010

Total — $22.7 Billion Total — $26.0 Billion

m Search

m Display / Banner
m Classifieds

B [ ead Generation
¥ Digital Video

B Rich Media

B Sponsorship

¥ Email

IAB Internet, Advertising, Revenue Report, An Industry Survey Conducted by PwC and Sponsored by the Interactive
Advertising Bureau (IAB), 2010 Full Year Results, April 2011




Advertising Format Share (% of Total Revenue)

50%

40%
2006 m2007 w2008 ®m2003 =2010

30%
20%
10%
0%
Search Display Classifieds Rich Media & Lead Sponsorships
Banners Digital Video Generation

IAB Internet, Advertising, Revenue Report, An Industry Survey Conducted by PwC and Sponsored by the Interactive
Advertising Bureau (IAB), 2010 Full Year Results, April 2011




Pricing Models — FY 20009 Pricing Models — FY 2010

_ goo. R _ _ $26. - _
Total — $22.7 Billion Hybrid Total — $26.0 Billion Hybrid
4%
CPM
Performance GP:"‘ 33%
59% 37% Performance

62%

IAB Internet, Advertising, Revenue Report, An Industry Survey Conducted by PwC and Sponsored by the Interactive
Advertising Bureau (IAB), 2010 Full Year Results, April 2011



Internet Ad Revenues by Pricing Model*

0% v
Performance
60% 62%
i 90% +
&
3 40%
o
I o 33%
o 0% 7 CPM
©
x 20% + 17%
13%
10% + ) 49, Hybrid
2% 4% 0 " . 50
0% I ] I I ] ] I
2004 2005 2006 2007 2008 2009 2010
e CPM == Performance == Hybrid

IAB Internet, Advertising, Revenue Report, An Industry Survey Conducted by PwC and Sponsored by the Interactive

Advertising Bureau (IAB), 2010 Full Year Results, April 2011




US Advertising Market by Media Revenue — 2010 (In billions)

TV Distribution $28.6
Internet $26.0
Newspapers
TV : Cable Networks
TV : Broadcast Networks
Radio
Directories
Consumer Magazines
Trade Magazines

Out of Home

IAB Internet, Advertising, Revenue Report, An Industry Survey Conducted by PwC and Sponsored by the Interactive
Advertising Bureau (IAB), 2010 Full Year Results, April 2011



Internet Ad revenues by major industry category, 2009 vs. 2010

Retall

Telecom

Financial Services

Auto

Computing Products
Consumer Packaged Goods
Leisure Travel

Fharma & Healthcare
Media

Entertainment

IAB Internet, Advertising, Revenue Report, An Industry Survey Conducted by PwC and Sponsored by the Interactive
Advertising Bureau (IAB), 2010 Full Year Results, April 2011



Figure 5 Percent of Ads Served In-View by Select Content Types

COUPONS 899

DIRECTORIES 81%

ENTERTAINMENT - RADIO

ENTERTAINMENT - TV

TECHNOLOGY - NEWS 70%

WEATHER

67%

TEENS 60%

POLITICS

59%

DEPARTMENT STORES

PETS 27%

% OF ADS IN-VIEW

Changing How the World Sees
Digital Advertising, WhitePaper, comScore,2012
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IAB Internet, Advertising, Revenue Report, An Industry Survey Conducted by PwC and Sponsored by the Interactive
Advertising Bureau (IAB), 2010 Full Year Results, April 2011



US Online Display* and Search** Ad Spending,
2010-2015

bilhons
549 50

36,80

£26.04
$21.99

$20.1%

£9.91
I ] I ]

2010 2011 2012 2013 2014 2015
M Display W Search [ Total online

Note: *includes banner ads, rich media, sponsarships and video,
“E.;Jc.lu-:les contextugl text links, paid inclusion, paid kstings (paid search)
ana SEQ

Source. eMarketer, Jume 2011

128164 wwnilearketer. com




Online Ad Spending Share Worldwide, by Region and

Country, 2010-2015
% Of total

2010 2011 2012 2013 2014 2015
MNorth America 40.8% 41.7% 41.8% 41.5% 40.7% 402%
—1I5 A% 391% 39.1% 388% 3A0% I75%
—Lanada dr% 2% 2™ 3 O 2T% 2%
Western Europe 30.0% 28.8% 28.0% 27.3% 27.0% 26.5%
—UK 24% 9% &84d% 82% 81% 19
—Germany 71% 70% FO0% 0% 7% TI%
—France 3B8% 346% 4% 33% 33%  32%
—Italy 1% 19% 19% 19% 19% 20%
—Spain 1.5%  1.5% 15% 14% 14% 1.4%
Asla-Pacific 23.9% 24.1% 24.6% 251% 25.8% 26.2%
—China 54% 5.7% 66% TI%  79%  BA%
Eastern Europe 27% 27% 27% 27% 28% 28%
Latin America 21% 2.2% 23% 25% 28% 3.1%
Middle East & Africa 04% 05% 07% 09% 1.1% 1.3%

Nate! inchudes hanner ads, classiiieds, emai fembedded ads onlyl, lead
generation, rich media, search, spansorships and wdea, inchudes mobile
adls within the existing formats; numbers may nat aad up to 100% due to
raLnaing

Source; eMarketer, June 2017

1XEIE wWivw. e Marketer.com

http://www.emarketer.com/Articles/Print.aspx?1008441



Online Ad Spending Growth Worldwide, by Region
and Country, 2010-2015
% change

2010 2011 2012 2013 2014 2015

Middle East & Africa 70.0% 500% 479% 474% 3IBS5% 30.0%

Latin America 17.0% 200% 23.0% 22.0% 26.00% 22.0%
North America 15.0% 19.8% 177% 120% 10.6% 8.9%
—s 14%% 20.2% 1746% 120% 104% 8.8%
—Canada 16.0% 14.8% 198% 125% 129% 11.0%
Asia-Pacific 19.0% 18.0% 20.0% 15.0% 16.0% 12.0%
—China I70% HMI3% 348% 226% 250% 1v.0%
Eastern Europe 14.0% 17.0% 18.0% 13.0% 14.0% 10.0%
Western Europe 15.4% 12.5% 142% 100% 11.5% 8.5%
—Germany 17.0%  160% 180% 13.0% 15.0% 9.0%
—ltaly 150% 160% 170% 140% 150% 12.0%
—Spain 00M%  130% 150% 1MO0% 120% 0%
—LIK 157% 1.0% 120% 100% 110% 8.0%
—Hrance 11.0%  100% 130% 0% 110% B.0%
Worldwide 14.9% 20.2% 17.6% 120% 104% BA8%

Mate! includes banner ads, classifieds, email (embedied ads only), lead
generation, rich media, search, sparsorships and video; includes mobile
ads within the existing formats

Source; eMarketer, Jupe 2011

1XE119 Wi e RMAareter com

http://www.emarketer.com/Articles/Print.aspx?1008441



Total Media Ad Spending Worldwide, 2010-2015
bifthons and % change

3.9%

2010 2011 2012 2013 2014 2075
H Total media ad spending Bl % change

Note: includes directaries, internet, magazines, Newspapers, autdoar, radia
and TV
Soirce; eMarketer, Jume 20711

128305 Wl eMarketer. com
http://www.emarketer.com/Articles/Print.aspx?1008438




Advertising + eCommerce (Vendor + Advertiser Paid) =
Dominate Desktop Internet Revenue...

Revenue Mix for Top 50 Global Internet
(ex. Data Access) Companies
2008E - $91B

N Advertising
40%

eCommerce

35%
Digital Content ,
{MLI!SIE,EEEIEG...] Paid Services
25%

Note: eCommerce Is Amited fo onilne refall goods sales; pakl sendces Inciude online banking, traved senvices. .. fop 50 global
Mﬂrgan Stanley i Infemet companies rEnked by 2008 revenue. Source: FactSe!, company data, Morgan Sianiey Reseach. 81

Morgan Stanley's, Mobile Internet Report, published 12/15/09 (available at www.rns.com/lechresearch).



Media uznawane za najbardzie] informacyjne w
decyzji o zakupie& Francja 2009 [%]

Internet 22%
TV 21%
.

Radio 14%

In-store advertising

Outdoor ads 1M1%

Note: n=1,012 ages 15+ | -
source; fap and | Nurun, “Influence des Meédas Sur fes Decisiaons d Achals,
Octaber 15, 2009

108172 ey oiarketer, com

Web Users in France Trust Internet Most. NOVEMBER 12, 2009



Poziom zaufania do reklam
GF 10817 FKYSRALI X

Trust Trust Don't Don't

com- some- trust trust
pletely what much at all

Recommendations from pecple | know 4% 6% ¥R 1%

Brand Weabsites 13% 5r% 2% oo,

Consumer opinions posted anline 13%  57% 25% 5%

Editorial content such as a newspaper article  10% 5% 2T% 4%

Erand sponsorships 9% S4%  IM®R 6%

Ads on TV 8% a23% 33% 6%

Ads in NEWSPAPErs 7% Bd4% 3% 5%

Ads In magazines 6% 23% % 6%

Ads on radio 6% 49% 38% %

Billboards and other outdoor advertising 2% 49% 39% 6%

E-mails | signed up for 7% 48% 3IT% B%

Ads before movies 2% 4% 4% 7%

Ads served in search engine results 4% % 48% 1%

online video ads I% A% 5% 11% What Advertising Do Consumers
online banner ads 3% 30% 51%  156% Z&ineter' AUGUST 3. 2009
Text ads aon mobile phones 2% 22% 47T% 9% Doing better than expected...
Sﬁ;ﬂ'ﬂ. Niglsen Online, “Niglsen Global Oniine Consurmer Survey, ™ July

15555 wrginn ehMarketer oo
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2007 2008 2009 2010 2011
T $178.169 3183277 F173158 5179146 3186573
MNEWSDApers $128.553 3121638 107,005 S102.4657 3F102.B6&
Internet $41,352 349994 354,298 2 350433 549495
Magazines $57.789 355136 349046 347549 543,155
Radio 138,198 $£37.381 333,621 $33.204 234,041
Cutdoor $30.544  £31.3%95  3F9Z76 329914 531,792
Cinema 52,287 2,421 32,338 32,472 32,675
Total S476,894 5481219 5448740 5455373 S47579

Nate: CLrmency conversian at 2007 average rates; numbers may not aod up
to total due o roundin

Ec-urﬂe:zenjthﬂerfme 13 85 cited in [rEss refeese,ﬁrﬂ 14, 2003

1603138 whew eEMarketer com

Dire Predictions: Global Ad Spending to Plummet, APRIL 20, 2009



90% 1 77%
80% -

70% A
60% -
50% -
40% -
30% A
20% A
10% -
0% -

45%

34%

33%
29%
26% 2990 229 21% 20% 19% 19% 19% 18%

9%

Slovenia
Poland
Austria
Finland

Turkey
Greece
Spain
Norway
Denmark
Belgium
Italy

UK
Germany
Sweeden
France
Netherlands

Do you CEE? Interactive Overview of Central and Eastern Europe Markets 2009, Gemius
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Czech
Re public
Hungary

Poland
Slovenia

Estonia

Russia

Slovakia

Latvia

Croatia
Lithuania

Bulgaria
Romania

Ukraine

Do you CEE? Interactive Overview of Central and Eastern Europe Markets 2009, Gemius
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wy 20 zall F2NXI YI a2«
wadll2s aat Ol t1 OAND 12y
VIRFSON AYF2NNYI O2A D



Kampani e I nterneto

Vd

bezpoSrednio wpgdgywal
standar dowe wska¥*ni k

AZnaj omoS| -aiminki (t op
spontaniczna | wspomagana),
Ael ementy racjonalne (

Ael ementy emocjonal ne

Pa

adekwatnoSlI, powszech
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Nasza klasa

wNaszay f I al oL yI f S06é& R?2
partnerskiego TradeDoubler,

WWSail ¢ aASOA NBLfIl Y2
reklamy Google AdSense.

Nasza-K| asa: "Bez Google AdSense by nas nie bygo, 17 styczni a
http://www.internetstandard.pl/news/136977.html
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lato 2008 [% odpowiedzi]

Hmy Quite Not
coO5t- co5t-

aﬂ’a-cl:iun effective effective
E-mail marketing 51% 33% 17%
Affiliate marketing 6%, 8%, &%
Paid search 40% 49%, 1%
Mobile marketing 7% 17% 75%,
online display advertising % 44%, s0%

MNate: =144 merchants, *includes UK, non-UK Ewrope, North America and

ather

source: Econsuttancy and R.OEYE, "Affiiate Marketing Sunvey Report

2008, " provided to eMarketer, September 2, 2008

C2B355

Wi eMarketer oo



JAKIE FORMY MARKETINGU PANSTWO STOSUJA?

Obecnasé w pasatach handiowych TR
i Watalogach | 69,9% |
I, <
Ob#crnosd HWMH cin | | | H-..I'Wn | |
Obecnodc w serwisach aukcyjnych L5
|
Porycjonowanis w wyszukiwarksch I'Ejﬂﬂg o
Program parnersi B |
o I, :: |
Heklama w inlarnecis . | 67 0% |
- EEZ
Reklama poza Imernatem - , e |
6,0%
lnne | Bk | | |
%} o i 21 b K EZ 5 5] fl BO -] g
Paoer | 2008

Pty Svogh . gradved 2N 1tyramt ERY

Internet Standard, Il edycja, marzec 2008
|l nternet Standard i Sk | egmmneck 2001" pr e



WYDATKI REKLAMOWE
W INTERNECIE W POLSCE

DANE W MLN Zt
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ZRODLO' CR MEDIA CONSUITING

Pol ski i nt er, Zeigniews i n
Domaszewicz, , , Gazet
2008-02-28, ostatnia aktualizacja 2008-02-
28 20:40
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Reklama w mediach

wbl 10FRé& yI NB1LfFYt 2y A
NE1flYtY
¢ NI R Ac2w2008 r.,
¢ LINJI acdn@ior.

w Reklama w USA w 2008 %195 mld (wzrost 0 4.1%
g LIRNFSYIlI YAdz R2 HAant NI

w| & A 1$4B6 mld w 2008 r-wzrost 0 6.7%
w2 HAany NXY yI 10FRé yI NE
Ol 021 OA Yyl 1 CE&B gRip@g PH N M

Radio In 0608, Ma g a z |, paidGonténg.or@g O ]
By David Kaplan - Sun 02 Dec 2007 06:18 PM PST



http://www.paidcontent.org/entry/419-zenithoptimedia-amid-growing-pressures-on-total-ad-growth-in-08-online-/
http://www.paidcontent.org/entry/419-zenithoptimedia-amid-growing-pressures-on-total-ad-growth-in-08-online-/
http://www.paidcontent.org/contact/1557/

Po raz pierwszy w historii reklamodawcy w WIk. Brytanii wydali
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YYAS2 yA0 LINI SR NR(1ASYO®
WLYUGSNYySG 2Sad ylLagatialey Y¢S
Danii (21 proc.).

W

http://wiadomosci.mediarun.pl/news/33398,Reklama_online_numerem_1_w_WIk._Brytanii,tagi_IAB_PricewaterhouseCoopers,group2
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Internet 23 5%

v 21.9%

Press--display 18 5%
11.5%

Press--classitied 11.08

Online Spending Passes TV in
Outdoor 4 8%, UK . OCTOBER 7, 2009

Directories [WE3

Radio 3.3%

lclnama 1.0%

Note! excludes unclassified figuras, first half 2009 advarhising
feveressFE 747 Billian: numbers gl Aot add L) for TO0% due to r-flu.r]ﬂ'.'ng
Sowrce, FricewaterfrouseCoopers (Pwl). intarnaet Advedrtising Bureau UK
(AR LK) and World Advertising Research Center (WARC) "HT 2009 LK
Online Adspend Study." provided to eMarketer September 30, 2009

1253 winieMarketer.com




Kondycja prasy
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@ W 2005 r. akcj¢cClatchy Co. (NYSE: MMI® R | éS@reJose

Mercury News'l 29A Yy & OK RI )\S)/)/)\1190@O$' {! 2
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w5dz60é &aLJ} RS1 61 NI 21 Ohe Nevf YO Ximea Ry
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Hnny LI2AAIFRIFEDO &aa2$. 61 NI 21T 6 (et |

Beer a Better Investment Than Newspapers
ONLINE PUBLISHING By Vin Crosbhie , The ClickZ Network, Oct 17, 2008
Columns | ContactVin | Biography



http://newsletters.clickz.com/c.html?rtr=on&s=auxa,57yi,52v,djx5,i3gp,6f1j,ei24
http://newsletters.clickz.com/c.html?rtr=on&s=auxa,57yi,52v,38zs,hrun,6f1j,ei24
http://newsletters.clickz.com/c.html?rtr=on&s=auxa,57yi,52v,38zs,hrun,6f1j,ei24
http://newsletters.clickz.com/c.html?rtr=on&s=auxa,57yi,52v,i9gk,2ee2,6f1j,ei24
http://193.0.118.39:8081/han/atoz/proquest.umi.com/pqdweb?RQT=572&VType=PQD&VName=PQD&VInst=PROD&pmid=28390&pcid=36719681&SrchMode=3
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Content Marketing (CM)
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Formy CM

AArtykugy A Karty danych
A Ksi NKksii /NeJK i 0 produktach
A Broszurylinstrukcje A Przewodniki referencyjne

AAnalizy przyphliikblwi oteki zas
A Przewodniki informacyjne A RSS/XML Feedy

A Mikrostrony/Stronice A Wideo

WWW A Webinars/Webcasts
A Kursy onlinowe A White Papers
A Podcasty/videocasty A Widgety

A Prezentacje A Workbooks

http://www.marketo.com/library/creatingContent.pdf



Kreowanie potrzeby produkiig
poprzez eksponowanie:

wgrup wiekowych
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Trzy zasady optymalizacji CM
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Online communities
Search engines
eBooks

Email newsletters
Editorial articles
White papers
Podcasts

Case studies

Online videos
Webcasts

Virtual trade shows
Product literature
Trial software
Online vendor demos

Begin
decision
process
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marketingowych decyzjl
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Awareness phase Consideration phase Decision phase

Align IT Explore Determine
with business technplogy solution
Identify objectives options strategy Make
business -
problem Establish decsion
requirements/
build RFP

Research
solutions

From Google/TechTarget 2009 Media Consumption Report

http://www.marketo.com/library/creatingContent.pdf
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Personalizacja



Figure 6 Percent of Ads
Delivered In-View by Ad Size
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Figure 7 Percentage of Ads In-View by Location on Page
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Changing How the World Sees
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Filozofia personalizacji
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Challenges in Measuring Online Advertising Systems
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ADVERTISEMENTS : DISCOUNTS NEWS
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1810 24 [ 85%| 45% 64% 46%
25 to 34 se 41 56 48
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50 to 64 ) 23 42 38
65t1089 2N 18 30 32
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September 30, 2009. Advertising. Two-Thirds of Americans Object to Online Tracking . By STEPHANIE CLIFFORD, NYT



http://topics.nytimes.com/top/reference/timestopics/people/c/stephanie_clifford/index.html?inline=nyt-per

Personalizacja, marketing
behawioralny
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Personalizacja
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Udziat wydatkow na reklame targetowana behawioralnie w stosunku
do catosci wydatkow na reklame online

L R T - - -
|

0,9
b.d.

2009 2010 20M 2012 2013
It estymacja grupy robocze 1AB , targetowanie behawioralne”

Internet 2010, |IAB Polska



Ktore kampanie — wediug Pana/Pani doswiadczenia - sg bardziej
efektywne?

targetowane kontekstowo
targetowane behawioralnie

targetowane demograficznie
wszystkie rodzaje kampanii
53 W rownym stopniu efektywne

nie mam wystarczajacej wiedzy/
doswiadczenia, by moc to ocenic

Internet 2010, IAB Polska



Figure 9 Percent of Charter Campaigns
Using Desired Attribute(s)
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Changing How the World Sees
Digital Advertising
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Marketing behawioralny
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Behavioral Targeting Doubles Ad Effectiveness
MARCH 29, 2010 Increased conversions, CPMs

Average Conversion Rate Worldwide for Online
Display Advertising on Ad Networks*, by Ad Segment,
Q1-Q4 2009

Q1 Q2 Q3 Q4 Full year
2009 2009 2009 2009 2009

Run of network 21%  346% 2.2% 3.1% 2.8%
Eehavioral targeting 5.5%  BE% &.4% 6.6% &. 8%

Mate: *12 ad networks
Source: Howard Bealas, "Tha Value of Behawarg! Targating” sponsared by
the Netwaork Advertising Initiative (NAJ, March 24, 2010

e
113461 Wi eharketer coim




Reklama behawioralna

w2 HAndp NRBldz | NBRYA §:

peyAsalOyY
V 6,8 %c dla reklamy behawiora

V 2,8 %c dla reklamy tradycyjnej.

nej

Raport strategiczny IAB
Polska, Internet 2009.
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Np. reklama dla mam

w Daj mamie to, czego oczekyg®kazje
w. DRT T 1dZFlFyeyY 1 Nk RYB2Ezskey T2 N,
3LI2OSOT y21 OA26 S
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w Personalizacja

w! LISgyArAe aratsT 0SS YlyYeé gASRIDN

http://www.clickz.com/print_article/clickz/column/2031511/brands-target-moms-fusing-online-advertising-social-media



Personalizacja w Googlu
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Chip, STYCZEG ,2012



Google Mall
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Personalizacja Facebook

WCl 0S0221 Y20S LIRT1&8aiAsdl
seksualna orientacja, religig/ I 4 SG  3IReé dz
RIASEA aAt AYyTF2N¥IF O2F YA
w2 OSfdz R2aiz2az2sél yAil NBJ
demograficzne, lokalizacja, seksualne preferencje

dz0e 1 26YyAll @
w Badania na podstawie reklam wielu sztucznych
profili.

Saikat Guha, Bin Cheng, Paul Francis,Challenges in Measuring
Online Advertising Systems, http://saikat.guha.cc/pub/imc10-ads.pdf
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Access your basic information: includes name, profile picture, gender, networks, user ID
Send you email

Access your profile information: i.e., birthday

Post to your wall: may post status messages, notes, photos, and videos

Access posts in your news feed

Access your data any time

May access your data when you're not using the application

Access your friends' information: birthdays, "likes," music, TV, movies, books, quotes, and
Facebook statuses

Access your contact information: online presence

Access your family and relationships: significant other and relationship details and family
members and relationship status

Access your photos and videos: photos and videos uploaded by you, and photos and videos
of you

Access your friends' information: birthdays, religious and political views, family members,
and...

http://lwww.clickz.com/print_article/clickz/column/2070282/facebook-advertising-vs-advertising-facebook
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Naruszania pr Mieratargeed c |
reklamach - wskazania dla Facebooka

A korzystanie tylko z publicznych informaciji

dla determinacji reklam,
AdomySl ne ustawi anioFErpreynwdat ©
A mniej kampanii unika korzystania z prywatnych ,

Il nformacji, nawet gdy sN pr

formie,

A podnoszenie finansowych i logistycznych barier
do kreowania kampanii reklamowych,

A re-thinking of targeting based on Connections to people
and Pages (see Section VI-B),

Aocena kampanii jako cagoSci
konkretnych reklam.

Aleksandra Korolova, Department of Computer Science
http://theory.stanford.edu/~korolova/Privacy_violations_using_microtargeted_ads.pdf
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Algorytmy 1/2

wCollaborativeFilteringodpowiada na dwa
pytania: co podobni do siebie klienci sami by
sobie polecali oraz co by ewentualnie kupili

wModel Matrix Factorizatiorzestawia
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Geotargeting
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Socializing Behaviors: 4 Opportunities to Enhance Traditional Targeting, Andrea Fishman | January 26,
2011, http://www.clickz.com/clickz/column/1939191/socializing-behaviors-opportunities-enhance-traditional-targeting
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Photo tagging
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Socializing Behaviors: 4 Opportunities to Enhance Traditional Targeting, Andrea Fishman | January 26,
2011, http://www.clickz.com/clickz/column/1939191/socializing-behaviors-opportunities-enhance-traditional-targeting
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http://www.clickz.com/author/profile/1187/andrea-fishman

Opinie, rankingi
Ww2R NBall dzZN>F O2A R2 &aift
lekarzy,

winformacje o preferencjach, lubianych
| nielublanych

Wl 2Nl SYAS LINRPFALT A dzo ¢
iIch z iInnymi osobami.

Socializing Behaviors: 4 Opportunities to Enhance Traditional Targeting, Andrea Fishman | January 26,
2011, http://www.clickz.com/clickz/column/1939191/socializing-behaviors-opportunities-enhance-traditional-targeting
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Screen targeting

W%NBE OYAO246FYAS NBJIIIY
ooMavrketeﬁ e ot RND gel gASOf !
2RLE2 6ASRYAND &aUNBYAOL
YFAET 1S ¢1 3ftRdz yI Si
w2 @1 2N dadlryAsS G4S3235% ¢
Y20At ye OK 1 dzJdz2nOe OK
2R LI2R2t OAlF RSOél 2A

_)

NN

Socializing Behaviors: 4 Opportunities to Enhance Traditional Targeting, Andrea Fishman | January 26,
2011, http://www.clickz.com/clickz/column/1939191/socializing-behaviors-opportunities-enhance-traditional-targeting
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Smantic targeting
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2 LJ0é g LINBFSNByO2A
na reklamy zamieszczane na Facebooku
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http://saikat.quha.cc/pub/imc10-ads.pdf.
Challenges in Measuring Online Advertising Systems
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embrace, retargeting
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Retargeting Bucket
Network Banners/AdWords

l Conversion

Leads/eCommerce/Retail

http://mww.clickz.com/print_article/clickz/column/203
3914/search-retargeting-brand-embrace

2
a
r -
Targeted Search Traffic
Paid Search/Organic Search

http://newsletters.clickz.com/q/11zs3elzqzulcG3P/wv




Jak dziata retargetowanie
Irodio: opracowanie wiasne

1. Przekierowanie na strong
e . otiaE docelowa.

e 1 - . 2.Uzytkownik nie wykonat
| W " 7adnej akaji i wehodzi
na inng strong wydawcy.
3. Uzytkownik zachecony
np. rabatem ponownie
odwiedza stron¢ docelowa,
na ktorej dokon uje zakupu.
4. Przejscie na strong
potwierdzajaca dokonanie
zakupu oraz dezaktywada
retargetowania.

Internet 2010, IAB Polska



Search Retargeting
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Search + Retargeting = Brand Embrace

http://www.clickz.com/print_article/clickz/column/2033914/search-retargeting-brand-embrace



Gamification
Zasady gier w pozyskiwaniudanygch 2 2 £ v 2 |
manipulowanie klientami
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February 4, 2012, NYT, Youbve Won a Badge
Know All About You) By NATASHA SINGER



Gamification w medycynie

wNa stronie medyczne] (SM) lekarz udziela
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Advice for the lll, and Points for the Doctors
By RANDALL STROSS, NYT, Published: February 4, 2012



Mobilny marketing
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Clickthrough Rate for Telecom Industry Mobile vs.
Online Banner Ads Worldwide, Q2 2010-Q1 2011

Mabile banner 0.&64%

-u.w% Online banner

source: MediaMind, “The camprehensive guide on how 1o leawve an

effective me&sEﬁ,' SE'E 13 2011

132300 WAl elarketer.com

http://www.emarketer.com/Article.aspx?R=1008585
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Internet 2010, IAB Polska



Atrakcyjne formy

wKupony rabatowe na produkty 1 imprezy0
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| OARBBKMINER T OANIAY AL OA
reklama- 37

NN AN/

f M.

Internet 2010, IAB Polska



Krytyczna masa mobilnego
marketingu

wgeyAl 1T ESRISYALF A |yl

wnowy wiek behawioralnego marketingu,

wnie tylko doskonalenie konwersji | metogl
LJ’szv:ééll)\él- YAl VZ2oe OK ]
{t SOl Ul l10S dzl ealAgl y)

Socializing Behaviors: 4 Opportunities to Enhance Traditional Targeting, Andrea Fishman | January 26,
2011, http://www.clickz.com/clickz/column/1939191/socializing-behaviors-opportunities-enhance-traditional-targeting



http://www.clickz.com/author/profile/1187/andrea-fishman

@ @ QR code formaty

%@eﬁiﬂll

QR Code DataMatrix ScanlLife EZcode  Microsoft Tag

&/}( )((

s/mg%l s




Ludzki hiperlinkg bransoletki
Ol @0l yS LINI S|

wAdres twoje| strony

wInformacje
Kontaktowe

W AV A R?2

http://www.nytimes.com/2011/09/22/fashion/gr-codes-provide-information-when-
scanned.html?_r=1&nl=todaysheadlines&emc=tha26&pagewanted=print



Reader App

RedLaser

BeeTagg Reader
AT&T Code Scanner
ScanLife

Microsoft Tag

L A1l O2S vw

Code Formats

QR, UPC/EAN

QR, DataMatrix, BeeTagg

QR, DataMatriz, UPC/EAN
EZcode, QR, DataMatrix, UPC/EAN
Tag

Download Link
(from your mobile phone)

redlaser.com
get.beetagg.com
scan.mobi
getscanlife.com

gettag.mobi




QR code; mobilny marketing

w2D barcode

W SOKYy 2t 23A1 A1 9ARdzE
online 1 offline marketingiem.

wvw O2RS Y20S 0806 4auoz:
(bilbordy, prasa), metki na ubraniach,
VI STNFYylFEOK ¢+ A Y2Vy)



t 22SYy21 06 M5 @
kreskowych

UPC/EAN (1D) QR (2D)

I+ o

-
4567250641236 [=]

Data Data

o
EIEJ

5

Data




t 22SYy 21

w1Dc do 30 cyfr

w2Dc¢ do 7089 cyifr:
A Tekst
A Hyperlink
AN tel.
A SMS/MMS
A Email
A Kontakty, kalendarze.



Procedura

EEE '
[ http://semewamh.com/3642255

mE| BE >

b
{
T

Open Reader App Scan Code [ Decoding) Content Revealed

searchenginewatch.com/3642255



QR¢ podsumowanie 1/2

wKod QR jest kodem kreskowym 2D
Wwvw Y20S I I 6ASNI S
wCzytanie QR smartfonami

Wvw Y20S 0eé0d dzYaAsSal O
|

wt 2Lddzf F Ny 21 6 vw &
WWSal GASES F2NK¥NI
wbI;th’liT,A§ R2 (62N
6ST LIOI Gy S

searchenginewatch.com/3642255



QR¢ podsumowanie 2/2

w52a0tLIYyS an yIFENItRIAIFI R2
Wvw LI2GAYASY YASSE 41 NI21I16
telefon, mail)

wal OS vw gyl 3aFran fSLial éc
wY2yadzYSYOA LIRGNI S6dz2n Ay
z OR

WVW Y20S 080 F2NXI U248l yeé
WY2YASOI YAS GNJI Sol (G4Saidz2e
W2 SNEFALIFO2I LINI SRaAt ¢l At

searchenginewatch.com/3642255



[LINJ td26S 2ROA&]A
device fingerprinting
wwS{1fFY2RI g0é Y23InND 1f ¢
12yadzySyidsg¢g [B8JabBld, 1 2

konsole gier TV samochody | stosownie
R2 geéyAlsg LINISTHI &gl

w¥%l AGNLIASYAS 0221 ASa

http://www.clickz.com/clickz/news/2030243/device-fingerprinting-cookie-killer March 2. 2011



http://www.clickz.com/clickz/news/2030243/device-fingerprinting-cookie-killer
http://www.clickz.com/clickz/news/2030243/device-fingerprinting-cookie-killer
http://www.clickz.com/clickz/news/2030243/device-fingerprinting-cookie-killer
http://www.clickz.com/clickz/news/2030243/device-fingerprinting-cookie-killer
http://www.clickz.com/clickz/news/2030243/device-fingerprinting-cookie-killer
http://www.clickz.com/clickz/news/2030243/device-fingerprinting-cookie-killer
http://www.clickz.com/clickz/news/2030243/device-fingerprinting-cookie-killer
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/I Te8yyAlA YIlI2a2anos
VI NRT 52 NBJ
wal 801216 R20F NOAI =
WR201F NODAS R2 6ASfdz 2a50 ¢
wWR210FRYS LINBO&Il 2461 yAS A
RNBal s 62

wal2adzy1262 OF0GsgS Iyl fAl:;

w niskie koszty reklamy,

wY20tAG21 06 geé 1 2sobladeviorkigigh |
np.: MySpace, Facebook, YouTube



52 HAanddp NR|1dz Yy I
dzRT AL Odz 6 NRB VY]

wmotoryzacja (do 33,8%),

wzdrowie (do 19,7%),

WLI2 RNFOS OR2 MyZo:0 A
domowego (do 15,1%).

wyl2gAit1alS ylI10FReé& 0t
2NF 1 NRINEGLIND 0621 H
T)\yl-yézéev oMEIT YER
YER '"{50 A LIEZ2RNFOI YA

Rob McGann, Report: Four Ad Categories to Dominate Through 2009, www.clickz.com/news/article.php/3488701 [March 9, 2005].



Vd

BYAL Yyl Ll2adal OA yl
FAVIYVaz2gS3az2 | traklaih | y A

w CNI 3YSy il o2l NByldzZ yI (0s5NB a0l
¢ telewizja interaktywna,

iIPody,

aSOG1TA (lof2@80K 1yl UOsg (StSoAl eaye

telewizja satelitarna,

I G 106S NI RAZ

{IY LYGSNySa 2Said NrxogyAS aleolz2 ¢

dystrybucji reklam:

¢ podcasting,

¢ YSRAIF G62NI 2yS o0ST LRI NBRYA2 LINI ST |

D N N N

blogi),
¢ gry komputerowe
w2 NBIdzE GFOAS T I OK2RI NDOeOK [LYAIlIYZ.
R20St2gS2s 02 60Ol STyaSes NBJ1LIY2F
<j|duSUyAryA| a62A0K 12YLISUSYyO2A
geanrol dzo



LYUSNI (Uégyz

W51 At 1A AYUSNI{10esy21 OA |
jest pasywna,

weaSa UNBIOAZ FT2N¥I 2N 1T |
od odbiorcy reklamy.

ooa)\thI
| | O
wwS 1Tt
R2ail

N = N



Bl &l Ré LINBGI Uy21 OA ¢

w2 OSfdz I I LISgYASYAl gAt1al sSe
12yadzySyial agz2eS2 LINBEglFOGy2]1
RI'YS RflF YINJSUGAYy3Idz 0SKI A 2]
2l aysSsz Ol eaisStyS AyF2NXNI O2Ss
VI LI2GNI S6é& NB1fIl Yeé dzl A SNOzy-
Y20t A0621 0 6€02NHz GF 1 kyYAS 3INJ

w? OSfdz 20KNRBy& LINI SR &1 2NI
YVASI 32RY@0OK I LIN} 6SYZ LIRGAY"
chronione | przechowywane w ograniczonym czasie.

http://www.ftc.gov/opa/2007/12/principles.shtm



t N2 LJ21 @02l (NI
personalizacjl

wwBy 1 fAGSNE

R2 NB{tlVYsS i
g1 2N &aidz

demograficzne
| behawioralne.

January 27, 2010. Advertising. A Li ttl e 06i 6 t o Te ac.BySABRHANIE QQIRHORM e Pri vacy



http://topics.nytimes.com/top/reference/timestopics/people/c/stephanie_clifford/index.html?inline=nyt-per

The denot-track button

wPropozycje F.T.C., by
1FORE Y5 30 Ipmmmiefe®lnlutaly (
6¢g LINI S3f DRI

Il £t SRI SYyAS K
6t RN» 6 S| LI
w%RIFY Al an LI
straty | dla
NE1flY2RI g O:

Minh Uong/The New York Times

A Rfl dzoeiG129yA]l500d

In Online Privacy Plan, the Opt-Out Question Looms, By TANZINA VEGA and VERNE KOPYTOFF, Published: December 5, 2010



http://topics.nytimes.com/top/reference/timestopics/people/v/tanzina_vega/index.html?inline=nyt-per

| okalizacja



Lokalizacja

w Google(toolbar - przez WiFi)Foursquare,
Gowalla, ShopkiglkacebooKPlaces).

wSklepy $tarbuckZz DI LJ0 2 F S NHze
REl 1tASyidse 16211 fA
do zakupu.

~

NYT, August 29, 2010. Technology Aside, Most People Still Decline to Be Located. By CLAIRE CAIN MILLER and JENNA WORTHAM



http://topics.nytimes.com/top/news/business/companies/google_inc/index.html?inline=nyt-org
http://topics.nytimes.com/top/news/business/companies/facebook_inc/index.html?inline=nyt-org
http://topics.nytimes.com/top/news/business/companies/starbucks_corporation/index.html?inline=nyt-org
http://topics.nytimes.com/top/reference/timestopics/people/m/claire_cain_miller/index.html?inline=nyt-per
http://topics.nytimes.com/top/reference/timestopics/people/w/jenna_wortham/index.html?inline=nyt-per

Personalizacja reklamgl I LJ2 Y
miejsca chwilowego pobytu

wEksperymenty operatora USAEBY NI ] f
GALF 12YsNJA | LISNE2YI
w2 8 LJs OLINY OF I &SNBAA&S
22LJ0X 1G53 NB dzY20f A g
| £t SRI SYAS YAS2a0 L}20c¢
I LI21 NBRYAOGSHSY AOK

~

February 6, 2008, NYT. In CBS Test, Mobile Ads Find Users. By LAURA M. HOLSON



http://topics.nytimes.com/top/news/business/companies/cbs_corporation/index.html?inline=nyt-org
http://topics.nytimes.com/top/reference/timestopics/people/h/laura_m_holson/index.html?inline=nyt-per

Geolokalizacja reklama

w OprogramowanidlaceLocal2 a1 I | dz2$5 VY|
restauracje, sklepy i1 inne lokalne miejsca/biznesy +
R2adat LlyS F2023aINIFFTAS A 1z

WKOMPUTER Yy AS (éf 2 uzzl‘d;JD
g all2aso | driZRA2

w; 40dAlI6I tf I GRAABTAOSYR RN &
dzY20f AgAl 1 €211 Al 2¢ ’

August 18, 2010, Facebook Unveils a Service to Announce Where Users Are By MIGUEL HELFT and JENNA
WORTHAM. May 21,2010.An Ad Engine to Put o0 Ma.BBy MNNB BISEDNNBERGof Busi ness



http://topics.nytimes.com/top/reference/timestopics/people/h/miguel_helft/index.html?inline=nyt-per
http://topics.nytimes.com/top/reference/timestopics/people/w/jenna_wortham/index.html?inline=nyt-per
http://topics.nytimes.com/top/reference/timestopics/people/w/jenna_wortham/index.html?inline=nyt-per

a2zoAfyS TfSR
wt N OS VIR T fSRISYASY
Rfl 2350 YA2l anoeé oK 3

przymierzalni.

wShopkick tells retailers when users are inside,
not just near, a store.

w AplikacjaShopkicldodaje punkty(kickbucks)
| I 6S21 OAS R2 &ailf SLidz

http://www.shopkick.com/app.html



' deld1 26 CA082RANOR
na informowanie o ich lokalizacji w celu lepsze]
reklamy (IV 2010)

Source: Jiwire, “Mobile Audience Insights Report: 01 2010, May 12, 2010
115304 weany eMarketer com

T a k @prit 28, 2010, NYT, Linking Customer Loyalty With Social Networking, By STEPHANIE CLIFFORD



http://topics.nytimes.com/top/reference/timestopics/people/c/stephanie_clifford/index.html?inline=nyt-per

Reklama mobilna



Telefon jakormedium ¢eklamy

WYAST I 2Ry 21 08 YSRAdzY
wprecyzyjne | natychmiastowe dotarcie
do grupy docelowej
wosobisty, spersonalizowany przekaz
wgeaz2ll al1dziSOl y21 6
WR2a0Gt L2106 AYT2NXYI O2)
| miejscu




Small

Medium

X-Large

Rozmiar ekranu

telefonu

128 x 160

176 x 208

240 x 320

320 x 320

MMA
specyfikacja
echniczna

* 120 x 20 pixels
» <1k

* gif, png, jpg

* 168x 42 pixels
» <2k

* gif, png, jpg

» 216 x 28 pixels
» <2k

* gif, png, jpg

* 300 x 50 pixels
» <3k

* gif, png, jpg

tr-dgo:
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Ww{TFO0dzy126 oI NI2106 NRBY]dz NB
NBldz 6eyA2a0l 6SROdzZA DI NIy S
Hamp 61 NRPad R2 HnXc YAfAFNR:

w Dochody: reklamy w mobilnych wyszukiwarkach oraz
ge12Nl €aiddzenN0OS G(SOKyz2f23At
NI SOl égraidzl OA o

WC2NYé& Y20AfyS NBlflFYéd:E 20S0O
wzrost w 2015 roku do 4%.

w Dominuje GoogleT /&> NE Y 1dzd t NI & OKs R
NEl1ftlFlYe geyAsal g HAMMZ HZPp



Formy reklam



Trzy podstawowe formy reklam
W Internecie(w ostatniej dekadzie)

owS1tFYe adldeolys ¢ |
G0l YYSNE®DP DNI FAOI YS 1
strony, wideo

w Typowe reklamy (classified ads)

w Reklama w szperaczach (search advertising)



Inne formy reklam online

A Sponsorship - Represents custom content and/or
experiences created for an advertiser which may or may
not include ad elements such as display advertising,
brand logos, advertorial or pre-roll video.

A Email

A Lead generation -dza ©dz3F = 1ds NI LRYI 3l ¢
ldsNI & L2aldzdz2gn 12y 1 NbBlayS2 2FSN
R2aGt LI R2 oll & fSFRs5¢6% 2NI 1 LIR2YI =

I'S aLINJI SRIgONno
w Jassifieds | auctions
A Rich media
A Digital Video Commercials
A Mobile Advertising
AOggoszeni a






Formy reklam online 2008

]
w Skyscraper (120x600)AY

w Leaderboard (728x90)

w Large Rectangle

(336x280) I
w Half Page Ad

(300x600)

w Medium Rectangle (300x250)
w Wide Skyscraper (160x600)
w Full Banner (468x60)



Udziaty poszczegolnych typow reklamy w catosci wydatkow
brutto

6%

P display ) ogloszenia inne
e-mail B SEM
Raport strategiczny |IAB

Zrodbo: Raport PwC IAB AdEx 2009




Podstawowe formy reklam online

w banery I inne formy WwC2NX¥e LIJOFaiaA

generowanych w Layerowe
y I S‘[NJ y I Ongaﬁ )\uzNJsﬂ

YFGSNRI O3z ¢
reklamowych,

w reklama mailowa,
W sponsoring,

w Inne formy reklam
online

w Rozwijane
w Scrollowane



Liczba kampanii zwykorzystaniem poszczeqgélnych form reklamy display

Format reklamy display Liczba kampanii
double billboard 6 452
rectangle 6392
billboard 5394
skyscraper 2514
box 2 030
toplayer 810
triple billboard 802
banner 763
wideboard 724
halfpage 695

inne 2 299

Internet 2010, |IAB Polska



Pop-up

¢celL) NB1tFYe LINBISYy:

g LI2adlk OA dz1 1 dz2n0OS3

ONFOYS2 gASE 121 OALZ

LINI @ { NB gl 23Ff DRIFEyND L
stronicy.



Tym znakiem postugujg sie wydawcy spedniajacy,Standard i zale@nia

ZEOONY dla reklamy display IAB Polska™
LE-STANDARDEN
REKLAMY DISPLAY

..: lAB Palaia

Internet 2010, IAB Polska



Banner

Billboard

Rectangle

Skyscraper

For my

pgaskie: statyc

Double billboard

Triple billboard

Half page

Screening -

Raport strategiczny IAB Polska, Internet 2009,
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Expand billboard

Expand rectangle

Scroll billboard

Scroll skyscraper

For my

pgaski e

Expand
skyscraper

Pushdown
billboard

Scroll footer

rozw

Raport strategiczny IAB Polska, Internet 2009.



Sky scraper

Graficzna reklama dynamiczna, umieszczgna
yte2ol t1 OAS2 6 LINIgSe
LIA2y26S32 OASY]1ASSI



Formy layerowe: statyczne Formy layerowe: rozwijane

Commercial break . Expand 7
- brandmark -
Interstitial
Expand corner
Brandmark
e ——————————————— .
Formy layerowe: scrollowane
Toplayer -

T Raport strategiczny IAB Polska, Internet 20009.



Vd
]

hdsfyeé NILEZNI |{10G8é

w styczniu 2011

M Billboard (Belka, Layer
Banner, Billooard... Rectangle (Box!
B Rect e (B B BrandMark nale (Box)
ectangle (Box
A, gl {M o B nterstitial M Box
eclangle, Mediu... B Toplayer B Box Srodiekstowy

I Skyscraper
(Skyscraper 120, ...
B Layer (TopLayer,
BrandMark, Inters...
B Expand
(ExpandBillboard...
B Inne (Corner, Scr...

I MediumRectangle
B Rectangle

Skyscrapper
Billboard Inne
B MegaSkyscraper
M Banner I Corner B Skyscraper 120
M Belka H Floorsd B Skyscraper 160
I Billboard B Scroller

B CoubleBilboard
W MegaBilboard
B TripleBilboard

B SurrondWallpaper
W xHTML

http://adreport.pl/trendy.html




Kategoria ' RT AL

Telekomunikacja 17,61%
aSRALFZ 1aAinis508%
t21 2adl 0S8 14,72%

Handel 10,97%
Czas wolny 8,57%
Finanse 8,17%
Motoryzacja 6,12%

t 2RNk¥0S A

V)
hotele i restauracje 3,18%

{LINJtGeé R2Y

0
dekoracje 3,00%

Komputery i audievideo 2,91%
t 271 1t aa¥T291%
| ASASY Il A L.263%

Produkty

0
farmaceutyczne, leki 2,09%

hRT ASd A R2091%
Napoje i alkohole 0,64%
t NP Rdzl G & d

% 0,09%
domowego

O LINEZO

~« Zmiana w stosunku
do ostatniego nrca

-1,81%
-3,20%

2,99%
-4,37%
0,43%
0,29%
3,40%

0,28%

1,40%

-1,97%
1,23%
0,50%

0,72%

-0,16%
-0,12%

0,09%

B Telekomunikac:

B Finanse
Mataryzacja

B Handel

B FPozostate

B Czas wolny

B Produkty farmac

B Media, ksiafki, o

B FPodrdze i turystyl

B Komputery i aud

B Zywnosd

B Higienai
pielagnacja
Sprzety domowe
meble i dekoracj

B Hapojeialkohol

B Foza klasyfikac:

B Odziezi dodatki

B Frodukty do uzyt
domowego

http://adreport.pl/trendy.html




Interstitial

[ F O2A0NRYAO246F NBLIFY
F 2 N & LJzﬁez@yl R2 (Sf
alAt ¢ UGN 1TOAS Ol R29
[ LINF Al GNIFOSYAS NI
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Typ kreacji

Rozmiar [px]

Waga [kB]

Format pliku

Billboard 750x100 40 GIF/JPG/SWF 750x300 40 po interak
Double billboard 750x200 40 GIF/JPG/SWF 750x300 40 po interak]
Triple billboard 750x300 40 GIF/JPG/SWF 750x600 40 po interak
Standard Rectangle/érodtekst | 300x250 40 GIF/JPG/SWF ii?fﬁii 40 po interak
Skyscraper 120 120x600 40 GIF/JPG/SWF 300x600 40 po interak]
Skyscraper 160 160x600 40 GIF/JPG/SWF 300x600 40 po interak
Halfpage 300x600 40 GIF/JPG/SWF 600x600 40 po interak
Brandmark 300x300 40 SWF n/a n/a n/a
Layer
Toplayer b/o 40 SWF n/a n/a n/a
Scrollowanie np. billboard jak standard |40 GIF/JPG/SWF | n/a n/a n/a

scrollowany




Najczesciej wystepujace formy reklamy bannerowej w Polsce
(Gemius)

l Couble billboard (FR0200)
Boksfrectangle (300x250)

l Eillboard (750x100)

M Skyscraper (120:600)

M Expanrd billboard (FE0x100)

H Couble billboard (FR0200) + toplayer
B Scroll billboard (FR0x100)
H Eillboard (FR0x100) + toplayer
Skyscraper (160x600)
Halfpage (300600)
W Fomstatke

18 4%

Zriodbo: gemiusDirectEffect, grudzien 2009

Raport strategiczny IAB Polska, Internet 2009.



Dynamiczne reklamy

w To aktualizowane kilka razy dziennie informacje

2 0ASONOeé oK osylvc}K VI ef !
g LEZNbBogylyAdz I OSYIlIF YA 1:
firmy Connextra),

WNB1fFYeé 0SS an dzyaSal Ol Iy
I F ASNF2RO0eOK | GNY 1 0O0eay:
lokalne, sportowe, finansowe.

Ww¢ SOKYAll U4l yAS ylIREZ2S
NEl1tlFIY2geOKZ YL YyAS ai:

marki firmy.
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Wygaszacze ekranu

w{N 2 FFGNI10é2yS 20NX1| &
arAt Yyl SINIYAS gUSReés 7
ale nie jest vwkorzystywany W te] formie promocjl
12N 2adl aAat T IFINxogy2z2 1| 7
21 A gaidl ¢S1yY YyL® LINEI\
sportowych lub innych wybranych
LINI S FAYUSNBazglysS3az |
R2 23t NDRIYAlF OF 08 OK LINE:




Uneven Online
Ad Market in
Western Europe

OCTOBER 8,
2009

France and
Germany on a
solid foundation

Online Advertising Revenue Growth in Europe, by
Format, 2009 & 2010 (% change)

Search
Display
0. 1%
4.8%
Other formats
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Reklama mailowa
e-mail marketing



Reklama mailowa
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Z ich otrzymywania.
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dostosowane do wszelkich informacji o odbiorcy,
jakimi dysponuje nadawca.



Zasady tzw. zakazspammingu
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(np. email, SMS, MMS) jest dopuszczalne,
pod warunkiem uzyskania uprzedniej zgody
adresata przekazu.
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Raport strategiczny IAB Polska, Internet 2009.
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kampanii emailingowych [%0]

E-mailing newsletter

reklamowy
CTR 11,7 16,2
otwarcia 25,6 26,8

ZWroty 10,0 7,9
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wliczby dostarczonych, otwartych i odbitych
maili,
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whnajpopularniejsze linki maila (CTR),
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Format emailu marketingowego

whnadawca,
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we-mail nadawcy,

wstopka (dane nadawcy),
wstandardowa waga: 30 kB,
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Dobre praktyki emailingu
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wnewsletter do 100 KB
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Figure 2 Consider Larger Creative Sizes for a Higher Click-Through Rate
== CTR % =#=Area (in Pixels)
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Creative Size

Source: DoubleClick DART for Advertisers, U.S. advertisers, DoubleClick Rich Media in-page and expanding formats only, January — July 2008,
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