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Leave a comment Have you ever stumbled upon an ad that creeped you out as if the advertiser could read your
thoughts? Ad targeting techniques increasingly rely on data collection and analysis by ad tech companies and
marketersâ€”all contributing to that uncomfortable feeling of being watched too closely. Ironically, as Internet
users, most of us and our purchasing decisions online are affected by data driven ad techniques, even though
we may not notice this. This article will help to understand the mechanisms behind behavioral targeting,
clarify the privacy risks and consequences of such methods to the end users. The principal goal of ad
campaign optimization is to reach the desired marketing objectives i. Businesses use ad targeting to narrow
down their audience to those who are most likely to commit to a certain action at a certain time. For example,
an ad for grill supplies might surface on your Facebook shortly after researching barbeque recipes, summer
party planning, and grill care. Not only are these ads more likely to convert customers, they ultimately cost
less. A reduction in ad spend is the indirect result of targeting implementation since these ads are significantly
more likely to yield buyers than untargeted advertising. The websites that are placing these ads benefit also,
because they can sell different parts of their inventory to the most interested advertisers at the best price. The
Ad Targeting Types There are many, sometimes scary-specific kinds of ad targeting available to marketers on
most major platforms, like Facebook, Google, and Twitter etc. Some of the broader targeting types are:
Geographical â€” targeting audience from specific country, state or city. Some advertising platforms offer
even more granular geo-targeting, down to the city block. Placement-based â€” targeting specific websites,
pre-selected from the list of available ones on the ad network. Time-based â€” allows advertisers to determine
time slot or day of the week to show their ads. It allowed the websites to display ads similar to the content of
web pages, increasing their relevance for site visitors. Furthermore, retaining existing customers required a
deeper understanding of their audience and sophisticated forecasting to predict the needs of clients. Businesses
achieved this by implementing a new approach to customer tracking and data analysis that is presently called
predictive behavioral targeting. What Exactly Is Behavioral Targeting? Behavioral targeting is a method of
targeting ads at users based on their browsing patterns, including sites they visit, their searches, purchases, etc.
Behavioral targeting uses data analysis of the audience to categorize it into individual segments. Expectations
are that users belonging to the particular segment will be more likely to respond to ads based on the predicted
interests. It is worth noting that contextual targeting and demographic information are used in combination
with browsing habits analysis. But how do advertisers get all this information? How behavioral targeting
works. The most common way to track behavior and determine browsing habits is through cookie files stored
by the browser during the session. When your browser requests a page with some content, server will reply
with the HTML elements for loading on the browser along with the cookie text file that contains a unique
anonymous id. This is saved on your hard drive. Cookies placed on the website are also known as first-party
cookies. In the case of doubt, a good idea would be to check the Privacy Policy of the particular website.
First-party cookies may be used for so called on-site behavioral targeting, which on the whole may not seem
too invasive, right? But there is more to it. When these ads or content are loaded on the website, your browser
saves cookies from those different domains on the hard drive. These are known as third-party tracking
cookies. Only a domain that sets a cookie may read information stored in it, so it should be impossible for
other domains you go to learn anything about you. Unless these sites have something in common, like using
same ad network to monetize their ad spaces. The best way to understand how third-party cookies work is to
look an example: I went to WSJ. The first cookie is 1st party, coming from WSJ. In the table, the domain
where cookie originates is not WSJ. This is exactly what a third-party tracking cookie looks like. Since the
cookie is now stored on my PC, Bluekai will be able to identify my browser and collect my behavioral
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patterns along with other data across thousands of sites they place their code at. Not really, I just deleted them.
First-party cookies set by WSJ. Just one example from a recipe website showing 54 trackers loaded from its
main page may give you an impression. An overwhelming majority of trackers are coming from the
third-party sites and are intended for ad serving. Even though these companies assure that data is properly
anonymized and aggregated, some privacy advocates argue there is still room for improvement, by adding
encryption and the possibility for users to opt out of data collection in the first place. Recently, I posted a
question on Quora, asking: Well, sort of, but hardly enough Behavioral targeting and the interest-based ad
space is regulated by the Digital Advertising Alliance , whose founding associations include the Internet
Advertising Board , and a host of respected businesses, including Adobe and Amazon. Alliance members
create and enforce ethical standards and practices in all niches of behavioral advertising, advocating
transparency and customer control. Recently French regulators fined Facebook for EUR , when it was
discovered that social media giant used personal information to target ads and collected information about
users on third-party sites without disclosing it. How to Avoid Excessive Third-party Tracking? Adjust your
browser settings to increase the privacy level and change the cookie lifespan to a shorter period. Consider
using an ad blocker with built in anti-tracking feature. Keep your Anti virus on and updated. Keep your
browsers updated at all times.
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"An advertising strategy is a summary statement of all essential and defining planning, preparation, and placement
decisions. One major component of an advertising strategy is the message strategy. The message strategy consists of
objectives and methods.

He also started the Direct Email Marketing Association to help stop unwanted email and prevent spam.
Commercial online service Prodigy displayed banners at the bottom of the screen to promote Sears products.
The first clickable web ad was sold by Global Network Navigator in to a Silicon Valley law firm. Online
advertisers typically through their ad servers often use cookies , which are unique identifiers of specific
computers, to decide which ads to serve to a particular consumer. Cookies can track whether a user left a page
without buying anything, so the advertiser can later retarget the user with ads from the site the user visited.
This aggregation of data is called behavioral targeting. The geographic information from an IP can be
supplemented and refined with other proxies or information to narrow the range of possible locations. Many
banner ads are delivered by a central ad server. Banner ads can use rich media to incorporate video, audio,
animations, buttons, forms, or other interactive elements using Java applets , HTML5 , Adobe Flash , and
other programs. Frame ad traditional banner Frame ads were the first form of web banners. Website publishers
incorporate frame ads by setting aside a particular space on the web page. Floating ads may disappear or
become less obtrusive after a preset time period. Trick banners A trick banner is a banner ad where the ad
copy imitates some screen element users commonly encounter, such as an operating system message or
popular application message, to induce ad clicks. Those advertisements are intertwined with non-promoted
news that the users are reading through. Those advertisements can be of any content, such as promoting a
website, a fan page, an app, or a product. This format of online advertisement yields much higher
click-through rates than traditional display ads. In the simplest case, the website publisher selects and serves
the ads. Publishers which operate their own advertising departments may use this method. Online advertising
serving process using an ad agency Online advertising serving process using online bidding Alternatively, ad
space may be offered for sale in a bidding market using an ad exchange and real-time bidding. This involves
many parties interacting automatically in real time. Information identifying the user, such as cookies and the
page being viewed, is transmitted to the publisher ad server. The publisher ad server then communicates with a
supply-side platform server. The publisher is offering ad space for sale, so they are considered the supplier.
Broadly speaking, there are three types of data obtained through such a data management platform: First party
data refers to the data retrieved from customer relationship management CRM platforms, in addition to
website and paid media content or cross-platform data. This can include data from customer behaviors, actions
or interests. The data is provided directly from the source adservers, hosted solutions for social or an analytics
platform. It is also possible to negotiate a deal with a particular publisher to secure specific data points or
audiences. Third party data is sourced from external providers and often aggregated from numerous websites.
Businesses sell third-party data and are able to share this via an array of distribution avenues. The supply side
platform sends that offer to an ad exchange. The ad exchange puts the offer out for bid to demand-side
platforms. Demand side platforms act on behalf of ad agencies, who sell ads which advertise brands. Demand
side platforms thus have ads ready to display, and are searching for users to view them. Bidders get the
information about the user ready to view the ad, and decide, based on that information, how much to offer to
buy the ad space. According to the Internet Advertising Bureau , a demand side platform has 10 milliseconds
to respond to an offer. The ad exchange picks the winning bid and informs both parties. The ad agency can
thus confirm that the ad was delivered to the browser. Exchanges may try to unload unsold "remnant" space at
low prices through other exchanges. Some agencies maintain semi-permanent pre-cached bids with ad
exchanges, and those may be examined before going out to additional demand side platforms for bids. The
process for mobile advertising is different and may involve mobile carriers and handset software
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manufacturers. Text ads may also be delivered through email marketing or text message marketing.
Text-based ads often render faster than graphical ads and can be harder for ad-blocking software to block.
Search engines regularly update their algorithms to penalize poor quality sites that try to game their rankings,
making optimization a moving target for advertisers. Search ads are often sold via real-time auctions, where
advertisers bid on keywords. Many companies promote their products by posting frequent updates and
providing special offers through their social media profiles. Mobile advertising may take the form of static or
rich media display ads, SMS Short Message Service or MMS Multimedia Messaging Service ads, mobile
search ads, advertising within mobile websites, or ads within mobile applications or games such as interstitial
ads, " advergaming ," or application sponsorship. There are more mobile devices in the field, connectivity
speeds have improved which, among other things, allows for richer media ads to be served quickly , screen
resolutions have advanced, mobile publishers are becoming more sophisticated about incorporating ads, and
consumers are using mobile devices more extensively. Of that, mobile advertising revenue accounted for
around 62 percent, an increase of 41 percent on the previous year. Email advertising Email advertising is ad
copy comprising an entire email or a portion of an email message. Chat advertising As opposed to static
messaging, chat advertising refers to real time messages dropped to users on certain sites. This is done by the
usage of live chat software or tracking applications installed within certain websites with the operating
personnel behind the site often dropping adverts on the traffic surfing around the sites. In reality this is a
subset of the email advertising but different because of its time window. Online classified advertising Online
classified advertising is advertising posted online in a categorical listing of specific products or services.
Examples include online job boards, online real estate listings, automotive listings, online yellow pages , and
online auction-based listings. Third-party affiliates receive payment based on sales generated through their
promotion. These desired actions can be an email submission, a phone call, filling out an online form, or an
online order being completed. Content marketing Content marketing is any marketing that involves the
creation and sharing of media and publishing content in order to acquire and retain customers. This
information can be presented in a variety of formats, including blogs, news, video, white papers, e-books,
infographics, case studies, how-to guides and more. There are, of course, other forms of marketing in-person
marketing, telephone-based marketing, word of mouth marketing, etc. However, even these are usually merely
presenting content that they are marketing as information in a way that is different from traditional print,
radio, TV, film, email, or web media. Online marketing platform Online marketing platform OMP is an
integrated web-based platform that combines the benefits of a business directory , local search engine, search
engine optimisation SEO tool, customer relationship management CRM package and content management
system CMS. Ebay and Amazon are used as online marketing and logistics management platforms. Unlike
television marketing in which Neilsen TV Ratings can be relied upon for viewing metrics , online advertisers
do not have an independent party to verify viewing claims made by the big online platforms. Compensation
methods Advertisers and publishers use a wide range of payment calculation methods. In the online context,
ad displays are usually called "impressions. Advertisers can use technologies such as web bugs to verify if an
impression is actually delivered. In CPI ad campaigns brands are charged a fixed of bid rate only when the
application was installed. Attribution of ad value Main article: Multiple ad impressions may lead to a
consumer "click" or other action. A single action may lead to revenue being paid to multiple ad space sellers.
Performance-based compensation shifts the risk of failed advertising onto publishers. One examples is CPD
cost per day where advertisers pay a fixed cost for publishing an ad for a day irrespective of impressions
served or clicks. Benefits of online advertising Cost The low costs of electronic communication reduce the
cost of displaying online advertisements compared to offline ads. Online advertising, and in particular social
media, provides a low-cost means for advertisers to engage with large established communities. Formatting
Advertisers have a wide variety of ways of presenting their promotional messages, including the ability to
convey images, video, audio, and links. Unlike many offline ads, online ads also can be interactive.
Furthermore, online advertisers can modify or replace ad copy more rapidly than their offline counterparts. For
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example, click fraud occurs when a publisher or third parties click manually or through automated means on a
CPC ad with no legitimate buying intent. To combat impression fraud, several publishing and advertising
industry associations are developing ways to count online impressions credibly. Many browsers block
unsolicited pop-up ads by default. HTML autoplay of both audio and video. Most major browsers have
incorporated Do Not Track options into their browser headers, but the regulations currently are only enforced
by the honor system. Advertisers often use technology, such as web bugs and respawning cookies, to
maximizing their abilities to track consumers. Numerous efforts have been undertaken to combat spam,
ranging from blacklists to regulatorily-required labeling to content filters, but most of those efforts have
adverse collateral effects, such as mistaken filtering. However, affirmative consent "opt in" can be difficult
and expensive to obtain. Different jurisdictions have taken different approaches to privacy issues with
advertising. Federal Trade Commission frequently supports industry self-regulation, although increasingly it
has been undertaking enforcement actions related to online privacy and security. For example, online
advertising delivered via email is more regulated than the same ad content delivered via banner ads. Among
other restrictions, the U.

Page 5

DOWNLOAD PDF ADVERTISING WITH ADVERTISING DISPLAY
COLLECTION
Chapter 3 : calendrierdelascience.com: Customer reviews: Advertising with Advertising Display Collection
Find great deals on eBay for advertising display. Shop with confidence.

Get the most important digital marketing news each day. We respect your privacy. Hooked on a feeling:
Jacqui Wallis on November 9, at This is also true for advertising, but not in the way you might think. The
marriage of ad and tech has brought some amazing advances. And we still use it, even though ads are more
often bought and sold one at a time in programmatic marketplaces these days. But what if the entire basis of
programmatic were also based on an old, outmoded idea? Outmoded targeting ideas We forget, but the process
of segmenting and targeting users based on demographic or other personal data stretches back to the s ,
arguably even further. And what of the results? While much of the talk in advertising right now is around AI
and machine learning, the focus of so many data scientists is still to deliver more segmentation, personal
targeting, 3rd party data and retargeting. In other words, a faster horse for profiling and categorizing people
into preset groups. Whatever you call it, your PhDs are ultimately still operating under the same principles as
when Mr. Ed ruled the airwaves. But the problem is not the age of demographic targeting so much â€” as a
technique, it has stood the test of time remarkably well. The question is whether the practice is truly suited to
the way we consume media right now. Especially as many advertisers now use the same targeting tactics at
any given moment of our online lives. At first, it seemed like a necessary way of understanding a certain age
group. Instead of making assumptions about past actions and repeatedly revisiting them, we could be
continually revising those assumptions instead: Mood targeting The advertising industry talks incessantly
about making emotional connections with people. Witness the latest buzz around brand purpose admittedly
amid much scoffing on the sidelines for just the latest example. Segmenting people into neat boxes appeals to
our sense of order â€” in fact, it seems the peak of logic. But what about when everyone goes down this route?
There are plenty in advertising calling for a complete rethink. Post-Cambridge Analytica, at least one
academic has even made the case that legally, the whole industry should be dismantled completely. Much of
this ill feeling can be pinned back on the flipside of that cold, logical attitude â€” the mechanistic approach
that dominates programmatic. Author and speaker Jay Acunzo In a post on Medium, Acunzo describes the
currently dominant view of how to use data: The alternative, Acunzo says, is to: And that means continually
adjusting media buying to the content that matches best with your message. This may at first sound like heresy
â€” especially for a congregation so used to hearing the gospel of segmentation and personal targeting. How
brands can embrace mood Especially around data, brands need to go beyond the generic metrics that analytics
providers, and software in general, spit out. In his article, Acunzo cites the example of an airline that notices
vegetarians are less likely to miss flights. But targeting this specific group would, it turns out, be a misstep â€”
on closer inspection, it is any passenger that customizes their order who is more likely to turn up for a flight,
not just that small subset. The same applies to online advertising. Establish approaches that are different from
the crowd, but relevant to your industry and niche. Previously, testing might have taken place around ad
timing, segment, intent etc. To tap into mood, turn the lens from audience to focus on different media, content
types and even specific pages instead. A number of publishers are also actively looking into, or already
offering mood targeting as an option. While parts of the marketing world still argue the benefits of one
medium over another, all the research points to an accumulator effect for campaigns that span multiple
channels. Opinions expressed in this article are those of the guest author and not necessarily Marketing Land.
Staff authors are listed here. About The Author Jacqui Wallis With more than 24 years of experience in media,
Jacqui Wallis has delivered leadership, strategy and performance for hundreds of brands from inside the
agency landscape. She now heads up the cutting edge Ad Tech business illuma Technology , delivering a new
way to prospect for audiences without the need for personal data.
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ADVERTISE IN THE AUGUST EA! Click here for details. ELECTRICAL APPARATUS is the only monthly magazine with
a direct editorial focus on motor repair shops and those performing motor repair operations in plants or utilities, or
working in electrical contracting, distribution and manufacturing.
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Chapter 8 : - Advertising with Advertising Display Collection by Thomas C. O'Guinn
Deliver advertising for your brand that's both responsive and adaptive to customers. For example, Amazon's unique
eCommerce adsâ€”integrating the power of unique and familiar Amazon features, such as customer reviews and the
Add to Cart buttonâ€”help customers make smarter purchasing decisions and make it easy for them to buy your product
directly from your ad.
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