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TexHonorun Programmatic ans 6peHaoB.

BO3MOXXHOCTU ynpaBneHna AaHHbIMU U ayaNnTOPUAMU
B € AJUHOM "LileHTpe ynpaB/ieHUNS NMNoJIETOM"

Hukonan AHTOHOB
Mawnk [loppmaH

DoubleClick Russia Sales Team



Ad-tech-o-pho-bia\ad-tek-0-f6-béa\ n.
a fear of too many companies in one ecosys
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[ nobanbHble TpeHAbl - HACbILWEHNE

- bonee 2/3 6r0a>XeToB Ha OHNaNH
Meauna peknamy B US pasmellaeTtca
yepes nporpamMmMaTuk

- TeMn pocTa pblHKa nporpamMmmMaTuk
3aKynoK 3amMeanaeTcs

US Programmatic Digital Display Ad Spending,
2014-2017
billions, % change and % of total digital display ad spending™

27 47

118.6%

2014 2015 2016 2017
B Pragrammatic digital display ad spending

B % change [0 % of total digital display ad spending*

Note: digital dispiay &ds ransacted via an AP, including everything from
pubfisher-erected AP's [o more standardized RTE techinology: inclides
native ads and ads on socigl networks like Facebook amd Twilter, inciudes
advertising that appears on desktopdaptop computers, mobile phones,
tablets and other intermel-connected devices; *includes banners, rick
media, sponsarship, videa and other

source: eMarketer, Apnl! 2014

e ——— — —— T ——————
200037 Wy eMarketer com



[ nobanbHble TPeHAbl - KOHCONMAaauus

Digital Marketers Worldwide Who Expect the Number

- CO Kp a LLlle HUe YACJ1a T1OoCTaB LLIIA KOB of Programmatic Technologies Companies to Increase

vs. Decrease, by Type, June 2016

TEXHOJIOrMU NOKYMKU/MpoaaXXn Mmeamua  %of reseondents

Third-party specialist vendors (analytics, contextual, fraud,

viawal:ilii, etc.)

- YBeNn4yeHue KoJi1-Ba NOCTaBLINKOB Pata providers of data management platforms (* g
TEXHOJIOTMN KOHTPOJIA 3a Ka4YeCTBOM U |

nepcoHannsaynen peknambl 1

yripaBneHusa gaHHbIMU

Demand-side platforms (DSPs)
43%

Exchanges

sSupply-side platforms (SSPs)
A1%

Ad networks
15%

B Increase |l Decrease

Note: in the next 3 years
Source: ExchangeWire Research, "Fragmentation vs. Consclidation in the
Programmatic ECosystem” in association with Bidswitch, Aug 2016

—
216084 wiww. eMarketer.comi
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O yeM Mbl 6YyJeEM rOBOPUTb CEroHs

Hanbonee , a Third-party specialist vendors (analytics, contextual, fraud,
KayeCTBEHHbIW ﬂﬂﬂﬂhilii: etc.)
peKJITaMHbIN 0

KOHTAKT

e

C Haunbonee
noaxoasLen
LesieBon
ayanTopuen

Data providers or data management platforms (DMPs)
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Verification

THE WALLSTREET JOURNAL, =~ =~ “Tech companies that don’t let third parties

Home World U.S. Politics Economy Business Tech Markets Opinion Arts Life Real Estate Q measure their plathrms is equivalent tO “letting
CMO TODAY
e

g, Tt I o s e ! them mark their own homework.”
oming to Messaging . Apologizes for Ad E 5
BUSINESS | MEDIA & MARKETING | CMO Keith Weed, CMO Of Unilever
Facebook Overestimated Key Video Metric for

Apps Overcharges
Two Years

Social network miscalculated the average time users spent watching videos on its platform

Most Popular Videos

The First

“This once again i1lluminates the absolute need to have

ut—, Y € 3rd party tagging and verification on Facebook’s

p——— platform. Two years of reporting inflated performance
numbers 1s unacceptable.”

Publicis note to clients
Source: WSJ.COM 22/09/2016
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http://www.wsj.com/articles/facebook-overestimated-key-video-metric-for-two-years-1474586951

©

Video Verification metrics alongside Viewability

doubleclick Reporting &

digital marketing Attribution Summary Report Builder Insights Attribution Verification (7] a
Overvi G e 2015 March 23 - E{IH;EI isgilda;‘?

- - Understand the Viewabilit
Active View Placement * | % - video Q 1-2 of 2 < > Export ~ n e rS y
:::;Eﬂt Placemen t Impressions + Eligible impressions 5 Measurable impressions +  Viewable impressions + Of d iffe re n‘t C a m p a i g n S a n d
Video Run of Site 115741858 1,113,619 264,809 99% B6%

— Homepage 115744441 1,104,481 242,504 99% 86% p I aceme ntS

Player width (px) . . .
_l oo B Mo W MR % BE o w0 WH  He See the distribution of

— Video Player Sizes as a
smallr than 400300 oSN o e o o e e 5 measure of impression
400 = I
400,300 to 1280x720 Wrenn g : l dqua | 18Y
HD 50257 2 : ,
1280x720 or larger (10.58%) % i : ASSGSS .the PI’OmlnenCG,
R | | Audibility, and Player Size
verage player size ) .
daine : : across your media plan
Measurable impressions for size | |
474,985 (99%) 1100 - i

B |
Impressions 0.2% D 15 4 2%

Impressions below the 0.2% display threshold: 8,673 (2.04%)

©) DoubleClick
gl

by Google



Brand safety

BI'TPK TB Paguo WHTepakTMBHLIA MyNbT

34ecb Morna ObITh Balla pekrama

B E CT M ' R U HosocTn Buwaeo QoToneHTa TpaHcnauymm CepBuChl Q .?F'_cchf_'_l_zf

CKaHganbHasA BbiCTaBKa CTepakeca

HosocTu MpouclecTBus Bce Biaeo 370l pyGpuki @
34ecb morna
25 ceHTabps 2016 20:20 ObITb Balla
"be3 CMyLLeHKS": BbICTaBKa peknamMa

Iyxoka Ctepayeca He
BblAepKana rHeBa

30ecb Mmorna
ObITb BaLla
pekrnama
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Brand safety

BI'TPK TB Paguo WHTepakTMBHLIA MyNbT

IMUAMU

B E CT M ' R U HosocTn Buwaeo QoToneHTa TpaHcnauymm CepBuChl 'T'_:'_cc_""_j_'_l_zf

CKaHganbHasa BbiCTaBKa CTepayeca

HAMNONHWUTE COBbITUAMM
KAX/bIA AEHb BALIEFO
PEBEHKA!

MCKYNATBCA

HoeocTu MpoucwecTena Bce Bugaeo 3Tol pybpuku @ B AKBANAPKE

25 cenTabpa 2016 20:20

'be3 CMYLLLeHKUS": BbICTaBKa
Iyxoka Ctepayeca He
BblAep¥ana rHesa

BbIbPATDH

F  Lexus ES B ceHTA6pe
BbiroAa npu NOKynKe ¢
Trade-in n
npUBAeKaTensHble
YCNOBMA KPEAWTa.

www.lexus.ru
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Show potential content issues
based on Google’s site

classification
(18 classifiers + custom)

Flag inappropriate sites and
automatically prevent them
from being bought again

Block in real time based on
blacklists or content
classifiers

Available for both display and
video

© DoubleClick

DoubleClick
Digital Marketing

Reporting & _
Attribution

Content verification and ad-blocking

Summary Report Builder

Attribution

Verification

kerbsigoogle.com
kerbs@googie, DFA Ad... [1707]

o &

New! Notify publishers directly from Verification when you see probloms with how your ads are being served. Leam more »

Account: 1707

ICk: 10T

1 Couniry
& Standard Classifiars

Overview
Active View
Content
Tags
Video
=ettings

Content

b e . e e T ™ e e S e e Y e T e M

Notlily Pubilshar Aciion -

Domain
yahoo.com
yahoo.com
dailymail.co.uk
abay.co uk
tubidy.mobi
channeld.com
allrecipes.co.uk
buzzrfeed.com
mirmor.co.uk
express.co.uk
gumiree.com
dailymail.co.uk
msn.com
autolrader.co.uk
pitchero.com
theguardian.com
bbegoodfood .com
mirror.co.uk

bbegoodfood.com

Standard claggifior [ssuas

Improssions

2,208,645

<61,284

532,459

187 470
163,644
130,611
127,990
127,115
95,002
89,077
73,655
71,189
B7 557
57,141
25,298
48,733
47 956
43,819

39,777

4

Standard clagsifior EsUos

2 407
1,581
7.072
164
133
1,528
24
69,289
2,170

3,975

5,739

6,957

T20

126

102

Standard classifiors
Suggestive 2 083, Adult 878, Profanity 171 + 5 more
Suggestive 1 562, Alcohol 23, Adult 21 + 2 more
Suggestive 5972, Alcohol 509, Violence 375 + 5 more
Sugpestive 123, Adull 25, Weapons 19 + 2 mora
Profanity 13, Suggestive 44, Adult & + 1 mare

Adult 1,788, Suggestive 288, Profanity 125

Alcohol 12, Profanity 12

Suggestive &5 108, Alcohol 1,944, Derogalory 1,717 + 4 mona

Suggestive 1 247, Adult 673, Viclence 135 + 3 more
Suggestive 2 675, Violence 120, Alcohol 124 + 3 more
Suggestive 21, Adult 5, Profanity 3 + 2 more
Sugpestive 5027, Alcohol 474, Violence 158 + 3 more
Suggestive 375, Drugs 11, Alcohol 5 + 1 more
Suggestive 2

Suggestive 2 523, Profanity 25

Suggestive 425, Adult 275, Drugs 147 + 5 mone
Alcohol 79, Profanity 47

Suggestive 434, Adult 187, Violence 48 + 2 more

Alcohol 52, Profanity 20

E 1-100 of many ¢

Last day
2015 August 5

>  Export -
Contont so4re
Low

Low

Lo

Low
Low
Lo

Nudium




Viewability

I “Half the money [
' spend on advertising is
wasted, the trouble is I

don't know which half.”

- John Wanamaker,

father of modern advertising and a
“pioneer in marketing.

thinkbrand

with Google



Viewability
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Viewability Distribution Across Domains

A small number of | 24%
publishers are serving

most of the non-viewable A
impressions, 56.1%

of all impressions 4

are not seen, but the
average publisher

viewability is 50.2%. : \

18%

96 OF DOMAINS

DOMAIN AVERAGE VIEWABILITY

NcTouHunk: https://www.thinkwithgoogle.com/infographics/5-factors-of-viewability.html
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https://www.thinkwithgoogle.com/infographics/5-factors-of-viewability.html

Viewability

State of Video Ad Viewability

For Yﬂu@'

video viewability

for web across g 1 O/Ot

devices and apps
is significantly
higher at

Average viewability of
video ads across the web
(not including YouTube) is
But even ads that 3 '
o) audible only o v l_‘;: not viewable but
(o lift ouTube impact brang
ES ITt. Users exposed to v

ouTube ads
are only heard and not seen had 33 tlh‘;t
?sr? ad rec_all Compared to those v..!ho
'dn't experience the ads at all (control)

*Includes desktop, mobile web, and apps.

NcTouHuk: https://www.thinkwithgoogle.com/infographics/5-factors-of-video-viewability.html

thinkbrand
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https://www.thinkwithgoogle.com/infographics/5-factors-of-video-viewability.html

Active View to measure Viewability

Click Rate Click Rate (%) Active View: Viewable Impressions
. - 4 860K
Measure, target and optimise 1.81%
‘ e , 3
towards viewability Ao
Active View: E
Unrasabnia
4,470,123 L
NO added tagglng or COS't and Jul 24, 2015 Jul 27, 2015 Jul 30, 2015 Aug 2, 2015 Aug 5, 2015
a CC red |ted by 'th e M RC EE};E'?E glj:;;ﬂg'nugh Conversions Ei:u:;ﬂ;‘;ugh Conversions Egz:lﬁt&::zrwerﬂinnﬂ gﬂtéwﬁty Per Click

ACTIVE VIEW: SITE

Available for both display
(including mobile) and video

Viewable Viewable Measurable
Percent & Impressions Percent

P ersen  ouB 7539%
P ed%  covB saze%

Extensive eligible impression

coverage

Search... View 3 more

© DoubleClick

by Google



https://viewability.withgoogle.com/static/index.html
https://viewability.withgoogle.com/static/video.html

MARTECH CMO SOCIAL SEM SEO MOBILE ANALYTICS DISPLAY RETAIL MORE SUBSCRIBE

= MNEWS FROM SMX
Marketing Land  [eizs=
A |

Cookie-Stuffing Could Land eBay's Top Two
&fﬁliates In Jail

by RECE B S
Mclee on May 3, 2013 at 3:11 pm

Business Insider has an interesting and in-depth article about the
ongoing legal cases that could land eBay's two biggest affiliates in -
jail soon on charges of wire fraud. = y

If you've been in the online marketing industry for a while, you may recognize the names Shawn
Hogan and Brian Dunning. They're the two affiliates that eBay and the FBI started pursuing in 2006
after suspecting that they were earning millions while violating eBay's affiliate terms of service.

According to court documents, Hogan made an astounding $28 million in affiliate commissions from

Fraud

“...According to court documents, Hogan made an
astounding $28 million in affiliate commissions from
eBay, and Dunning made $7 million. One way they did it,
according to the FBI, was by using widgets that stuffed
eBay tracking cookies in Web browsers.”

“...The obvious problem was that neither widget did anything to
encourage people to buy stuff on eBay. Hogan and Dunning got paid by
coincidence. So many random users were carrying their cookies that
some of them inevitably ended up on eBay

NcTouHuk: http://marketingland.com/cookie-stuffing-could-land-ebays-top-two-affiliates-in-jail-42336
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http://marketingland.com/cookie-stuffing-could-land-ebays-top-two-affiliates-in-jail-42336

Automated fraud detection and removal

Filter, detect and d

remove fraudulent Tackling key areas _ ;
. . LETING
clicks and such as: YR

impressions - N9n human (bot traffic) 1
-  Hidden ads | |

Misrepresented inventory

exposed) - Ad injections OWLIGHTS

(trasparently

Based on Google Works seamlessly in
Adspam & the background
Spider.IO with no additional
technology costs or tagging



http://adage.com/article/digital/inside-google-s-secret-war-ad-fraud/298652/
https://www.youtube.com/watch?v=t3XfMaz1xGM
https://www.youtube.com/watch?v=t3XfMaz1xGM
https://www.youtube.com/watch?v=vgoVq3gk7bQ
https://www.youtube.com/watch?v=vgoVq3gk7bQ

DoubleClick - Bawla nonHaga ctpaxoBka
OT BCEX PUCKOB B MeanabanHre

. -
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BO3MOXXHOCTU ynpaBJieHUA
NaHHbIMU U ayAUTOPUAMU B
eINHOM "LeHTpe ynpaBJieHUS

noneTomMm
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/laHHble N ayanTopuu
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#f  businesses that integrate multiple
sources of customer and marketing
data significantly outperform other
companies in terms of sales, profits,
and margin. They also had dramatically
higher total shareholder returns. yy

—From a study by Harvard Business Review, 2016

3 Business
Review



r TalkTalk

Google Analytics Premium

GAP DoubleClick Bid Manager
GAP AdWords

+63% CTR -77% CPA +219% KoHBepcuu
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LMHaMmnyeckmne KkpeaTtusbl Google Flights Search Feed

° TonbKo C HanNn4mem MecT
[TyHKT OTNpaBneHus
[TyHKT Ha3Ha4deHus
AKTyanbHasa LeHa
BanroTta cTpaHbl

TeKcToBbIe 3/IeMEeHTbI
® A3bIK TEKCTa N3MeHsAeTCH
No HacTpomkam puaa
TeKkCcT MOXeT b6bITb
oTpeAaKTUpoBaH
MHIHOBEHHO B punae

KacTtoMHOoe coobLlieHue
® MeHAaeTcs B 3aMBUCMOCTMU
OT NYHKTa HanpaB/ieHUsa
UNN TapreTuHra

doTorpadus HanpasneHus
® MeHsaeTca B 3aMBUCMOCTU
OT NYHKTAa HanpaBJieHUd



/lnHaMKn4yeckumne KpeaTuBbl

w CARS / CROSSOVERS&SUVS ,/ TRUCKS&VANS / ALL Shopping Tools ~ Locate AStore  Ownership  Chevy Culture O

2013 Sonic Hatchback | 2012 Sonic Hatchback Model Overview Photos & Videos Models & Specs Compare Build Y Own Search Inventory

Build Your 2013 Sonic Hatchback

Chat Now &

Trim Colors & Wheels Options Accessories Summary

2013 Sonic Hatchback LS Manual $15,095*
Includes $500 Cash Back

View Standard Equipment

Exterior Victory Red $0

Standard ‘

Interior Jet Black/Dark Titanium, Sport Cloth seat trim 50

o m
L = Exterior: Front Back Side Interior:  Front Side

thinkbrand '

with Google
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Myraet poxas ViHorpa norona
W rpom? O3ET HaM NOHATS,
Jarnywante YTO eCTh ¥ Hac
ero CBOMM elle noma pena!l

CMmexom!

[10>k0nnBO XOsoagHo

He xoyeTcr paboTath
B TAKYI0 NOromy!
Mpocto AefnanTe fre
B 5 pai DucTpee

W MynaeTal

COonHEeYHOo "
Tenno

/lnHaMM4yeckune KpeaTuBbl

Korna 3a oKkHOM
TaKaA KpacoTa,

A CTapakch bpark

OONbBHUYHBIN
NO COCTOAHMKD
NoroabL,

CoONnHEeYHOo "
X0noaHo

duHanbHLIN KpeaTus

3 cuUrHana:
- TeMrnepaTypa
- NOrogHble ycnoBus

LU OTKPBITOK - NoKauua nonb3oBaTens
CEECE MM

HALTROSHMEM

NESTEA
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JlaHHbIE
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J1aHHble 3X CTOPOH
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JlaHHble Google

Your topics
Banking Basketball Blues
Books & Literature Celebrities & Entertainment News Classical Music
Computers & Electronics Cooking & Recipes Dance & Electronic Music
Fitness Folk & Traditional Music Hockey
Home & Garden Jazz Latin American Music
Law & Government Mobile & Wireless Mobile Apps & Add-Ons
Movies Performing Arts Politics
Pop Music Reggaeton Rock Music

+ NEW TOPIC VIEW 8 MORE INTERESTS WHERE DID THESE COME FROM?

Your profile

This information comes from your Google Account. If you edit it, your changes will
apply across your Google Account. Depending on the settings you've chosen, this

information might be used to show you ads.

Gender: Male Va

Age: 25-34 B

thinkbrand
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Cob6CTBEHHbIe faHHbIe

AKTUBHbIE ATTPNOYLNOHHOE MOAENNPOBaHNE
NoNib3oBaTeNu
»
Bpevs Ha oTpatLe oogle Analytics
JlosinbHOCTL } Y KoHBepCUOHHasA
nonb3oBaTene CTOYHUKM TPapuKa S OPOHKa

IKCMEePUMEHTbI C

[ nybuHa nocelweHna cTpaHuubl
y LL, P HoBble Nosib3oBaTeNn COHTEHTOM

thinkbrand

with Google



Cob6CTBEHHbIe faHHbIe

[[ne n korga 6bin Bbln N BuaeH

. [lyTb K KOHBEpCUu
NokKasaH KpeaTuB NOKa3aHHbIN KpeaTuB?

[lepexon No nokasy OxBaT KaMnaHuu No KaHaslaM U1 Nno yCTpoucTeam

DoubleClick
Campaign Manager

thinkbrand
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Cob6CTBEHHbIe faHHbIe

[TocMoTpenu Bnaeo
YO u I u h e R
[IlpOKOMMeHTUpoBasin BUAeO

Masthead

thinkbrand
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Cob6CTBEHHbIe faHHbIe

Y4yacTHUKU nporpamMmmbl JIOANbHOCTU

ECTIH A 0bBTIARH, 3T0 HE
3HAYHT UTO, A0 DNAHH

Micnonb3yemble
NPOAYKTbl N cepBUCDHI

HTEM ﬁlll'IEE |-|[¢3|.|nl|||'|' uTto 3anojiHeHue perncTpauuoHHbIX
0bDNIAHH HMEHHO A | (hopm

thinkbrand

with Google




' Cob6CTBEHHbIe faHHbIe

Yﬂu 1l Google Analytics

3HAIIIIT1ITIHI::_.0¢¢IIAHH DOU bleC“Ck
Campalgn Manager

HTEM BIIIIEE HE 3HA‘IHT UTto
0bDNAHH HMEHHO A

thinkbrand

with Google



| e U KaK NPUMEHATDb
NaHHble

da ) DoubleClick
¥ Campaign Manager

IlnHaMun4yeckmne KpeaTuBbl

OnNTUMU3aLUMA CTPaHULb | Google Analytics

[TlepcoHanus3ayma KOHTEeHTa CTpaHuLbl O Optimize 360

#z ) DoubleClick

3aKynka ayamTopuu 0
¥ Bid Manager

OnNTUMKU3aLuua pekiaMHbIX KaMNaHUN

thinkbrand

with Google



Cnacunbo!

doubleclick-russia@google.com



