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Love affair with Smartfphones

/5% of Irish people use a
smartphone® WE LOVE

OUR
SMART

1/3 of all Internet usage in Ireland PHONES!

IS via Smartphones**

54% of Irish consumers consume
Video via Smartphones**

o[e.!

@
* Consumer Barometer 2015 ** Statcounter August 2015 Iab =
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eir Connected Living Survey

Survey representative of Irish households: 2015

71 2.3m smartphone
Users

@ of population use @
the internet at least
7 1.7m have access to dghs J ‘

a tablet
72 21% have access to a 2
Smart TV 4 5 O,
O
2 1 In5admitto ‘;Lj:‘gii;’g;ﬁf"*
accessing the internet rkaimet once a iy
every waking hour of 36%in 20l o= ool
the day

Source: eir Connected Living Survey 2015



|IAB Ireland Online Adspend
2015

Gross Online VA A
Adspend €340m from 2014
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Online Adspend

2012 -2015

+ 78%

+ 132%
€10m +251% + 8%
+ 13%

+ 10%

2012 2013 2014 2015

B Mobile Advertising B Desktop Advertising

Mobile is a key driver of online Adspend growth.

 |In 2015, 81% of the Gross Online Adspend growth was due to an
Increase in Mobile advertising
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Q

=
iab:

@

|GJI

Source: IAB PwC Adspend Studies 2012 - 2015



Online Media Mix (Desktop & Mobile)

2015

mSearch (52%)

= Display (40%)

Classified  (8%)
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Native Advertising

(Desktop & Mobile

I NATIVE €45 m *

. ADVERTISING

This represents 33% of total

digital display advertising

revenue (Desktop and
Mobile)

|9JI

*Native advertising includes: ‘In-feed’ publisher controlled content, ‘In-feed’ advertiser controlled content, _t
discovery/ recommendation units and customised / innovation formats. Please refer to slide 10 for detailed ®

Q
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Social Media Advertising

(Desktop & Mobile

€49m*

Up 72%
from €28.5m* in 2014

|9JI

*This includes social media display and social VoD. The data is based on actual spend figures submitted by ad _t

Q
agencies and consultations with social media companies pwc iab 8_
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Pre/Post Roll Video

(Desktop & Mobile

€24.5m* In
2015

Up 71% from €14.3m in 2014
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http://www.google.ie/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRxqFQoTCKL_jNXL1sgCFQGXFAodtm0FKg&url=http://www.iconarchive.com/show/circle-icons-by-martz90/video-camera-icon.html&bvm=bv.105814755,d.d24&psig=AFQjCNEv3el5gDiVllueJW-8MZHjm2unmQ&ust=1445620900155580

YoY growth rates tfor digital formats

Please note the formats are not mutually exclusive - there is some overlap
All growth figures are cross-platform
* Includes Social VoD

/8%
/2% /1%
38%
| : 28%
Mobile Social Video on Al Paid
Medig™ Demand Display Search
(VoD)*
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Adspend 2015 In detaill:

Total online
adspend reaches _.
€340m for 2!‘115"-—.___ 3

“Tha WS Irdard P Cnilne Adusend
Shuchy for FOU { dan S Dwc) amsan vy

Infographic on our website now:
www.iabireland.ie

— Adveartising formats
(desktop and mobille)

Diasplay: Display advertising holds a

an increasae of 33

-

Paid for Seerch &chasriing has geossm 3P 0 with &
IR ahare of ictal oniine achpend at £T8 n 5005
.

B s represants 2% of spand at €27m in 2015

g “;-; Classifod: Classifiad Advartising

— Cross platform display adspend by
advertising category

Retall and Finance ara Ratzil 14%
tha top spencing catogorias Financa 14%
n dizplay adspand ooss ~

platform, with a category elacoms %

charg aach of 14%. Telecoms A o 109
follcws ot TR, Auto ot 1% e
ard FMCG with o 9% shara,  FMCG 9%

Classified Adspend's top Industry categories:
.Q Aushormobiic -t
" e pwc |qb
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|AB Ireland Priorities 2016

e 1) Viewable Impressions JIC (Joint Industry Committee)

e 2) Counter Ad Blocking Initiatives

IAB EU Ad Blocking
Viewable Impressions Taskforce

Irish JIC (Joint Industry

Committee) |IAB Global
Advertising Charter
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Context for Ad Blocking Initiatives

IAB Ad Blocking Research 2016:

16-24 year olds = top users, almost 50% would be less likely to block if ads did
not interfere in their online activity, Over half of users said they would turn
off ad blocker for some websites

a) LEAN: Light, Encrypted, Ad Choices, Non-Intrusive ads
b) DEAL: Detect, Explain, Ask, Lift
c) Global Ad Charter

LEAN - Summer 2016 1st phase of compliant formats

DEAL - Ad Blocking Detection Software freely available to IAB Members,
publishers to engage with users re value exchange

Ad Charter incorporates LEAN & DEAL, signatories = key stakeholders in
digital advertising industry, annual report will track progress Charter’s
progress

LIGHT

ENCRYPTED

AD CHOICE SUPPORTED

NON-INVASIVE ADS

iab

iab.

TECH LAB
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Context For Viewable Impressions JIC

e Standardised VI measurement is a priority for
|AB, EACA & WFA

e |AB Europe, EACA and WFA - VI Steering Group
set up

e National IABs represented on this steering
group by IAB Ireland CEO

e |AB Ireland VI JIC comprises representatives
from IAB Ireland, AAl and IAPI and is aligning
itself with the European framework

EACA: European Association of Communications Agencies
WFA: World Federation of Advertisers
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Next @iabireland

Native Breakfasts, 20t April (by invite) NGLAZE T
Advtl ing

The Secrets of Mobile Success, 28t April
(by invite)

HTML

HTML5 Workshop, 11th May E

Eallaww /AMNinhiraland . wananaz inhivraland 1o
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NEW IAB Ireland Members

Linked|[T})

MEDIABRANDS

accenture
EPSILON
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