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Ad strategies explained

The challenges
The opportunities
The problems

The solutions

The examples
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Publishers
Headaches
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PubHshers‘j:;'ﬁ
The commo




Publishers® headaches

The platform %

-

The mobile
choice, bu
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Publishers¢ headaches

The data gap

T e

As users rarely Iog{;m or buy Content it 4
publishers can on;l_i,{;f effer Ilttle data to :

advertisers.
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The opportunities
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The Opportunities
Media Usageis

igher than ever

Micro Moments:
Technology drives
media usage,
regardless of time

or location.

Media usage is now

at to 10 hours per day.
People look for

music, games, news,
video, messaging.
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The Opportunities
Advertising
| not disappear

= 13.000 ads
per day — the number
Is still rising!



The Opportunities
Storytelling is

ul and a home game
\

le follow stories from their
onal reference group rather than

'tent is publishers home play and
ivers the most valuable marketing
tools in a time of information
overload, including:

»Social marketing
arch marketing

0 digitalliH Direct marketing



The Opportunities
Advertisers need user

engagement & data

IStyria digital



Problems with data
& programmatic
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mwAutomation makes advertig
Buyers (cllent) find right ¢

~ Sellers (publisher) dellver
and minumum accectoblq i

Perfect market: ovonlotﬁlz inve ory, and gé‘l‘bfero @emond

motch in realtime pr‘ié reflects pﬁr ect',m.or‘ket value
, x

As price cﬁ'!él product m
mllllsecor)d automatical
sides have eﬁﬂCIency

tL‘Q‘m _ .



Programmatic Advertising: the basic
setup

Private
Marketplace ©Open Open
(PMP) RTB Direct

LA

Direct
DI=Yol!

Automated

Guaranteed via
Open Direct API

2=
<

Private
Auction

Agency-friendly Publisher-friendly

Automated
Guaranteed
over SSP/DSP
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Reality of
programmatic |

Interest of buyer and seller
are not corresponding

Publishers intent to package the audience in
bigger pieces, as this increases average revenue

per ad flight.

Advertisers want to take a closer look at an
audience beforehand, in order not to buy weak
ad units
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Reality of
programmatic Il

Technologies are hardly corresponding: Big ad
networks (Google, Xaxis, Facebook) are building
walled gardens and take few efforts to integrate
other systems

Too many intermediates make the cake smaller
for everyone

There is an ongoing need for strategic adaption,
a kind of prisoner‘s dilemma as advertisers
interact to that
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Private Marketplace (PMP)

EIE]

Direct Deal

Private Auction Automated Guaranteed
-?» Deal between client and
publisher = Publisher invites a -» Publisher delivers a certain
- Client takes a 1st Look selected group of number of Impressions
- Client and Buyer know clients (capped)
each other = 2nd Price Auction via =¥ client can take them, but has
-» CPM is negotiated and Floorprice no obligations
fixed — no bidding < No guaranteed volume = No guaranteed volume

=» No guaranteed volume

Client friendly: Client has no commitment- picks ad
impressions that fits to the campaign

________________________________________________________________________________________________________________________________________________________________________
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Open RTB

i\
o

Open Auction

=» Publisher can create
blacklists
-» CPM is negotiated and fixed
— no bidding
=?» No guaranteed volume

Client-friendly:
. No commitment, clients picks the !
| ads he needs §

styria digital | one

Open Direct

Automated Guaranteed

=» Adserver Open Direct API - no
bidding
=* Publisher sells packages and
places them in ,,storefronts
=» Fixed numbers of impressions
= Client has to buy them
= Volume is guaranteed

Publisher-friendly:
Client has to pick the ads §
; on offer i



Programmatic: Key lessons
for publishers

1.) Understand your advertising partner‘s technology and
terminology — there are 1.900 ad-technology providers

2.) Clear price strategy: do you want to optimize revenues
short- or longterm? How deep is relation to advertisers?

3.) Do not underestimate human effort: if you want to
maximize monetization, you might even increase staff

4.) Train your team: it‘s all about information & technology,
expertise will make huge difference in terms of revenues

5.) Close all holes: outsourcing sounds good, but as soon
as you do, revenue drivers & sales competence slips away
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SSP und Adserver 2 Systems:
Sequential Adserving

First all direct sold campaigns are served, RTB follows
For a network like styria digital one, this is very complex

Sequential Adserving

Ad inventory

. direct

SSP

- unsold
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SSP & Adserver integrated:
Holistic Adserving

Decision on the individual ad impression, if needed for RTB or
if it will be directly sold. Better optimization of revenues.

Holistic Adserving

‘ Ad inventory | ——
RTB

. direct Elmpre.ssmr:s.
- used in 15t tier

- ssP

A
_ . unsold
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SSP & Adserver integrated:
Holistic Adserving + waterfall

Additional SSPs are added, to reduce the unsold inventory

Holistic Adserving + waterfall
Ad inventory

i - direct

SSP

- Waterfall SSP(s)

_ B oo
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Learnings for styria digital one

1.) Go ,,fullstack¥, meaning that the marketplace is integrated
part of adserver, otherwise you pay much and loose inventory

2.) Everyone is learning, everyone makes mistakes

3.) You can‘t be successfull in programmatic if you do it on the
fly — it needs your full attention - much will go wrong

4.) Make sure you have a stable basic demand for your
inventory to lift prices in the auctions

5.) Don‘t believe all the promises of technology providers — it
won‘t work automatically, you need time to fix bugs

6.) Keep setup simple, it‘s better than being a front-runner
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Challenges with
native advertising
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Basic idea of

7 mg high- end engaging
0 sers, cleorly Iabe'l_e.d

WHcJtyea—elﬁ Adcpt the cdvertlsmg e: ntent
to the storytelling techniques and language
of the publisher and its target groups.

—_—eep—

S, - N—
Be aware: the odvertlsmg h

teasers and lead to the native ad ¢
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Our chance:
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Everybody does content
marketing, but only few
advertisers have a strategy

use content marketing as part
of their communication

76%

have content marketing effectively
implemented in their organisation

38%

know what an efficient content
marketing strategy looks like

have a documented
content marketing
strategy

37%
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Content Marketing Institute B2C Report http://bit.ly/25ytmd6
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Content Strategy
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Content Creation

Content Homebase
Content Distribution

Project Management

Optimization &
Measurement



What clieAts want vs. neéd

Branded Content B2C Paid Advertising Usage

Storytelling

S ponsore d Content Promoted POStS (e, promoted Tweets)
Native Ad Unit ) Search Engine Marketing (SEM)
Scrollytelling :

Content Marketing
Buyer Personas .
Curated Content

2 \ : is
Sponsored Stories | | e A eToing

on external sites) Average
Number

Content-driven Advertising umbe
Native Advertising
Native Content Marketing

65%



Success factors — you need
to measure!

Reach:

How many
users?

S 3.

20 Costs:
Costs of
creation?

Opinion: What is the
impact of user

|
conver§otions Sl 5.
regarding your

How man
content in social - Y
leads?
networks?
4.
Engagement:
How deeply are users connected
B B toyour content?

styria digital | one




Native Advertising: Key
lessons for publishers

. ,Put your client on a pedestal®“ — advertisers need 360
degree solutions, being overwhelmed by new ad formats

. As native advertising brings increasing production costs,
make sure the added value is visible to the client and can
be charged additionally to the media budget

. Google & Facebook could be part of the solution

. A broad variety of ad products can make the difference —
Native Advertising is the new premium advertising.

. Your digital news room knows what works — make sure you
build knowledge bridges to your native teams..
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How to act as an ad agency
without being one

Focus on: excellent consulting, conception & project
management, build a network of internal & external
experts that you can partner with

Conception &

, Project
Client Management
| Client Teams

Director

Senior Client
Manager/Project Manager
plus
Junior Project Manager/Media
Consultant

works corporag icﬁﬂg%ﬁ;. €BrendStudio  theguardianlabs
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You want be able to achieve
scaling effects

Sands to Editor

for Review
Team Contributor Schedulad ; Tmltcnlé
Brainstarms Writas for Publish Veasuremen
Content |deas Conmtemnt

In Review!
In Revision

In Review!
In Revision
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Content Approved
Content Published

Content Not
Approved




Useful Tools to create scale

A &CRM Email Tool S\ Social Media Management & Listening Tools Sponsorship & Ad Buys
Social Media me isadl T w— i P —_— — PN
Anal ics _C\ -u] ardot Ag* 4 :{- ) SOCIaI Medla L‘oé\aﬁ} > Duffor N;«‘.‘l}n‘(n TOPSY ||swolBEiE- ’l ’e ml_’nkelate 2 tapinfluence c Kred
ﬁyt T Marketo: ~ V22228 ,“5;: ‘Con(ac(: Campaignvionitor | | s Management & Rpooisuite  cisioNpoint > S SEISMIC f::‘m PMMQM.H comican VOCUS Traacks 9
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= Silverpop pey 2 &s, : e, 2 e o
P e £ T - P mmm @ || owee 2
o Marketi Social Media @ * Vigongntcore vieaser
trendspettr oo ar etlng offerpop piyerest o PRI e @ shareaholic
oRuE 3 O Automatio —— -Cﬂ"‘*‘“‘> ! yoae | | = Paid limk BKLOUT
— i ersonalization prreRsmARET oAl || Promotion Influencer
Website Analytic N IZI).InneI Analytics DEMANDBASE Bi ina & CMS Syndicating /, Marketing
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OMNITURE Ecosystem B i Terminus @influitive AMPLI ofSoc"‘s ‘
assmeri = My iabble
o webtrends ’ ORGANIZING HNGAGIO ) =
BASE qql@AMPg [S)DynaMicSIGNAL
l What’s your T J DEMANDEAS g
Web Analytics SEO Analytics . Digi Webinars
igital Asset
i R Content Marketing Challenge? e e B || sl o webe
R . ‘. Z
@ Alexa gShIft SEpEIA / X \ ©OwIipDeEN |I$ Brg]LOToMcol ng
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Created vy
eiped (Y] " composing > By Form \\) Auditine
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This might be your
,zStandard“ native portfolio

In-person Events

Infographics

Print Magazines

styria digital

40%

2016 B2C Content Marketing Trends—North America: Conten

one

=» Content Hubs

=?» How-to‘s
=2 ,Snowfalls

(Scrollytelling)

Videos

FAQs

Guides
E-Books
Webinars
Infographics
E-Mails
Viogs

Blogs
Podcasts

I I LI LIl

LI d LIIILILILI

Photo blogs
White Papers
Surveys
Quizzes
Interviews
Memes

Content
Curation

Case Studies
lllustrations
Slideshares
Quotes

Market
research

Content Marketing Institute B2C Report http://bit.ly/25ytmd6



Native Advertsing: styria
digital one‘s key lessons

1.Act like an agency and provide the full solution
to the client. This is the competitive advantage
over the big tech players

2.Partner with your editorial teams: You share
the brand, the engagement and the audience
and break former boarders

3.Train the people — make a shift from sales to
consulting
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It‘s all about the money

Native Advertising Revenue (us)
Desktop And Mobile
B Native-Style Display ™ Sponsorship ™ Social
- S$25
BI INTELLIGENCE
$20
$15
v
c
2
E
- S10
S5
S0
2013 2014E 2015E 2016E 2017E 2018E
Source: Bl Intelligence estimates, Interactive Advertising Bureau
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#whereeveryouare



DEFINITION OF THE missTARGETGROUP O MDK

The targetgroup of our brand miss
are young women

between 16 and 35.

The Household Decision-Makers
of the future
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SMARTPHONE IS THE FIRST SCREEN
FORTHE missTARGETGROUP

The smartphone is at the
center of the targetgroup-
mediausage, as a tool for
entertainment, interaction
and information

ne






TAILORED missCONTENT O MDLI

The missTEAM represents the missTARGETGROUP:
In the editorial unit, the targetgroup is writing for the targetgroup!




SOCIAL MEDIA: THE missMODEL

Maximizing the Maximizing the
reach when it comes to engagement

the targetgroup (=closeness

of young women to the users)

styria digital | one




ON FACEBOOK IN 2015

255.576 FANS

82.304 FANS

styria digital | one




3.702.536 520.823 431.574
LIKES COMMENTS SHARES
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IN TOTAL miss POSTS HAVE BEEN SEEN...
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g1

711.615.934

TIMES



miss-FACEBOOK: THE USER STRUCTURE O MDK

With 295.000 Facebook-fans, miss is the most
successful Social Media Platform for women
in Austria

46
%
28
%
fy
- 9%
2% 1%

Age 13-17 18-24 25-34 35-44 45-54 >55

95% of the miss-fans are women!
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miss-FACEBOOK: HIGHEST ENGAGEMENT
IN DISTRIBUTED CONTENT-MODEL

Page Fans | Engagement/day | Interactions/week
Bright Side 9.152.730 7,05% 16.200.227
Elite Daily 2.903.638 3,54% 2.806.469
BuzzFeed 7.126.588 3,18% 6.205.647
Broadly 80.954 2,28% 49.893
BuzzFeed Germany 283.640 2,05% 158.744
VICE Alps 60.129 1,39% 22.608
Refinery29 3.326.065 1,3% 1.196.187
VICE 5.127.601 0,34% 483.632

styria digital
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last 28 days; source: fanpage karma



Iss.at — ATRAFFIC HYPE O MDK

miss.at (incl. missAPP): 5,1 Million Visits in March 2016
Traffic-Sources: 95% via Smartphones / 93% via Facebook

5.000.000

Visits | Credit: OWA miSS

4.000.000

3.000.000

2.000.000

gofeminin

1.000.000 -

WIENERIN

[ 4

O T T T T T T T T T T T T T T T T T T T T T T T 1
t . d. I-\p.li_‘ V@Y Jun Jul14 Aug Sep Oct Nov Dez Jan Feb Mar Apr May Jun Jull5 Aug Sep Oct Nov Dez Jan Feb Mar
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missAPP — THE FEED IS ON

al

February 2015:
the missAPP launch!

Available on the
D App Store

The missAPP is an interactive tool
for the target group,

which maximizes

engagement and loyality!



HOW TO USE THE missAPP — 4 CHANNELS © M D 1

65.000 downloads — 30.000 fully registered users

00000 T-Mobile 237 %M

m A

BLONDINEN SIND KLUGER ALS
BRUNETTE

NACH EINER KREBSDIAGNOSE REIST

NIECE ERALLZI1I NEN CIERENIA/EIT\A/LL

S O W

ooooo T-Mobil @37 %W
VOGUEb.
vor 15 Minuten I—_T-I

90% of the contacts in my phone are useless

ay BLOGGER_BAZAAR 1
“ vor 16 Minuten U

exploring the magical hidden places of the
festival area like the #rosegarden or the
girl's #powderroom

&Lw% § ‘m

) 4

Usetime/visit: 7 minutes

rMn;e_ﬂ:L,an7 million collected diamonds
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miss ™ ~

O Sportlich!

QO

-y - |
A Voo

S 36 %W

..... T-Mot L@ 35%M >
r '7%/ zé:r:
&
1
B

RGeS

i‘?‘
&
e

g

LIEBESKIND BERLIN TASCHE
Model LOKI aus der Snake Kollektion

My
heart rate

A & B



missMAGAZINE:
THE GOLDEN SOCIAL MEDIA CIRCLE

A,

DESSERT
PORN :

KENDALL JENNER

WARUM SIE LANGST
VIEL COOLERISTALS
KIMKARDASHIAN

SCHMINKEN 3
Wi DEEPROFS

RTISTS ZEIGEN
EXKLUSIV IHRE TRICKS

WIE VIEL SEX
IST NORMAL?

USTER DRRIRCER J0RITAG ODER U ERIMAL I MONAT WiR HASCN OB AR
ENTSCHLEUNIGUNG STATT DETOX: 12 TRICKS, DIE SCHON UND HAPPY MACHE
MAKELLOS WAR GESTERMIFRAUEN, 1€ WAE NARGEN NICHT MEHR VERSTECKEN WOLLEN

Paidsgimdriptions O




missMIND IS THE MISSING LINK

Editorial Sales
stuff team
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missMIND —
THE INHOUSE NATIVE AD-AGENCY

missMIND is responsible for
presenting all brands and productsin
a way that resonates with the miss
targetgroup mindset :

I I "SS 360° —digital, mobile and printed
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