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Compra programatica de publicidad online #ﬂé

€ rublicidad tradicional vs.
Publicidad online



Proceso de venta de publicidad... ;jonline? #ﬂé

Actividad Comercial
Visita, presentacion, propuesta, seguimiento, negociacion y aceptacion.

Actividad Post Venta
Orden de insercion de envio, firma, piezas creativas, tests y validacion.

Actividad Trafico
Seguimiento, optimizacion y reporting de campana.

Actividad Administrativa
Confirmacién y conciliacion de volumenes, facturacion y cobro.
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Las ineficiencias de la publicidad online VATE
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Publicidad: segmentacion #rré




Publicidad tradicional: franja horaria VATE
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Publicidad online: segmentacion

La publicidad online iba a ser el santo grial de la segmentacion, pero hasta ahora
no lo hemos consequido.



Compra programatica de publicidad online #ﬂé

G Planificacion compra publicidad



Planificacion publicidad online
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A la hora de planificar una campana Online...




pe e ~ : ACT
Planificacion de campanas online VATE

...utilizamos el “cientifico” método de la intuicion.



Asi se miden las audiencias en TV #ﬂé

Metodologia: \\ /
—Colocacién en el hogar de un audimetro que @
registra encendido/apagado y canal sintonizado.

—Mando para la identificacion de los individuos. l

—Llamada nocturna para la recogida de la

I

P——

informacion.

[

—Disponibilidad de la informacidn al dia
siguiente.




Asi se miden las audiencias en Internet ﬂﬂﬂ-

Igual que en Television con el audimetro

15.000 hogares
45.000 personas




El resultado: ComScore MMX _ #H,’s

Informes de aUdienCia TOTAL UNIQUE VISITORS (000) () comScore
25.m//—r//_~_\‘—_ﬁ
20,000
15.000
B /.——’\ N B — —
000p— ——
5,000
0
Jul Lug Sep QOct Nov Dec Jan
2012 2013
®  [Mj(u) Yahoo! & [M}U) GUARDIAN.CO.UK [FI(U) Linkedin
Media Total Unique % Reach Average Daily Total Minutes Total Visits
Visitors (000) ~ Visitors (000) (MM) (000)
(@ Total Internet - Total Audience 44581  100.0 m—— 39,106 110,130 3,886,866
Retail 38,085 85.4 15,319 4617 697,573
1 [F](@ @ Amazon Sites 24,754 55.5 . 4,41 994 212,004
2 [ # Apple.com Worldwide Sites 10,706 240m 857 107 44723
3 [A # Home Retail Group 10,317 231m 831 200 30,552
4 [F] (# Tesco Stores 8,793 197m 647 182 24626
5 Google Shopping 6,132 13.8m 372 16 12,689
6 [F] # Dixons Retail Plc. 6,103 13.78 367 58 13,155
7 [E] ® Wal-Mart 5,798 13.08 385 13 13,910
s M @ AVG.COM 5,578 12518 856 46 39,609
9 [E eBay Shops UK 5,316 191 373 32 13,10
10 [F] # John Lewis Partnership 4,713 1061 300 30 10,599

e
Fuente: ComScore



Ejemplo ficticio de planificacion publicitaria (&l

Campana: “Marca de cosmética femenina”

« Target: Mujeres de mas de 40 anos
o Presupuesto: 1M€

o Periodo de campana: 1 mes

o TV:600KE

o Online: 400K€



Resultado panel mujeres Espana

() comSCORE

Key Measures

ENFEMENINO.COM,HOLA.COM, Terra Mujer

©2014 comScore, Inc

Geography :
Universe :
Time Period :

Target:

Media:
Date :

Media

Total Unique
Visitors (000)

1 [G](u)
2 [C)(V)
3 [SI(V)
4 [SI(V)
5 [CI(V)
6 [GI(V)
7[P]

8 [M]

Total Internet : Total Audience
ENFEMENINO.COM
HOLA.COM

MSN Women - Spain
ELLE.ES

MUJERHOY.COM

Terra Mujer Espana
ENPLENITUD.COM
NOSOTRAS.COM

26.601
2774
2.116
1.033

768
584
380
82
7

% Reach

100,0
10,4
8.0
39
29
22
14
0,3
03

AcTi
VATE

Spain

Home and Work
December 2013
Total Audience

ENFEMENINO.COMHOLA.COM, | erra Mujer
Ecocnana MITIERHN
1/20/2014

%
Composition

Unique

Visitors
100,0
100,0
100,0
100,0
100,0
100,0
100,0
100,0
100,0

Fuente: ComScore Diciembre 2013



Ejemplo: 58,1% Mujeres [ 41,9% Hombres #ﬂ@

Reductor TOTAL
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e"femenln com

ENFEMENINO.TV BELLEZA MODA NOVIAS LUJO MATERNIDAD ENFORMA PAREIA BIUIER POICO. £105 pEcorRaciON cocma Famosos EQ&. Horéscoro

un mundo para la mujer
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Resultado de la inversion online #ﬂé

TOP 10 sites de Mujer Audiencia AudienciaUnica SOLO

(ip Espaiiola) Unica mujeres
{000} {"000) %
enfemenino.com 2.673 1.553 58,1%
Hola.com 979 619 63,2%
Terra Mujer 9241 500 53,1%

400K€ x419%: 167,6K€

La cantidad de ya que se ha mostrado a hombres un
producto de mujeres.



Compra programatica de publicidad online #ﬂé

) compra programdtica



Compra programatica

[ XeXe)

J B AppNexus Console - Campaign

[

AppNexus Console - Campaign Monitor

@E i) B[ heto://appnexus.com/

a®
E\ appnexus

Campaign Monitor

B FILTER | Show line items run within: | Last 7 days. 8 @

Q) (a)(8] (B [=]]

v (3]
Find [ A1 B (Search) | m | Account | Signout
Porcent of target to date: | <B5%  86-95% 96-101% >101% Show stats for | Lifetime 3] (7

Alerts. Line ltemns imps Clicks Conversons. Revenue Media Cost Revenue Type CTR Days Into Flight &
@ Campaigns Detads 47 days left
23842 - Premium - RON Local CPM (23421) 232,108 205 0 $1,392.64 $500.91 CPM o.0ss% [HETN
@ Campagns Dutads s 47 dayshent
23844 - Premium - RON Local CPM (23421) 165,367 92 0 $661.47 $282.52 cPM o.056% [HETIIN
@ Campaions Detaia 66% 47 days left
23842 - Mid - RON Local CPM (23487) 8,249,134 363 0 $32,996.54 $11,83868 CPM 0.044% [HETIN
. @ Campagrs Oweads. 1 47 days left
23843 - Mid - RON Local CPM (23487) 218,025 125 0 $872.10 $332.75 cPM o.057% |HETINNN
. @ Campsigna Detsis 1008 47 days left
23846 - Mid - RON Local CPM (23489) 175,910 102 o $703.64 $316.64 cPM o.0ss |G
Y ® Carpaigns Duiale 5% 47 days left
23856 - Low - RON Local CPM (23492) 576,494 333 0 $2,305.98 $989.38 cPM o.0ss% [HETI
° | Detsis 100 47 days left
23853 - High - Selected CPM (23432) 204,564 139 0 $818.26 $345.55 cPM o.06s [HETI
8 Campaigrs Detads. 519 47 days left
23853 - High - Selected CPM (20384) 204,564 139 0 $818.26 $345.55 cPM o.068% [HETIIN
Detads b 47 days left
23855 - High - Selected CPM (23434) 9,245,955 5939 0 $36,983.82 $12,82047 CPM o.0s4% [HOSIN
@ Campsigns Detada 47 days lef
23850 - Med - Selected CPM (23429) 2,329,522 91 0 $1 13 $3,30825  CPM 0.034% [HOCHIIN
8 Campagns Detads 84% 47 days lef
23829 - Low - Selected CPM (23409) 8,707 0 0 $19.59 $10.40 cPM 0.000% |20
@ Camowigns Detads 6% 1 dayela
H Reloase ne Report a bug | Ulinfo | Enable API Console

AcTi
VATE

El

es la
programatica en la que
se programa en una
consola tanto la venta
como la compra de
Inventario publicitario y
es el sistema el que
decide donde sale cada
Impresion publicitaria.



Compra programadtica VATE

e Lanzamiento a un entorno automatizado.

AdExchange

e Utilizacion de la tecnologia . Sidos
0 mas anunciantes quieren el mismo emplazamiento
publicitario, el sistema se lo asigna al que mas pague por

él.



Compra programatica de publicidad online #ﬂé

0 AdExchange. Actores
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;Qué se compra y vende? Impresiones #ﬂ@

Register

London

BUSINESS Start

Study in London Schoot of Business
Sept 2013 ? & Finance
INSIDER succeed anywhere

SAl

Home | Tech Finance Markets Politics Strategy Entertainfie ST = T N TP ntelligence

SAl Home Mobile Enterprise | Silicon Alley 100 Digital 100 Silicon Valley 100 Innovation | Document Center | Hive Contributors

Documents | Jobs Aue vx § 0 B

Bll REPORT: Here Are The Major Players & SEND US A TIP!
In MObiIe AdvertiSing Get SAl Emails & Alerts

Josh Luger | May 16,2013, 2:27 PM | 43,175 | P2 Learn More »

FiRecommend - 17 Share 43 W Tweet|(129| § +1 /< 8 2 Email More

We are in the post-PC

. U.S. Mobile Ad Forecast
era, and soon billions of

$7,000

consumers will be TRADING 212

. $6,000 i’
carrying around !
Internet-connected $5,000 >
mobile devices for up $4,000 p

Mobile Ad v
to 16 hours a — o GANE DINERO
day. Mobile audiences ' COMO TRADER
have exploded as a SA000
result. $1,000
PRUEBA DE 10 000 € GRATIS »

Mobile advertising s02009 2010 2011 2012 2013 2014 2015 2016 2017 . s

should be a bonanza, Bl Intelligence



De cabeceras o canales a audiencias #ﬂé

INVENTORY BUYING vs. AUDIENCE BUYING O

BROAD TARGETING NARROW TARGETING sitescout

ame ]

AdExchange

FOXNEWS.COM
7= $3.50 CPM

CNN.COM ESPN.COM
$5.00 CPM $3.00 CPM

WEATHER.COM
$2.00 CPM

INVENTORY STRATEGY AUDIENCE STRATEGY

Fuente: SiteScout.com 2012

La clave esta en la capacidad que tengamos de identificar cada una de las
Impresiones para comprar las que sean afines al target de la campana.



Compra programatica: % del total #ﬂ,’;

2013

ﬁ M Inversion negociada

m Compra programatica (RTB, DSP’s,
AdExchanges, etc.)

Datos en %

Fuente: Estudio Inversion Publicitaria 2013 IAB Spain



AdExchange: Estudio de los actores. #H'

DSP SSP

Demand side Supply side
platforms platforms

Red Publicitaria

El AdExchange es un mercado en el que una serie de actores se encuentran
conectados en tiempo real comprando y vendiendo emplazamientos publicitarios
online.



Sell [ Supply Side Platforms. SSP #ﬂ,’g
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Demand Side Platforms. DSP

The
AdExchange

AT
VATE

DSPs Agencia
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AdExchange: Estudio de los actores. #H'

DEMANDA

Red Publicitaria




AdExchanges

. doubleclick
by Google

spot¥{change

P> RIGHTMEDIA

orange’

trom YAHOO!

Ad Market

ACTI
VATE

=& Microsoft

adexchange: ‘»

pulsepoint®




AdExchanges
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Large Sites
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El modelo AdExchange
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AdExchange: la tecnologia #ﬂé

Advertisers
Publishers

Data Exchanges

Todo el sistema se basa en diferentes plataformas tecnologicas que permiten que el
sistema funcione. Se llaman



Soluciones de trading #ﬂg‘

' [y I AR
MediaMath “\: appnexus

Data XU

Data. Insight. Action.™

TURN

adfoOrm

‘ doubleclick
by Google

Son los de las plataformas tecnoldgicas que permiten la



Compra programatica de publicidad online #ﬂé

0 RTB (Real Time Bidding)



Proceso RTB (Real Time Bidding] #ﬂé

Representative list

I n Page request and E PubMatic sends

ad call request data to RTB demand Waponexus
goes to PubMatic partner pool

» PubMatic > @

T Jrm

invitemedia
n Highest RTB bid is B Demand partners return ZTRIGGIT
entered into overall bids in real-time (less

bidding competition than 75 milliseconds) ~~rocketfuel

DataXo
MAXPAINT

V lucidmedia

+ more

The highest RTB bid is only accepted

IF it is higher than all the non-RTB ad
nets and Direct sold insertion orders that
are included in the Ad Auction Engine™

Ad Price Prediction™
from non-RTB nets and exchanges

PubMatic : :
Ad Auction Engine™ |~ " 7] Direct Sold CPM and CPC Insertion Orders

Fuente: MasterNewMedia Espafa. 2011



Proceso RTB. Second Price Auction #ﬂ,’;

40 anos de éxitos en Espana.
Gracias a nuestros clientes
cbre.es

lunes, 20 mayo 2013 | Actualizado 16:06 CET | Hemeroteca - Elige Edicién

» ESTA PASANDO

Guindos condiciona la BEX 35 ek 35 [ Dow | CAC | EUROSTORXIDAX  penioank
rebaja del IRPF a una — ik

280338 o
I

‘Yahoo

oseD

13 1 2 858521 |\
sze0.40 R
recuperacion clara ezl L. N U
AGENCIAS | Madrid W 119 ::f::f @oo@ ® ®
El ministro confia en poder dar marcha atras al aumento de los 843148
tipos del impuesto en 2015. El Gobiemo espera que Espaiia i 7
recupere la senda del crecimiento en 2014 con un exiguo 0.4% 843521 ~
o P SUSCRIBETE A
i - - ELPAIS
CRISTGBAL MONTORO B :ves | sweses | iaio | 2aos
® "Quiero bajar los impuestos, pero no hay margen” O HAZ DE EL PAIS
B Valores del Tbex 35 B Ver mas indices U PAGING DE HC

HAZ DE ECONOMIA
TU PAGINA DE IHICID

L GP 1.89(-1.05%) | ABE 14.29(0.24%) | ANA 48,34(1.17%) | ACX®
e appnexus
Europa
B | >
T — S

Publisher Floor Price 1 € CPM

Winning Bid 1,06€ CPM



AdExchange: actores #ﬂé

DEMANDA

DSP SSP

Demand side Supply side
platforms platforms

Sales House/
Adnetworks

Nos da la capacidad de conocer el perfil del usuario que esta solicitando una pagina
para poder impactarle con una campana relevante.
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La clave: jcomo cualificar audiencias? VATE




Proveedores de Datos. Uso de cookies #ﬂ,’g

visual@l}"  acxiem .gignode £ Experian dunnhumby AuoiEncEscience € bluekai exelate Mrux «.....4 quontcast < LOTAME

Las cookies se usan para identificar audiencias y ser capaces de servir
publicidad mas relevante.
Es la nueva tendencia en la compra de publicidad.



Data providers. Tipos de datos #TT}E

o Datos sociodemograficos:
Edad, sexo, codigo postal, etc.

o Datos de comportamiento:
Amantes de los coches, viajes, deportes, cultura, etc.

o Datos de intenciones de compra:
En busqueda activa de coche, casa, oclo, etc.



Ist Party data: sociodemogradficos #ﬂ;’s

Sign Up for Facebook GMJ II Create a Google Account - Gmail
Join Facebook to connect with friends, share photos and create your own profile. o Change Language: [Engish =)
Create an Account
First Name: ::Goo’ommwmmnuowummm I yeu already have a Google Account, you
Last Name:
Get started with Gmail
First name: I
Your Email:
Last name: [
Desiced Login Name: @smal
Re-enter Email: Ih Tomith. Joha Serith o
_Check saataany |
New Password:
Choose a password: | Basawoed strengeh
Iam: Select Sex:[v] R ———
Re enter password: |
2 r r ber me on thes
Birthday: Month: Day: Year: |~ e
¥ E] [Z] D Creating a Google Account will enable Web Mistory. Web HMstory 15
wll with
Whydolneedtopf : my hday? :nb&nth:‘ m"y:. amw&dﬂwn
recommendations Leam Moce
T e
Security Question:  [Cheose a questen =
¥ you forget your password we will ask for the angswer 10 your

secunty question. Laam More




2nd Party data: comportamiento e intenciones #ﬂ;’s

Mediante la navegacion de los usuarios podemos detectar
comportamientos e intenciones.



3rd Party data: data exchanges ﬁqcrrlls

Se trata de plataformas que compran,

’ DATA compilan y enriquecen datos para
EXCHANGE ) ..
. venderlos y poder asi cualificar

audiencias.

aggregation |

scoring




La clave: cualificar audiencias

ORBYT AN Pisos R Empleo (™ Coches Motor Tendencias Nautica Viajes Yodona Metropoli Gentes! Hemeroteca A\ Servicios @ Shopping
ELSMUNDO R
.S
e . renfe
Lider mundial en espafiol | Lunes 16/09/2013. Actualizado 18:26h. Google (@) ELMUNDO.es e

MUNDO Detalles del informe

La ONU confirma que
se uso gas sarin
contra civiles en Siria

Sin comisiones en
a red de cajer

openbank & d de cajeros Santander

Deportes

EEUU Was de una decena de heridos

Cuatro muertos en un
tiroteo en una sede de la
Armada an Washinaton

EUROBASKET Cierre de la segunda fase

En directo: Italia-Espafa

ACTI
VATE

Hombre

Entre 30 y 40 anos
Vive en Madrid

Interés de compra de un
coche de semilujo



Segmentos de datos

e/ elate

demo
Segment Qualifiers

Age - Usar reported, registration-basad
(not *inferred) demographic informe-

Gender tion from top social networks, dating
and shopgping &ites.

Careers Self-raportad career feld information
colected at top verfical job sites.

Finance Household financial profie, and
fnancial ssnvicas products used
based on census kevel consumer
segmentstion data.

LifeStyles Lifestyle atttributas scored based on

» OwnerRentar censue kel consumar ssgmenta-

* HouseHold Income fion data.

» Presence of Children

» Type of Neighborhood

» Credit Card Holder

» Education Level

Singles Registered visitors to dating /
socel websies that heve daclared
themseives a3 "unattached” in the
st 30 days.

Spanish Speakers Consumer data generated from
Spanish language portaks, social
netaorks end other leading Spanish
text'wabsies.

Urban Vigitors to Hip Hop music/ entertain-

ment! African Amenicen focused
Nawe websies. Visitors to Afican
American social networks.

interest

Segment Qualifiers

Auto Enthusiasts Autormotive reviews of new and
popular models, industry trends.

Casual Gaming Adctive partipants in casual anina games.

Charitable Donors Businees eearches for locd charitias,
past contributions to cherities

Diet and Fitness Visitors interested in fitnass, weight
loes, dieting content.

Entertainment Coneumers viewing music, mosvies, TV
or celabrity content.

Events Coneumers browsing local events
and/or shopping for spadal occasons

Finance Small Business  Consumars of content and businees
forme geared to maneging a businees
under 200 employeas.

Green Living. Shopping for eco-fisndy products, nterst
in ervironmental / sustainable ving Festyle

Health High level health & welnass content.

Hobbies Lifestyle pursuits including arafts and
kisura activities

Home Improvement Consumnars sesking tips and advica
on how beet to upgrade thar homes.

Job Seekers Coneumers viewing job Istings and
uploading reeumee.

Movies Consumers viewing curent or upcoming
theatrical releasss, reviews, or tralers.

Offer Seekers Consumers ragistaring for coupons
and online discounts or promofons.

Online Streamers Consumars interacting 'with streamed
audio - podcasts & streaming music.

Parenting Congumers visting content or
communities spadific to rasing chidren.

Pets Consurmers acfve in communily groups o
veifng comnt that addreeses pet owrership.

Political Junkies Readzrehip of poftical content in refional naws
stes, iwohemant wih eocid & poficd cases

Sports Enthusissts of professional sports.

Tech Enthusiasts Tach haads who saarch for & interact
with detsiled content on gadgets,
appications, hardwere & softvere.

Travel Enthusiasts Jatsatters who actively search & read

content on top fravel destinations,
actiities, sccommodations & reviews

.
> L\

eXchange

data segments

intent
Segment Qualifiers
Auto - Buyers Search-level data provided by
* Make/ModslTy leading automotive shopping sites.
. e MocType ng automotive shopping s
» Azisn/American/Eurcpean
* Manufacturers
Services Search-laval data on businses
* Arts and Entertainment category, subcategory and speciic
* Automotive keyeord of the type of parsonal or

* Bz , Professiond Service
. Canputars Internat

* Contractors, Construction
* Education

* Finance and Insurance

* Health Medicine

* Home end Garden

profeesional service needad.

* Real Estate, Moving, Storage
* Restaurants
- Pza
» Retai Shopping
» Sports and
» Telecommunications
» Travel and Transportation

*Legal

* Manufacturing, Production
* Parsonal Welness

* Pets

Shopping Search-level category /

* Auto Parts and Repair subcategory / product level data
* Babiee and Kids collected at lading comparison
« Bocks R

 Businzes and Office Supply # ng sites.

* Fashion

* Flowers and Gifts

* Food and Wine

* Health and Beauty

* Home and Garden

* Mavies

* Music

* Musicd Instruments

« Parsonal Technology

* Pets

* Sports and Recreation

* Toys

Travel Travel type and destination data
* Accommodation: collected at leading travel bocking

* Location (CnysmtalComtry] sites.
Packagee %

* Cruises
. gar Rentals

.
* Businzes Trawvelers

aXelate, inc. = 7 West 22nd St., ath Floor, New York, NY 10010 = Tal: +1.646.380.4400
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