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THE WAR oN AD 
BLockINg  

Ad	blocking	is	on	the	rise,	and	Europe	is	no	exception	to	the	
growing	trend.	Though	the	region	has	yet	to	see	the	immediate	
effects	of	the	developing	threat,	understanding	the	impact	now	
and	taking	on	a	proactive	approach	will	prove	to	be	key	for	solving	
the	issue	in	the	long	term.	

After	years	of	pushing	ads	onto	the	consumer	in	the	digital	
space,	it’s	no	wonder	that	more	and	more	are	fighting	back.	Ad	
blocking	is	not	a	new	phenomenon—for	as	long	as	advertising	
exists	on	the	internet	there	will	always	be	a	segment	making	sure	
to	actively	avoid	third	party	ads.	With	mobile	now	becoming	the	
user’s	most	personal	device,	most	are	taking	action	to	ensure	
it	stays	that	way.	But	what	exactly	is	the	reason	behind	such	an	
uplift	in	avoidance	of	third	party	ads?	It	comes	down	to	three	
overarching	causes:	page	clutter	negating	user	friendliness,	
slow	load	times	disrupting	the	user	experience,	and	intrusive	ads	
leading	to	the	rise	of	annoyance	and	frustration	from	the	very	
audience	they	are	trying	to	engage.	

Ad	blocking	on	mobile	devices	is	a	primary	concern	for	both	
publishers	and	advertisers,	with	Sourcepoint	estimating	that	2%	
of	consumers	globally	are	already	active	users.	That	number	
is	expected	to	grow,	especially	with	more	accessibility	to	ad	
blocking	software	on	the	incline.	Apple	Inc.’s	most	recent	
operating	system,	iOS9,	allows	for	the	seamless	installation	of	
ad	blocking	extensions	onto	the	Safari	browser;	the	App	Store	is	
riddled	with	ad	blocking	applications	such	as	Crystal,	Purify	and	
AdBlock	Mobile,	and	more	and	more	of	these	apps	are	making	
their	way	into	the	mainstream.	The	group	with	the	most	frequent	
usage	of	ad	blocking	technology	is	the	18-24	demo,	but	the	25-34	
year	old	audience	is	no	stranger	either.	

The Real CosT
Advertisers	and	agencies	are	faced	with	a	major	threat	as	the	
trend	continues	to	increase.	For	media	buyers,	less	legitimate	
inventory	will	be	available	for	purchase	resulting	in	increasing	
prices	on	what	does	remain.	With	less	effective	media	in	the	form	
of	diminished	reach	and	frequency	for	the	buy	side,	the	end	result	
is	a	major	barrier	to	achieving	marketing	objectives.	In	turn,	a	
major	communication	channel	is	then	put	under	lock	and	key,	
restricting	the	engagement	potential	that	the	mobile	web	has	
come	to	offer.	

As	for	publishers,	the	sustainability	of	their	business	models	
will	come	under	fire.	Publishers	are	dependent	on	the	revenue	
generated	from	advertising	in	order	to	offer	content	at	little	or	

no	cost	to	the	consumer.	With	consumers	accessing	free	content	
while	blocking	ads,	the	publisher	is	simply	not	receiving	any	
compensation	and	so	the	expected	cost	to	publishers	will	reach	
$10.7	billion	in	blocked	revenue.

Ultimately,	if	we	continue	down	this	path	and	allow	the	rise	of	
ad	blocking	to	take	root,	advertisers	and	publishers	will	not	be	
the	only	group	affected—the	availability	of	the	very	content	that	
the	consumer	aims	to	access	will	begin	to	show	drastic	signs	of	
decline.	

PublisheRs on The Defense
Some	publishers	are	striking	deals	with	ad	blocking	software	
providers,	where	they	pay	a	fee	for	the	ability	to	circumvent	the	
ad	blocking	technology.	However,	the	solution	is	not	a	sustainable	
one.	The	ad	blocking	products	involved	in	these	deals	will	be	
found	less	effective	by	the	end	consumer,	forcing	audiences	
to	switch	to	another	alternative.	Other	publishers	are	simply	
locking	their	gates	to	consumers	actively	running	an	ad	blocking	
program—giving	them	the	option	to	either	disable	their	ad	
blockers	or	keep	on	moving.	

The	Interactive	Advertising	Bureau	(IAB)	has	developed	a	code	
enabling	small	publishers	to	detect	the	use	of	ad	blocking	
software	as	a	response,	however	just	knowing	about	the	use	of	
ad	blockers	is	only	the	first	step	toward	finding	a	sustainable	
solution	and	winning	the	war.	

aDveRTiseRs on The offense
The	industry	is	actively	searching	for	a	permanent	solution,	with	
trade	groups	and	publishers	tapping	into	new	technology	and	
services	that	can	help	combat	the	growing	trend	of	ad	blocking,	
but	what	should	advertisers	do	on	their	end?	

•	 Understand	the	facts.		Ad	Blocking	does	not	mean	clients	
are	paying	for	ads	that	are	never	served.		Those	ads	that	are	
blocked	never	register	as	a	paid	impression.

•	 Have	regular	conversations	with	agency	teams	to	get	the	
latest	updates.

•	 Seek	out	non-intrusive,	highly	engaging	ad	experiences	that	
respect	the	editorial	and	user	experience.

•	 Avoid	mass	blasts	of	intrusive	ad	banners	and	takeovers	that	
block	out	editorial	or	try	to	trick	users	into	clicking.

•	 If	ad	blocking	begins	to	impact	pricing	and	the	ability	to	reach	
specific	audiences,	consider	increasing	weight	on	app	and	
native	inventory.

With an estimated 198 million people worldwide using some form of ad blocking software, 
the cost for publishers and advertisers could be more than just lost revenue. 
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AD BLockINg:  
The euRoPean baTTle GRounD

Ad	blocking	has	become	a	growing	concern	across	the	continent,	with	some	countries	rethinking	their	advertising	strategies,	others	
funneling	deeper	into	the	consumer	mind	frame	and	some	taking	on	an	educate-first	stance.	

aD bloCkinG snaPshoT

Ad	blocking	continues	to	grow	worldwide,	with	US	leading	the	way	and	EU	following	suit.	

Source:	Eyeo	GmbH	

Germany	and	the	UK	are	threatened	most	while	French	and	Italian	
internet	users	have	yet	to	fully	adopt	ad	blockers,	giving	the	
countries	a	better	chance	at	warding	off	the	growing	trend.	

Source:	PageFair	and	Adobe,	“The	Cost	of	Ad	Blocking:	2015	Ad	
Blocking	Report,”	Aug.	10,	2015
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as the threat of ad blocking continues to take stride, europe’s defense tactics 
come down to education. 
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The aD bloCkinG inTeRneT useR
A	recent	survey	conducted	in	the	United	Kingdom	revealed	
that	15%	of	internet	users	in	the	UK,	predominantly	male,	have	
installed	ad	blocking	software.	Youth	is	also	a	factor	with	over	a	
third	of	respondents	aged	18-34	willing	to	block	ads.

Why useRs aRe aCTively bloCkinG aDs
A	number	of	factors	contribute	to	why	consumers	are	installing	
ad	blocking	software	on	both	their	PC	and	mobile,	with	the	UK	
reporting	the	following	numbers:

•	 73%	are	motivated	to	block	ads	because	they	are	interruptive

•	 55%	block	ads	they	view	as	“annoying”

•	 54%	avoid	ads	in	belief	that	they	slow	down	web	browsing

•	 46%	are	put	off	by	irrelevant	ads	interfering	their	experience

Source:		WARC	01.07.15

sTePs Taken
France	is	combating	the	threat	with	new	services	popping	up	
to	help	alleviate	the	growing	effects.		D&AD’s	ad	filter	takes	
advantage	of	ad	blockers	to	replace	irrelevant	ads	with	more	
engaging,	creative	spots	and	the	mobile	ad	blocker,	Adcash	lets	
advertisers	pay	only	if	their	ad	is	viewed.	Germany’s	solution	
comes	in	the	form	of	publisher	Axel	Springer,	which	started	
the	“blocked	editorial	content”	trend	for	users	who	installed	ad	
blocking	software.	

eDuCaTion is TWo-folD
As	consumers	aim	to	access	content	for	free,	and	with	advertisers	
feeling	the	burn,	one	thing	has	become	clear:	both	groups	need	
to	be	educated	on	the	topic.	With	5%	of	the	population	in	France	
using	ad	blockers,	advertisers	have	yet	to	grow	their	knowledge	
base.	In	response	to	this	lack	of	education,	the	following	has	been	
proposed:	

•	 Meet	the	expectations	of	internet	users	

•	 Craft	better	content	for	increased	relevancy

•	 Adapt	video	duration

•	 Customize	ads	dependent	on	the	device

With	advertisers	adapting	to	and	taking	on	the	challenges	of	ad	
blocking,	consumers	come	off	as	wanting	to	have	their	cake	and	
eat	it	too:

•	 5%	of	the	population	in	Spain,	a	total	of	1	million	users,	are	
using	ad	blocking	software	but	most	of	the	population	suffers	
from	a	vital	misunderstanding	about	ad	blocking	and	cookie	
policies

•	 The	UK	reported	that	44%	of	survey	respondents	are	not	
aware	that	content	is	free	thanks	to	advertising,	yet	only	10%	
are	less	likely	to	block	ads	after	being	told

Source:	Sourcepoint	and	comScore
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THE PoWER of NATIvE  

The	relevancy,	storytelling	and	
engagement	created	by	native	ads	
leave	consumers	viewing	them	as	if	
they	were	editorial	content.

M Publicite and Mastercard Tap into “Priceless” Moments Proving experiences 
Matter More than Money or Things 

To	accompany	the	launch	of	the	Priceless	
Paris	program,	MasterCard	and	UM	chose	
M	Publicité	to	deploy	an	integrated	brand	
content	platform	across	multiple	devices.	
Through	this	initiative,	M	Publicité	elevated	
the	values	of	the	brand:	discovery,	the	
invaluable	and	novelty.	Geo-localized	native	
advertising	enabled	Mastercard	to	capitalize	
on	the	biggest	trends	in	London	and	New	York.

Source:	M	Publicité,	Business	Case:	

MasterCard	Priceless	Paris,	February	2014

WaTCh hoW iT all CaMe 
ToGeTheR

The effectiveness of 
native ads remains 
unrivaled, with brands 
across europe taking on 
the online advertising 
form with new tactics 
and even more creative 
executions. 

IPG Media Lab and Sharethrough conducted an 
original study with 4,770 participants to study 
behavior and perceptions towards native ads 
utilizing both eye tracking technology and surveys. 
Campaigns were for leading brands across travel, 
CPG and entertainment verticals.

BANNER ADS
Standard 300x250 
ad placements 
in the upper right 
hand corner of the 
webpage

NATIVE ADS
Content-based 
ads that are 
integrated within 
the editorial feed

EXPLORING THE EFFECTIVENESS OF

Copyright © 2013 Sharethrough, Inc. All rights reserved. 

NATIVE ADS

The IPG Media Lab is equal parts think tank, real-world proving ground, and change enabler. As part of IPG 
Mediabrands, we provide agencies and clients with the power to harness emerging media by offering facilities, 
expertise, and resources specifically tailored to rigorously testing emerging media and marketing techniques, 
driving quantifiable outcomes, learnings and strategies.

Sharethrough is the leading provider of native advertising technology solutions for brands and publishers. Brands and their 
agencies work with Sharethrough to disseminate their branded content (videos, sponsored articles and posts, and custom 
creative assets). Top tier publishers partner with Sharethrough, both on their desktop and mobile properties, to create 
native, non-interruptive brand content placements via the Sharethrough native advertising platform.  

NATIVE ADS ARE MORE VISUALLY 
ENGAGING THAN BANNER ADS

NATIVE ADS DRIVE HIGHER BRAND LIFT 
THAN TRADITIONAL BANNER ADS

NATIVE ADS ARE CONSUMED THE SAME 
WAY PEOPLE VIEW EDITORIAL CONTENT

Average number of times the 
ad was viewed in a session

Percentage of users who saw 
native ads vs. banner ads

Consumers looked at native ads 52% 
more frequently than banner ads. 

25% more consumers were measured 
to look at in-feed native ad placements 

rather than standard banners.

Percentage of lift in brand favorability

Percentage of respondents that said they would 
share the ad with a friend or family member

Native advertisements 
registered 9% higher 
lift for brand affinity 
and 18% higher lift 
for purchase intent 

responses than 
traditional banner ads

Percentage of lift in purchase intent

Percentage of respondents that said they 
personally identify with the advertiser brand 

Average amount of seconds spent 
viewing content vs. native ads

Percentage of users who saw 
content vs. native ads

More said the native ad “is an ad I would share 
with a friend or family member.”

More of who previously bought a product from the 
advertiser said they “personally identify with” the 

brand after viewing a native ad.

Consumers looked at native ads more 
than the original editorial content.

Consumers looked at original editorial 
content and native ads for a similar 

amount of time.20%25%

4.1
NATIVE ADS

32%
NATIVE ADS

32%
NATIVE ADS

52%
NATIVE ADS

26%
NATIVE

1.0
NATIVE71%

NATIVE ADS

NATIVE ADS

2.7
BANNER ADS

23%
BANNER ADS

19%
BANNER ADS

34%
BANNER ADS

24%
CONTENT

1.2
CONTENT50%

BANNER ADS

BANNER ADS
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The new Digital Glamour becomes a Place Where stories are Told, brands included 

To	kick	off	2015,	Glamour	decided	to	tap	into	the	
trend	of	native	advertising.	The	fashion	magazine	
made	the	bold	move	to	change	its	positioning	and	
focus	on	being	‘a	place	where	stories	are	told’—
integrating	brand	stories,	editorial	content,	beauty	
reporters’	commentary	and	women’s	perspectives	
seamlessly.	The	team	at	Glamour.it	ensured	that	its	
readers	felt	like	a	part	of	the	story	while	increasing	
page	views	simultaneously.	Native	ads	command	
53%	more	viewers	than	traditional	ads,	and	stimulate	
a	propensity	to	buy	by	more	than	18%.

Source:	Condé	Nast.

initiative and Warner bros. entertainment bring More to existing Content 

To	promote	the	launch	of	the	summer	film	
Vacation,	Warner	Bros.	Entertainment	
created	a	Buzzworthy-style	“Top	10”	list	
of	things	to	avoid	while	on	holiday.	In	
lieu	of	a	traditional	movie	trailer,	Warner	
Bros.	used	content	to	create	excitement	
and	nostalgia	about	family	vacations.	This	
example	of	native	advertising	illustrates	
how	easy	it	can	be	to	craft	compelling	
messages	for	readers,	while	promoting	a	
new	movie	release	at	the	same	time.

Source:	Huffington	Post	Spain,	
“¿Vacaciones	en	familia?	10	situaciones	
que	debes	evitar	por	encima	de	todo,”	
August,	2015
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THE PoWER of NATIvE  

bMW asks “Do you Want to become electric?” 

In	an	effort	to	generate	buzz	and	excitement	around	its	BMWi	range	
of	electric	cars,	BMW	partnered	with	Adyoulike	to	reach	those	in	
the	market	to	buy	a	car,	the	ABC+	demographic	and	consumers	
who	love	technology	and	innovation.	Adyoulike	developed	a	bespoke	
editorial,	posing	the	question	‘Do	you	want	to	become	electric?’	
to	spark	curiosity	around	the	product	launch.	The	dynamic	
delivery	of	Adyoulike’s	content	across	its	native	network	of	third-
party	publishers	in	automotive,	news	and	tech	verticals	enabled	
measureable	dwell	time	and	social	activity	for	the	campaign.	As	
a	result,	BMW	successfully	broadened	awareness	and	increased	
interest	from	those	loyal	to	the	brand.

Source:	Figaro	Digital,	Case	Study:	BMW	

Cisco Presents “Cities of Tomorrow” Revealing how Digitalization  
will shape the future 

Wirtschaftswoche’s	multimedia	editorial	special	
on	the	future	of	our	cities	featured	5	pages	of	Cisco	
content	in	a	14-page	spread.	The	tablet-optimized	
special	focused	on	digitalization	and	how	it	will	
shape	working,	traveling	and	living	in	the	years	
ahead.	Alongside	high	quality	video	content	and	
various	image	galleries,	Cisco	also	promoted	
its	partnership	with	the	city	of	Hamburg	and	
showcased	their	joint	effort	to	design	smart		

“cities	of	tomorrow.”
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mARkET 
INNovATIoNS
soCial

Periscope Partners with Top Reality Tv Personality to enhance Television 

The	popular	video	app,	Periscope,	tapped	into	the	star	power	
of	Nikos	Aliagas,	a	famous	reality	television	and	radio	host	in	
France,	to	bring	viewers	backstage	on	Europe’s	most	watched	
network,	TF1.	Best	known	for	hosting	the	reality	show	“Star	
Program,”	Aliagas	has	over	1	million	followers	on	Twitter	
and	over	65K	Facebook	page	likes—making	him	the	perfect	
influencer	to	use	the	video	app.	

Audiences	were	given	the	behind-the-scenes	inside	scoop	
during	commercial	breaks	as	Aliagas	used	his	smartphone	
to	capture	footage	in	real	time,	evolving	the	overall	television	
experience.	

Red bull Takes over instagram

Becoming	the	first	brand	to	use	Instagram’s	advertising	platform,	Red	Bull	made	some	noise	about	the	world’s	largest	cliff	diving	
competition.	Leading	up	to	the	event	which	took	place	on	September	13th,	2015,	the	brand	used	the	online	mobile	platform	to	share	photos	
and	videos,	urging	millennial	audiences	to	tune	in	to	Red	Bull	TV	to	watch	the	live	stream	of	the	dare	devil	event.	

With	over	1.9	million	video	views,	Red	Bull	proved	once	again	that	innovation	is	at	its	core.	
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INNOVATIONS
PROGRAMMATIC

Post-It® Combats “Banner Blindness”

Using behavioral retargeting technology, Post-It® changed the way consumers look at 
the display banner. The ads became virtual Post-It® notes, allowing users to jot down 
reminders  of chores, to-do lists and events. 

By becoming directly useful to the consumer, the brand did away with “banner 

blindness,” a condition affecting 86% of users. 

CHECK OUT THE VIDEO  
Source: Infolinks “Study: 86% of Consumers Suffer from Banner Blindness” March 2013

EXPERIMENTAL

Users Become a Part of the Action

Mission Impossible has become an action favorite with audiences everywhere. 
To give fans a new angle to experience the action-packed film, Paramount 
Pictures brought them into one of the most iconic scenes—where Tom Cruise 
desperately holds on to the fuselage of an airplane in full takeoff. 

The virtual reality experience was made that much more epic thanks to the 
installation of a system of simulated wind, vibration, harnesses, surround sound 
and, of course, virtual reality head gear to really bring them into the scene. 

MOBILE

Giving Users the Power of Choice

Inspired by Tinder’s popular model, Le Monde went from 
print to digital with the launch of its morning news app 
La Matinale. Shaking things up in the industry by better 
appealing to younger readers, the application utilizes a 
selection slide model, letting users swipe left or right to 
indicate their interest in a particular article. 

The swipes are recorded to remember users’ preferences, 
offering them better targeted and more relevant content in 
the future. 
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PRoGRaMMaTiC

Getting in front of the luxury buyer 

Mobile	has	changed	the	way	consumers	approach	the	

purchase	funnel	by	tapping	into	those	coveted	“I	want	

to	buy”	moments.	Max	Mara	took	this	behavioral	shift	

and	ran	with	it.	To	reach	the	luxury	buyer,	the	clothing	

brand	featured	ads	through	iAd,	Apple	Inc.’s	mobile	

advertising	platform,	for	the	first	time.	Standard	

banners	were	paired	with	interstitial	banners,	leading	

the	consumer	to	a	particular	collection’s	landing	page.	

The	campaign	reached	the	brand’s	target	for	both	

the	Max	&	Co	Italian	and	Max	Mara	Weekend	

UK	collections	with	1.3	million	and	1.5	million	

impressions,	respectively.	

Mobile Creatives:  
There’s a better Way

The	war	on	ad	blockers	is	far	from	over,	but	a	new	mobile	ad	format	
is	giving	the	threat	a	run	for	its	money.	In	an	effort	to	improve	user	
experience	and	deliver	mobile	ads	that	weren’t	intrusive	to	the	
consumer,	the	roll	over	event	was	executed.	Integrated	natively	
within	the	content,	the	format	was	tested	within	focus	groups	and	
was	found	to	be	a	huge	success.	Compared	to	interactive	HTML5	
banners,	the	industry’s	current	running	solution,	the	new	format	
greatly	reduced	the	load	speed	on	websites	resulting	in	positive	
feedback	from	those	it	aimed	to	engage.	
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mARkET 
RESEARcH

ads and the Mobile user

The	Mobile	Marketing	Association	(MMA)	France,	in	partnership	with	GFK,	published	its	“Consumer	Report	2015”	revealing	user	
outlooks	and	perceptions	regarding	mobile	advertising.	The	report	found	that	a	total	of	74%	of	mobile	users	say	they	are	annoyed	by	ads,	
with	60%	reporting	an	intrusive	experience	thanks	to	“too	much	spam.”	There	is	a	silver	lining.	50%	of	mobile	users	find	geolocation	to	
be	useful	in	receiving	targeted	and	relevant	brand	communications,	however,	a	whopping	68%	of	users	claim	to	feel	“spied	on”	when	
referring	to	mobile	ads	as	an	invasion	of	privacy.	

Source:	MMA	and	GFK,	“Consumer	Report	2015”
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app usage across the Mobile Device landscape 

Tablet	usage	makes	up	54.7%	of	internet	users	whereas	smartphone	users	make	up	the	bulk	of	the	pool	with	91.8%.	But	how	do	

consumption	habits	vary	across	devices?

Source:	Navegantes	en	la	Red	2015	(2014	data)
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More is More: Taking viewing and interaction to the Multiscreen-verse

Of	a	total	digital	population	of	48	million,	the	multi-platform	dominates…

Source:	comScore,	Inc.,	MMX	Multi-Platform,	MMX,	Mobile	Metrix,	UK,	Persons	6+,18+,	June	2015	

…with	the	second	screen	giving	brands	

new	opportunities	to	disrupt	television	

advertising.

Source:	comScore	Inc.		

MobiLens,	UK,	3	Mo.	Avg.		

Ending	April	2015.
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neTfliX Reveals When a seRies 
beCoMes aDDiCTive 

 
How	many	views	does	it	take	to	get	to	the	center	of	addiction?	

Netflix	has	released	a	study	answering	just	how	many	episodes	

of	a	series	an	audience	must	view	before	becoming	a	true	fan.	

And	the	answer?	At	least	two	episodes	are	needed	to	convert	a	

consumer	into	a	diehard	fan.

								

Mobile PoRTals inCRease eCoMMeRCe 

In	Italy,	eCommerce	is	worth	16.6	billion	euros,	a	16%	increase	from	the	previous	year.	Consumer	purchase	behavior	continues	to	shift	
toward	mobile	with	online	purchases	made	through	a	smart	phone	up	by	64%—comprising	10%	of	the	total	eCommerce	space	in	2015.	
Add	tablets	to	the	mix,	and	that	number	increases	to	21%.	This	trend	shows	no	signs	of	slowing,	which	means	eCommerce	merchants	
can	bet	on	one	thing	for	sure:	that	the	consumer	shopping	experience	needs	to	be	as	mobile	as	its	users.

Source:	Rapporto	dell’Osservatorio	eCommerce	B2c	Netcomm-School	of	Management	del	Politecnico	October	2015

	

PRoGRaMMaTiC > RaDio DaX

PRISA,	the	world’s	largest	Spanish-language	radio	broadcasting	
group,	has	begun	integrating	programmatic	buying	in	Mexico.	
Thanks	to	Cadreon,	advertisers	can	now	hyper-target	specific	
audiences	by	using	a	data-driven	approach.	The	programmatic	radio	
platform	allows	for	access	to	a	large	volume	of	inventory,	including	
online	radio	stations	and	platforms	on	any	device.	
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