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of the Web, usually on the ebb 
and flow of our marketing pushes 
to a space where the consumer is 
‘always on’.

Today, the Web has become 
the centre of the Internet, 
interacting through different 
mediums and multiple devices. 
Internet users don’t just want to 
talk to brands, they want brands 
to talk to them. They want to talk 
to each other, share ideas, pass 
content on…pass judgment! And 
every day we see brands and 
companies trying to catch up 
on this very thing, trying to work 
out where and how they need to 
present themselves and how to 
speak and act, in order to find, 
engage and interact with their 
customers. 

Now, let’s take the changes in 
the consumer and add fuel to the 

Back in 1999, as a junior 
ad exec, I sat with a 
client on a “Future of 

Media” presentation given by 
representatives from Sky, Carlton, 
RAB and kin. They came to tell 
us about interactive television 
(iTV), advertising and the shape 
of things to come over the next 
decade. The stand out moment 
of the day was Sky and Carlton 
really pushing the “Red Button” 
(no pun intended). Apparently it 
was going to totally reshape the 
advertising landscape, the buying 
cycle and customer relationships. 
More than a decade later, and 
they’re still waiting. Interestingly, 
I recall that there was no “Man 
from the Internet” present on 
that day. Had there been, I’m sure 
he or she would have had some 
very harsh words for people on all 
sides of the table – agency, client 
and the media owners, about the 
change coming.

 That day stays with me and 
serves as a reminder of how long 
it can take for well-established 
things to get pretty much 
nowhere, and how short a time it 
can take for things that are barely 
conceived, to reach complete 
ubiquity and change what we 
know about our customers; 
making past techniques, 
approaches, measurements 
and even beliefs, fundamentally 
redundant.

And that pace of change 
continues, even with the Web we 
already know and understand. 
It has evolved from the holding 
place where businesses set up 
sites and stores, and consumers 
come and go, logging in and out 

fire in the form of a huge increase 
in online competition – one could 
say that it starts to feel slightly 
cluttered out there. A cluttered 

Web, a disproportionately 
small number of brands doing a 
superior job of soaking up digital 
sales, and a rapidly evolving 

users don’t just want 
to talk to brands, 
they want brands to 
talk to them. They 
want to talk to each 
other, share ideas, 
pass content on…pass 
judgment!
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multi-screen, multi-modal, 
RoPo’ing (research online 
purchase offline) consumer, all 
stand to make the Web a tough 
place to differentiate and do 
business, unless marketers can 
up the pace.

I remember insuring my first 
car and sitting down with the 
yellow pages to call through every 
one of the 30 insurers listed, to 
get a quote for my banged up 
Fiesta. Now I’m sitting watching 
ad breaks on TV, speculating 
bleakly about whether the world 
really needs a fifth insurance 
comparison site.

And despite the upsurge in 
online commerce, 91% of sales 
still happen offline, with almost 
half the purchasers having 
researched the goods online first, 
(often at the expense of another 
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In a world where the 
web is in a continuous 
flux of change, digital 

marketers are going 
to need more than a 

crystal ball to be on top!
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Paul 
Byrne 

Digital Account 
Director

company’s marketing budget), 
before going to one of a handful 
of retailers who are engineered to 
retail and almost fulfil perfection.

That leaves only a small piece 
of online commerce to go round. 
And, once again, we have many 
players but just a handful stand 
out as well engineered retailers, 
ready to engage and facilitate 
your transaction with a touch so 
smooth you’d barely realise you’d 
bought it, until it shows up at your 
door.

So where does that leave 
online retailers? Should they pack 
up and go home or stand and 
fight? I have no doubt that we will 
see a lot of both this year but, at 
this rate, I see the gulf widening 
between the ‘haves’ and ‘have 
nots’ in the market shares stakes.

What I am sure of is, that only 
the most differentiated, engaging, 
visible and agile of brands will 
have what it to takes to find, peak, 
and maintain the customers’ 
interest all the way to the till.

So, if retailers are to stand 
a fighting chance of gaining or 
even just retaining their market 
share, we need to up the ante 
on online visibility, engagement, 
and analytics, and be able to do it 
across all available screens.

Of course these things aren’t 
easy either. It’s going to take some 
brave, ambitious and talented 
marketers to take the plunge, 
partner with the right people, and 
stay the course long enough to 
cement the change required to 
compete into the future.

I, for one, hope you are 
committed to that challenge. n

Attribution and the Buying 
Cycle seem to be the 
hot topic of the moment 

and are changing marketer’s 
approaches to online marketing. 
However, in the lead up to 
implementation, it is important 
to ensure you have a clear plan 
and, in tandem, have the ability 
and agility to change or react to 
the insights a good attribution 
provider/tool can bring. Moreover, 
senior management need to 
have bought into the idea of the 
benefits and efficiencies that 
attribution can bring.

Many businesses are trying 
to understand how they can use 
attribution to improve their online 
performance and move forward in 
a rapidly expanding digital space. 
Several questions which are often 
asked include: “What are the best 
ways to attribute?” “How do we 
track and attribute across different 
platforms?” “What attribution 
model should we use?” “How 
can we determine which provider 
offers the best tools?”

Answers to these questions 
may provide digital marketers with 
enough insight to start planning 
what approach their marketing 
strategies are going to take. 
However, before rushing to work 
with one of the many providers in 
the market place, marketers must 

get their own house in order first, 
evaluating whether they have 
the required structures in place 
internally. Without them, the 
marketing team will be unable to 
fully implement and exploit the 
data they are left with.

For an organisation to get 
the most out of an attribution 
model, all digital marketing 
functions (ideally including offline 
too) need to be aligned. To get 
the best usage from a tracking 
tool, marketers need to ensure 
all channels are tagged up and 
tracked in a weighted model, and 

that the model used is created 
fairly and routinely tested.

Once all marketing channels 
are aligned, the business needs to 
be able to deal with the results of 
the implementation of the chosen 
attribution model. 

For instance, the results 
of the test attribution model 
show that generic keyword 
exposure and interaction starts 
search conversations. These 
conversations prove to be a 
profitable addition to sales in 
search and work well with SEO 
(Search Engine Optimisation)  and 
direct to Site traffic. 

Based on this information, 
a Search Marketing Manager 
would argue that more money 
would need to be spent on 

PPC campaigns. However, in 
most organisations there is a 
limited budget assigned to each 
department at the beginning of 
each financial year/ quarter, which 
means that budgets will have to 
be re-allocated. This, in itself, can 
prove to be a challenge.

However, what do you do if 
your marketing department and 
budget is segmented into different 
channels? How do you re-align 
budgets across departments when 
you have marketers who are siloed 
in their approach and focused on 
their channels’ goals and targets? 

These questions highlight 
how essential it is to have a well 
structured and aligned marketing 
team, that is single in its digital 
vision to drive the overall digital 
bottom line. So, for those of you 
who plan on bulldozing ahead, 
please note that, unless you have 
an aligned marketing team and the 
support of the board and senior 
management, your dreams of 
creating a successful attribution 
model will quickly fade away. n

Many businesses are trying to understand how 
they can use attribution to improve their online 
performance and move forward in a rapidly 
expanding digital space.
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Most digital marketers 
accept that analysing 
the user buying cycle is 

an extremely useful, yet arduous 
and complex process. Whilst 
today’s analytics tools are way 
more sophisticated, making it 
easier for marketers to compile 
and interpret attribution data, 
often, incorporating the results 
into marketing strategy plans 
proves a stumbling point. And just 
as attribution projects might fail 
to get off the ground due to data 
and technology limitations, the 
planning phase is just as important 
in the overall equation of success. 

Multi-touch reporting tools 
drill down into the nitty gritty 
and give the inside data story 
about which online marketing 
channels, such as websites and 
adverts, have been touched by a 
buyer before making the decision 
to buy from a respective e-tailer. 
For digital marketers, they offer 
a quicker, efficient and more 
streamlined way of obtaining 
insights into the consumer journey 
and to respond tactically. 

However, digital marketers 
often make the mistake of rushing 
in without making a considered 
assessment of what they want to 
get out of these tools and what to 
do with the results and intelligence 
provided. 
Know what you want to test
Marketers should begin the 
process by knowing what they 
want to test and what they want 

SuCCESS IN PrOJECT ATTrIBuTION 
The tools don’t have it all

to do with the result. realistically, 
the result is only likely to be one of 
three outcomes. Either a positive 
outcome, a negative outcome or 
the evidence was inconclusive.
Knowing what impact any of these 
eventualities have on a marketing 
strategy makes it a worthwhile 
assignment.
Know what questions you want 
answered
different stakeholders will have 
different agendas. For example, 
a Channel Manager or Agency 
Account Manager might ask, “do 
generic search queries contribute 
to the sales revenue typically 
attributed to brand search and 
direct traffic in the last click wins 
model?”, and “does my display 
advertising contribute to the 
sales revenue and what is the 
typical lead time to impact?” On 
the other hand an E-commerce 
Manager or an Agency Account 
director could ask, “How much 
of my budget do I spend in each 
channel to maximise return on 
investment (rOI)?”, “Should I 
continue to pay affiliates on a last 
click win basis?”, and  “Where 
in the buying cycle does Social 
Media have the most impact on 
sales revenue?” And a Marketing 
director might ask, “Where can 
I inject more budget to increase 
sales revenue at a cost effective 
rOI?”,“Where can I reduce budget 
and still maintain sales revenue?” 
and, “What impact is my online 
marketing channel having on my 

offline sales revenue?” These 
types of questions are the starting 
point needed to define the scope, 
data and tools required to answer 
them. Poor planning at the start is 
a key component to the success or 
otherwise of attribution projects. 

data and technological 
barriers are the main reasons why 
attribution projects so often fail to 
get off the ground. However, the 
same is just as often the result of 
the planning undertaken at the 
start of the project. 
What are the questions that 
the attribution analysis project 
should answer? 
Here are five simple but important 
factors that should be considered 
before undergoing an attribution 
analysis project. 
Am I the right person to ask any or 
all of these questions or do I need 
to buy-in from elsewhere? 

 n What tools, data and resource 
will I require in order to answer 
these questions?

 n What are the most likely 
possible outcomes?

 n How will each of these 
outcomes impact my strategy 
going forward? 

By considering these, digital 
marketers will have a far sounder 
basis to start their attribution 
project and thereby curtail the 
chances of failure. n

Mark 
Newton 

Digital Account 
Director

In recent years, Google has 
invested heavily in building 
attribution functionality for 

search across our platforms, most 
recently launching the Attribution 
Modelling tool for Google 
Analytics Premium. This focus on 
attribution might seem odd given 
Google’s traditional strength in 
direct performance marketing. So 
why have we done it?

The answer lies in our desire 
to help advertisers unlock the 
hidden value in those earlier 
clicks. Back in 2010, shortly after 
launching Search Funnels — a 
tool that helps advertisers to 
understand the entire search 
path leading up to a conversion, 
including search ad clicks and 
impressions - a team of analysts 
at Google conducted a large 
multi-advertiser study looking at 
advertisers who increased spend 
on generic search terms from one 
quarter to the next. The study 
found that subsequent growth 
in brand search, and not generic 
search, accounted for the greater 
proportion of new conversions. 
So where did this growth come 
from? It turned out that almost 
all of these new brand search 
conversions had been 

during the search process, and 
therefore you need to ensure that 
your search advertising is effective 
before they have made these 
choices and not afterwards.

We are not saying that last 
click is always wrong. Quite 
simply there is no right or wrong 
marketing attribution model. 
However, some models are 
more likely to be relevant to your 
business than others.

If your marketing aim is 
to defend market share by 
retaining existing customers, 
then optimising to last click may 
be a good strategy for you. For 
advertisers who want to grow 
their business by influencing 
customers who are new to their 
brand or product, and who are 
shopping around, then it might 
make more sense to value the 
earlier clicks and click assists 
which generate leads.

We also believe that 
attribution modelling cannot 
ultimately solve the problem 
of exactly how your ad spend 
causes sales to grow. Attribution 
is one way to develop hypotheses 
about growth, but testing these 
hypotheses is a whole different 
problem. It requires a systematic 
approach that accounts for the 
limitations of attribution and 

which measures in aggregate 
how new marketing 

strategies can 
drive new sales. 

Simple control 

WHy GOOGLE IS LOOKING BEyONd THE LAST CLICK 
Guest contributor Gabriel Hughes from Goolge explains

‘assisted’ by generic clicks earlier 
in the search process. Brand term 
conversions which were preceded 
by generic clicks grew at a rate 
which was many times greater 
than that of brand only terms.

Furthermore we found that 
this effect grew over time - earlier 
generic searches later led to 
brand-related queries, and new 
customers were acquired who 
later became repeat customers.
This analysis shows the critical 
importance of looking beyond the 
last click. Customers may make 
purchase choices at varying points 

Customers may make 
purchase choices 
at varying points 
during the search 
process, and therefore 
you need to ensure 
that your search 
advertising is effective 
before they have made 
these choices and not 
afterwards.
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 DERIVING OPTIMISATION 
opportunities from the buying cycle

Gabriel  
Hughes PhD 

Head of Attribution 
Google Northern and 

Central Europe

or treatment testing plans are a 
good way to determine the true 
incremental impact of your spend.

Huge challenges remain for 
attribution. A key issue is that 
advertisers cannot see the role 
of earlier clicks if they are not 
investing in them. When budgets 
for generic search are tightly 
capped, advertisers should not be 
surprised if their data shows lots 
of single-click brand conversions. 
The early clicks being missed out 
and won by competitors remain 
invisible to the advertiser.

Another major challenge 
for attribution, lies around the 
growing phenomenon of multiple 
devices and sessions. In addition, 
many advertisers do not factor 
in the hidden value of search for 
customers who research online 
and then purchase offline.

It’s hard to determine 
the precise effect of these 
measurement challenges on each 
advertiser, but we do know the 
direction of the bias: they all work 
to make user conversion journeys 
look shorter and less complex 
than they really are. Once again 
it’s those long-undervalued earlier 
clicks that are most likely to be 
left out of an rOI analysis. So for 
now, our message to advertisers 
is simple: make sure you are not 
falling into this trap and ensure 
that you find ways to measure all 
of your digital marketing activities 
beyond the last click. n

Marketing campaigns 
directed towards 
improving customer 

acquisition or increasing existing 
conversion rates often benefit 
from incorporating insights from 
the customer journey. This brief 
article covers why it is important 
to consider the potential nuances 
in the buying cycle in optimisation 
efforts and shares three areas 
where these insights could help 
refine tactical implementation.

Why is it important to 
consider the buying cycle in 
search optimisation efforts?

The buying cycle is complex. 
Purchase paths are rarely linear, 
seldom involve a single channel, 
and often differ for every 
customer. 

In an ideal world, for search 
marketing alone, every digital 
marketer would want to have 
a consistent, positive presence 
across natural and paid search 
for every potential keyword 
permutation related to their 
products to increase brand 
awareness and from there improve 
customer acquisition. 

In reality, however, most 
marketers are working with limited 
resources (limited budget, limited 
time, limited human resources) 

that – added to competitor activity 
– act as barriers to developing this 
consistent presence. 

Hence, the challenge for the 
marketer is to choose the best 
tactical balance across natural and 
paid search to deliver predefined 
strategic goals within a budget 
that generates the best return on 
investment (rOI). 

In order to do this 
successfully, however, it is 
paramount to evaluate search 
success as an integrated strategy 
and identify brand equity and 
unique selling points (uSPs) that 
resonate/do not resonate with 
the target audience; behavioural 
or language nuances within the 
target audience(s) and how these 
may/may not affect paths to clicks 
and conversions; threats posed by 
competitors and whether these 
are easy or difficult to overcome 
and potential areas where 
cannibalisation of efforts across 
natural and paid is/could become 
a risk to success.

Because of the reasons 
cited above, it is important to 
understand how optimisation 
tactics may differ from one stage 
of the buying cycle to another 
to ensure the most effective 
presence for the allocated spend. 

Once it is possible to identify 
the answers to the points 
above, we can then move on to 
implementing some of the tactics 
that will yield better rOI based on 
the insights provided by buying 
cycle nuances within target 
audiences.

As ‘food for thought’ , we will 
briefly cover three main areas , 
in essence, offer three tips worth 
considering when beginning to 
incorporate insights from the 
buying cycle into campaigns.
Planning copy 

When planning copy for 
either landing pages, content 
to be circulated on the web 
or generating advertising 
campaigns, it is worth investing 
time identifying the stage in the 
buying cycle that these pieces 
most naturally fit into and applying 
the language that customers are 
actively using to find products 
or services. For example, a “best 
current accounts” article could 
target a potential customer during 
the research stage but this could 
potentially be better if we used 
“best bank accounts” as this is the 
term that most customers will use 
to find this information. 

Understanding the channel mix 
in an integrated manner 

understanding the tactical 
value that each channel brings 
to the table is difficult: most 
marketers simply don’t have 
the bandwidth to cope with the 
analysis of multiple data sets, 
let alone the aggregation of all 
this data. Nevertheless, it is 
an exercise worth undertaking 
because it can provide insights 
into cannibalisation or wastage 
across campaigns targeting the 
same audience at the same point 
in the buying cycle. In some 
instances, it may be worth splitting 
that presence across channels 
to reinforce the brand presence 
across different stages in the 
purchasing funnel.
Identifying positive and negative 
paths to conversion 

Finally, identify patterns that 
lead to conversion and those 
that lead to non-conversion. 
The principle is simple, do more 
of what works and less of what 
doesn’t. The practice, however, 
can at times be perplexing. It 
is an iterative exercise: most 
appropriate content to the right 
prospect through the best-suited 
channel at the right time. Then 

measure results and improve on 
the areas that require attention.

To conclude, identify what 
the buying cycle looks like for 
your business/your industry; get 
to know the language nuances 
across the different stages; and 
cater to the nuances in target 
demographics where these will 
translate into refined messaging 
for marketing communications 
leading to improved client 
acquisition.

And when it comes to 
implementation, always analyse 
this data in the broader context 
of performance: If attribution is 
available, move away from last 
click; in the absence of attribution, 
understand your customer 
demographic and infer their 
intent from language; and most 
importantly, constantly review 
the effectiveness of your strategy 
beginning at the most basic level 
to prevent falling into campaign 
inertia that results in wastage of 
budget and resources. n

Ruth  
Zohrer 

Senior Solutions 
Consultant, Hydra
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Everybody knows that 
eCommerce is big business 
– it’s now estimated to be 

worth a staggering £5 trillion a 
year globally. But that’s only part 
of the story. Sales through offline 
stores, branches and call centres 
still account for over 90% (Source: 
Forrester 2011) of all retail turnover 
in most European markets, 
making traditional channels the 
primary sales channel for many 
organisations. But online research 
has changed consumer behaviour 
beyond all recognition - the 
“prosumer” has arrived.

Today’s consumer is a very 
different proposition to sell to than 
the consumer of 20 years ago. 
Thanks to the Internet, today’s 
shopper has access to more 
information than ever before about 
suppliers, products and services. 
And, consequently, the modern 
consumer is often highly informed 
about which brand or product to 
buy before they make the journey 
to a store. Over 40% (Source: 
Consumer Commerce Barometer, 
2012) of uK retail consumers 
perform online research before 
going to store, and in some 
categories this figure is even 
higher - particularly where the 
purchase is a highly considered 
one. And these multi-channel 
consumers are potentially a highly 
attractive proposition to retailing 
organisations. Studies show 

that they are willing to spend 
more than their “mono-channel” 
peers, for example in the uK a 
recent study by deloitte showed 
that multi-channel consumers 
accounted for 28% of non-food 
transactions by volume but 39% 
by value. Engaging with multi-
channel customers on their online 
path to an offline purchase is a key 
driver of value for multi-channel 
organisations today.

understanding how to 
harness the potential of multi-
channel consumers leads 
to several key questions for 
marketers. These include:

 n What role does my website 
play in driving offline sales?

 n What proportion of my offline 
sales are already influenced by 
online?

 n Could online advertising help to 
increase my offline sales?

 n Would multi-channel 
consumers offer greater return 
than mono-channel consumers?

To answer these questions, 
Google has conducted around 75 
studies in America and Europe to 
understand these issues better. 
The studies done in Europe show 
that:

 n Over 10% of offline sales 
are influenced by visits to a 
retailer’s website (Source: Google 
Online2Store studies with 
Auchan, Carrefour, PC City)

 n up to 1/4 of media-influenced 
store sales are driven by 
Paid Search (Source: Google 
Online2Store study with IKEA)

 n Consumers who perform rOPO 
(research online, purchase offline) 
spend up to twice as much per 
trip compared to their online peers 

(Source: Google Online2Store 
studies with FNAC, Goertz)

 n Online advertising can drive 
incremental “lift” - up to 2% at 
a national store level (Source: 
Google Online2Store studies with 
Vodafone, SFr)

There are a number of ways 
in which the online-to-offline 
effect can be measured - namely 
through modeling, consumer 
panels, tracking studies or 
experiments. Some of these are 
more scalable than others in terms 
of being “replicable” whilst also 
being statistically robust. All of 
these approaches can, however, 
provide powerful insights into the 
behaviour of the multi-channel 
consumer and the role played 
by online media in driving offline 
sales. In addition to delivering 
advertising products which link 
on- and offline - Call Metrics, 
Offer Ads, Nearby Shopping 
and eCirculars to name a few - 
Google is also actively working 
on a range of tools and platforms 
which will help clients and their 
media agencies to answer these 
questions. Our aim is to provide 
tools which augment what already 
exists in the market, and our focus 
is to isolate the role played by 
digital media in the path to offline 
purchase. The first of these tools 
will start to roll out this year - we 
welcome your input and feedback 
on how these should work for your 
businesses to add most value. n

David  
Liversidge 

Head of 
Online2Store 

Google

uNdErSTANdING 
HOW ONLINE 
INFLuENCES 
OFFLINE
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and receiving conversions - robust 
reporting can show you how the 
campaign is working at every 
stage. Having access to all of the 
learnings is critical for the ongoing 
effectiveness of your buying and 
creating differentiation in what 
you do.
4. What growth have you seen 
in the space? Geographically, 
sector and device.

Well, the uS is of course a 
huge market with a lot of budgets 
going into programmatic buying. 
We see clients in the uS moving 
quickly into video, mobile and 
significant numbers of private 
deals being transacted through 
Invite now. Outside of the uS, 
EMEA is quickly becoming a 
significant region in this space, 
with the uK leading the way 
and markets such as Germany, 
France, Spain, Italy and even dubai 
coming through very quickly.

In terms of advertisers, we 
see a good mix of clients from 
Auto through to Entertainment. 
right now the most common 
activity we see deployed on 
our platform are performance 
campaigns but that is changing 
as video, mobile and private 
exchanges bring different 
inventory to the ecosystem.
5. How does a DSP differ from a 
network?

As described earlier, a dSP 
connects you directly to the 
inventory yourself rather than 
going via a network. So for those 
agencies and clients who wish 
to pull the levers and push the 
buttons themselves a dSP allows 
you to do this.
6. What will Invite Media bring 

to the table?
A lot we hope! We bring 

a wealth of experience in the 
programmatic buying space as 
well as technology solutions that 
are backed by Google. We have 
some great people who are all on 
hand to help agencies and clients 
take the step into programmatic 

buying and start to evolve the way 
in which they buy media.
7. Who owns this space right 
now? i.e. Media Agencies, 
Specialists etc

I don’t think anyone “owns” 
the space as such. There are a 
few people that have been in 
the space for a while but given 
the rapid pace of development 
of technology, inventory and 
data there is room for everyone 
to get involved without feeling 
behind the market. At Google, 
we believe that the online 
display-advertising market could 
top $200 billion over the next 

several years which represents 
an enormous opportunity to all 
of the companies in the display 
ecosystem. 
8. What does the future hold for 
DSPs?  What does that mean for 
Invite Media?

dSP technology itself is not 
that mature so expect to see 
some really exciting features and 
integrations that allow you to 
deliver even better performance. 
Also we expect to see more and 
more publishers making their 
inventory available via exchanges 
and different types too. We’re 
already seeing video and mobile 
coming through so who knows, 
any media that is accessible via an 
IP address should be addressable 
via a dSP. For Invite Media and 
Google that will mean constantly 
developing our product to meet 
the needs of our customers in an 
industry that is moving rapidly - 
something that we have invested a 
lot of time and people to do.
9. Why should an advertiser 
be thinking of including a 
DSP strategy into their digital 
strategy?

For all of the reasons above! 
When done well, programmatic 
buying will deliver phenomenal 
results for you. By using the right 
technology and having fantastic 
people you really have the 
potential to deliver better media 
buying efficiency, performance 
and differentiation. n

We see clients in the 
US moving quickly 
into video, mobile and 
significant numbers 
of private deals being 
transacted through 
Invite now. Outside 
of the US, EMEA is 
quickly becoming a 
significant region in 
this space, with the 
UK leading the way

1. What is a Demand Side 
Platform (DSP)?

A demand-side platform 
(dSP) is a technology platform 
that allows buyers to use dynamic 
bidding and optimisation to scale 
media buying across the various 
ad exchanges that are out there. 

dSPs offer a single user-
interface to access billions of 
ad-impressions across a number 
of ad-exchanges in real-time. The 
dSP provides the decisioning 
engine that generates the right 
bid for the right impression at 
the right time - this bid price is 
based on the perceived value or 
performance of that impression.

you can also manage your 
remarketing lists and link to 3rd 
party data providers via the dSP 
so it really is a very sophisticated 
piece of kit.

The dSP is part of the wider 
media buying “stack” which 
includes ad-serving, rich media, 
dynamic creative, social & search 
bid management and analytics 
technologies that agencies and 
clients need to be thinking about 
now. We believe that there will be 
huge performance and efficiency 
gains to be had from systems 
such as those mentioned above 
when they can operate seamlessly 
together.
2. How does it work?

It is pretty straight-forward 
and not too dissimilar to search 
advertising. The dSP gives you 
the connections to all of the 
exchanges that you need as 
well as the ability to manage 
your remarketing, 3rd party data 
purchasing and private inventory 
deals. Based on your campaign 
objectives and audience, you 
would log in to the dSP and setup 
your campaign. The key buckets 
to consider are targeting, bids/
budgets and creative. Once you 
have got your initial setup, you’re 
ready to go and can launch your 
campaign. Everything is very 
transparent and you can see the 
stats coming back very quickly - 
up to every 10 minutes. Of course, 
that is not to say you need to 
optimise every 10 minutes but it 
shows you that the data comes 

back in very quickly so that you 
can make buying and optimising 
decisions on the fly. 
3. Why has the industry moved 
over to DSPs? What are the 
benefits?

All the stars have aligned. 
A combination of the availability 
of technology, data and liquidity 
of inventory via exchanges has 
meant that the process of buying 
display has been completely 
democratised. Anyone with the 
will to buy their own display, 
mobile and video can do it today.

The benefits are really around 
efficiency, performance and 
differentiation. The dSP gives you 
the ability to connect directly with 
the inventory you want to buy, 
evaluate it all on an impression-
by-impression basis and manage 
all of this activity via one user 
interface. you can also centralise 
and control all of your retargeting 
efforts in one place at huge scale. 

If you are a performance 
advertiser and using ad-networks, 
a lot of what you are doing today 
can be bought via a dSP. This 
means more efficient buying, 
optimisation and reporting. It 
is easy to setup and optimise 
campaigns and then push budgets 
in to the areas that deliver 
performance within a few clicks 
via a user interface.

Finally, you can get a lot of 
insight into what you do when 
you work with a dSP. No longer 
are you just spending a budget 

60 SECONdS WITH 
Biren Kalaria

Biren  
Kalaria 
Head of invite media UK, Google
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TOP TIPS  
for Good Mobile Websites

looking at your analytics data and 
looking at what your competitors 
are doing or even other websites in 
different verticals. Build anything 
you think could be helpful to your 
user experience – but do test 
everything before implementing. n

At the joint Google/
Greenlight Buying Cycle 
event I referred to the 

fast-growing demand for high-
end mobile devices with full 
web capabilities (i.e. phones, not 
tablets), and some of the things 
website owners can do to improve 
the user experience of their site on 
such devices. 

5  Considerations when 
prioritising content:

 n Mobile users are Task Oriented
 n Mobile users seek Speedy 

Answers
 n Mobile users are Likely to 

Search
 n Mobile users Scroll Through 

Content
 n Mobile users are Online & 

Offline

4 Points to keep in mind when 
creating a layout for your 

site
 n Mobile Sites Should not be 

Cluttered
 n remove unnecessary Elements 

which take up Space and data
 n use Bullet Points instead of 

Paragraphs for Text
 n Have a light background which 

contrasts with content

7 Considerations when 
designing buttons

 n Buttons should be Big
 n Buttons should be Isolated
 n Buttons should be reachable

Shane  
Cassells 

Online Conversion 
Expert, Google

 n Smaller Buttons should be 
Padded

 n Buttons should Look like 
Buttons

 n Buttons should be Prioritised
 n Buttons should use descriptive 

Text

10 Tips for easier 
conversions

 n Have a Single Customer 
Experience across Channels

 n Allow Saved Searches
 n Have Clear Calls to Action
 n Allow Saved Baskets
 n Keep Forms Short
 n use Top Aligned Labels
 n use HTML5 in Form Fields
 n use Check Boxes, Lists & Scroll 

Menus
 n Implement Click-To-Call
 n use Geo-Technology for Offline 

Conversions
remember also to take a 

look at your own analytics reports 
because your users will already be 
giving you plenty of clues about 
what they want to do on your 
site when they visit it on a mobile 
device. Just create a segment for 
your traffic to isolate mobile traffic 
and see how mobile users traverse 
your site differently to desktop 
users.

If you already have a 
mobile site remember that the 
work doesn’t stop there. Just 
as with desktop, mobile users’ 
expectations are changing all of 
the time. you really should be 

MoRe TIPS FoR 
better conversions from 
Shane, can be found 
at www.google.co.uk/
conversions . Search 
for ‘mobile’ for his four 
part series on Mobile 
Website Optimisation.

To leARN MoRe 
about how your own site 
looks on mobile or to 
generate a report of what 
you should think about 
most when building a 
mobile site with your own 
conversion objectives in 
mind, head to  
www.howtogetmo.com

Greenlight’s Online Search & Social Interaction Platform (GOSSIP)

The GOSSIP platform:

Is a managed solution designed to allow global organisations to respond to the search and social 
demands of modern online business.

Provides a home for all your media assets – press releases, videos, Twitter and blog posts, guides, 
surveys, forums, polls, widgets, graphics, podcasts, promotions, voucher codes, and much more. 

empowers marketers to engage more eff ectively with journalists, social networks, and consumers by 
giving them direct, rapid publishing power for the fi rst time.

Responds directly to the very real danger that big brands will be left behind due to their relative
inability to be dynamic in the online search and social spheres.

Essentially, brands are often great at being corporations, but need GOSSIP to build leadership in the
fast-paced world of real time search and social media.  

 
Greenlight’s solutions are used by many of the world’s best known brands to enhance their performance

why don’t you join them?
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