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“At the end of the day, 
every brand is trying  
to form a relationship 
with the consumer as 
quickly and deeply 
as it can. It’s all about 
advancing the brand.”
- John Vincent, CEO, EyeWonder
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Executive Summary 

As audiences spend less time watching broadcast TV and more time elsewhere, the Internet 
and other digital media outlets are now delivering the audiences – one segment at a time – 
required by today’s top advertisers. More people are connected with broadband than ever, 
and consumers are demanding more control over their media experiences. These changing 
consumer behaviors and expectations, combined with advances in technology, are making 
the “non-traditional” means of reaching consumers more accessible, affordable and effective 
with each passing month.  Today, digital outlets for advertising range from IPTV (Internet 
Protocol Television) to mobile devices to kiosks. All have the potential to grow into new levels 
of relevance and efficacy. 

Unfortunately, “rich media” as a term and as a category is leaving us wanting more. First 
coined in late 1999, early 2000 as a term by publishers to define any online ad with a file 
size larger than 30-40K, (the standard file size publisher ad serving platforms are limited 
to handle), rich media has outlived its time. A recent survey of industry decision makers by 
EyeWonder shows they agree – more than 60 percent agree that rich media doesn’t have the 
“legs” to take us where we want to go over the coming years.

Interactive Digital Advertising is the next evolution of advertising – combining the accessibility 
and intelligence of the Internet and other forms of digital media with the benefits of 
interactivity – the final frontier of proactive engagement. As importantly, digital media delivers 
information in the form of consumer data that can be diced and spliced to optimize impact for 
both advertisers and consumers alike.  

The potential for Interactive Digital Advertising lies in its ability to enable limitless, continually 
optimized creative opportunities – engaging consumers more quickly and completely 
than ever before to build more meaningful personal relationships with them. It creates the 
opportunity for agencies and advertisers to fully leverage technology to create entirely new 
levels of brand awareness, loyalty, and evangelism through creation of two way “dialogues” 
with consumers using interactive elements some of which we have yet to even discover. It 
unlocks tremendous opportunities for advertisers, and agencies to drive increased value 
through the use of the comprehensive data sets readily derived and available from Interactive 
Digital Advertising.  
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EyeWonder is uniquely positioned to deliver on the promise of Interactive 
Digital Advertising for all stakeholders in the “eco-system”. Our strong legacy of 
technology innovation and leadership, combined with our uniquely independent 
and unbiased position as a technology and services agent for all advertisers, 
agencies and publishers, enables us to bring to bear the right solutions at the right 
times – be they technology solutions, data source solutions, database solutions, etc.

As a “technology agent” for our customers, EyeWonder will be a driving force 
in creating standardization across existing and emerging technology platforms. 
The key to this standardization – and an area that EyeWonder is championing – is 
standardization that doesn’t limit creativity, but instead fosters it.  

Over time, all digital advertising will move toward interactivity – some more 
quickly than others.  The online world is already in motion. We see agencies and 
advertisers pushing interactive features within online ads today that even 12 
months ago would have been unheard of, and consumers have proven they are 
ready to “talk”. As a result, Interactive Digital Advertising, even in its infancy, is 
delivering a whole new level of value creation for advertisers – greater time with 
the brand, deeper brand engagement, conversion from prospect to buyer. The 
metrics are convincing.  

Ultimately, every brand seeks to advance its relationship with the customer. 
Interactive Digital Advertising provides an innovative means to achieve this goal, 
leveraging the best of technology, creativity and data to engage consumers in 
more meaningful ways that are evolving every day.  While the breadth of creativity 
and consumer engagement we see today is amazing, we believe that the best is yet 
to come.  

 



The Kelsey Group recently 
stated that global online 
advertising expenditures 
are projected to grow 
from $45 billion in 2007 to 
$147 billion in 2012. 
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Current State of Online Advertising

Online advertising is growing exponentially and it’s only a matter of time before it 
overtakes more traditional advertising media. Why? More users. Greater access. Evolving 
platforms. 

Advertisers are increasingly recognizing the potential offered by the unique capabilities 
and reach of the Internet. As a result, advertisers are constantly challenging themselves 
to identify and utilize innovative media formats to deliver highly engaging brand 
experiences to their target audiences. Both current and emerging media formats and 
channels, such as mobile devices, gaming consoles, kiosks and IPTV, provide extensive 
opportunities for advertisers to expand audience reach and deepen relationships with 
online customers in new ways. A recent report from PQ Media found that spending on 
alternative media reached $73.43 billion last year, up 22 percent over 2006.

Online advertising today ranges from simple, search-based text ads to static banners 
to rich media advertising. It is this latter category of “rich media” that brand managers, 
creative directors, media buyers and publishers are struggling with, because as a 
category, it defies definition. Defined as everything from a “Franken-ad” to “anything 
that includes video,” rich media as a category is at best confusing and at worst limiting.

It is troubling that the discipline called “rich media”, which has been identified by 
eMarketer as the fastest growing advertising format in the United States with a 
projected spending increase of $1.2 billion in 2006 to more than $5.5 billion in 2011, is 
also one of the most misunderstood and difficult to define. How can we expect others 
to understand the vast potential and transformational impact of interactive advertising if 
we, the interactive advertising community, can’t clearly define and describe it? Answer: 
We can’t!

Some in our industry are content to keep this ambiguous moniker, comparing rich media 
to pornography – you know it when you see it. But is that good enough? No! In order to 
fully influence adoption, drive meaningful innovation and growth to fully leverage the 
opportunities in front of us, we need clarity: clarity of definition, clarity of potential and 
clarity of benefits. 
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72 percent of industry 
influencers surveyed agreed 
that the technology used 
to support online video 
advertising has changed 
enough in recent years to 
warrant a new category for 
rich media advertising.

- EyeWonder March 2008 Online Survey
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Rich Media: Why It Doesn’t Work

Why doesn’t the term “rich media” work as a category? How can it? Rich media 
was first coined in late 1999, early 2000 as a term by publishers to define any 
online ad with a file size larger than 30-40K, (the standard file size publisher ad 
serving platforms are limited to handle). Since that time there have been significant 
capability and technology advances to allow for even greater creative flexibility. 
More recently, Wikipedia defined rich media as “a broad range of interactive digital 
media that exhibit dynamic motion, taking advantage of enhanced sensory features 
such as video, audio and animation.” Rich media is at best a catch-all term for an 
array of incredibly dynamic and evolving advertising formats. 

In addition to its highly amorphous label, rich media faces many of the same 
challenges as the industry which surrounds it:

• The ability to efficiently scale

• The discrete nature of Internet audiences, the division of advertising inventory, 
including multiple formats and processes, and the increasingly interactive 
nature of online content

• The need for standards that don’t limit creativity while streamlining execution 
via an established toolset that makes it easier for agencies to create, purchase, 
and deploy

• The operational and technical challenges of building solutions to deliver online 
advertising campaigns

• The increase of emerging media formats and channels

• The need for standardization of measurement and analytics
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97 percent of consumers 
surveyed think online 
advertising can be positive 
and informative.

- EyeWonder March 2008 Online Survey



A blind online survey of more than 75 industry experts and influencers conducted by 
EyeWonder in March 2008 confirms the degree of confusion within the industry.*  The 
survey revealed that 62 percent of the respondents agree that the term “rich media” is too 
generic, meaningless and misunderstood, both inside and outside the interactive marketing 
and advertising industry, as well as in the traditional marketing and advertising industry. 
In addition, a coordinating online survey of 300 consumers reveals that while 71 percent 
of consumers haven’t even heard of the term “rich media,” 100 percent of those surveyed 
have in fact interacted with a rich media ad unit.  

One of the foremost problems with rich media is that it is everything and nothing; it is at 
once limitless and limiting. This was strongly supported by the research; no two people 
define it the same way – even within the interactive advertising industry. Expectations of its 
outcome and impact differ, creating tension in the brand development, strategic planning, 
and creative or media buying process. And, because of the plethora of technology 
challenges true interactive advertising experiences, the easier path is to “dumb it down,” in 
the interest of just getting something out and running, leaving the ultimate “promise” to the 
industry and consumer audiences for another day.

In our role as an innovative technology solutions provider, EyeWonder is, in fact, a 
technology agent for the agency. Our focus, and the focus of our technology, processes 
and expertise, is to help advertisers and their agencies connect relevant brand experiences 
with consumers in a dynamic way that removes any existing technology barriers and opens 
the doors to creativity and scale.

We know and have seen the frustration of creative agencies who are disabled from using 
the Macintosh to develop their rich media ads, or whose creativity has been tempered by 
the publisher’s technology capabilities or the media buyer’s options. We have seen other 
rich media technologies fail in their ability to service clients in order to get campaigns 
out the door in a timely manner, challenged by the wrong technology platform and 
internal processes. Most importantly, we have seen an entire industry struggle to take full 
advantage of the opportunities at our finger tips – what rich media could be – hindered by 
the vagueness of the term itself, the lack of fully supported scalable solutions, standard 
processes, and measurement guidelines, leaving the only option to “dumb down” the 
various aspects of the campaign in favor of expediency.  
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The Rise of Interactive Digital Advertising

We believe that it is time to retire “rich media” and introduce a new category of 
advertising: Interactive Digital Advertising. What is Interactive Digital Advertising 
and how is it better and different than rich media? Well, first and foremost – it’s clear, 
concise and easy to understand. 

Interactive Digital Advertising is any advertising that combines the use of digital 
technology and enables interactivity. The key words here are “interactivity” and 
“digital.” Any advertising experience that utilizes digital technology and enables 
interactivity, is Interactive Digital Advertising. This is true of campaigns being executed 
in the market today, tomorrow and we believe into the distant future.  

Think about the new and emerging outlets for digital advertising – they are well 
beyond rich media’s online purview. Interactive Digital Advertising includes, but is not 
limited to, today’s in-page rich media, In-Stream, In-Game, HD interactive video, IPTV, 
interactive kiosks and mobile advertising platforms, as well as the new digital platforms 
devices and operating systems yet to be created that will take advantage of all that is 
possible. As technology, solutions and consumer behaviors and expectations continue 
to grow, the days of simply repurposing TV ads as pre-roll for online video or gaming 
content that creates a TV-like “lean back” user experience will very soon become a 
thing of the past.

The potential for Interactive Digital Advertising lies in its ability to enable limitless 
continually optimized creative opportunities – engaging consumers more quickly 
and completely than ever before to build more meaningful personal relationships 
with them. It creates the opportunity for agencies and advertisers to fully leverage 
technology to create entirely new levels of brand awareness, and of loyalty, through 
creation of two way “dialogues” with consumers using interactive elements some of 
which we have yet to even discover. It unlocks tremendous opportunities for agencies 
and advertisers to drive increased value through the use of the comprehensive data 
sets readily derived and available from Interactive Digital Advertising. In short, it 
advances the brand. 

POV Interactive Digital Advertising
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Our survey of industry experts and influencers shows strong agreement. Over 
90 percent of those surveyed felt the term “Interactive Digital Advertising” more 
appropriately defined the future of what is today called the rich media industry, as 
well as emerging digital advertising opportunities that will be meaningful within the 
next five years. Additionally, the majority of those surveyed see the future of digital 
advertising tied directly to increases in interactivity across the full spectrum of 
advertising media including online, television, outdoor and mobile devices.

Consumers also are “bought in” believing that interactive advertising can have a 
positive effect on their media consumption experiences. More than 95 percent of 
respondents in our consumer survey echoed this statement. Consumers noted that 
increased interactivity and relevance would not only enhance their online experience, 
but encourage them to interact with an advertisement longer. Furthermore, 92 percent 
of the respondents had a positive or neutral reaction to the term Interactive Digital 
Advertising, supporting our belief that this new category will be readily understood 
and supported by all.
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EyeWonder IS Interactive Digital Advertising

EyeWonder embodies Interactive Digital Advertising. Since our inception in 1999, our 
sole focus has been on identifying and productizing advertising solutions that leverage 
the power of digital technologies to more effectively deliver interactive advertising 
experiences for advertisers, publishers, and consumers. 

Digital advertising isn’t just about the digital delivery platform; it’s about the 
interactivity and data that can be extracted and utilized. Many of the larger industry 
players, such as Google and Microsoft, fail to see that brand advertising is as much 
about creativity and interactivity as it is about the numbers. While this model 
may on the surface appear to create more efficient media buys, it actually lessens 
opportunities for brand differentiation and ultimately limits potential for the future. 
Open and shared access to data between advertisers, agencies and content owners 
allows for more effective advertising in the long haul, whereas the “black box” model 
stunts creativity by placing all data and decisions in the hands of the publisher. Over 
time, this “commoditization” will result in a battle of who is willing to pay more for 
better results – effectively hobbling overall advertiser media efficiency and limiting 
a brand’s ability to compete. Media efficiency can’t overtake creative strength. 
Consumers want and demand uniqueness from a brand. Creativity is the key to that 
uniqueness.

EyeWonder is uniquely positioned to deliver on the promise of Interactive Digital 
Advertising for all stakeholders in the “eco-system”. EyeWonder has a strong legacy 
of technology innovation and leadership dating back to 2000 (when we launched the 
first online Instant Play video ad). That, combined with our uniquely independent and 
unbiased position as a technology and services agent for all advertisers, agencies and 
publishers, enables us to bring to bear the right partners at the right times – be they 
technology partners, data source partners, database partners, etc.  While the agency 
focuses on the brand, we simplify the execution. At the same time, EyeWonder enables 
publishers to offer a whole new level of advertising simply and effectively, lifting 
restrictions that have previously reduced the impact of the advertising, and therefore 
the effectiveness of the medium.
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While web video commercials are a 
relatively recent innovation, they already 
generated revenues of $1 billion last year, 
and are expected to be the fastest-growing 
online ad format, reaching $7 billion by 2012 
at an average annual growth rate  
of 48%. 

Strategy Analytics, “Online Advertising: Global Market Forecast”



Already, we have seen progress. In just the last 12 months alone, we have launched an 
industry-leading research initiative, experienced dramatic domestic and international 
growth and achieved exciting milestones in product development – all in support of 
Interactive Digital Advertising.

EyeWonder spearheaded the industry-leading In-Stream 2.0 Research Initiative, 
designed to exponentially advance current levels of in-stream advertising 
effectiveness and measurement. With a consortium of online publishers, advertisers 
and agencies, the initiative has deployed, tested, tracked, and analyzed consumer 
behavior and attitudes tied to new digital video and video-based rich media ad 
platforms and formats. 

For the second year in a row, we have more than doubled in size in response to 
increasing worldwide demand for innovative digital advertising solutions. According 
to Nielsen Online, AdRelevance, a global leader in Internet media and marketing 
research, EyeWonder tripled its campaign impression volume from 2006 to 2007, 
and also more than doubled its rich media market share, at the expense of the 
industry leader, who notably lost footing and market share.

Additionally, in the past year, EyeWonder launched the latest version of our Flash-
based authoring tool, AdWonder 9.1, together with a strategic partnership with 
Adobe Systems. New ad formats and features like InstantWonder, EpicWonder, 
SocialWonder and LiveWonder further enable the limitless creative and richer results 
that have become EyeWonder’s hallmark. All of these milestones have allowed 
us to better respond to local, regional, national and international demand for our 
Interactive Digital Advertising products and services.
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The Media Is the Message

Over time, all digital advertising will move toward interactivity – some more quickly 
than others.  The online world is already in motion. We see agencies and advertisers 
pushing interactive features within online ads today that 12 months ago would have 
been unheard of, and consumers have proven they are ready to “talk”. Every day, 
we find new ways to interact with brands and each other. It remains to be seen how 
quickly other media devices, such as cell phones and IPTV will move, but we know that 
they, too, will get there, beginning in Europe and migrating to the U.S. Like Marshall 
McLuhan preached, the medium is the message.  

Each medium will see different expectations from consumers. Each device will permit 
and enable a different level of interactivity. Television is a prime example. Today, 
television is a passive medium. We watch what is presented and have little ability to 
impact it. In the not-so-distant-future, television – via IPTV – may offer viewers options 
that we can only dream of today, blurring the lines between traditional TV and online 
interactive content. Initially, IPTV will be rudimentary as content and business models 
struggle to adapt to a changing technology environment, but over time it will become 
as robust as other media forms.

EyeWonder will be a driving force in the adoption of Interactive Digital Advertising 
across all media, driving standardization across technology platforms to advance the 
ability to scale efficiently. As standards arise, the media buyer will also realize benefits 
through campaigns that are efficiently and effectively launched and that result in more 
detailed and actionable data, driving performance that far outpaces more traditional 
modes because consumers respond in numbers never realized to date. The key to this 
standardization – and an area that EyeWonder is championing – is standardization 
that doesn’t limit creativity, but instead fosters it. While the breadth of creativity we 
see today is amazing, we believe that the best is yet to come. That new creativity and 
brand experience will be supported by scalable production cycles, efficient buying 
processes and superior analytics. 

POV Interactive Digital Advertising
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As an independent and unbiased technology provider, EyeWonder remains unfettered by 
the constraints that other providers face, many of whom are associated with publishers, 
whose mission is often their own efficiency over creativity. The ability for advertisers 
to consistently create, deliver, measure and report across multiple platforms and take 
advantage of data gleaned across mediums will truly be revolutionary.

EyeWonder is focused on enabling advertisers, agencies and publishers to meet on 
a common ground that delivers optimized ad effectiveness, benefitting all the brand, 
the content owners, and ultimately consumers. Media buyers will embrace the new 
opportunities and brands will engage as never before.  

The impact of this new focus on Interactive Digital Advertising is that the desired brand 
experience drives the creative input, requiring artistic skill and analytics to work in 
harmony. The sustainable difference for brands will be the combination of creative and 
data. Brand managers will be tasked with a more thoughtful and detailed approach to the 
brand experience because of the new, multifaceted options for interaction. They will think 
not in terms of 16 ads to make an impression, but rather one or two.
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“Interactive Digital 
Advertising is here to 
stay and with it almost 
limitless opportunities to 
advance your brand.”
- John Vincent, CEO, EyeWonder



Interactive Digital Advertising:  Advancing the Brand

In today’s world of media fragmentation, there are a myriad ways to develop ad campaigns that 
utilize Interactive Digital Advertising. As the Internet continues to evolve as a tool to increase 
brand exposure, frequency and awareness, and as the confines of the browser begin to blur and 
expand, it’s inevitable that Interactive Digital Advertising will permeate nearly every aspect of our 
daily lives. 

Already, EyeWonder’s Interactive Digital Advertising is driving results. In a recent study by 
Dynamic Logic, EyeWonder powered campaigns far outpaced all competitors in driving 
significant increases in all core brand metrics measured (including brand awareness, online ad 
awareness, message association, favorability, and purchase intent), further supporting the notion 
that EyeWonder advances your brand.*

The future will find consumers demanding real-time, highly customized and intimate brand 
interactions. A boundary-less Internet will allow for digital media to live and breathe across 
multiple digital platforms, further integrating itself within our everyday lives. It is in this 
environment that Interactive Digital Advertising will thrive – advancing brands in ways never 
imagined.

Interactive Digital Advertising is the future. We are standing at the threshold of an entirely new 
marketing experience where technology becomes the facilitator for unlimited potential rather 
than the gating factor to creative innovation. Consumers will realize more relevant and enjoyable 
brand experiences delivered at their discretion and pace. Advertisers and agencies will enjoy a 
limitless creative palette matched with a “crystal ball-like” sphere of data placing the industry’s 
elusive Holy Grail – the seamless marriage of creative and data – within their reach.

EyeWonder is championing this vision and driving the necessary innovations to ensure its 
delivery. Ultimately every brand seeks to advance its relationship with the customer. Interactivity 
and creativity are the keys to this advancement. Innovative technology, enhanced by the 
human element is the ultimate enabler. As a technology agent for the agency, EyeWonder has 
the experience, industry knowledge, processes, partnerships and depth of service experience 
readily accessible to deliver Interactive Digital Advertising. We’re doing it already with clients 
and partners who are taking steps into the future with interactive In-stream, IPTV, and mobile 
advertising applications, as well as new and meaningful in-page ad experiences. Interactive Digital 
Advertising is here to stay, and with it almost limitless opportunities to advance your brand.

*Survey methodology and results are available at www.eyewonder.com
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