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The Internet Advertising Bureau of today is very different to that of 
ten, five and even two years ago.  Right at the beginning in 1997 
it was all about finding our feet, making sense of what the whole 
World Wide Web had to offer, and how we could actually make 
money from it.  At the time I’m sure it was pretty scary for any 
advertiser even starting to consider embracing this new channel.  
And well done to those brave first few!

5 years ago things were starting to become a little clearer, but online 
was in dire need of standards, best practice guidelines and self-
regulation for the marketing community to begin taking the medium 
seriously.   The IAB listened  and then we acted, and, although we 
can’t pretend that it was all our doing, online advertising expenditure 
started to grow.

Just 3 years ago, when I started as chief executive of the IAB, 
our positioning changed.  That was the time to really evangelise to 
advertisers just how effective and engaging internet advertising can 
be.  In my first 100 days in the role, it became clear that we had 
quite a job on our hands and that many marketers just couldn’t see 
a place for online in their communications strategies…

But look at us now!  The industry is worth over £2 billion, we have 
a cracking 11.4% market share – that’s half the size of TV – and 
once again our role has been transformed.  Perhaps to an extent, 
much of what has been achieved thus far is all down to trial and 
error, testing what worked and learning from what didn’t.  What we 
need now is to take online marketing one step further and go about 
defining the ‘digital mindset’.  The UK’s advertisers and agencies 
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no longer need persuading of the strengths of online, 
rather what we aim to provide is practical advice, 
sound knowledge, improved digital skills and a step 
by step guide to constructing their very own internet 
marketing campaign.  

In my opinion the industry is awash with far too many 
‘what is’ guides and not nearly enough ‘how tos’.  
Online is a medium with different rules, and whilst we 
all may appreciate its ability to engage consumers as 
well as providing incredible return on investment it’s 
not quite as easy for the more traditional amongst us 
to comprehend as, say, a 6-sheet, DPS or 30 second 
TV ad.  However, executed effectively it can be just 
as, if not more rewarding.    

This guide is not intended to serve as a rule book 
for all things ‘online’, but we’re pretty confident that 
by the end of the document you’ll be thoroughly 
motivated, enlightened and inspired to create even 
better internet campaigns. In my time at the IAB I’ve 
seen some incredible work online, truly interactive 
and engaging, some even legendary, and with the 
pace of creative and technological advancement, 
long may this continue.  With a series of definitions, 
recommendations, case studies and contacts at your 
finger tips, it’s never been easier to do it yourself.

FittingsFittings

A   29 x Peg  

B   2 x Guy Rope  

C   3 x Spare Connector 

D   1 x Spare Peg 

E   1 x Spare Guy Rope 
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By Kieron Matthews

Marketers like traditional advertising because it is heavily based on 
rules and assumptions. A number of stereotypical examples will help 
illustrate this argument. 

By advertising on cross tracks one can assume that between 
7-9am and 5-7pm Monday to Friday you are going to reach bored 
commuters. Outside those hours you’ll be hitting tourists trying to 
decipher Harry Beck’s tube map – and the ticket barriers.  Run a 
radio spot on ‘Drive Time’ and you’ll be entertaining an audience 
seeking to wind down from a hard day’s work.  Place a DPS in a 
lads’ mag and (surprise!) you’ll find blokes looking for something 
slightly risqué.  Aside from pressing the red button, TV adverts fit set 
parameters with heavily regulated content that strives to emotionally 
cut through to a wide audience, making it excellent – possibly even 
the best - for awareness campaigns.

If you’ve been in marketing for some time you will remember how 
straight forward it used to be in the end delivery.  TV: to dramatise 
the emotional values of your brand and reach. Outdoor: for sustained 
communication. Print: to carry more in-depth product information. 
DM: for a one-to-one dialogue, and direct response and sales 
promotion to persuade your customers in-store.  In fact, according 
to IPA dataMINE the average number of marketing channels used in 
the 1980s was 2, and today it’s 5.  

Due to online’s accountability, it has very quickly been associated 
with the assumption that online is all about direct response, that all-
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important ‘call to action’, largely driven by the click-
through metric.  It’s easy to see why, when it has 
been the only medium that has allowed such forms 
of instant measurement?

However, this assumes that all internet users are 
eagerly sitting on the edge of their seat, ready and 
willing to act on your message, which is rarely the 
case.  Just with TV advertising, the online consumer 
is there for a specific task, to communicate or to 
browse their favourite sites. NOT to interact with 
advertising.  One would be naïve to assume that the 
23 hours that consumers in the UK spend online per 
week (YouGov) is all spent interacting with brand 
messages. Instead they are searching, playing, 
reading, viewing, researching, sharing, creating 
and talking, amongst other things.  This behaviour 
holds great potential, yet is often overlooked by 
advertisers.

Rather than limit your activity to short campaign 
bursts, online affords you the opportunity to exploit 
a relationship with a consumer over a much longer 
period of time.  For example, by using behavioural 
targeting – that tracks a user’s interaction with 
websites - you can deliver staged advertising over 
a set period of time increasing in message intensity 
until they are ready to interact.  Whilst you may not 
decide to click on an ad for CDWOW immediately, 

Assembly Instructions

1.   Slide the Black Fiberglass Poles 
D, Grey Fiberglass Pole E and 
Yellow Fiberglass Ple F through 
the sleeves in Flysheet A.

    See Fig. 2.

2.   Carefully bend the Black 
Fiberglass Poles D fitting the ends 
onto the pins in the corners of 
the Flysheet A. Then fit the Grey 
Fiberglass Pole E fitting the ends 
onto the pins in the corners of the 
Flysheet A. 

    See Fig. 3 and 4.
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its sustained presence during your day-to-day browsing can ensure 
that it is front of mind when you are ready to buy a CD.  The same 
can apply to offline purchases.  If an advertiser knows that you visit 
the Times Online everyday this is an excellent opportunity for a brand 
such as Sony BRAVIA to deliver consistent messaging so that you 
are more likely to have it front-of-mind when you do eventually decide 
to buy a new TV in-store.  Where other channels have strength in 
specific messaging, online is uniquely placed to facilitate them all - 
including the most powerful, advocacy.

  Look at the diagram above which illustrates the role that different 
media can play in the marketing process. Just look at what online 
can do! This type of awareness campaign is also highly measurable 
and there are plenty of industry players - such at Dynamic Logic - 
who can track the effect of online advertising on awareness shifts 
and purchase intent.  To find out how they can help you, further 
contact details for such organisations can be found at the end of 
the guide.

Read these 

instructions 

carefully and 

familiarise yourself 

with the procedure 

before assembling 

the unit.
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Furthermore, the construction of campaigns has 
dramatically changed.  Pre-internet campaigns 
were launched and then removed when their time 
was up.  On the internet consumers are reviewing, 
contributing, spoofing, hosting and engaging with 
campaigns long after they have run their course. 

It is the role of the IAB to help advertisers appreciate 
that the rules and assumptions of traditional marketing 
cannot be applied to online. In order to execute 
truly effective integrated campaigns, a greater 
understanding and analysis of consumer behaviour, 
and indeed the marketing process is required.   
One theme that will feature particularly prominently 
throughout this guide is integration; online should in 
no way be treated as an afterthought, with traditional 
media executions being adapted in a sloppy manner 
for the internet.  Do this and your audiences will notice 
within seconds.  Integrate online fully within a cross-
media campaign, and you will reap the rewards from 
the unique interaction that the medium offers.  

Whilst the growth of the internet has removed the 
traditional comfort of hard-and-fast rules, there are 
some key points to keep in mind when launching 
your own online campaign, which shall be further 
explored throughout this online marketing guide:

•   Identify the role of online 
before you brief an agency – it 
may result in different creative 
working in different ways.

•   Does the online element work 
with other media rather than 
work in isolation?

•   Have you allocated adequate 
budget to measure what you 
want?

•   Does my campaign message 
talk to my consumer where 
they spend their time, rather 
than where I’ve always tried to 
reach them?
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Display advertising: 

Standard formats

The most basic formats of online advertising units, include banners, 
MPU’s (mid page units) and skyscrapers. These advertising units 
are readily available on most commercial websites and offer the 
advertiser a fixed presence on the website, in particular when used 
in combination with rich media. 

Video

Becoming more widespread due to the adoption of broadband and 
the consumption of digital content, video ads have become popular 
with advertisers and users alike as they enable TV like quality of 
video ads to be streamed in a truly engaging format. 

FMCG brands normally rely on TV for generating impact – P&G, 
with their Arial Sensitive brand implemented a trial combining online 
ad units and TV spots within the Yahoo! Video Player – they found 
that this combination of traditional online formats with video ads 
provided effective coverage of the branding metrics right through 
the consumer marketing funnel.

Search 

Natural search results are those listings that appear at the discretion 
of the search engines and do not incur a charge to the listed site. 
In most search engines these are the main results. Search engine 
optimisation (SEO) is the practice of improving the visibility of your 
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website to search engines for keywords that are 
relevant to your business. The goal of SEO is to 
achieve good ranking in natural search results. 

Paid for search or pay-per-click (PPC) is where 
search engines guarantee advertisers will 
appear in search results. The order in which they 
appear will depend on the amount of money 
the advertiser is prepared to pay for a ‘click’ on 
their listing. Advertisers will bid against certain 
keywords to achieve the position they want.

Good online marketing will employ a mix of both 
natural and paid for search activity.

Social search 

With the rise of social networking websites, a 
new type of online search engine has evolved. 
Social search focuses on shared user-generated 
content (UGC) such as opinions, comments, 
sharing, voting and ranking. 

Websites such as Wikipedia, TripAdvisor 
and Yahoo! Answers are good examples of 
user-generated content and are generally 
considered more trusted and unbiased sources 
of information than commercial websites.

Video: Channel 4 On Demand 

Search: MSN 

Search: Google 

Search Yahoo! Answers 
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Targeting

Right product, right consumer, right time is the essence of targeting, 
and behavioural targeting is just one way to deliver results online.

Behavioural targeting helps advertisers to find interested browsers 
and turn them into buyers by tracking their activity across multiple 
websites.  If a consumer visits lots of websites dedicated to electrical 
goods for example, their details will be added to a large database of 
people with this interest.  Online ads can be directed at consumers 
who have expressed an interest in a brand or product category. The 
process is completely anonymous yet immediate and automated.

Re-marketing often results in more effective online campaigns, as 
the advertising is more relevant for consumers. Online networks 
that offer advertising across many websites can also offer greater 
efficiencies because they have the reach and technology to find 
interested consumers again.

Behavioural targeting is quickly becoming a powerful and essential 
element of the online advertiser’s toolbox.

Networks

Whether an advertiser’s goal is brand awareness, lead generation 
or direct sales, advertising networks have the reach and experience 
to provide a positive return on investment at every stage of the 
consumer purchase process. 

By aggregating inventory from leading sites, networks are able to 
provide advertisers with a single point of contact while reaching a 

Stage 3 – Guide to online
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large portion of the online audience.  Networks make 
it easy for advertisers and advanced technology 
makes the process more effective.  

Quality is of paramount importance, and it is 
critical that advertisers seek networks who are well 
established and who strictly monitor their partner 
publishers.   With the right network – one who offers 
performance, assurance and experience – advertisers 
can enjoy great results.  For more information visit 
the Internet Advertising Sales Houses (IASH) website 
www.iash.org.uk. 

Email

Email marketing is what it says on the tin –the delivery 
of sales or marketing messages via email. Formats 
range from plain text to HTML. As a channel email 
is proving to produce high ROI and accountability 
thanks to the reporting metrics that are available. 
Email provides a fast and cost effective route to 
market for marketing messages compared with 
other channels.

Along with the power of email comes the abuse of 
email, commonly known as spam. Some people fail 
to distinguish between permission marketing and 
email spam; spam is a major threat to legitimate 
email marketers, as irresponsible, non-targeted email 
could make the entire email channel less effective.

Email: Toptable
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Affiliates

Affiliate marketing is a working relationship whereby a merchant 
(online shop or advertiser) has consumers driven to it by adverts on 
an affiliate (third party website). If a consumer visiting the affiliate’s site 
clicks on an advertisement and goes onto perform a specified action 
(usually a purchase) on an advertiser’s site then the affiliate receives a 
commission. For example, Amazon.co.uk offers an affiliate scheme 
allowing affiliates to advertise products on their sites. If visitors to the 
affiliate sites then click through and make a purchase, the affiliate 
receives a percentage of the revenues.

User-generated content/web 2.0

User-generated content refers to content produced by consumers 
themselves. UGC can constitute a portion of a website, for example 
on sites like hotel.co.uk and amazon.co.uk a small portion of the 
site is taken up by user reviews of the products and services that are 
offered.    There are various types of user-generated content ranging 
from, blogs, social networking sites, photo sharing sites, discussion 
boards and customer review sites. Acknowledged websites based 
on user-generated content include MySpace, Facebook, Flickr, 
YouTube, Wikipedia and Tripadvisor.

User-generated content can be seen as a two-way process, this 
is a key characteristic of web 2.0 which encourages the publishing 
of one’s own content and commenting on other people’s.  Web 
2.0 is the term used to describe the next generation of online use. 
Complimenting UGC web 2.0 identifies the consumer as a major 
contributor in the evolution of the internet into a two-way medium.

Stage 3 – Guide to online
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One emerging tool often found within social 
networking is the widget. A widget is a useful 
or entertaining branded application that can be 
downloaded and add to the online experience. 
They can be fun, offer you additional or exclusive 
information or can enable to you to search the web, 
tag pages or images and share with friends.  Widgets 
and toolbars are very easy for businesses to create 
and execute, and once the original production cost 
has been incurred can be extremely cost-effective.  
They are also user-intiated, and are therefore a 
great way to reach your target audience on their 
terms, being entirely permission-based.  This makes 
them an extremely exciting prospect for advertisers 
looking to penetrate the social networking space, 
without resorting to intrusive and overt marketing 
messages.  
 
We’re seeing an increasing number of branded 
applications online, as well as branded virtual gifts, 
which cost the consumer nothing but they can 
download and share with ease.  Particularly since 
Facebook have been developing their advertising 
model, brands are beginning to see the wealth of 
opportunities available in this space.  However the 
main challenge is for marketers to not bombard their 
consumers with advertising messages and make 
any widgets or applications relevant to their brand 
values and online offering.

FittingsFittings

A   29 x Peg  

B   2 x Guy Rope  

C   3 x Spare Connector 

D   1 x Spare Peg 

E   1 x Spare Guy Rope 
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Tenancies

Tenancies are a long-term strategic option for an advertiser whereby 
they occupy or ‘rent’ an area of another website in the same way 
a concession would in a department store. This is usually an online 
publisher or media owner with related content to their business. 
Tenancies provide an advertiser with the opportunity to take over 
a specific area on another website, for a set period of time in 
exchange for a regular, fixed fee. The advertiser in effect, in return 
for commission becomes a ‘tenant’ of the media owner. The user’s 
experience is enhanced as they are given quick access to related 
content or services. For example, the content for the dating area of 
a portal is provided by a well-known online dating service. 

Content

Microsite - A microsite is the term referring to an individual web page 
or cluster of pages which are designed to function as a supplement 
to a primary website, often the microsite’s main landing page will 
have its own URL. These sub-sites can be reached via clicking on an 
ad, the user will stay on the publisher’s website but will gain access 
to further information from the advertiser.

Microsites are often used for purely commercial purposes in order 
to create detailed information about a particular service or product. 
They can also be used as editorial support when promoting a 
specific or new product. For example a car manufacturer may use a 
microsite to introduce a new hybrid vehicle. They can also be used 
tactically when created to carry specific keyword-rich content with 
the aim of search engines ranking them highly.

Stage 3 – Guide to online
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Viral marketing - Viral marketing refers to marketing 
techniques that use social networks, and people to 
share interesting and entertaining content which is 
usually sponsored by a brand with the intention to 
increase brand awareness. These viral commercials 
often appear in the form of amusing video clips, 
or interactive Flash games, images, and even text 
messages. Viral marketing encourages people to 
pass along a marketing message voluntarily by 
word-of-mouth, email or social networks. 

Advertorials - Advertorials are paid editorial 
content provided by an advertiser commonly used 
to promote a new product or service. Advertorials 
have existed for years in print, but examples of 
online advertorial can seem rare. Advertorials are 
advertisements that seem to be written in the form 
of objective editorial, their intention is to look like 
a legitimate and independent news story, press 
release or opinion piece. They differ from publicity 
advertisements because the marketer with control 
over the copy must pay a fee to the media company 
for the ad placement.

Online PR

Online PR has thus far been treated with a degree 
of reticence from the internet marketing industry, 
and is often perceived as a discipline far removed 
from traditional public relations.  However, the core 

UGC: Be Kind Rewind

UGC: Topshop facebook

Viral Marketing: 
Subservient Chicken
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principles remain the same: the need to promote and preserve 
your core brand values; to communicate the latest company 
announcements and to establish relationships with your key 
stakeholders - in the main through a third party such as journalist 
or brand advocate.  

What makes online PR different is the wealth of vehicles through 
which your marketing and corporate communications messages 
can now travel, such as blogs, forums, the sometimes less formal 
(and more immediate) digital publications and other virtual spaces 
such as Second Life. Online PR must be treated with same 
attention as your offline PR, and also enables you to respond to 
online commentary, where appropriate and collaborate with your 
public to a far greater extent than the more traditional one-way (or 
asymmetrical) model of public relations.  

Mobile 

Mobile internet growth is predicted to double globally over the next 
5 years (considerably outstripping that of the PC), a huge new 
marketing opportunity has arisen. Advertisers can now connect with 
their audiences in an immediate, interactive and measurable way. 
Rapid developments in mobile internet functionality and content 
has allowed traditional online advertising formats such as rich media 
banners, text links, video streaming and content sponsorships to 
become more common.  Mobile commerce - the ability to buy 
online whilst using a mobile handheld device – is also a popular use 
of the medium.

Mobile search is significant for the usability of mobile content, 

Stage 3 – Guide to online
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similarly as with internet search engines, services 
order advertisers in accordance with the amount 
they have bid for a keyword. Most mobile phone 
networks offer a service that integrates content and 
location-based information.

In-game advertising 

Video games are one of the newest advertising 
channels and with over 10 million gamers in the UK, 
playing for 11 hrs a week on average, it is also one of 
the largest untapped mediums. 

With online gaming, marketers can serve their 
advertising into a real-time, dynamic entertaining and 
engaging environment. In-game advertising creates 
the opportunity for a real-life brand to exist wherever 
a gamer might see them in real-life – on billboards, 
posters, vehicles, or television screens.  In-game 
advertising is highly measurable and consumers can 
be targeted by demographic, type of game, daypart 
and even day of week.

An example of brands using in-game advertising 
as a marketing tool, can be seen by Adidas in the 
Power Challenge games, Adidas featured on player 
apparel, balls, stadium signage as well as inviting 
players to select from two different styles of Adidas 
football boots, affecting their gameplay as well as 
reinforcing the brand attributes of each boot.

L R

STARTSELECT

In-game advertising
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By

When embracing digital media, brands face a challenge in using 
it correctly, but one that isn’t insurmountable. Understanding how 
your audiences use online offers a wealth of new opportunities and 
allows advertisers the ability to create brand experiences that can 
change perceptions, and tangibly sell goods and services. 
 
In reality, digital is often an afterthought and for countless brands, 
their digital strategy is a complete departure from the rest of their 
media and creative strategy. Creative, media and digital planning 
should not operate in a vacuum. 
 
All clients want the most effective communications and the best 
return on investment. As media fragments, strategies based on 
share of voice become ineffective and unaffordable. The only way for 
brands to rise above the white noise of ad clutter and connect with 
consumers is to have a clear, strong and differentiating campaign 
idea.   Integrated planning is about executing a campaign idea that 
is grounded in consumer insight and executing it through the most 
effective channels – online will often be one of them. 

There are five critical questions to ask yourself as a first step to 
achieving successful integrated planning:

•  Do you understand the consumer from an online perspective?
•  Is the execution making the most of the media?
•  Are your creative and media agencies working together?
•  Are your media channels working together?
•   Do you know what you want to achieve from online and are you 

measuring the right thing?
 

SIMPLE ASSEMBLY INSTRUCTIONS
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Q1.   Do you understand the consumer from an 
online perspective?

 
Consumer understanding is at the heart of all good 
planning, more so with digital media because of 
its multi-faceted nature. This makes consumer 
behaviour complex and challenging to unravel, yet 
infinitely rewarding if used effectively. 

However, digital media consumption is usually 
a reflection of someone’s lifestyle and interests. 
For example, a young fashion conscious woman 
might use digital to be the ‘first to know’ about the 
trends, whereas a 65 year-old might use online to 
connect with their hobbies/passions and share their 
expertise. 

Different people use online for different reasons 
and this dictates their mindset. Both creative and 
media agencies need to understand the consumer 
mindset to develop effective communications. For 
example consumers using online for entertainment 
purposes tend to surf sites, often not looking for 
anything in particular. Creative in these environments 
can be intriguing, tempting the users to interact and 
become engaged. Whereas creative in task based 
environments – like price comparison sites – needs 
to be very product focused, giving the user the 
information they are looking for. 

Assembly Instructions

1.   Position the Inner Tent B so the 
zipped door is near the door of 
Flysheet A.

    See Fig. 6.

2.   Carefully hang the Inner Tent B on 
the inside of the Flysheet A using 
the hooks and rings.

    See Fig. 7.

3.   Stretch out the ground sheet of 
Inner Tent B by connecting the 
clips to Flysheet A.

    See Fig. 8.
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Planners and their clients can only begin to understand the potential 
role of online and how best to engage an audience when there is a 
true understanding. 

What to do

•   Ask your agency to tell you the role online plays in your audience’s 
lives. What they are doing and what is significant about their 
online behaviour that could affect the media strategy or creative 
development.

•   Do this as early as you can so that it can inform the whole 
communications brief, not just the online execution.

•   Make sure your creative and media agencies work together to 
ensure your message fits your consumer’s mindset.

 
Q2.  Is the execution making the most of the media?
 
Integrated planning is successful when agencies understand how 
people consume media and then correctly identify the role each 
digital channel (for example search, display, UGC) plays in delivering 
the overall communication. This is key to digital media as it can fulfil 
so many roles.
 
Integration is not about having a ‘suitcase suite mentality’ of media 
where each channel has a common look.  For example, Dove used 
outdoor and TV to establish its ‘real beauty’ campaign idea, but 
used online to propagate its now famous ‘Evolution’ video aimed 
at improving self esteem among female communities. Traditional 
media and online where used to communicate different messages, 
but used together to deliver a strong overall communication. 

Stage 4 – Planning and online integration
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What to do

•   Understand and embrace every communications 
channel, and ensure your agency has experience 
of doing this too.

•   Brief your agencies together so that the digital 
work isn’t shoehorned in at the end.

 
Q3.  Are your creative and media agencies 

working together?
 
We hear about the ‘I’ word all the time, but in practice 
integration rarely happens. How often is it that the 
client presentation is the first time the creative agency 
sees the media strategy, and vice versa? 
 
Good integrated planning happens when good ideas 
are developed with everyone (media, creative, digital, 
PR and direct) working together to bring it to life. The 
campaign idea can come from either the client or 
agency, but to ensure it is nurtured and successful, 
agencies must be happy fulfilling the role they are 
given. To do this the idea must come first and each 
agency must understand their role in its delivery. 
 
Integrated planning is challenging, so clear direction 
is essential along with an inclusive working process 
and overall sense of collaboration between agencies. 
To achieve this one person (or agency) needs to own 
the process and this must be mandated by the client 

Assembly Instructions

4.   Slide the Black Fiberglass Poles 
D, Grey Fiberglass Pole E and 
Yellow Fiberglass Ple F through 
the sleeves in Flysheet A.

    See Fig. 2.

5.   Carefully bend the Black 
Fiberglass Poles D fitting the ends 
onto the pins in the corners of 
the Flysheet A. Then fit the Grey 
Fiberglass Pole E fitting the ends 
onto the pins in the corners of the 
Flysheet A. 

    See Fig. 3 and 4.
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– not least to counter natural inter-agency competitiveness and self-
interest. 
 
What to do

•   Demand that the creative and the media agency present together, 
not creative then media.

•   Ask your media and creative agency to demonstrate how working 
together has informed the brief.

 
Q4.  Are your media channels working together? (And we don’t 

mean simply including a url in the TV ad!)
 
Too many agencies are siloed into their own area of expertise.  
Consumer understanding must be at the heart of the integrated 
process with experts on board who understand how the consumer 
interacts with different channels.
 
Curiosity is part of our DNA and online is where we go to find 
things. There are several studies that show the clear link between 
TV advertising and brand search behaviour, while others document 
the relationship between magazine consumption and online product 
research. (The IAB conducted an in-depth analysis of how radio 
and online work together in the media mix and are gearing up for a 
similar study with TV.) 
 
If we understand how ads make people curious to know more and 
where they look, we can make sure we are in the right places, saying 
the right things. 

Stage 4 – Planning and online integration
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For example, the Sony BRAVIA ads featured bouncing 
balls as the ‘champion’ not the TV.  Curious to know 
more, many people may have typed ‘bouncing balls’ 
into Google. By buying ‘bouncing balls’ as a search 
term Sony exploited the opportunity to be found by 
interested consumers. Often this doesn’t happen 
and often opportunities are missed. 

What to do

•   Give your digital agency your marketing plans 
and show them the creative for each channel, so 
they can put your brand where consumers are 
looking. 

Q5.   Do you know what you want to achieve 
from online and are you measuring the 
right thing?

 
The digital landscape is constantly changing, creating 
new channels and communications opportunities. 
Much of this is unchartered territory for advertisers, 
so using them comes with an inherent degree of risk. 
However, by putting a framework of measurement in 
place we can understand more about the effects of 
emerging channels and how they work together with 
traditional media, reducing risk in the future.  

“We hear about the ‘I’ word all the 
time, but in practice integration 
rarely happens. How often is it 
that the client presentation is 
the first time the creative agency 
sees the media strategy, or is it 
vice versa?”
    

Gavin Reeder, 
head of digital strategy,
BLM Quantum
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Don’t assume all ROI metrics need to be direct response led – are 
your TV and print?  An ROI metric might simply be the amount of 
times your brand has been mentioned in blogs!
 
What to do now

•   Push your agency to identify relevant emerging channels and 
understand their contribution to a campaign – not just on traditional 
qualitative ROI measurements but by new measurement such as 
brand engagement. 

•   Ask your agency what you should measure, don’t feel embarrassed 
if you don’t know.

•   Read the chapter on measurement, towards the end of your IAB 
online marketing guide.

Stage 4 – Planning and online integration

SIMPLE ASSEMBLY INSTRUCTIONS



Read all instructions before use and keep for future reference

Online Marketing guide

25

There are many ways to work with your media 
agency and it is essential to choose one that 
best suits you.  Think like the consumer and 
you can’t go far wrong. Consumers don’t 
compartmentalise between ecommerce and 
brand so why should clients structure their 
agencies in this way?

Assembly Instructions

Consumer understanding is at 
the heart of all good planning, 
more so with digital media 
because of its multifaceted 
nature. This makes consumer 
behaviour complex and 
challenging to unravel, 
yet infinitely rewarding if 
manipulated effectively.

Gavin Reeder, 
head of digital strategy, 
BLM Quantum
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By 

Unless you are planning a purely digital campaign, online advertising 
will sit in a wider mix of communications. Ideally you should provide 
your ATL and digital agencies with a single brief with the objective 
of a totally integrated campaign. Online should never be thought of 
as just an add on. Depending on the budget being allocated you will 
probably need to designate a “lead” agency.

Written brief
 
A written brief should always be provided as this acts as a reference 
point  for the development and delivery of the campaign and sets the 
standards by which the campaign will be measured but should sit 
alongside an “in the round” briefing session to ensure the agencies 
have all they need.

The detail in the brief will of course depend on whether this is a new 
agency/new major activity or an extension of a previous campaign. 
But let’s assume this is a new agency engagement.

You should aim to give the agency as much understanding of your 
business as possible and the strategic and business objectives that 
the advertising supports. The first part of the brief should explain 
what the marketing proposition is and the key benefits – i.e. why 
consumers should buy, use, consider.

Give as much background as possible – what does the competitive 
marketplace look like. Include insights from any client research or 
reports AND ask yourself the following questions:

SIMPLE ASSEMBLY INSTRUCTIONS
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“True insights which 
become central 
to the creative 
strategy are often 
gleaned through 
unpredictable means. 
They are rarely found 
in a brand manual.” 

Barbara Newman, 
head of communication 

& brand development, 

Yell.com 
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•   What are the business and marketing 
objectives that the activity supports – grow 
market share/drive awareness/purchase/
usage/new product launch etc?

•   What are the specific communication 
objectives – what should the advertising 
do? Are they different to the marketing 
objectives? Do you want the online activity 
to do something different to above the line 
(direct response vs. brand for example)? 

•   Who is the audience for the activity – this 
should be as detailed as possible – who 
are they, not just a demographic profile, 
what are their attitudes and behaviours? If 
you have research that backs this up give 
the agencies access.

•   What are the key messages – what is it 
you want to say about your product or 
service?

•   What are the reasons for a consumer to 
believe these messages – give as much 
evidence as possible – this might be 
product features/benefits?

•   What do you want the target audience 
to do/think/feel as a result of seeing your 
messages/advertising?

•   Brand values and tone of voice – this 
should be consistent with all other brand 
activity.  Is it?

•   What are the mandatories – are there 
things that the advertising must include 
(or exclude) these may include legal or 
regulatory requirements (e.g. costs of calls 
to premium rate numbers, information on 
financial products restrictions etc), client 
requirements – inclusion of parent brand 
name etc. 

•   How will the campaign activity be 
measured? What are the key performance 
indicators? Explain the research, tracking 
or other metrics that will be used.

•   Timings. When do you need a response 
to the brief and when is the activity to 
start?

•   What are the other activities that 
may support the campaign? Are you 
running PR or search engine marketing/
optimisation in-house? Give details of 
these activities.

•   And finally, what is the budget and does 
this need to be phased?
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Avoiding mistakes

Don’t be prescriptive when briefing an agency. You’re paying them for 
insight and creativity so give them a wide rein. Never rely on a verbal 
only brief. This is open to misinterpretation and can lead to dispute and 
lost time further down the line.

Be realistic and give timescales that are achievable – discuss this with 
the agencies before issuing a brief. 

It’s tempting to measure online activity purely in terms of CPC – 
remember this is also a powerful branding medium so look at the how 
online fits with other activity and what the overall objectives are.

A briefing template can be useful as it ensures that all requirements are 
covered. Some agencies will have preferred briefing templates so ask 
for these and combine with your own.

Innovative ways of briefing

As brand managers/marketers, we know lots about our brands and 
products. There’s a good chance we have lots of research (competitor 
or otherwise) that could help our agencies out. It’s a good idea to really 
cherry pick what we think is most relevant and useful, rather than 
send absolutely everything we’ve ever done, but we also need to think 
laterally enough to know what may spark a creative thought.

It can be useful to provide agencies with a snapshot of work done to 
date. If you think of your past activity as a book, only give a chapter 
away, not the whole thing. We want to move forward, so don’t want to 
focus too heavily on the past, but it’s good to share where the company/
brand has come from in order to focus on where we need to go. 

Stage 5 – Briefing agencies
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Providing as many insights as possible will help 
agencies get under the skin of what we’re promoting. 
Briefing documents help, but if we can supplement 
these with more hands-on opportunities, we’ll 
get better results. This can cover product testing, 
demonstrations, factory/business tours, which all 
help deliver brand / product immersion.

True insights which become central to the creative 
strategy are often gleaned through unpredictable 
means. They are rarely found in a brand manual. 
Agencies can gain a wealth of information from 
talking to the people behind the business – those 
who live and breathe the brand. Shadowing the sales 
team or meeting the factory floor manager can be 
revealing. If you have a ‘Centre of Excellence’ – often 
true for car manufacturers - then plan agency visits 
to see how you operate at the top of your game. 

Encourage agencies to talk to end users. Whether 
it’s through vox pops, focus groups, or informal 
chats in the pub. They can make insights into the 
experience come to life which pure desk research 
alone will not. 

Finally, there is an expectation that as marketers we 
are not meant to know all the answers.  With the 
incredible growth of online it is impossible for anyone 
to keep up 100%.  Therefore if you are in doubt, 
simply ask questions rather than guess.  Agencies 
respond better to challenges than briefs they don’t 
believe in.

Assembly Instructions

1.   Slide the Black Fiberglass Poles 
D, Grey Fiberglass Pole E and 
Yellow Fiberglass Ple F through 
the sleeves in Flysheet A.

    See Fig. 2.

2.   Carefully bend the Black 
Fiberglass Poles D fitting the ends 
onto the pins in the corners of 
the Flysheet A. Then fit the Grey 
Fiberglass Pole E fitting the ends 
onto the pins in the corners of the 
Flysheet A. 

    See Fig. 3 and 4.
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In these early stages of an internet marketing campaign, partnership 
between client, creative and media agencies is essential.  Only 
through inviting your digital agencies to the ‘top table’ are you able 
to ensure that your campaign is fully integrated and all objectives 
are fulfilled, as discussed in chapter 4.  Assessing the responses of 
your creative and media agencies is just as important as the briefing 
process, and requires the use of strict guidelines to ensure they 
fulfil your brand strategy, as well as the inevitable ‘gut instinct’ that 
informs you of the potential creative impact of your campaign.   

Media, from

Assessing your media agency’s response should be a mixture 
of two things: the rationale and your instinct.

The rationale:

•   Budgets.  Firstly, check that the budget on the plan is exactly as 
indicated by your agency. Exactly. If it’s over, your pay-masters 
will not be happy and if it’s under, you probably won’t be getting 
as much media bang as you could. You need to make sure things 
like ad serving, Advertising Standards Board of Finance (ASBOF), 
fees are all included, otherwise you may need to make media 
compromises later.

•   Strategy. Once the hygiene is done, make sure the media plan 
reflects the strategy – a “high impact” strategy will require different 
formats / sites / channels / devices / buying currencies to a traffic 
driving campaign.

SIMPLE ASSEMBLY INSTRUCTIONS
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•   Past experience. When assessing sites and 
formats, and assuming you’ve run previous 
campaigns for the product before, track back to 
make sure new proposals and plans take into 
account learnings and data from previous activity. 
Ask your agency to show that they’ve done this.

•   Site mix.  Next, make sure the website mix is right 
for the audience and your product. UGC and social 
networks are all the rage at the moment but they 
may not necessarily be right for your audience.   If 
in doubt about best practice guidelines ask for a 
website’s policies with regard to advertising, for 
reassurance if nothing else.  

Portals are great for high reach, low cost media, 
but will they be as effective as sites dedicated to 
specific, relevant content? If quite a few sites are 
on the plan, there’s a good chance that there will 
be audience cross over, i.e. if someone sees your 
ads on www.T3.co.uk they may also see them on 
Firebox as well. Check that your agency has taken 
this into account – tools such as comScore can help 
understand optimal site mix. If the same sites keep 
appearing on media plans for different campaigns, 
ask your agency why this is. It is not necessarily a bad 
thing and could be based on previous performance 
and low pricing but could also be because your 

Assembly Instructions

1.   Position the Inner Tent B so the 
zipped door is near the door of 
Flysheet A.

    See Fig. 6.

2.   Carefully hang the Inner Tent B on 
the inside of the Flysheet A using 
the hooks and rings.

    See Fig. 7.

3.   Stretch out the ground sheet of 
Inner Tent B by connecting the 
clips to Flysheet A.

    See Fig. 8.
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agency receives ‘kickbacks’. It is therefore advisable to make sure 
that sites are selected in your brand’s interests and not those of the 
buying agency.

•   Targeting. Has your agency taken into account day-parting 
and more detailed targeting factors? For example, if your ads 
are asking people to play an online game, the chances are the 
audience is more likely to respond at lunchtime, late afternoons 
and on weekends. Establish the desired audience response to the 
ads and this should fall into place. Your agency will have previous 
time / day data to establish when click-through rates are higher, 
when there’s more eyeballs online etc.

•   Measurement.  How campaign effectiveness is assessed 
obviously depends on its objectives. If it’s a direct response 
campaign and you’re trying to get people to do / buy something, 
your agency should demonstrate that click-through, arrival 
and conversion rates will deliver your targets. If you’re trying to 
influence audience opinion or behaviour, then more qualitative 
data will be needed, so a research piece could be considered, 
but this will probably be an additional cost. If this is the case 
then your agency should demonstrate that they’ve planned good 
coverage and frequency as how many people you reach will be 
important in determining value. Again, previous campaign data 
should give you a steer to accurately forecasting this.

•   Integration, integration, integration. Finally, make sure that 
your digital media and creative strategies are integrated – this is 
more important online than in any other media. If your media and 

Stage 6 – Creative and media agency response
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creative come from different agencies, it should 
be evident whether they’ve produced joined up 
thinking or not. Further to this, you should establish 
how the digital work ties in with offline activity. E.g. 
if your print plan focuses on nationals, then how 
do their online properties tie in? Should they tie 
in? What’s important is for your agencies to show 
that they’ve thought about it and not produced 
digital work in isolation.

Your instinct:

•   That ‘gut feeling’.  You should be excited about 
the strategy / plan your agency has presented 
you. Is it interesting or inspiring? Have you been 
challenged to do something new or experimental? 
Has your agency answered the brief and 
then pushed a bit further? They should. Don’t 
necessarily look to change the world with every 
campaign, but always ask whether what you’ve 
been presented with is going to be interesting for 
the audience and whether this is the best way to 
use interactive media. What else could we do?

 

Assembling the poles

1.   Open the tent bag C, take out and 
separate each of the components 
inside.

2.   Assemble the two Black 
Fiberglass Poles D, Grey 
Fiberglass Pole E and Yellow 
Fiberglass Pole F. 

    See Fig. 1.
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Creative, from

A clear creative agency response is required for two main reasons:  
firstly you need to be confident enough to sign off a campaign as it 
proceeds into a financially critical stage and secondly, this response 
will be used to justify your communications plan to other members 
of your team. 

Due to older perceptions of online, as mentioned in chapter  2, your 
peers may assume that a piece of creative is direct response driven 
unless told otherwise.  Therefore you need to be provided with 
this information, and the rationale, by your agency.  In assessing 
the response from your creative agency, and to ensure you are 
equipped with all the right information, we recommend that you 
consider 6 key areas:

1. Communications architecture

Sometimes referred to as a communications plan, this is a pictorial 
diagram of the communication elements, their specific role and 
how they relate to one another. This is just one example for the 
communications architecture drawn for a fictitious brand.

Stage 6 – Creative and media agency response
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In this instance, the role of the standard format 
display advertising is to drive traffic to the microsite.  
This suggests that the message needs to be more 
direct and with a clearer call to action than rich 
media advertising for example, which can be slightly 
more complex in terms of content and interaction.  
Mapping the role of each creative also identifies 
which type of metrics will be required to evaluate 
the campaign.  For example, rich media is bound to 
attract a lower click-through rate, because the role 
of these executions is to engage users and raise 
awareness, rather than driving them straight through 
to a site.
 
Undertaking this exercise also flags up any issues 
if any aspect of the campaign is, for one reason 
or another, dropped. Using this same example 
you can see that if the blog or search actvity are 
dropped, the PR element of the campaign is lost.  
This creates a compelling argument when trying to 
protect a budget that others see as a ‘nice to have’, 
or add on to the more traditional activity.  Finally, 
communications architecture should have a creative 
idea at the heart, which leads us to the second key 
area for consideration. 

2. Creative idea

‘Creative idea’, ‘Big Idea’, ‘Core Thought’ and 
‘Social Currency’ are all phrases used by agencies 
to describe a single ‘campaign idea’ that all 

FittingsFittings

A   29 x Peg  

B   2 x Guy Rope  

C   3 x Spare Connector 

D   1 x Spare Peg 

E   1 x Spare Guy Rope 



36

communications can be based upon.  Communications are often 
delivered by specialist agencies, so getting them all to either come 
up with the idea together or work from the one same idea will always 
prove a challenge. It is essential when an idea is agreed upon that 
you examine each digital offering in isolation to gauge whether each 
execution will work. Because online is so diverse and creatively 
flexible it might be that a big idea cannot always deliver across 
the board.  One obvious example is if you have a celebrity who 
represents your ‘big idea’ but refuses digital rights, which is where 
you can fall at the first hurdle.  Conversely exploring the options may 
liberate the campaign even further because online, you have the gift 
of unique online opportunities such as self-regulation and significant 
user dwell-time.

The creative idea should be expressed in a single word or phrase.  
Here are a few ways of summarising some famous campaigns in 
one sentence… answers won’t be at the back.

•   Colour matters
•   Perfect match
•   Campaign for real beauty
•   Rediscover the enjoyment of driving

If you don’t agree with the Creative Idea at this stage you may not like 
the creative, and at this point it if you have concerns, it is imperative 
you express them.  

3.  (Simple) storyboards

Expect nothing more and ask for nothing more.  A clearly drawn 
storyboard should be enough to understand how the campaign 

Stage 6 – Creative and media agency response
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will work.  Photoshop storyboards and/or working 
demos are not only extremely costly to both parties, 
but they also mean increased development time.  
You may also fall into the trap of being too concerned 
initially with the visual representation of the campaign 
and not evaluating its communication credentials.

4.  Stimulus

Often stimulus material is needed to communicate 
how the campaign may animate and look.  Mood 
boards can clearly illustrate the visual direction of the 
work, for example:

Examples of work to explain how the animation might 
work or how the creative might look can be found at 
www.iabuk.net/richmediaroadshow and www.
creativeshowcase.net.

“It is essential when an idea is 
agreed upon that you examine 
each digital offering in isolation 
to gauge whether each execution 
will work.” 
    
Kieron Matthews, 
head of marketing
Internet Advertising Bureau
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Examples of work to explain how the animation might work or 
how the creative might look can be found at www.iabuk.net/
richmediaroadshow and www.creativeshowcase.net.

5.  Measurement

It is important to identify at this stage how the work will be measured.  
Not only will this make it clear from the start what results metrics are 
to be returned, it also ensures that the producers of the work are 
aware at the early stages.  The more bespoke a piece of creative 
the more tailored the measurement needs to be, which therefore 
needs to be factored into the production schedule.  Moreover, 
measurement isn’t always free, so this can also be flagged up as 
early as possible in the production process.

6.  Logistics

You should have already briefed the agency on your overall budget, 
which will have allowed the agency to respond within those 
parameters and not exceed expectations.  This will allow your 
agency to also accommodate for some additional costs such as 
testing and tracking. 

Stage 6 – Creative and media agency response
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It is important to note that this is not a definitive set 
of deliverables but has a proven track record with the 
leading UK digital agencies.  You may also recognise 
some of these approaches if you’ve ever done the 
same for a TV, print or DM campaign, and with good 
reason.  Online isn’t so complex that there aren’t 
tried and tested transferable skills that are just as 
useful with regard to internet marketing.  

Actions:

•   Clearly communicate what you expect in your first 
response.

•   Allocate adequate time for them to deliver.

•   Evaluate what is before you and not what the 
campaign could be.

Assembly Instructions

1.   Slide the Black Fiberglass Poles 
D, Grey Fiberglass Pole E and 
Yellow Fiberglass Ple F through 
the sleeves in Flysheet A.

    See Fig. 2.

2.   Carefully bend the Black 
Fiberglass Poles D fitting the ends 
onto the pins in the corners of 
the Flysheet A. Then fit the Grey 
Fiberglass Pole E fitting the ends 
onto the pins in the corners of the 
Flysheet A. 

    See Fig. 3 and 4.



Stage 7 – Process

40

By

The process involved in the creation of an online advertising 
campaign follows an almost identical process to that used in the 
production of a TV advertisement. At a high-level this centres around 
8 key stages:

The brief and the briefing

At the heart of every successful advertising campaign is the brief, 
and ultimately the briefing given to both the creative and media 
agency; this is just as true when embarking on an online campaign 
as it is with any other medium. Involve your digital agencies as early 
in the process as possible; a well written single brief will outline the 
vision and communication objectives for all advertising mediums. 
Remember it’s becoming less important to have ‘matching luggage’ 
in the form of a singular creative concept executed across all 
mediums, whilst this may help recall, more often than not it doesn’t 
drive interaction. 

Planning and creative concepting

Once you’ve issued your brief and held your briefing the creative 
agency and media agency will start their planning process; for the 
creative agency this will involve getting under the skin of your brief 
and briefing, applying further insight, collaboration with your media 
agency, and producing a creative brief for the creative team to work 
from.  Just like an above-the-line agency, digital agencies use 
planners, art directors and copywriters.

SIMPLE ASSEMBLY INSTRUCTIONS

8 KEY STAGES

Laurent Ezekiel
worldwide client 
services director,
LBi
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•   Planning and 
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•   Pre-production
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•   Post-production

•   Execution

•   The campaign

•   Campaign Analysis
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The creative team will scamp up concepts that 
meet your communication objectives and provide a 
creative route that will work within the scope of the 
media plan.

This stage should include a detailed project plan 
that takes into account the objectives, list of 
stakeholders and an area often overlooked; a list of 
potential risks and contingencies. 

How long does all this take? You should allow for 
1-2 weeks for the planning and concepting phase 
depending on the size of your campaign and the 
quality of your brief. The better the brief is the less 
the planning time is needed as a general rule. This 
phase comes to an end once the creative route has 
been approved.

Pre-Production

Once you have agreed on a creative direction for 
the campaign, we enter the pre-production phase. 
Just like in the production of a TV commercial, 
digital creative agencies need to plan the detail of 
the production.

Assembly Instructions

1.   Position the Inner Tent B so the 
zipped door is near the door of 
Flysheet A.

    See Fig. 6.

2.   Carefully hang the Inner Tent B on 
the inside of the Flysheet A using 
the hooks and rings.

    See Fig. 7.

3.   Stretch out the ground sheet of 
Inner Tent B by connecting the 
clips to Flysheet A.

    See Fig. 8.
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Why? Well quite simply each campaign is unique and features 
different skill sets and expertise. Remember an online campaign 
can be as simple as static frame-by-frame animation, and at its 
most complex; feature videos, data acquisition, game play and lots, 
lots more .

To help explain this process let’s look in detail at each of the 
components that go into making an online campaign.

Your production may use:

•  Design

•  Illustration

•   3D design

•   Production

•   Photography and video

•   Sound

•   Data acquisition

•  Game play

Let’s take a look at each of these. We’ll describe what goes on 
during pre-production and how long you can expect it all to take.

Design

Pre-production time is needed to allow for the creative agency to 
ensure that a designer with the suitable skill-set and brand exposure 
is resourced to the production.

Stage 7 – Process
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Illustration – 1st Phase

3D design & illustration

Not used as often as it once was, but it still worthy 
of a place within this guide is 3D design and 
illustration. 3D designers and illustrators, just like 
their 2D counterparts often sit outside of the agency 
resource pool, therefore you should allow some time 
for your agency to find the right person or company 

for the job.

Consideration also needs to be given to media 
owner and ad-serving specifications, this may 
limit the usage of rich media assets.

Illustration 
How long does this take? 
You should allow 2 days for the 
creative agency to source 
an illustrator.

As with design, the creative 
agency will need to source 
the right illustrator for the job 
and sometimes this may mean 
stepping outside of the agency 
resource pool; especially if the 
agency needs to source an 
illustrator with a particular ‘style’.

3D Design & Illustration
How long does this take? 
You should allow 2 days for 
3D design pre-production.
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Photography & video
 

Organising photoshoots and filming is a time consuming business. 

The checklist of questions your Producer will ask include – 

•   Do I need a studio or location? Does the studio need to be 

green screen?

•   Is there travel involved?

•   Which Director, photographer and crew do I use? 

•   Do I need models, actors or other on-screen talent? 

•   What about props, make-up and wardrobe? 

•   What are the rights, royalties and legal considerations? 

•   Does this comply with health and safety? 

Just like your above-the-line agency, your digital creative agency 
will commission a production company that is best suited to 
execute the filming or photography. 

How long does this take? With all of the variables at play it’s hard 
to say just how long the pre-production phase will take, especially 
if you need to seek approval from brand licensors. As a guide 
you should allow for 2 weeks for the agency to work on these 
aspects.

Stage 7 – Process
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A note on video

An example of how video production 
is used. At the top we have actors 
wearing colours and make-up that allow 
for ‘keying’ to be performed, in post-
production we colour treat the reference 
film and then composite with a digital 
background. 

Digital creative agencies are 
producing more and more video 
executions for clients. It’s worth 
bearing in mind that although 
we hear about convergence, the 
internet is still a separate medium 
from TV. Often a TVC re-packaged 
for online disappoints consumers 
as the Director hasn’t thought of 
filming a beautiful TVC that will 
also look beautiful in a small video 
player window on a web page. That 
“long shot” of a new product may 
look great on a cinema screen, but 
remember when it’s online it’ll be 
tiny, only a few pixels wide! Also, the 
length of online video ads is an issue 
as anything longer than 15 seconds 
on short-play video tends to annoy 
users and intrude on their online 
experience. As a guide, keep ads 
to 15 seconds or less, unless the 
creative is particularly compelling. 
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Sound

You may want sound adding to the consumer experience; more 
often than not sound will manifest itself as ‘event’ sounds (on 
rollovers, clicks etc.) or the video soundtrack as opposed to a full 
orchestral soundscape! Sound can be intrusive if not used correctly, 
your creative agency will be able to advise you as to whether or not 
it’s appropriate for your campaign. As a guide, sound should only be 
used when a user requests to hear it.

Data acquisition

Rich media advertising formats can support the ability for users to 
input data direct into the advertisement itself. This can prove to be 
very powerful, especially in instances where you want interaction 
without the need to click-through to a destination site or landing 
page.

Game play

Whether simple casual games, competitions or quizzes, game 
formats can engage and drive user interaction, especially if they’re 
incentivated. Pre-production on game play involves the paper design 
of the game play mechanic and the sourcing of their associated 
prizes – this can be a fairly quick process if your product is in itself a 
worthy prize. 

Risks and considerations

As with all specialist crafts, it may not be possible to secure the 
desired creative talent needed. Good Directors, Illustrators etc, are 
often booked well in advance. 

Stage 7 – Process

SIMPLE ASSEMBLY INSTRUCTIONS



Online Marketing guide

47

Data acquisition
Rich media advertising formats 
can support the ability for users 
to input data direct into the 
advertisement itself. 

Consideration needs to be given to media 
owner and ad-serving specifications, this may 
limit the usage or combination of rich media 
assets that can be used.

Production

The plans are laid, the talents booked and the 
illustrator’s at the ready. Now the fun begins.

In production not only do we get all the 
component assets we need but also build the 
advertising units. 

Let’s take a look at each of the components 
and then see how it all comes together to 
make the finished campaign.

Design

During production the designer or designers 
will begin the process of turning the creative 
team’s scamps into the final designs. This will 
involve all of the necessary design, artworking 
and typesetting.

How long does this take? It all depends on the 
size of your campaign, but you should budget 
for a week.
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Illustration – 2nd Phase

The illustrator will produce the necessary vector based illustrations; 
often this will include the necessary frames to enable the flash 
designer to create the necessary animations – more on that later.

How long does this take? You should budget for a week for the 
illustrator to produce their work.

3D design

In the same way that the illustrator creates a 2D world the 3D artist 
adds the other dimension. As with illustrations the final files will 
more often than not be in vector format to allow easy integration 
with Flash. 

How long does this take? As with illustration you should budget for 
a week for the illustrator to produce their work.

Photography and video

Lights, camera, action! A shoot and all that goes with it will take a 
day, provided that multiple scenes, sets or locations aren’t used.

Sound

A sound designer will work with the creative team in creating the 
right audio ambience to work with your campaign; this process 
normally takes a week.

Stage 7 – Process
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Data acquisition

Building application functionality within your 
advertisements is the responsibility of the Flash 
developer; you should allow a week for production 
and testing and involve those necessary parties who 
manage consumer data and systems.

Games

Flash developers are responsible for game 
production. Depending on the complexity of your 
game mechanic you should allow 1 to 4 weeks for 
production.

Post-production

Not all of the components we’ve looked at require 
post-production, but you should allow a week for the 
editing and encoding of any video or sound.

Execution

Now we have all of our components it’s the job of 
the Flash designers and developers to bring them 
all together into the final online advertisement units. 
This normally consists of building a ‘master’ file for 
approval and then creating the different versions 
required for the full media plan.

Assembly Instructions

1.   Position the Inner Tent B so the 
zipped door is near the door of 
Flysheet A.

    See Fig. 6.

2.   Carefully hang the Inner Tent B on 
the inside of the Flysheet A using 
the hooks and rings.

    See Fig. 7.

3.   Stretch out the ground sheet of 
Inner Tent B by connecting the 
clips to Flysheet A.

    See Fig. 8.



50

Execution times can vary based on the components you’ve used in 
your production. For example a typical online advertisement will use 
just design and illustration. In this instance typical timings would be 
two days for the production of the Flash master and a day per unit 
for standard inventory, banners, skyscrapers, MPU’s etc.

For each placement your agency will create two types of file format; 
the Flash file, called a “swf” (pronounced “swiff”) and a backup “gif” 
alternative.

Extra complexity is added by using rich media advertisements. 
Expand banners and skyscrapers, overlays, video banners, and 
synchronised units all involve a greater level of effort and testing. 
You should allow for 5 days for the execution and testing of each 
rich media format.

Full information about the different display advertisement 
formats can be found at: http://www.iabuk.net/iabinternet 
advertisingstandards

The Campaign

During the campaign your digital creative agency will work with 
your media agency to monitor and optimise the campaign where 
appropriate.

Campaign Analysis

At the end of the campaign your digital creative agency will work 
with your media agency to understand the successes or lesson 
learnt from the creative.

Stage 7 – Process
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Example Timeline

Finally, despite the example timescales, professional 
or brand communications will invariably take longer 
than you or even your agency can anticipate.  
Therefore give yourself ample time to implement 
campaigns.  Online should no longer be regarded as 
a ‘quick’ medium.

The above diagram illustrates a high-level timeline of the 
end-to-end production of a campaign. In this instance we 
have chosen to illustrate a creative route featuring video. 

“Remember it’s becoming less 
important to have ‘matching 
luggage’ in the form of a 
singular creative concept 
executed across all mediums, 
whilst this may help recall, 
more often than not it doesn’t 
drive interaction.” 
    
Laurent Ezekiel, 
worldwide client services director, 
LBi
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Evaluating digital campaigns 

Judging the effectiveness of a digital campaign can require advanced 
multi-tasking skills. You must weigh up the competing demands 
of the messaging, brand, budget, media mix, KPIs and audience 
attention span. To make it easier to guide we’ll start by splitting the 
evaluation process into the two most likely deliverables you will be 
presented with; namely the creative concepts and media plan. 

Evaluating digital creative

There are a number of key questions which you should apply to the 
creative concept

Does your campaign deliver the key brand message? 

• Is there a strong idea?
• What does the idea say about the product? 
•  Simply, does the creative solution answer the brief proposition in a 

persuasive, memorable way?

This is the core function of any advertising; to deliver chosen sales 
messages that are powerful enough to change brand perception 
or cause a particular reaction. However, when looking at online 
advertising (mainly because of the ease of measurement) this 
often becomes simplified into ‘will it make people click’. In fact, 
the key consumer message can actually be a much harder thing 
to evaluate than those found spelled out in traditional advertising 
strap lines. The online environment allows for interaction, meaning 
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that the idea, though less easily defined, can be far 
more powerful because brand messages can be 
demonstrated and audiences are left with much 
deeper comprehension. 

Will it have cut-through?

Ads need to get noticed. The bottom line is that 
you are competing for attention. Not just with other 
ads, but with every other activity the audience could 
be doing online. This is not to be confused with 
intrusiveness (as in life, shouting is probably the 
least effective way to get people to listen). It is about 
intellectual cut-through using innovation and charm 
to make the audience pause, so they pay attention 
to your message. 

Regardless of the delivery format, will your ad 
stand out in its environment? Judging this can be 
the hardest part, as digital offers countless ways 
of engagement, many more than traditional TV or 
press work.

Methods of engagement include

•  Personalisation 
•  Visual design
•  Intrigue
•  Humour
•  Gaming

•  Puzzles
•  Entertainment
•  Interactive graphics 
•  Enhanced functionality

Assembly Instructions

1.   Position the Inner Tent B so the 
zipped door is near the door of 
Flysheet A.

    See Fig. 6.

2.   Carefully hang the Inner Tent B on 
the inside of the Flysheet A using 
the hooks and rings.

    See Fig. 7.

3.   Stretch out the ground sheet of 
Inner Tent B by connecting the 
clips to Flysheet A.

    See Fig. 8.
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What will the ad look like?

Almost anything can be created online given time and money. 
Programmers and designers can create almost any type of digital 
experience; but there’s a world of difference in quality between the 
good and the bad. 

How will the suggested idea be realised within your budget? Look 
at some equivalent ads and ask your agency how much they cost. 
Yours will almost certainly fall into that ballpark in terms of build 
quality. 

Digital production is often about compromise. Budget has to be 
divided between production costs and media spend on filesize. 
Filesize has to be divided between image quality and animation
- try to get a firm idea of what you are looking at.

Will the target audience respond to the tone? 

Digital is the most targeted medium and it is essential to remember 
the ad is almost definitely not aimed at you (certainly not anyone in 
your frame of mind anyway!) Try to evaluate from their point of view 
and in their environment and online situation. A key realisation to 
doing this is that brands and people, while essentially the same, 
behave differently online. Online is a far more conversational 
medium and brand advertising may have to assume an appropriate 
tone of voice to fit in and not appear to be intruding. Many of the 
most successful brands have clearly changed their entire brand 
purely to allow themselves to be credible in the digital space. Does 
your ad reflect this? Are you saying something your audience will 
appreciate?

Stage 8 – Evaluating Creative and Media Plans
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Where does the user go next?

The creative should fit within a planned brand 
journey. If there is a particular action you want a 
user to perform, does the ad have a strong call to 
action to trigger it? Do you even want users to click 
through immediately? If the user is not currently in 
the market for a product, you may merely want to 
raise awareness or deliver a message for when they 
are. If they are further down the line, you may want to 
display appropriate messages and information that 
will convert them to purchase.
 
Finally, if the viewer clicks through to a website, will 
the creative or visual style clash? Does the creative 
prepare them for the next step? 

Is the creative single-minded?

Too often creative ideas are simply lost by how 
complicated they are.  Concentrate on one element 
and do it well.

Evaluating the media plan

The quality of an agency response to a brief is 
intrinsically linked to the quality of the client brief and 
the objectives. However, the brief does not need to 
be the end of the client’s involvement. Continuing the 
dialogue as a media plan is developed can be very 
productive. Most important of all, is that the client is 

Assembly Instructions

4.   Slide the Black Fiberglass Poles 
D, Grey Fiberglass Pole E and 
Yellow Fiberglass Ple F through 
the sleeves in Flysheet A.

    See Fig. 2.

“Ads need to get noticed. 
The bottom line is that you 
are competing for attention. 
Not just with other ads, but 
with every other activity the 
audience could be doing 
online.”

Ben Clapp, 
creative director, 
Tribal DDB
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single minded in their objectives and that these campaign objectives 
become the yardstick for the assessment of the media plan and 
indeed the whole communication strategy.

The agency’s response should answer the brief by providing the 
following:
 
1.  Communication strategy

This is where the agency should really be demonstrating an 
understanding of the brief (the core business issue), the audience 
and how the audience uses the medium. If the agency has this 
insight they will be able to identify a unique way by which to achieve 
the objectives. This insight should be carried throughout the media 
planning and application of the creative route.

2.  Communication Plan

This provides the detail of how the agency intends to use the 
budget. 

The plan should include: 

a. sites selected
b. profile (demographic, behavioural and attitudinal information)
c. placement e.g. news channel
d. format e.g. banner
e. execution (creative)
f. specifications (for creative agency)
g. buy metric e.g. CPM, CPC, tenancy etc
h. rates (if disclosed)
i. quantify (impressions)
j. total cost

Stage 8 – Evaluating creative and media plans
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3.  Targets/expected results

Just as it is imperative for the objectives to be clearly 
defined, it is important to agree what the campaign 
KPI’s are and to project expected results. There 
are a multitude of variations these could be from 
driving a certain number of people to a website, to 
encouraging engagement, to changing a perception 
or to simply drive sales. 

Remain focused on the KPI that measures your 
core objective and do not be distracted by irrelevant 
measures. Demonstrate to your agency why you feel 
a particular target should be achieved and discuss 
the target setting with them. Targets that cannot 
feasibly be achieved are no use to anyone.

Finally, consider what knowledge you wish to gain 
from the campaign. A campaign that fails can still 
provide invaluable insight for future campaigns. 
Always ensure that you are testing, logging your 
findings and applying your knowledge.

Assessing these elements can 

seem like a daunting task but 

there are some simple checks 

that can quickly test the planning:

1.   Become your customer; think 

about who they are and how 

they behave.

2.   Always focus on the core 

objective and how each 

placement is helping to 

     meet this.

3.   Does the media plan have a 

balance to it or is the budget 

committed to one or two key 

sites from one genre of sites?

4.   Do the sites selected match 

your customer profile?

5.   Would any additional targeting 

be appropriate; day of week, 

time of day etc?

6.  Do the targets seem realistic?

7.   How has the agency ensured 

the plan will reach the targets? 

Are the adverts frequency 

capped (shown to a unique 

user a restricted number of 

times)? Has budget been 

set aside for in-campaign 

optimisation or has it all been 

committed?

8.   Does the creative route work 

within each placement?
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Slowly but surely, online production budgets are increasing but for 
too long. Online work has been expected to achieve above the 
line production standards on a fraction of a typical above-the-line 
budget. The common belief seems to be that it’s cheaper to produce 
online work. The reality, however, is that when we use video or still 
photography, the costs are no different given the higher quality work 
we can now deliver on today’s high bandwidth connections.    

From brief to concept

As discussed in the previous chapter, the starting point for developing 
interactive work should always be a solid brief, based on consumer 
insight gleaned from strategic research carried out by the planning 
team. From here, you can begin the concepting phase which often 
kicks off with a brainstorm to get input from across both the client 
and agencies to generate initial ideas.  Further information on these 
processes can be found elsewhere in this guide.

During the concepting phase production should also be taken into 
consideration to ensure that the concepts can be produced on 
time and on budget. Before selling concepts to clients, ideas and 
potential executions should first be vetted by senior designers to be 
confident about producing the work. Once the client signs off the 
campaign, the production phase can then begin.

It often makes sense to encourage the art directors to really think 
about how the concepts will work, which can often save time 
and money simply by making a small change to the concept – 
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without affecting the ad’s idea or impact. These 
considerations and decisions help determine 
how the work will be produced before it is sold 
in, whether the work will use still photography 
or stock photography, and whether it requires a 
video shoot. If so, the decision needs to be made 
about whether we need an external shoot/studio 
or if we can shoot it in house. 

There are a whole range of questions like this 
to be answered before concepts even make it 
out the door. The biggest question one usually 
has to answer is whether the production budget 
available meets the work required for the concept 
and creative execution. This is of course not 
rocket science, but often misunderstood: the 
larger the production budget, when spent wisely 
the better the final work will look – and work. 

Production case study
 
The example, top right shows a rich media 
overlay concept produced by Agency.com for 
Dulux (in sketch form). Even before concepting 
begins, the creative team were made aware 
of the media specifications so there should be 
no nasty surprises when the concept hits the 
studio.  

Roll With It - Production concept
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In this particular concept for Dulux, the aim was to bring to life the 
idea of colourful relationships. Some colours go together; others 
don’t. Agency.com knew they wanted to show the characters as 
moving people, but the issue was how to achieve the fluidity of 
movement without using video online. 

The only way to accomplish the movement desired was to shoot real 
people in video against a blue screen in a studio.  They then took 
the footage, edited the bits they wanted and traced each frame of 
movement, overlaying it with graphics – not the easiest of jobs but 
one that could be completed within the time frame. 

In total, Agency.com produced three ads for Dulux and it took 
two days in a studio to get the material needed. Whenever they 
shoot video for online, the creative team is always present (as is 
the case with an above-the-line shoot) but they also invite one of 
the senior designers along to make sure they can work with the 
material being shot. 

Using external expertise

Depending on the size of the job, it may be beneficial to engage a 
production company to organise the shoot and liaise with them and 
photographers to deal with any legal issues that need consideration. 
Always have a pre-production meeting to ensure everything is 
covered off. 

The work should only go into the studio with a signed off design 
brief, which is the production manager’s responsibility. Included in 

Stage 9 – Production (behind the scenes) 
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this brief would be all the signed off specifications 
from the media company, the file sizes of the units 
being produced, plus any signed off copy, and of 
course a signed off concept.  At this stage, it’s vital 
that all the elements of the production brief have 
already been signed off.

The production manager is responsible for the work 
when it’s in the studio as well as for making sure 
the finished work goes out the door on time. They 
will have already agreed on a timing schedule which 
the designers have to work to. This schedule is put 
together based on input from the designers working 
on the job, so there shouldn’t be any issues. These 
timings include a client review.

Once the work is in design, it’s continually assessed, 
as we encourage the creative teams to check in 
regularly with the designers. The production manager 
also sets up official reviews – both internally and with 
the client – to make sure of the schedule and that 
everyone is happy with the work. To keep a project 
moving it’s always useful to get quick client and 
internal creative feedback. The more detailed the 
feedback the better. As a general rule, the more time 
spent on effective feedback, the less time wasted in 
design.

Assembly Instructions

1.   Slide the Black Fiberglass Poles 
D, Grey Fiberglass Pole E and 
Yellow Fiberglass Ple F through 
the sleeves in Flysheet A.

    See Fig. 2.

2.   Carefully bend the Black 
Fiberglass Poles D fitting the ends 
onto the pins in the corners of 
the Flysheet A. Then fit the Grey 
Fiberglass Pole E fitting the ends 
onto the pins in the corners of the 
Flysheet A. 

    See Fig. 3 and 4.
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Finally, when the work is finished, there should be a thorough 
checking phase, to look for things like consistent timings of fades, 
missing full stops and click tags. There can be a lot of units to 
check, and normally, you need to re-size standard ads and check 
gifs image files. Only after these are checked will they be sent to the 
client for final sign-off. The work then gets trafficked before it’s seen 
on computer screens across the country.
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Production Process
from Agency.com 

“Slowly but surely, online production 
budgets are increasing. But for too 
long, online work has been expected 
to achieve above the line production 
standards on a fraction of a typical 
above the line budget.” 
    
From Nick Corston, 
sales and marketing director 
Agency.com
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Web analytics are used to examine the behaviour of website visitors.  
In a commercial context, this refers to the use of data collected from 
a site to identify which aspects of the website work towards the 
business objectives, e.g. which pages encourage people to respond 
to a campaign.

Data collected usually includes web traffic reports (e.g. number 
of page impressions, visits, unique users, etc.) and possibly email 
response rates, direct mail campaign data, sales information and 
other custom metrics as required.  These figures are often used to 
improve a website or marketing campaign’s audience response.
There are two main technological approaches to collecting web 
analytics data: 

•   logfile analysis reads logfiles, a file in which the web server 
records all of its transactions. 

•   Page tagging uses JavaScript on each page to notify a third-
party server when a web browser renders a page.

Various web analytics software packages are available.  They tend to 
use one of these approaches, or a combination of both.

Measuring advertising effectiveness

Several research agencies specialise in the measurement of online 
advertising and marketing effectiveness.  Companies such as 
DynamicLogic and MetrixLab survey consumers over the internet 
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in order to measure the impact of online advertising 
using traditional brand metrics, including awareness, 
brand favourability, purchase intent.

More traditional research organisations, such as 
Carat Insight, can also evaluate online marketing 
effectiveness.  Over the past two years, Carat 
Insight and the IAB have worked on several Brand 
Engagement studies that demonstrate how 
consumers engage with brands via online and other 
media.  The methodology consists of qualitative 
and quantitative research combined with advanced 
multivariate modelling to build a model of drivers of 
brand engagement and identify the relative impact of 
each brand contact. 

Leaving a good impression, 

from 

When online advertising was young, and advertisers 
had no choice of ad formats and it was time to 
justify online ad spending to show tangible results, 
there was only one method of measurement. When 
standard banner ads ruled, all viewers could do was 
click, and thus clicks became the established metric 
– someone saw an ad and did something. This metric 
was complemented by frequency of exposure.

Radio

Outdoor

TV

Press

Online

39%

37%

18%

4%

2%

Impact of brand 
communications – 
automotive sector
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Intrusive advertising like overlays or pop-ups became a better way 
of gaining higher clicks, as they presented the message right in the 
middle of what the user was doing.

The challenge of any ad designer is to get the viewer’s eyes off the 
web content and onto the ad. Advertisers have tried intrusive ways 
of making this happen - but users have become hardened and 
irritated by poor use of these formats. Now, it’s getting harder to find 
new techniques. Especially given today’s wide-reaching campaigns 
running internationally across multiple sites, demand is growing to 
establish standard ad formats and metrics across all sites to ease 
production time, speed campaign rollout, and facilitate ROI.

Video advertising

Video is a highly effective way of engaging users, as the television 
has shown us. This medium derives its powerful influence because it 
does not rely on visual alone, involving rather both sight and sound. 
With TV, you can’t measure effectiveness by direct response, at least 
not in the immediate sense. People don’t generally see a TV ad and 
pick up the phone – unless it is a charity ad or perhaps the shopping 
channel. Television advertising aims to place something deep within 
a viewers psyche, so that when faced with two brands in a shop 
later on, they naturally reach for the one to which they have been 
more exposed.

The web for the most part has been silent, and this has until now been 
a key restriction of transferring video online. It has offered only half 
the solution by engaging only half the senses – and few people ever 
turned the sound on. Where a video has been developed specifically 
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for an online ad it allows the user to interact with the 
ad and determine the outcome. This medium adds 
another sensory experience to the mix – touch – 
something only clever, direct response print pieces 
had been able to claim.

Click – it isn’t the only method of measurement 

In online, if click is the only natural measurement, the 
cost of that click becomes paramount. Google built 
a business case around that concept. However, click 
is transitionary – it is only a fraction of the definitive 
action, such as a purchase. But at least it offered 
some kind of tangibility to a response.

If we look at three key spenders on television to build 
brand; entertainment, automotive and financial – we 
see the first two effectively using display advertising 
online, but the latter has only recently seen benefits 
of online branding, favoring search as a justifiable 
way for measuring success. Why – because of the 
click!

The user journey

In order to fully understand metrics and measurement 
we need to look at what journey the user takes – the 
click stream – assuming people are indeed clicking. 
With more and more personalised content online, 
Web 2.0 shows that users are building their own 

Assembly Instructions

1.   Position the Inner Tent B so the 
zipped door is near the door of 
Flysheet A.

    See Fig. 6.

2.   Carefully hang the Inner Tent B on 
the inside of the Flysheet A using 
the hooks and rings.

    See Fig. 7.

3.   Stretch out the ground sheet of 
Inner Tent B by connecting the 
clips to Flysheet A.

    See Fig. 8.
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web environment and are more in control of their domain. With the 
advent of widgets and gadgets, users are now also on the desktop. 
The need to click and browse to find content is less as users now 
expect the content to be sent directly to them. This means we have 
to find new ways of engaging with users wherever they are and offer 
them the chance to interact and be in a position to carry out the 
purchase there and then - iTunes does this well. There is no need to 
leave the music programme, to open the browser to find and buy the 
music that you want. It is now all a seamless process.

Let’s try and break it down into simple terms -say I was a farmer. 
Firstly I would need to seed the message. I may need to prepare the 
ground so it is fit for purpose, to sow that seed in position or scatter 
it out, so I would want to measure how many of those seeds landed, 
then find someway of measuring how many of those took root, and 
then how many I can harvest and ultimately how many of those 
turned into something useful – like bread.

The metrics we need to look at are, for a start, impressions – how 
many ‘potentials’, but then we need to also look at reach and 
frequency - how many ‘actuals’ and how many times, and their 
influence.

One cannot assume every impression will be effective immediately or 
even measurable by response. What we currently do is to measure 
every click-through or interaction against the number of impressions. 
We do not measure the number of unique users who have in fact 
seen the ad. So, if only 50% of the impressions were seen by unique 
users, we want to determine if the first exposure or the second had 
more effect and then measure that response. If we measure that 1% 
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of impressions were clicked on, we still cannot tell 
if the majority of the response was by people who 
were seeing the ad for a second time – which would 
actually mean that 2% of the impressions were 
clicked on by unique users.

How many impressions, how many eyes?

Not everyone exposed to the ad will notice the ad or 
do “something” with it. Some people will not notice 
it at all, some will make a mental note for later, some 
will do something there and then. By determining 
that 2% of uniques is not enough. Of the 50% of 
people who saw the ad, 40% did not even notice it, 
40% filed it away mentally for later and 20% stopped 
and looked by interacting. We tend to find that even 
though clicks are well below 1% now, 10-20% of 
people do however perform mouse roll-over.
 
When you start to drill down and find that 10% of 
impressions is interaction rate or 20% of actual users 
‘touched”, the questions we ask are  what did they 
do and for how long did they do it? By measuring the 
number of responses against unique’s or even against 
unique interactions will give higher percentages if 
that’s what floats your boat, but it certainly gives a 
far more accurate picture of what people are doing. 
Then there is the need to really learn and understand 
what they are doing and just like any web analytics 
tool, look at the drop-off points and plug it suitably. 

Assembly Instructions

4.   Slide the Black Fiberglass Poles 
D, Grey Fiberglass Pole E and 
Yellow Fiberglass Ple F through 
the sleeves in Flysheet A.

    See Fig. 2.

5.   Carefully bend the Black 
Fiberglass Poles D fitting the ends 
onto the pins in the corners of 
the Flysheet A. Then fit the Grey 
Fiberglass Pole E fitting the ends 
onto the pins in the corners of the 
Flysheet A. 

    See Fig. 3 and 4.
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Did the user turn sound on or video on? Did they open up another 
panel? Did they type in their email address for further information, 
but stopped when asked to provide their date of birth?

The time spent engaging with the creative, either sub-consciously 
from time spent on page (Ad Duration) or consciously via actual 
interaction (Dwell Time) also need to be brought out and standardised 
to ensure brand exposure is clearly defined, measured and attributed 
to a brand recall response much later in the user journey.

Tell your creative agency what needs measuring

Armed with this information the creative agency is able to build 
better creative. The media agency can better analyse which sites 
are providing specific results and understand how to increase 
campaign effectiveness.

By analysing automotive campaigns and interest trend emerges. 
Email can be better at producing data capture results than news 
sites, as users who were ready to type an email address moved 
into an ad and typed their name. It does not always provide better 
clicks, after all if I am in the middle of typing an email, why would 
I want to click away? Rather, than distract me for a few seconds, 
let me play, respond and then get back to what I was doing… the 
objective here is creating a response where the user is, and at that 
point of the online session, measuring it effectively. Would the client 
prefer X numbers of email addresses or X number of clicks? Always 
set objectives – to drive traffic or drive results!
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Creative agencies need data that is useful, not 
just click rates

Analytics are far more advanced than most people 
realise. Most campaigns contain a wealth of data 
already but people are not using the data  or do not 
know how. If you cannot prove effectiveness per site, 
media agencies will not know if their decisions are 
correct and will therefore be unsure how to develop 
these analysis skills in the first place. Creative 
agencies might assume one size fits all, and not yet 
know the art of finesse  - that email data capture 
should gain slightly higher prominence, but that on 
a homepage a silent video of less than 5 seconds 
would be more applicable – why? Because all that 
data is at hand, and yet the questions are never 
asked. Then we scrape around in the dark in trying to 
help clients build better campaigns and get excited 
by creatives that looks pretty, is innovative, wins 
awards, but does what for delivering tangible results 
for the client exactly?

As the web becomes a primary source of entertainment 
sound will be on by default with in-stream video 
and will ultimately be the only medium that actually 
engages three of the five senses simultaneously – 
sight, sound and touch. Basic psychology is that the 
more senses or emotions involved, the deeper that 

Assembly Instructions

1.   Slide the Black Fiberglass Poles 
D, Grey Fiberglass Pole E and 
Yellow Fiberglass Ple F through 
the sleeves in Flysheet A.

    See Fig. 2.

“Basic psychology is that the 
more senses or emotions 
involved, the deeper that drills 
down so that somewhere 
down the line it will cause a 
continual reminder.” 

Dean Donaldson, 
channel development EMEA 
Eyeblaster
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drills down so that somewhere down the line it will cause a continual 
reminder. This is good news for advertisers who want to use brand 
recall to make the hand go towards one product over another at the 
crucial point of the purchase decision. Some may still remember “a 
finger of fudge is just enough to give the kids a treat”. So we may 
ask - what will tomorrow’s kids remember 20 years from now  when 
they didn’t just see and hear, but actually had the chance to play 
and interact?

The brand building power of interaction

Recent studies have shown that impressions are 4:1 more powerful 
at driving conversions then actual clicks. Of those impressions, 
those with most impact were utilising rich media in practically every 
case. It shows us that even when exposed to the ad, people aren’t 
always ready to make a response right there and then. Perhaps they 
were reading the headline news and did not want to click away? But 
that impression counted – it worked hard at driving home something 
deep within a user, by engaging all those senses simultaneously 
that are measured later on by the conversion response. 

Summary

I can guarantee that a question will come through today asking ‘what 
is the benchmark click through rate of a MPU for an automotive 
client in France please?’

Bottom line: the click is going to be seen less and less, especially 
as  the two channels, web and TV, combine. You can easily find 
plenty of great creative examples that have very low click-through 
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rates.  When you look at the creative the reasons 
are clear; the content of the ad answered everything 
that the user needs to know there and then – so why 
would I need to click on it anyway? The question is 
however did the ad really fail? New ways of measuring 
effectiveness have to emerge and be taken seriously 
and new ways found of making every impression 
count. This is the creative objective as opposed to 
just trying to get clicks.

Assembly Instructions

“The need to click and browse 

to find content is less as users 

now expect the content to 

be sent directly to them. This 

means we have to find new 

ways of engaging with users 

wherever they are and offer 

them the chance to interact and 

be in a position to carry out the 

purchase there and then.”

Dean Donaldson, 
channel development EMEA, 
Eyeblaster
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By Kieron Matthews, IAB

With such a choice of media at their finger-tips, marketers and brand 
managers have never had it better, but neither has it been more 
of a challenge to keep up with consumers. In these heady days, 
it is not a question of reinventing your entire marketing plan, but 
rather recognising how your internet marketing strategy can help 
you ‘unthink your brand’ and liberate your communications.

Engage your consumers and build your brand

There is no doubt that the rapid growth of broadband has radically 
changed media consumption and consumer behaviour overall. Its 
no longer enough to simply interrupt people’s lives with ‘washes 
whiter’ advertising.

The internet has produced a network of empowered consumers. 
They can track down information with a click of a mouse; share 
opinions and seek answers with fellow users and access price-
comparison sites. Why should they take your word about your 
product and brand when they can find out for themselves? Your 
internet marketing strategy should reflect that it is now the consumer, 
not the product or the advertising, that is the focus.

Over 30 million people are now online. And we are not talking people 
dialing up and going online for the first time, no no. The UK is a 
nation of broadband-connecting, internet-loving enthusiasts, using 
the internet for a vast array of activities whether young or old.

With diverse audiences using the internet for multifarious activities, 
you can be assured there is an array of tools at your disposal enabling 
you to engage both mass and niche audiences.

SIMPLE ASSEMBLY INSTRUCTIONS

Kieron Matthews
head of marketing, 
Internet Advertising 
Bureau
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Your customer’s online journey to your brand is likely 
to start with a search engine or a piece of display 
advertising, both key opportunities to strike up a 
conversation with your consumer.

Progressive marketers have seized the opportunities 
that broadband allows to produce some really 
powerful, engaging Rich Media display advertising. 
80% of home internet users now have broadband 
(BMRB) and as super-fast internet connections 
become the norm, online creative is growing 
increasingly richer. Rich Media advertising utilises 
interactive elements such as games or streamed 
audio- visual content to encourage users to interact 
with the ad and thus spend undivided attention 
engaging with a brand.

If your consumer decides to continue the 
conversation with your brand, it will be on their own 
terms. If they do not click-through to a website from 
a piece of display advertising, they may well find you 
with a search engine. Does your website appear 
in the search listings when your consumer types in 
your brand name or related keywords? Consumers 
expect to find information within a click and if there is 
a vacuum in the listings where your website should 
be, a blogger with a bee in their bonnet about your 
brand or a competitor could be taking this space and 
the attention of a potential customer. 

Assembly Instructions

1.   Position the Inner Tent B so the 
zipped door is near the door of 
Flysheet A.

    See Fig. 6.

2.   Carefully hang the Inner Tent B on 
the inside of the Flysheet A using 
the hooks and rings.

    See Fig. 7.

3.   Stretch out the ground sheet of 
Inner Tent B by connecting the 
clips to Flysheet A.

    See Fig. 8.
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Search engine marketing is essential for putting consumers on the 
path to your brand after having their awareness raised either through 
display advertising or from the TV ad.

Email marketing can follow up initial interest with a personalised, 
highly relevant message. By tracking your emails and capturing 
data, you can find out more about your consumer, target your 
messages more closely and thus develop a deeper relationship. In 
short, internet marketing can tell the whole story and engage your 
consumer at every step of their online journey with your brand. Does 
your internet marketing strategy cover every online touchpoint?

Its important to remember that brands live in people’s minds. We all 
have our own perception of brands based on advertising, our own 
experience, word of mouth and so on. What internet technology 
provides us with is a whole set of new and exciting ways to influence 
this perception, establishing a dialogue with consumers in ways 
we could never before. As consumers are increasingly empowered 
to take control of brands online through a variety of social media 
such as user-generated content and blogs, brand managers must 
‘unthink’ much of the traditional approach to brand management 
and learn how to use these forms of social media to liberate their 
brand communications.

However you choose to open up a dialogue with your consumers, 
the internet is unique in its ability to allow a two-way conversation.
The recent emergence of the phrase ‘Web 2.0’ recognises that we 
have moved into the next generation of online use. The web has 
evolved into a true two-way medium seen through the proliferation of 
user-generated content. Your consumer is looking to be entertained 
and informed, and the internet - beyond any other medium - enables 
you to engage directly with your audience’s interests and, essentially, 
allows them to feed back to you.

Stage 11 – Unthink your Brand 
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Drive sales

The internet is the best shopping mall in the world 
and one that you can visit day or night and not have 
to worry about parking. For the consumer shopping 
has never been easier. Great news for brands, bad 
news for bank balances. According to the Interactive 
Media in Retail Group (IMRG) online retail spend 
increased by 40% year-on-year to £13.5 billion in the 
first half of 2006.

The combined impact of broadband and the secure 
shopping environment online means that consumers 
are internet shopping with confidence. The speed 
and efficiency of the medium is making the high 
street a much quieter place. And it is even changing 
consumer buying habits, particularly in sectors like 
motor insurance, which is increasingly sold online. 

There is no longer a distinction to be made between 
your online and offline consumer. Using your online 
presence can also act as a terrific driver to offline 
sales. In fact the majority of consumers use online 
as an integral part of their purchase decision-making 
process. When you consider that on average, 
consumers consider three brands before making 
a purchasing decision, it’s clear how invaluable 
the internet has become as an aid to help narrow 
down the options before the final online or offline 
purchase.

“Marketing is no longer 
about simply maneuvering 
your brand through relatively 
fixed relationships and 
channels; it’s now about 
setting it free.”

Kieron Matthews, 
head of Marketing, 
Internet Advertising Bureau
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Maximize your return on investment

One of the main reasons marketers are embracing online is because 
they have quickly realised that the internet is the most accountable 
marketing medium. Internet tracking offers marketers a wealth of 
data and by selecting a few key metrics linked to the campaign 
objectives, return on investment (ROI) can be quickly and easily 
measured and monitored.

Agencies use reporting technology to measure who saw your 
advert (ad impressions), what they do and how long they spent 
interacting with your advert (click-though rate, dwell time), whether 
the interaction resulted in a sale or registered interest on your 
website (cost per acquisition)…etc. What other medium can tell you 
this much about interaction with your ads? Your brand favourability 
and propensity to purchase can also be measured with the help of 
specialist research agencies using brief online questionnaires. This is 
all good news for FMCG marketers whose products are not normally 
purchased directly on the internet.

The internet is also unique in its ability for campaign optimisation. By 
apportioning your adspend budget to online you will be rewarded 
by the continued control you have over your campaigns once they 
have launched. Trackable to the last detail and in real-time, it is quick 
and clear to see which elements of your campaign are proving most 
effective and which areas are fairing less well.

Complement other media

John Naughton, author of ‘A brief history of the future’ (about the 
development of the internet) hypothesises that media is an ecology 
in itself. When a new medium is introduced into the ecology, existing 
media have to adapt based on their characteristics and strengths 
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relative to the new medium. The ability of the internet to 
serve an array of content on demand and engage an 
audience, whilst offering a marketplace for the buying 
and selling of products has placed it at the heart of the 
media landscape and is having a far reaching effect on 
other media.

Online is an excellent complementary medium because it 
allows you to tell consumers the full story about your brand 
or product. For example A 30 second car advertisement 
on TV, an outdoor six sheet or press ad can spark an initial 
interest. But by including search and display ads you can 
drive the consumer to a website where they can view 360 
degree images of the vehicle, arrange test drives and work 
out finance plans and even make a sale - thus building 
on your initial messaging in phenomenal fashion. And it 
isn’t just TV, outdoor and press that are the perfect bed-
fellows for online; the IAB has produced an entire study 
on how radio advertising and internet marketing provide 
a compelling combination for advertisers. Indeed, this 
concept of ‘media meshing’ is likely to become ever more 
common as the number of media touchpoints increase. 

Where perhaps consumers are only in contact with other 
media infrequently throughout the day, the internet has 
become the ‘always on’ medium. It is important for 
marketers to know that many of their consumers are 
online continuously throughout the day and then return 
home to complete tasks, shop, chat or play for several 
hours in the evening as well. This fact, coupled with the 
targeting strengths of online to reach disparate audiences 
at specific times, means that it is has the ability to either 
support or be at the heart of your marketing campaign.

Assembly Instructions

4.   Slide the Black Fiberglass Poles 
D, Grey Fiberglass Pole E and 
Yellow Fiberglass Ple F through 
the sleeves in Flysheet A.

    See Fig. 2.

5.   Carefully bend the Black 
Fiberglass Poles D fitting the ends 
onto the pins in the corners of 
the Flysheet A. Then fit the Grey 
Fiberglass Pole E fitting the ends 
onto the pins in the corners of the 
Flysheet A. 

    See Fig. 3 and 4.
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The below table relates to online advertising including traditional 
banner and skyscraper adverts, but also to incorporate new rich media 
products such as video within banners and expandable banners. IAB 
recommends that media owners, agencies and advertisers follow these 
recommendations to make the media creation and buying process easier. 
This aims to help drive growth of the formats and reduce confusion.

SIMPLE ASSEMBLY INSTRUCTIONS

  Format (WxH) Max File Audio Max Animation Controls (to skip ad) Labeling and other items
  (pixels) Size* Initiation Length
    (flash)

 Banner: 728x90; 468x60
 Skyscraper: 160x600; 120x600
 Square: 250x250; 200x200 30KB User initiated 15 secs Not applicable · Label = “Advertisement”
 Rectangle (h): 336x280; 300x250; 180x150  (on click)    · Font = 16pt
 Rectangle (v): 240x400
 Button: 180x150; 125x125
    
       · Control = “Close X” · Label = “Advertisement”
       · Font = 16 pt  · Font = 16pt
 User-initiated expandable ads, initial size based  User initiated  · Location = on edge of original
 on the above in-page units with expanded area 30KB (on click /  (non-expanded) unit 
 decided by publisher    mouseover)  · Feature = enable mouse-off 
       retraction
 
 Floating ads   30KB User initiated 15 secs · Control = “Close X” · Label = “Advertisement”
 Landing spots for floating ads    · Font = 16 pt  · Font = 16pt

       · Control = “Skip advertisement” · Label = “Advertisement” or
       “Brought to you by”
 Decided by publisher 30KB User initiated 15 and 30 secs · Font = 16 pt · Font = 16pt
       · Location = above the fold in · Location = above the fold
        lower right corner (top of ad)

     

Format Category

In-page units

(universal sizes 

in bold)

Expandable units

(overlays)

Floating units

(overlays)

Between-the-page

(transition ads)

Pop-up units

NOTE: not all publishers carry all formats. 
* initial file downloads only. Adapted from IAB US
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  Format (WxH) Max File Audio Max Animation Controls (to skip ad) Labeling and other items
  (pixels) Size* Initiation Length
    (flash)

 Banner: 728x90; 468x60
 Skyscraper: 160x600; 120x600
 Square: 250x250; 200x200 30KB User initiated 15 secs Not applicable · Label = “Advertisement”
 Rectangle (h): 336x280; 300x250; 180x150  (on click)    · Font = 16pt
 Rectangle (v): 240x400
 Button: 180x150; 125x125
    
       · Control = “Close X” · Label = “Advertisement”
       · Font = 16 pt  · Font = 16pt
 User-initiated expandable ads, initial size based  User initiated  · Location = on edge of original
 on the above in-page units with expanded area 30KB (on click /  (non-expanded) unit 
 decided by publisher    mouseover)  · Feature = enable mouse-off 
       retraction
 
 Floating ads   30KB User initiated 15 secs · Control = “Close X” · Label = “Advertisement”
 Landing spots for floating ads    · Font = 16 pt  · Font = 16pt

       · Control = “Skip advertisement” · Label = “Advertisement” or
       “Brought to you by”
 Decided by publisher 30KB User initiated 15 and 30 secs · Font = 16 pt · Font = 16pt
       · Location = above the fold in · Location = above the fold
        lower right corner (top of ad)

     Cannot be recommended

Adapted from IAB US
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Ad Serving - Delivery of online adverts to an end user’s computer by 

an ad management system. The system allows different online adverts 

to be served in order to target different audience groups and can serve 

adverts across multiple sites. Ad Technology providers each have their 

own proprietary models for this. 

Affiliate Marketing - An affiliate (a web site owner or publisher), 

displays an advertisement (such as a banner or link) on its site for a 

merchant (the brand or advertiser). If a consumer visiting the affiliate’s 

site clicks on this advertisement and goes onto perform a specified 

action (usually a purchase) on an advertisers site then the affiliate 

receives a commission. 

Avatar - A picture or cartoon used to represent an individual in chat 

forums, games or on a website as a help function.

Bandwidth - The transmission rate of a communication line- usually 

measured in Kilobytes per second (Kbps). This relates to the amount 

of data that can be carried per second by your internet connection. 

See also Broadband. 

Banner - A long, horizontal, online advert usually found running 

across the top of a page in a fixed placement. See also Universal 

Advertising Package, embedded formats

Behavioural Targeting - A form of online marketing that uses 

advertising technology to target web users based on their previous 

behaviour. Advertising creative and content can be tailored to be of 

more relevance to a particular user by capturing their previous decision 

making behaviour (eg: filling out preferences or visiting certain areas of 

a site frequently) and looking for patterns. 

Blog - An online space regularly updated presenting the opinions 

or activities of one or a group of individuals and displaying in 

chronological order.
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Button - A square online advert usually found 

embedded within a website page. See also 

Universal Advertising Package, embedded 

formats.

Buffering - When a streaming media player 

saves portions of file until there is enough 

information for the file to begin playing.

Click-through - When a user interacts with 

an advertisement and clicks through to the 

advertiser’s website.

CTR (click-through rate) - Frequency of Click-

throughs as a percentage of impressions 

served. Used as a measure of advertising 

effectiveness. See also impression, click-

through.

Contextual advertising - Advertising that is 

targeted to the content on the Web page being 

viewed by a user at that specific time.

Conversion rate - Measure of success of an 

online ad when compared to the click-through 

rate. What defines a ‘conversion’ depends on 

the marketing objective eg: it can be defined 

as a sale or request to receive more 

information…etc. 

CPA (1-Cost per Action) - A pricing model that 

only charges advertising on an action being 

conducted eg. a sale or a form being filled in.

CPA (2-Cost per Acquisition) - Cost to acquire 

a new customer.

CPC (Cost per Click) - The amount paid by an 

advertiser for a click on their sponsored search 

listing. See also PPC.

CPM (Cost per Mille) - Also known as Cost per 

Thousand. Online advertising can be purchased 

on the basis of what it costs to show the ad 

to one thousand viewers (CPM). It is used in 

marketing as a benchmark to calculate the 

relative cost of an advertising campaign or an 

ad message in a given medium. Rather than 

an absolute cost, CPM estimates the cost per 

1000 views of the ad (Wikipedia definition).

Embedded format - Advertising formats 

that are displayed in set spaces on a 

publisher’s page. 

Expandable banner/skyscraper - Fixed 

online advertising placements that expand 

over the page in the response to user action 

eg: mouseover. See also Rich Media.

Flash - Web design software that creates 

animation and interactive elements which are 

quick to download. 

Flash impression - The total number of 

requests made for pages holdign flash-based 

content by users of that site in the period being 

measured. (ABC Electronic jargon 

buster definition).

Impression - The metric used to measure 

views of a webpage and its elements- including 

the advertising embedded within it. Ad 

Impressions are how most online advertising is 

sold and the cost is quoted in terms of the cost 

per thousand impressions (CPM). 
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Interruptive formats - Online advertising 

formats that appear on users’ screens on top 

of web content (and sometimes before web 

page appears) and range from static, one-

page splash screens to full-motion animated 

advertisements. 

Interstitial Ads - Which appear between two 

content pages. Also known as splash pages 

and transition ads. 

ipTV (Internet Protocol TV) - The use of 

a broadband connection to stream digital 

television over the internet to subscribed 

users. 

Microsite - A sub-site reached via clicking 

on an ad. The user stays on the publisher’s 

website but has access to more information 

from the advertiser.

MPU (Multiple Purpose Units, although 

interpretations may vary) - A square online 

advert usually found embedded in a web 

page in a fixed placement. Called ‘multiple 

purpose’ as it is a flexible shaped blank 

‘canvas’ in which you can serve flat or more 

interactive content as desired. See also Rich 

Media, Universal Advertising Package.

Overlay - Online advertising content that 

appears over the top of the webpage. 

See also Rich Media.

Pre-roll - The name given to the adverts 

shown before, or whilst an online video is 

loading. There can be more than one and 

although they all vary in length, they average 

21seconds in duration.

Rich Media - is the collective name for 

online advertising formats that use advanced 

technology to harnesses broadband to build 

brands. It uses interactive and audio-visual 

elements to give richer content and a richer 

experience for the user when interacting with 

the advert. See also Interstitial, Superstitial, 

Overlay and Rich Media Guidelines.

Rich Media Guidelines - Design guidelines 

produced by the IAB for effective use of 

Rich Media technologies in all forms of 

internet advertising. They aim to protect user 

experience by keeping them in control of the 

experience eg: encouraging clearly labelled 

close, sound and video buttons. 

Sales House - An organisation which 

sells advertising on behalf of other media 

owners. These sales houses typically retain a 

percentage of the revenue they sell in exchange 

for their services. These organisations may 

combine a number of websites together and 

sell them as different packages to advertisers. 

Skyscraper - A long, vertical, online advert 

usually found running down the side of a 

page in a fixed placement. See also Universal 

Advertising Package.
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Solus email advertising - where the body 

of the email is determined by the advertiser, 

including both text and graphical elements, and 

is sent on their behalf by an email list manager/

owner. Solus email advertising is conducted on 

an opt-in basis where the recipient has given 

their consent to receive communications.

Sponsorship - Advertiser sponsorships of 

targeted content areas (e.g. entire website, 

site area or an event) often for promotional 

purposes.

Streaming media - Compressed audio/video 

which plays and downloads at the same time. 

The user does not have to wait for the whole 

file to download before it starts playing.

Superstitials - A form of rich media advertising 

which allows a TV-like experience on the web. 

It is fully pre-cached before playing. 

See also Rich Media, Cache.

Tenancy - The ‘renting’ out of a section 

of a website by another brand who pays 

commission to this media owner for any 

revenue generated from this space. EG: dating 

services inside portals or bookstores inside 

online newspapers

Universal Advertising Package - A set of 

online advertising formats that are standardised 

placements as defined the by the IAB. See 

also banner, skyscraper, button, MPU and 

embedded formats.

Unique users - Number of different individuals 

who visit a site within a specific time period.

User generated content - Online content 

created by website users rather than media 

owners or publishers - either through reviews, 

blogging, podcasting or posting comments, 

pictures or video clips. Sites that encourage 

user generated content include MySpace, 

YouTube, Wikipedia and Flickr. 

See also blog, podcast.

Viral Marketing - The term “viral advertising” 

refers to the idea that people will pass on and 

share striking and entertaining content; this is 

often sponsored by a brand, which is looking to 

build awareness of a product or service. These 

viral commercials often take the form of funny 

video clips, or interactive Flash games, images, 

and even text.

Web 2.0 - The term Web 2.0 - with its knowing 

nod to upgraded computer applications - 

describes the next generation of online use. 

Web 2.0 identifies the consumer as a major 

contributor in the evolution of the internet into a 

two-way medium. 

Wiki - A wiki is a type of website that allows 

the visitors themselves to easily add, remove, 

and otherwise edit and change some available 

content, sometimes without the need for 

registration.
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The IAB would like to thank the following IAB members for their 
essential contribution to this report:

Advertising.com - www.advertising.com 0207 092 2000  

Agency.com - www.agency.com 020 7964 8200

Concep - www.concepglobal.com 020 7952 5570

Eyeblaster - www.eyeblaster.com 020 7831 9410

i-level - www.i-level.com 020 7399 7100

LBi - www.lbigroup.com 020 7446 7500

Microsoft Digital Advertising Solutions - 
advertising.microsoft.com/uk/home 0800 456700

BLM Quantum - 
www.quantum-media.co.uk – 020 7287 8768

Tribal DDB - www.tribalddb.co.uk 020 7258 4500

Yahoo! - www.yahoo.co.uk 020 7131 1000

Yell.com - www.yell.com 0800 60 50 60

Stage 13 –  Useful contacts and 
acknowledgements 

SIMPLE ASSEMBLY INSTRUCTIONS



Online Marketing guide

87

Other contacts you may find useful are:

IPA - The Institute of Practitioners in Advertising is the trade body and 

professional institute for 274 leading agencies in the UK’s advertising, 

media and marketing communications industry, covering the Creative, 

Digital, Direct Marketing, Healthcare, Media, Outdoor, Sales Promotion 

and Sponsorship sectors Institute of Practitioners in Advertising 

www.ipa.co.uk / info@ipa.co.uk / 020 7235 7020  

ISBA - ISBA are a lobbying body, addressing issues and speaking 

with the Government, agencies, the media and others to champion 

advertising and all forms of commercial communication and to allow 

their members to advertise responsibly. They are also a membership 

service organisation, offering impartial advice and guidance to the 

needs of their members. www.isba.org.uk / 020 7291 9020

DMA - The Direct Marketing Association is the trade association for 

the direct marketing industry. 

www.dma.org.uk / 020 7291 3300

Dynamic Logic - (A Millward Brown Company), is a leading 

marketing research company with expertise in measuring advertising 

and marketing effectiveness. 

www.dynamiclogic.com/na / info@dynamiclogic.com / 

020 7126 5000

Foviance - Work with organisations to help them gain a deeper 

understanding of their audience - building brand loyalty, increasing 

revenues and exploiting the enormous untapped potential of 

non-customers.

www.foviance.com / info@foviance.com  / 08450 546 500 
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Key IAB contributors:

Amy Kean

Kieron Matthews

Laurence Bird

Guy Phillipson

Chloe Chadwick

Jack Wallington

Ben Butler
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