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The purpose of this thesis is to analyze the impact adblockers have on mobile
advertising industry. The thesis aims at (1) examining mobile marketers’ willing-
ness to react in response of adblock expansion, (2) finding ways for mobile mar-
ket players to avoid negative effect of adblokers, and (3) forecasting the future of
mobile advertising industry.

To get deeper understanding of current situation of mobile advertising, several
studies on mobile marketing and advertising avoidance were analyzed. Adblock
phenomenon, its origins and consequences were analyzed.

In order to reach research objectives quantitative method was used. Author cre-
ated two separate questionnaires. First was sent to publishers and second to
mobile advertisers.

The conclusion of the study is that both publishers and advertisers feel adblock-
ers’ presence on their performance and revenue. Nevertheless, marketers are
eager to take measures confronting adblock. The future of mobile advertising in-
dustry tends to be optimistic. However, marketers will probably choose to fight
with adblock users rather have a peace with them.
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1 Introduction

1.1 Background

According to Mobile Marketing association, mobile advertising is a fast-growing
sector which provide brands, agencies and marketers, the possibility to connect
with targeted audience beyond traditional and digital media directly on their
phones (Mobile marketing association 2009). Mobile advertising allows advertis-
ers to deliver personalized advertisement information to the targeted audience in

the right place at the right time (lzquierdo, Olarte-Pascual, Reinares-Lara 2015).

Mobile advertising does not have a very long history. The first mobile marketing
campaign appeared by means of Short Message Service (SMS) in the year 2000.
SMS was sent to a pre-defined mobile audience offering exclusive deals and loy-
alty programs. The introduction of the first iPhone in 2007 and the possibility of
using use mobile browsers and apps for marketing campaigns, resulted on a

boost of mobile advertising (Lynn 2016.)

Mobile advertising expanded very fast overpassing in its growth non digital and
other digital forms of advertising. Every year revenues from mobile advertising is
growing due to a higher spread of mobile phone usage, an increase of mobile
advertising coverage and a higher interaction of users with mobile ads. According
to forecast of an independent research company, Emarketer (2015), the global
mobile advertising market would reach significant milestones in 2016, surpassing
$100 billion in spending and accounting for more than 50% of all digital ad ex-
penditure for the first time. The same report forecast that till the year 2019 mobile
ad spending will double and reach 70% of the total digital ad spending. According
to the study of Hoelzel (2015) over the US market, the trend shows a faster growth
of revenue coming from mobile advertising rather than other digital advertising

formats.
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Figure 1 Forecast: Digital Advertising Revenue (Hoelzel 2015)

Mobile advertising revenue grows at a high pace, nevertheless much slower than it
should comparing to the growing level of mobile advertising offerings on the publishers’
side and increasing time spent on these offerings by mobile users. For example, over
half of the visitors at the New York Time’s website, come from mobile devices, but it
only accounts as 15% of all digital revenue of the company. The so called mobile gap
happens due to a steady growing of mobile advertising blindness and advertising
avoidance. The more advertisement appears on a mobile device of the users, the more
they are likely to ignore, avoid and block it. Moreover, user targeting on mobile device
is more difficult to be done than on the web, which decreases the relevance of specific
advertisement for users. (Marshall, 2015 b.)

There were several researches done related to the current topic. Most of them
were held on the topic of online advertisement, its constant technological perfec-
tionism and intervening in the internet users’ personal data. Glass and Callahan
(2014) have shown in their study the development of online advertisement from
primitive informative ads to advanced data-driven technology, allowing retarget-
ing and data collection. Smith (2014) contributed with his study on the latest ad-
vancement of online advertisement, real time bidding technologies, data collec-
tion and its privacy effect. Grewal, Bart, Spann and Zubcsek (2016) created mo-
bile advertising effectiveness framework in their study and showed which external
and internal factors are necessary to consider while planning any marketing cam-

paign and how to measure the outcome.



Advertising avoidance is one of the biggest threats for online and mobile advertisers.
Speck and Elliot (1997) define advertising avoidance as actions taken by media
users that significantly reduce their exposure to advertising content. According to
Robinson and Toulititsis (2012) online advertisement was proven to be avoided
more than the other forms of media. Furthermore, mobile advertisement was con-
sidered by 70% of respondents to be more intrusive and as a result it is more

avoided than web advertisement (Teads 2015).

Numerous researches were done to investigate the phenomenon of advertisement
avoidance ant it is precedents. Already in 1968 Bauer and Greyser (1968) showed
that customers have positive feelings towards advertising if messages have high-
quality design, informative value and encourage development of better products,
but negative feeling about persuading to buy products customers do not need.
Researches indicate that the main reason for advertising avoidance is the irrita-
tion advertising brings to the audience. Irritation can have several origins: the
content itself, duration, volume of commercial and its frequency. Krugman (1983)
as well as Edwards, Li and Lee (2002) show that disturbing and interrupting of
current tasks by advertisement cause loose of freedom and as a result ad avoid-
ance. Steve Mansfield-Devine (2016) proves that major source of ad avoidance
is the privacy issue, caused by the growth of personalized advertisement. The
security problem has a rising importance due to recent wide spread of malicious
programs and viruses on mobile web. Furthermore, D’Ambrosio, De Pasquale,
lannone, Malandrino, Negro, Patimo, Scarano, Spinelli and Zaccagnino (2017)
investigated and proved the importance of mobile users’ privacy issues caused
by behavioral advertisement and tracking solutions during mobile web browsing.
Moreover, researchers found that ad-filtering can decrease energy consumption

of mobile phones and increase their working capacity.

Cho and Cheon (2004), in their research proved empirically that people avoid
advertising on the Internet because of perceived ad clutter and previous negative
experience and authors claim that online advertisers should stop using deceiving
techniques and promote users’ satisfaction. Tsang, Ho and Liang (2004) showed
in their research that generally customers have negative attitude to mobile adver-

tising unless they intentionally agreed on receiving advertising messages.



The increasing level of advertising avoidance on mobile device was a trigger to create
a new technology which helps mobile users to avoid the advertising on their phones,
the Adblocker.

Adblocker is a technology, which, as the name suggests, blocks ads before they are
loaded by the browser (Simple Adblock 2017). In other words, it is a software which
prevents advertisements from being displayed on the computer or the screen of mobile
phones. There are several types of adblockers. The most common are the
browser extensions for Google Chrome and Mozilla Firefox, like Adblock Plus.

Other types are dedicated adblocking browsers. (Bilton 2015.)

The first adblock extension was created by Aasted Sorensen in 2002. The tech-
nology was available for a decade, but the popularity came only in recent years.
(Searls 2015.) Since 2009 adblock usage spread dramatically around the globe. Ac-
cording to Adobe and Pagefair report, nowadays there are 615 million active us-
ers of adblockers on web and mobile devices. Moreover, 62% of them are mobile
adblock users — 380 million people are blocking ads on mobile which is 22% of

world’s smartphone users. (Pagefair 2017.)

The reason for adblock’s success is that online users are not happy with the
amount of advertising which they are offered. Based on the research by Hubspot,
70% of respondents dislike the ads on their mobile phones (Hubspot 2016). Many
users find ads too intrusive nowadays. Around 50% of respondents claimed that
clicking on an ad was not with a purpose to know the advertising, but it rather was
a mistake, or the ad even tricked the user into clicking. With such a growth of
dissatisfaction of online experience, adblocks reached their tremendous popular-
ity and keep spreading around online users every day.

Because adblocking growth has certain novelty in mobile advertising industry,
there is scarcity of significant researches on this topic. There are several works
done (Sandvig, Bajwa & Ross 2011; Singh & Potdar 2009; Palant 2011; Parra-
Arnau 2017) on the working principles of adblocks and their technological imple-
mentation. Several studies were conducted on the reasons for adblock usage.
Ryan (2016) associates adblock usage growth with the lack of trust on the infor-

mation in the Internet caused by its abundancy. Palant (2011) proved that the



main reason for mobile users to use adblock are distracting animations and
sounds. White, Zarhay, Thorbjornsen and Shavitt (2008) show that the major
cause of adblock spread is the privacy issue, mobile users feel uncomfortable
being constantly watched. Carollo (2015) indicate in their study that mobile ad-
vertisement influences a lot the load time of the webpage, which becomes a cru-

cial reason for adblock usage.
1.2 Objective of the research

The topic of the research “Influence of adblocks on the future of mobile advertis-
ing industry” was chosen due to high importance of mobile advertising as a mar-
keting tool and the growing mobile advertising avoidance as result of the rising
number of adblock usage. Adblocks influence negatively the performance of mo-
bile campaigns, decreasing the viewability of advertisements for mobile users.
Therefore, nowadays adblocks have become a strong obstacle for mobile mar-

keting players to keep and grow the revenue from mobile advertisement.

The aim of the research is to study the conflict between mobile advertising market
players and adblock users. The main scope of the research is to study the influ-
ence of adblockers on mobile industry and forecast possible reaction of the mar-

ket due to mobile adblocks appearing.

One of the goals of the study is to find regularities on the influence of increasing
adblock usage on the mobile marketing industry, such as behavior of visits on
mobile advertising products and variation of mobile revenue within the timeframe
of adblock spread on mobile. This goal will be achieved by gathering empirical
information from mobile market players and analyzing if the drop of mobile traffic
quality and quantity and the corresponding advertising revenue are correlated. If
the revenue drop happens, these findings will show how mobile market players
correlate this drop with adblock usage growth. An impact on several players of
the mobile industry, both advertising and publishing side will be analyzed in the
research. Another goal of the study is to find some regularities on the response

from mobile advertising industry to adblock users in order to improve their adver-



tising revenue. Another outcome of the research will be the findings on the po-
tential mobile marketing industry development under the condition of adblock us-

age growth.

Moreover, upon results of this thesis project it will be evident if mobile advertising
companies can grow at the same pace as before with adblock presence or not.
The study will also show if adblockers are a trigger to innovation and allow mobile
advertising to step onto a new level. Apart from that, several results on innovative
cooperation against adblockers among online mobile market players will be
shown, so the trend of willingness to cooperate and share knowledge in order to

get common but successful result might be seen.
1.3 Research questions

What is the future of mobile advertising under the increasing presence of ad-

blocks from mobile marketing players’ perspective?

This research will gather answers from both sides of mobile advertising market —
publishers and advertisers and evaluate their vision on the future of mobile mar-
keting under the continuous growth of mobile adblock usage. The analysis on the
responses will show the willingness of online market players to act in response
of adblock spread and if not, to allow mobile industry to slow down. Moreover, in
case some actions will be taken by mobile advertising players, the vector of these
actions will be estimated. It will be analyzed whether publishers are ready to enter
the war with adblock users using internal control level, like adaptation of script,
blocking the content, request for subscription or external control level, such as
using technology which blocks adblocks as well as paying to adblock owner in
order to pass through its filter. It would be estimated if industry players take into
account main users’ complaints which stimulated them in installing adblocks, and
if52 publishers and advertisers make actions in order to respect mobile phone
users and align their mobile advertising policy with users’ needs. Another possi-
ble development path is moving advertising from mobile web to the apps and

social networks, which will be also estimated in the research.

There are two main sub-research questions in this study.
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1)How do adblocks affect different players of mobile advertising industry?

The scope is to find out if the ecosystem feels the adblock presence. The impact
of adblocks will be estimated on the quantity and quality of mobile traffic for
advertising purpose for several market players. Moreover, it will be investigated
if the ecosystem has noticed the drop of earnings since the adblocks appearance.
In case the ecosystem notices the drop, it will be estimated how bad the impact
was in terms of revenue. From this research, it is going to be seen whereas
mobile marketing players feel the potential threat in the future from adblock
services. The answers to these questions will enlighten the opinion of both

publishers and advertisers.

2) What is a way for mobile marketing players to avoid the negative effect of the
wide spread of adblockers among mobile users?

This research will gather answers from mobile market players on actions they
take or plan to take in order to fight against adblocks. This study will show the
preferences of mobile publishers towards concrete actions in order to eliminate
adblock effect. It will be analysed if the ecosystem tends to ignore the will of
mobile users in favour of profits and still impose intrusive advertising or, if it
collaborates with the users and offers less aggressive advertising solutions, thus

losing influence on the mobile users.

The following research will be based on the combination of knowledge over the
mobile advertising industry, advertisement avoidance and adblock phenomenon.
There were some solitary researches conducted investigating the influence of
spread of adblocks on mobile markets players, mainly in web online advertise-
ment. Pitta (2008), Sandvig, Bajwa & Ross (2011) and Biton (2015) proved in
their studies that online publisherss are under the risk of losing their revenues
from online advertisement due to the spread of adblocks, they might as well lose
data of their users which helps them in adaptation and optimization of online cam-
paigns. Other major topic of the researches regarding the relation between online
publisher and adblocks — is potential response from the publishers in order to
protect their revenue and eliminate the negative effect of adblocks. Starting from

blocking content until adblock is enabled and adapting the script (Vratonjic,

11



Manshaei, Grossklags and Hubaux 2013) till the request of subscription to the
service (Ward-Bailey 2016).

The majority of previous researches covered the topic of relation between online
market players and adblocks on the web. The novelty of this study is that only
mobile advertisement will be the focus of the discussion, so the impact of ad-
blocks on mobile advertising will be analyzed. Apart from that, previous re-
searches gave several separate ideas on how online market players can confront
adblock users or how they should sacrifice in order to make users switch off ad-
block. In this research real mobile publishers will show their preferences towards
each option, which will give insights on how the industry might move on. Moreo-
ver, in this study, the opinion over the adblock impact from another side of the
business — advertisers, will be examined, which is normally omitted in the re-
searches. Furthermore, there is no decent research on the opinion of mobile mar-
ket players on the potential future of mobile advertising in the reality of continuous
adblock growth.

1.4 Structure of the study

This thesis is composed in five sections. The first section is the introduction,
which gives an overall knowledge on the background of the research phenome-
non, determines the scope of the study and research questions as well as pre-
sents the central spectrum of the research. The introduction is followed by the
determination of theoretical framework, which consists of four major topics: the
mobile advertising phenomenon, the advertising avoidance phenomenon, the ad-
block phenomenon and the analysis of the conflict between online marketing
players and adblocks. In the third section of the thesis, research methodology is
covered in detail along with data collection, validity and reliability. The research
is followed by the fourth section, where empirical findings are presented. The
base of this section will be the data collected for this purpose, using question-
naires and the results will be presented and analyzed. The thesis ends with a
conclusion over all the research done, in parallel line with the fundamental
achievements that resulted from this research, as well as recommendations for

further studies.
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2 Literature review of adblocks and their impact on mobile ad-

vertising

Theoretical framework will be established, by reviewing scientific literature on

mobile advertising, theory of advertising avoidance, and the theory of adblocks.
2.1 Mobile advertising phenomenon

Mobile marketing as well as mobile advertisement is a viral topic these days. It
has attracted wide interest of the academic and business researches for several
years. Leppaniemi and Kajaluoto in their research in 2005 predicted the rise of
mobile advertising which allowed marketers to create one-to-one relationship with
mobile device users via mobile channels. The focus on relationship building with
end users supposed to bring positive results in driving numerus sales of products

and services. (Leppaniemi & Kajaluoto 2005.)

Mobile advertising is defined by Mobile Marketing Association (MMA) as the set
of practices that allow companies to communicate and engage with their audi-
ence in interactive and appropriate way through mobile devices or network (MMA,
2009a). Scharl, Dickinger& Murphy (2005) define mobile marketing as a use of
wireless technology which introduces customers to the time and location sensi-
tive personalized information that promotes products and services. Siau, Ee-
Peng& Shen in their study determine mobile commerce as an e-commerce trans-

action through the mobile device ( Siau, Ee-Peng& Shen 2001).
2.1.1 Mobile advertisement development

Online advertisement itself does not have very long history. First steps were taken
only in 1994 and since then online advertisement had a very important role as a
means of marketing. The first online banner advertising of AT&T was placed on
the website Hotwired by Modem Media (Advertising Age 2010). The appearance
of advertisement in Internet promised one-to-one communication between
advertisers and audience, but the most important immediate and calculated
feedback from audience was based on the clicks on the banners which were
interesting (Glass&Callahan 2014).

13



Since its beginning online advertising had a tremendous growth. According to
Interpublic, in 2017 worldwide online advertising spending will surpass TV adver-
tising expenditure (The Economist 2016). It is one of the most competitive indus-
tries nowadays. According to Interactive Advertising Bureau (2015) for the first

half of 2015, revenue from mobile advertising reached $27.5 billion.

Mobile devices became a very important attribute of everyday life for majority of
people. It was estimated that by the year 2020 the number of smartphone owners
will overpass 6 billion (Lunden 2017). According to the recent survey of Pew Re-
search, more than three quarters of Americans use mobile phones (77%) as well
as 7 out of 10 digital minutes come from mobile (Aaron 2017). Google claims that
each year more and more searches are taking place in mobile. In 10 countries
including the US and Japan percentage of mobile Google searches is higher than
web’s. (Sterling 2015.) The main reason for such an increase in mobile devices’
popularity is their affordability, computational power, multitasking and huge num-
ber of value-added services and applications (D’Ambrosio, De Pasquale, lan-

none, Malandrino, Negro, Patimo, Scarano, Spinelli & Zaccagnino 2017).

Mobile devices are kept within the arm reach during day and even night. This
means that mobile users have ubiquitous access to digital information anytime in
any place which gives digital marketers constant reach of the customers. This
was the main reason why online advertising which started its path in web, ex-
panded rapidly into mobile. Mobile devices offer vast opportunities for advertiser:
mobile users surf the web, use numerous of apps and social network such as
Facebook, YouTube, Instagram, all of this facilitates delivery of ad content for the
marketers. Advertisers can increase effectiveness of advertising by adapting and
serving specific ad within specific location of the user, time frame or even
weather. (Grewal, Bart, Spann & Zubcsek 2016.)

The first mobile advertisement appeared in the year 2000 after the Short-Mes-
sage Service (SMS) was offered to audience. Advertisers incorporated emerging
technology in their advertising strategy. Companies were using SMS for exclu-
sive promotions and loyalty offers and such advertising method became very ef-

fective. Creating smartphones, especially first iPhone in 2007 was a game
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changer in mobile advertising, allowing advertisers use in their strategies mobile

browsers and later apps of the users. (Lynn 2016.)

Mobile advertising grew and evolved a lot. In 2016 it hit the milestone and over-
passed $100 billion spending for the first time, which is more than half of all digital
expenditure and projection says that mobile advertising spending will double by
2019 and will reach 70% of all global digital spending (Emarketer 2015).

Mobhile Internet Ad Spending Worldwide, 2013-2019
2012 2014 2015 2018 2017 2018 2019

Mobile $19.20 $42.63 568,69 $101.37 $131.74 $166.63 5195.55
intermet ad

spending

(billions)

—% change M79% 122.1% 611%  474% 3.9%  246% 174%

—% of digital ad  16.0% 2%4% 402%  510%  594% 459% 0%
spending

—%of totel media 37% 7% 11F% 165%  20.5%  240%  268%
ad spending

More: includes display hanners, wdeo and rich medial and search; exciudes
SIS, MMS and P2P messaging-basad advertising, ad spending on tablets is
inciuded

source’ eMarketer, March 2015

1BEEET wiroeMarketer.com

Figure 2 Mobile Internet Ad Spending Worldwide (Emarketer 2015)

Moreover, mobile Apps are accounted to be the source of 90% of all mobile
content consumption (Morrison & Peterson 2015).

Companies keep on pace with the market trend and increase their investments
to online and mobile advertising. According to eMarketer, in 2015 companies
spent $20.8 billion to get access to consumers via mobile apps, and only $7.9
billion via mobile browsers. (Morrison & Peterson 2015.) In 2015 Google in-
creased its investment comparing to the previous year by 38% and invested over
4 billion on digital advertising. Facebook investments reached 1 billion dollars

with the increase of 56% comparing to previous year. (O’Reilly 2016b.)
2.1.2 Mobile marketing ecosystem

Mobile marketing developed and evolved into an ecosystem with dozens of
market players. There are two main players. From one side, there are advertisers
who want their product to be noticed and purchased. Purpose of advertising can

be different from brand awareness to more common nowadays mobile content
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subscriptions, installs and lead generation. They are willing to pay for displaying
of their ads on third party online inventory. Advertisers may target their ads to
intended audience for their marketing purposes. (Yuan, Abidin, Sloan, Wang &
2012).

From another side, there are publishers, they have web and mobile sites. Their
content attracts attention of the users and advertisers are interested in having this
audience for their advertisement and are ready to pay for it. Publishers on
contrary can monetize free website spots by placing there the advertisement.
From each impression/click or conversion generated, advertiser is paying
publisher a specific amount. Publishers’ inventory can be sold on the flat deal —
by the contract with advertiser or in real time through intermediary networks.
(Smith 2014.)

This would be a scheme unless online advertising world was not complicated with
millions of publishers and advertisers who try to find each other. Middlemen also
find place in the arena of online advertisement in order to ease connections and
communications between publisher and advertisers. Adnetworks were created
when entrepreneurs understood that single publisher's team could not fill all
vacant places on the website. Adnetworks had an idea to combine thousands of
websites together and sell traffic on their behalf. Using an adnetwork advertisers
can reach wider audience of variety of adnetwork sites. Publishers benefit by
monetizing unsold inventory of ad space. Next step of industry development was
creating of Audience platform which enabled targeting on whom specific ad
should be served, so called personalized advertising. (Glass & Callahan 2014;
Smith 2014.)

Nowadays ecosystem evolves to the state which allows programmatic buying and
selling of advertisement space by the creation of Ad exchangers. Thousands of
companies take part in auction, analyze users’ data, buy and sell advertisements.
Advertisers are bidding in the real time for the spot on the website that user has
just clicked on, according to cookies and other trackers of his/her online activity.
Auction starts, and the advertisement which wins the auction is delivered to this

user within milliseconds. In these ad auctions, publishers get the highest price for
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their ad spaces, and advertisers, in their turn, get the higher quality lead and so

best return on their investments. (The Economist 2016.)

Not only direct publishers and advertisers take part in the bidding, but also mid-
dlemen. An ad impression before reaching final advertisement can change hands
15 times. There are 2 main middlemen involved in the ecosystem. Demand-side
platforms (DSP) work on behalf of advertisers in front of Ad exchange and help
to set the correct targeting in order to display advertising to appropriate audience.
Supply-side platforms (SSP) instead work on behalf of publisher and give them
possibility to choose and manage their advertising inventory in order to increase
profitability. (Estrada-Jiménez, Parra-Arnau, Rodriguez-Hoyos & Forné 2017.)

Ad Platform

=  Ad Exchange |=

""""""" l I ' suppwswel

Advertiser 4—‘——{ Demand Side ‘-ﬂ—i— Ad Network -—h-‘ Supply Side a—e-  Publisher

iDemand Side

Platform Platform

Data Exchange User

Figure 3 The scheme of advertising ecosystem (Estrada-Jiménez, Parra-Arnau,

Rodriguez-Hoyos & Forné 2017)

Websites owners earn money by one of the three following models. Advertisers
can be charged per thousand impressions of their advertising which can be ban-
ner display or pop-up(Cost per Mile or CPM). Another model is CPC where ad-
vertiser pays for clicks on his banners (Cost per Click or CPC). (Sandvig, Bajwa
& Ross 2011.) And the last model is normally used in mobile content advertising,
which is Cost per action (CPA), where publisher is getting paid by advertiser, in
case the user does a specific action - purchases the product, goes to the website

and fills in the form, downloads the service (Rzemieniak 2015).

There are several types of user targeting in mobile advertisement. The first and

most common one is generic ads where advertisers choose ad space, website or
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the group of websites to place advertisement without any specific targeting. Next
type is the contextual advertising, where publishers put the advertisement on their
web property related to the content to the content of website. Location based ads
are shown on publisher inventory based on the information given by the GPS of
the users’ smartphone or the users IPs. Interest-based advertisement is targeted
according to users’ web browsing history and preferences. The interests of users
after each visit of the webpage are tracked and kept by tracking platforms and ad
networks and forming a so called clickstream. This data is used for the more
precise advertising targeting of the users in order to show them the most

appropriate advertisement corresponding to their tastes. (Smith 2014.)

Apart of adnetworks and adexhanges which mainly work with medium and small
size publishers, there are such giants in terms of worldwide web and mobile traffic
as Google and Facebook. Facebook is a perfect platform for advertisement, it
had 1.39 billion users a month and lots of marketers have chosen Facebook for
their advertising campaigns. (Tran 2017.) In 2016 digital advertisement revenue
grew by 20%, leading by Facebook with 43% and Google with 60% (IAB 2016).

Facebook, as well as Google, does not use third-party adnetwork, but instead
created its own platforms where advertisers can enter an auction and buy adver-
tising space to display their products. This platform has more advanced targeted
options apart of location and browsing history. Users themselves share with Fa-
cebook and Google personal data like age, gender, interests in life, email and so
on. (Yuan, Abidin, Sloan & Wang 2012.) In 2015 Facebook entered a new level
of advertisement by teaming with IBM, they created a technology that shows to
the user in his Facebook feed the product he was looking for previously in inter-
net, this helps advertising campaigns to be more effective due to such personal-
ization (Tran 2017).

2.1.3 Mobile advertising formats

Several advertising formats have been born since the beginning of mobile
advertisement. Banner was the first online format which was introduced. Banner
ads appear on the web/wap page usually on the top, bottom or the side of the

page and due to their periphery spots are not considered of being too intrusive.

18



Banners can be different sizes with static or animated images. When mobile con-
sumer clicks on the banner, he is redirected to the landing page of the advertiser.
(Edwards, Li & Lee 2002.) The most important indicator of banners’ campaign
effectiveness is CTR (Click-through-rate). It shows which percentage of total im-
pressions of banner ended up with users’ clicks. (Rzemieniak 2015.) At the be-
ginning of online advertisement CTR of the banners was enormous reaching 78%
due to the high interest in the novelty of internet users as well as inability to dis-
tinguish site content from advertisement. But such high numbers did not last long
as users were becoming more educated, CTR was dropping and nowadays it
hovers around 1%. (Glass & Callahan 2014.)

Due to tremendous click-through-rate decrease of standard banner advertising,
advertisers moved their interest to the new alternative — rich media which uses
new technologies for content creation, such as Java, Macromedia Flash, HTML
etc. in order to give significant visual impact. Rich media tries to involve users

with an ad by using such elements as audio or video. (Edwards, Li & Lee 2002.)

Pop-up advertising became one of the most popular ways to deliver rich media
messages. According to Interactive Advertising Bureau (2017), pop-up initiates a
secondary browser in order to deliver advertising above the initial browser which
prevents user from content watching. Pop-unders open second browser as well,
but behind the initial page of the user. There are other formats, which are intrusive
for the user. Redirects send user directly to the advertiser’s page, eliminating the
publisher content page. Interstitial is the format which pops-up when consumer
clicks on the video player to watch the video, the format blocks the screen and
imposes advertising before video.

Another new format of advertisement appeared in recent years in order to miti-
gate intrusiveness of online advertisement — native advertising. Such form of ad-
vertisement is almost not disruptive for the user and it is consistent with online
user experience. Here advertisement is indistinguishable and blended with sur-
rounded content. (Campbell & Marks 2015.)
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2.1.4 Advantage of mobile advertising

Apart from ubiquitous access to mobile phones, their affordability and digital ad-
vertisers found very important advantage of mobile advertising compared to the
online web ads. Mobile advertising allows to use to use mobile 3G/4G data as a
billing channel for the advertising product. Advertisers started creating mobile
content products like games, video on demand, antiviruses as well as developing
mobile apps. The main advantage of these products is that advertisers could
agree with mobile operators to use their billing channel. In case user of mobile
phone is interested in the product and wants to purchase it he does one click on
the landing page of this product and this click is the confirmation for advertiser
that the payment for the service can be charged from mobile phone balance. In
some countries operators have stricter rules, they add additional confirmation
page before subscription is done. Moreover, they can ask the user to send SMS
to short number or instead mention the phone number on the product in order to
get pin code and confirm it on the landing page — after these confirmation steps,
user is charged from the phone balance. The most complicated billing option is
the same as used in web content advertising — credit card billing, where in order
to get access to the service, consumer needs to enter his credit card data and
will be charged directly from credit card. These services are normally subscription
ones which means that for their usage mobile phone user has to pay several
times depending on rebilling period — a day/week/month. Nowadays, there is a
big share of the market which uses mobile advertising to promote mobile content

services. (Rosa 2017.)
2.1.5 Effectiveness of mobile advertising

There were numerous researches done which discussed effectiveness of mobile
advertising, its barriers and impulses. Click through rate is one of the most im-
portant indicators of ad effectiveness and it can be measured just right after the
ad is exposed to the targeted user. But even if click through rate is low, online
advertising of product and services can still be effectiv