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The web is an advertiser-centric place 
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We know your target isn’t clicking 

Source:   comScore, Inc. custom analysis, Total US Online Population, XPC Persons Panel, July 2007 data period 

There is  
no correlation  
between clicks  
and brand metrics 

of all internet users click on one display ad per month  
16% 

of internet users account for 85% of all clicks 
8% 

of users are not comfortable clicking  
72% 



Display advertising needed  
to be revolutionized 
THE WEB YESTERDAY THE WEB TODAY 



Positive impact on the purchase funnel 

*Top two box **Top box          Competitive ads include 300x250 and 300x600  

IAB Portrait generates higher ad effectiveness at every level of the purchase funnel 

Online awareness 

Ad believability* 

Brand appeal* 

Brand interaction* 

Visit site/Become FB fan* 

Recommend to 
family/friends* 

Competitive Ads IAB Portrait Ad 

41% 

62% 

55% 

35% 

29% 

24% 

2% +263% 
Purchase 
intent** 

51% 

73% 

63% 

46% 

43% 

35% 

7% 

+46% 

+49% 

+31% 

+16% 

+19% 

+25% 



We know premium advertising works 

Who engages with online advertising? 

What gets them interacting with display ads? 

Can these people be targeted? 

How can advertisers drive stronger engagement? 
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But still had unanswered questions 

1 

2 

3 

4 



We set out to answer those questions 

Data Collected: 
•  Online behaviors 
•  Demographics 
•  Survey responses 

PANELIST_ID 1234 
PANELIST_ID 

5678 

Nielsen Panel 

IMPRESSION_ID 
ABCD IMPRESSION_ID 

EFGH 

Nielsen’s tag 
contains both its 
PANELIST_ID and 

the ad’s 
Impression_ID as 

variables, enabling 
panel match 

Data Collected: 
•  Ad engagement 

Exposed Individuals/Engagers 

Match Panel n=10,629; Engagers n=595 
Survey Respondents Non-engagers n=945; Engagers n=52 

Two great sets of data were brought together – AOL’s 
wealth of information about interactions on Premium 
Formats and Nielsen’s online panel 



Our first finding… 

Source: Nielsen Custom Study, August 2011 
Q: In general, how do you feel about advertising that you see online /  
in print/on TV? (top/bottom2 box) 

59% of users say         
they dislike online 

advertising 

42% say they dislike TV ads 
19% of users say they dislike Print ads 



Here’s why they don’t like online ads today 

do not think online ads are creative 
77% 

do not find display ads relevant to their needs 
86% 

find online advertising disruptive 
68% 

Source: Nielsen Custom Study, August 2011 



14.7M 
Premium Formats interactions  

in three months  

AOL Internal data, Q3 2011 

But we know people are engaging… 
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Who are these people?  

Users who actively, intentionally 
interact with an ad unit. 

Engagers. 



Engagers and Non-Engagers have the same demographic  
profile, however Engagers are more likely to… 

33%  
own a  

smart phone 

40%  
own a  

gaming console 

10%  
more likely to utilize 

social media 

87%  
made an online 

purchase within the  
last year 

58%  
more likely to watch 

online video 

Source: Nielsen Custom Study, August 2011 



of Engagers say they dislike online ads… 

but they are engaging  
with Premium Formats 

65% 

Perception isn’t reality 

Source: Nielsen Custom Study, August 2011 



Why Engagers dislike advertising 
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40%  
feel online ads are 

misleading 

73% 
feel websites have too 

many, conflicting 
advertisements 

68%  
are concerned an ad 

might be spam or may 
infect their machine 



Engagers aren’t born… 

they’re made 
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We can change attitudes toward display ads  

Brands can change paths from advertiser-
centric ads to consumer-centric ads 



75%  
prefer to interact 
with ads on the  
publisher page 

35%  
enjoy seeing recipes 

in online ads 

53%  
prefer ads  

with coupons 

22%  
enjoy informational, 

how-to videos 

26%  
like to take polls  

and quizzes 

Give them a reason to interact 

Source: Nielsen Custom Survey, August 2011, sample n=997 
* How comfortable are you with each of the following? (top box) 



Not everyone interacts the same way   

Three different targets, three sets of online interests 
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Millenials Women Men 



Men 

more likely to believe they have 
their intelligence insulted by 
online ads 

26% 

more likely to view 
online ads as relevant 

62% 

more likely to enjoy 
high-def visuals 

75% Prefer categories  
like automotive,  

consumer electronics  
and finance 

Source: Nielsen Custom Study, August 2011 



Source: Nielsen Custom Study, August 2011 



Women 

more likely to see online ads  
as disruptive or distracting 

11% 

more comfortable buying 
immediately after seeing  
an ad 

2x 

more likely to interact with  
ads that offer discounts 

46% Prefer ads in the baby 
care, toys, fashion, 

cosmetics, food and  
beverage categories 

Source: Nielsen Custom Study, August 2011 



Source: Nielsen Custom Study, August 2011 



Millenials 

more likely to feel connected to  
brands they see advertised online 

56% 

more likely to feel that online 
ads encourage interaction with 
the brand 

32% 
Regularly make online 
purchases in entertainment, 
fashion, food, beverage  
and baby care categories 

Note: Millenials is 18-34 years old in this study 
Source: Nielsen Custom Study, August 2011 



Source: Nielsen Custom Study, August 2011 



Engagers aren’t born, they’re made 
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•  Engagers consume a lot of online media, especially online video 

•  More likely to base purchase decisions on online advertising than non-engagers 

•  Interest and connection with the brand is more important than getting  
Engagers to click 

What 

•  Create highly engaging ads, they feel comfortable engaging with,  
not ads that disrupt the user experience How 

•  Engagers span all demographic groups, including age, gender and income 

•  They say they dislike online advertising, but will engage with high-quality  
experiences 

Who 



Thank you! 

Sam Duncan, Director of Product Management, Pictela 
sam@pictela.com  

Jon Stewart, Research, Director, Nielsen 
jon.stewart@nielsen.com 

Danielle Rourke, Marketing Manager, Pictela 
danielle@pictela.com 

Questions? 



Appendix 
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With the right ads, users will engage  

5% 
6% 

7% 

5% 
6% 6% 

5% 

7% 

4% 

Female Male 12-17 18-34 35-54 55+ Low Med High 

Percent of Segment Engaging with Ads 

Gender         Age Income  

* Engager: Rolled over an ad and performed at least one positive interaction 
Source: Nielsen Custom Study, August 2011 



No one is born an engager 

48% 
52% 

7% 

22% 

40% 

25% 

45% 

55% 

7% 

20% 

39% 

27% 

Female Male 12-17 18-34 35-54 55+ 

Engagers vs. Non-Engagers 
(Audience Composition Percent) 

Exposed	
   Engagers	
  

*There is no statistical evidence that gender or age proportion  
of engagers is different from non-engager  

(gender p-value = 0.3844, age p-value = 0.3497) 

Index: 
93 

Index: 
106 

Index: 
111 

Index: 
91 

Index: 
98 

Index: 
108 

Engagers and non-engagers have relatively  
the same demographic profile 

Source: Nielsen Custom Study, August 2011 



Engagers consume more online media 

10% more likely to utilize social media 

58% more likely to watch online video 

17% more likely to use search 

35% more likely to play games online 

Source: Nielsen Custom Study, August 2011 



Engagers are regular, viable and modern consumers 

87% made an online purchase within the last year 

1/3 own a smart phone 

50% watch at least 21 hours of television per week 

40% of engagers own a gaming console 

Source: Nielsen Custom Study, August 2011 


