1 seatsMmisd dtdzsy de@zg'ls

RY ¢z1-15

iab

oanO|eq




HtSH jtoy Odad j

0 dzOdzd I o G Eels GEBIEE EEEEEEEE 666

-
-
-
-
(9]

..... é é .3
Brand Safety .. ...... e ééééééécéeéeéeéeeeéeeeeéeeeée. . . .0
ldH | Bte] C.AzO&ZzOée e éééééeééeééeéééeééeeéeeé. . . .8

s syd Odmdzisi. é. .6.é

B

ééeecée. éeéeééeéecéecé ll

Mobile fd3j MM j dzH . j. @6 6 6 6 EE 66 6. 6666666666688,

1 SolsdABBELARUS e e éeéeée. eééeéecéecéeecéeée . 27.

| cocfiABGlobal. . . 6666666,

D~



s

iab:

1AD:
b1 O RURRQ U [ 1 RBEEEEEéeeceéeeceéeeceéeecet
New Study Shows That the Number of Native Ad Buyers Increased by 74% in Just

One Year

Programmatic and print ads are seeing declines, according to MediaRadar

http:/www.adweek.com/digital/new-study-shows-that-the-number-of-native-ad-buyers-increased-by-74-

in-just-one-year/

While ad spending is down in two key areas, prin

native formats.

MediaRadar recently analyzed ad spending patterns from print, digital and email advertisers across native,
video and mobile campaigns. In its Consumer Advertising Report, the intelligence platform tracked the ad

ecosystem through all of 2016 through the first quarter of 2017.

Print ad pages decreased by 8 percent, year over year. Additionally, estimated print spending has declined

by 6 percent from the first quarter of 2016 to the first quarter of this year.

ifiThere has been a nogdsceamd espmplemgp fimonmdt hpea st art
Krizelman, CEOandco-f ounder of Medi aRadar. A@AThat being sai
pages being bought. Niche and enthusiast titles are on the rise, with some regional titles flouri s hi ng . ¢
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In the first quarter of 2017, MediaRadar found that 5,000 fewer advertisers purchased ads
programmatically than the first quarter of 2016. That number fell 12 percent, year over year. Some of the
trepidation could be that brands are concerned about brand safety. If ads are placed programmatically,

therebds | ess control over where they end up onl in
inAfter years of growt h, the decline in programma
safety, especially given recent problems forc ompani es | i ke YouTuibTeh,ios sfaoi
advertising is continuing to evolve as brands seek more control over where their ads are running. We

expect to see programmatic rise as more brands ma

Change in Advertisers by Format Q1 YoY

15,000

There is a clear shift
towards higher CPM
advertising formats.
The greatest % increase
occurred in native
advertising. Let’s take a

12,00

9.000

look into how the format
has grown over the past

6,000
tWo years.

it OF NATIVE 2 OFVIDEO

L # OF EMAIL £ OF1
ADVERTISERS ADVERTISERS ADVERTISERS ADVERTIS

0

Whereas programmatic ad placements have started to fall, advertisers buying native formats rose sharply
into 2017. Native ad buyers have increased by 74 percent in the past year to over 5,000, according to
MediaRadar, and the demand for native ads has more than tripled since 2015.

The report also showed which product categories worked most frequently with native ads. Media and
entertainment native ads were most popular, with professional services, financial and real estate,

technology, and wholesale products rounding out the top five.
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Top 10 Product Categories in Native Advertising

January-December 2016
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AConsumer advertising is shifting as audience con
will keep spending more on native because it outperforms traditional ad units. Audiences look at native

ads more frequently thannon-nat i ve, and buyers are investing acc

MediaRadar saw high CPM ad placements on mobile and native platforms despite overall dips in digital
ads and programmatic advertisers over the past year. Native, email and mobile ads all saw a rise in

spending, and regional print titles and niche publications are still seeing success.

Sami Main

@samimain

Sami Main is a staff writer for Adweek, where she specializes in covering the digital publishing industry,

emerging influencers, video networks and brand partnerships.



http://www.adweek.com/contributor/sami-main/
http://twitter.com/samimain
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http://www.sostav.ru/publication/krupnejshie-izdaniya-obedinyayutsya-protiv-google-i-facebook-
27389.html

Washington Post, Wal | Street Journal , New Yor k T
ftoeslsdeo ddz§ g ®dzslse Google d Fadi®@bbokz! o f thBstcH f5dzt O tzy
tc j ¢ dzOydsf h, jrhe New York Times.

LeffO dLHOIjd fMlse dzO {Ists2 dzgjHjdzj GeEOdEhGY &S
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fsMSsd Sk &0 1lktsd fdj COYjMmlss jddzs?2 3 ktsdzOdzd fylsd ¢
fsizso Olsjdzj?2 ) Wj2Cter B desetsmsw kR, ASKh Oy dkdo
M sd L s ls § ZOdes] ftesHodyjdedj S tsdalsj dzlsO.

it ¢ soatsHdIsjdzd Google d Facebook, 9 Moty yjteH',
BSGC Ol dzts o s ls dzts d3 dzO f tsdzdzj dzd d gJ MiscotAs tso 7 J ¢ ya
Facebook Is j Mis dftedz@dsdz |  sHf dMSd dO dqLHOddwW, yYltB" dfR
YyjtejL Mymjls!, O GodglINe wlj dgajbls Odzc sted s d3

15 ByjdCj OdzOdzdlsdCto, L O fiojHjZOB] tH sV 7 214 daviis

Facebook.
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YouTube offers $3 refunds over ads linked to extremism

http://www.thedrum.com/news/2017/07/03/youtube-offers-3-refunds-over-ads-linked-extremism
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YouTube has rubbed salt into the wounds of advertisers by offering refunds of a mere $3 for having their

ads displayed alongside extremist content.

The goodwill gesture from the video streaming giant had been intended to lure ad agencies back to the
fold, many of which have continued to shun the platform since the scandal first broke amid concern that

their image could be compromised.

An investigation by the Financial Times found that at least three unnamed advertising firms had been

approached with the offer of éa couple of doll ar

(V)]

Commenting on the compensation scheme, a spokesperson for YouTube owner Google did not address

t he amount of fered. Il nstead they simply said: i\
terminate the account, credit our advertisers and
YouTube policy allows advertisers to request a refund for money spent on advertising via websites that

did not form part of the brand's campaign, but with relatively low traffic levels for extremist material these
credits were extremely low.

In recent weeks YouTube has been ramping up measures to expunge extremist material from its platform

in a bid to win back advertisers.

Rob Norman, chief digital officer for WPP-owned GroupM, r emar ke d: AThe optics

are not great, but my guess is that Google had a technical responsibilitytooffer t hem. 0
GroupM has been working with social video analytics firm OpenSlate in order to enhance brand safety.
This article is about: World, Youtube, Google, Digital

Source: Financial Times
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http://lwww.sostav.ru/publication/yandeks-testiruet-avtomaticheskoe-sozdanie-videorolikov-27313.html
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Why Some Online Video Stars Opt for Facebook Over YouTube

https://www.nytimes.com/2017/07/09/technology/facebook-video-stars.htmlI?WT.mc_id=SmartBriefs-

Newsletter&WT.mc_ev=click&ad-keywords=smartbriefsnl

SAN FRANCISCO 0 Laura Clery has the trappings of a YouTube star 8 seven-figure annual earnings,
brand sponsorships and millions of fans who watch her comedy videos 8 except for one notable

di fference: Sheds f i fratéboog. f ame and fortune on
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With three million followers on the social network, Ms. Clery hosts a weekly cooking show on Facebook
Live as Pamela Pupkin, a pseudo-spiritual guruwho enjoys berating her husband and interacts with fans
in character. Her other sketches as Helen Horbath, a foul-mouthed female stalker who pursues a male
crush with sexually loaded pickup lines, routinely receive several million views on Facebook. The character

has such a loyal following that Helen has a line of T-shirts, and one fan tattooed her face onto his arm.

As an early participant in Facebook 6 s v i d e -gharing prograny, ®s. Clery is one of its first stars to
receive YouTube-l i ke payment s. Devel oping native stars i
YouTube as the internetds pri mary deasniorethantarepositorf o r

of one-off hits.

While 1.5 billion people go to YouTube every month specifically to watch videos, Facebook users stumble
upon videos among a friendbds vacation photos or
videos | i KClkewdaccaMomo t end to spread | ike wildfire on Fe&

But the soci al net work has struggled to match Yol
stretches, which is essential to siphon off TV advertising money. YouTube said mobile viewers, on
average, watch for more than an hour a day 0 a testament to its huge video inventory and uncanny ability

to predict what you want to watch next.

To capture and retain the attention of its two billion monthly users with more than short, viral clips,
Facebook is now delivering live sports as well as creating its own serialized programs and exclusive shows.

It is also courting performers who can build a passionate audience and keep them coming back.

Such stars have been critical to YouTubeds succe
audiences underserved by traditional media companies. Popular personalities like Jake Paul on YouTube

have millions of subscribers who return daily to watch video diaries and music videos.

That is where Ms. Clery comes in. Feeling powerless over her acting career, Ms. Clery decided to try her
hand at videos online two years ago. She started out on YouTube but struggled to stand out among the

abundance of content.

One of her first Facebook videos & a skit about close talkers 8 was viewed 30,000 times in a day without
any promotion or fans. Intwo years,shehas become one of Facebookds bi

more money than she ever did as a traditional working actor.

10
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il go where the | ove is and | go where | do bette

moving into online video. APeople said OFocus on YouTube beca

more i mportant to me. I figured the money would ¢

Ms. Clery said a YouTube representative recently approached her to encourage her to focus more on
YouTube. She already posts there, she said, but mostly to discourage people from stealing her videos and

uploading them to the site.

Most online video creators are not exclusive to any platform, but the biggest stars publish most consistently

on YouTube because its ad revenue-sharing typically provides the biggest payouts.

While most creators post videos to Facebook, it is sometimes treated as an afterthought or a marketing
t ool to redirect users back to their YouTube @sadg
annual trade show, Facebook unleashed a charm offensive to creators, highlighting its fledgling video ad

programs and introducing a new app featuring tools to help creators make videos look more professional.

Ms. Clery, left, signing a poster for one of her fans during VidCon 2017. She said her videos struggled to
find an audience among the abundance of content on YouTube, and her focus on Facebook has resulted

in seven-figure annual earnings and millions of fans. CreditCarlos Gonzalez for The New York Times

In the world of YouTube stars, few are bigger than Logan Paul, a musclebound, floppy-haired goofball. He
has seven million subscribers to his daily video log on YouTube and shoots video with Dwayne Johnson,
a. k. a. AThe Rock. 0 He said creating videos for F

dialects.

iYouTube idaytemmdsibeforihe younger generation. The audience is superdevoted and willing
to give you their time, 0 said Mr. Paul , wh @saemixb r
between a reality show and running diary 8 on YouTube span from 10 to 25 minutes. Other than live

streams, most of his Facebook videos are about a minute long.

Facebookés video ad strategy is not as developed,
Paul, who is exceedingly diplomatic about the different platforms, said he keeps dialogue to a minimum
on Facebook because it serves a global audience who may not all speak English. He focuses on physical

stunts & such as performing splits in locations around the world.

Last year, Facebook paid as much as $220,000 for top YouTube stars, including Mr. Paul, to produce

exclusive content for Facebook Live. However, the deals did little to entice YouTube stars to post more

11
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frequently on Facebook. Facebook said those deals were to support stars as they experimented with Live,

not an attempt to recruit talent to its platform.

ifAs |l ong as tYaowlewsbe ocdne a place where creators
going to be a draw until another platform cfaumdema t
of Tubefilter, a site devoted to the online video industry.

Facebook started testing the new advertising program earlier this year to allow some creators, like Ms.
Clery, to place 15-second ads in videos. Creators in the program said advertising revenue from Facebook
was comparable to YouTube, although many cautioned it was stille ar | y . Facebook sai

with the program and planned to include more creators.

Also, both companies are pushing to help creators land so-called influencer marketing deals 8 connecting
social media stars with companies that want their brands or products promoted. Last year, YouTube
acquired FameBit 8 a marketplace to help marketers find influential stars 8 while Facebook made more

people eligible to promote posts from brands.

Facebook and YouTube are also adding features that make them more alike. Last week, YouTube
introduced a mobile feature to directly share videos with friends and maintain group messaging threads.
YouTube also started a pilot program to allow major stars to post nonvideo content to their pages &

creating a Facebook profile of sorts with photos and text.

Last year, Facebook added a dedicated video tab & a mini-YouTube within its mobile app 0 so people
interested only in watching videos on Facebook have a place to go. And there are reports that Facebook

is bringing exclusive content from media companies to the video tab.

Ross Smith, who has 3.6 million Facebook followers for his comedy videos, acknowledged that he missed

some opportunities to make money by focusing so much on Facebook.

Atwo-mi nut e compi | at comedy\wideos Mih his 98-yeariolt gramdmother 8 him swatting
away one of her jump shots, him pushing her into a pile of leaves, and them playing beer pong together

0 has generated 117 million views and was shared 1.2 million times.

AThat s pretty damn big and | di whot i makewapdr ine

advertising experiment.

12
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But he said he reserved his best content for Facebook because it had a diverse and global audience. He
is active on Snapchat and Instagram, but his videos spread faster on Facebook because it serves a

different audience.

At VidCon, Mr. Smith said his YouTube star friends were mobbed on the convention floor by teenage fans
while he walked around largely unnoticed. But when he returned to his hotel, the security guards and hotel

staff recognized him and excitedly introduced themselves.

Al have this whole mar ket wiltthé sa dd ffif reirteenlty ftame bus

0Doné6t take away our 15s06: Advertisers

https://digiday.com/media/dont-take-away-15s-advertisers-scramble-meet-platforms-new-formats/

Earlier this year, Facebook began inserting shor
news from Google that it would get rid of its 30-second, unskippable pre-roll ads on YouTube and push its

six-second unskippable ads.

The introduction of new formats is theoretically good news for publishers desperate to make money off the
content they distribute on the platforms. But even in 2017, many advertisers are still focused on the 30-

second spot and a noahtlBetnewsf@nats,lagencteandhpdbdishers say.

AChange in the ad ecosystem takes time, 0 said Tro
NnSi x seconds requires an ent i aredilycommenwon $\ sortheyt meakel i
their way into the digital ecosystem frequently. d
And itdés hard to shoot a storyline that 1is adapt

produce ads that are just for one format or platform, said Lisa Cucinotta, vp of accounts at Adaptly, which

helps advertisers scale their campaigns across social media.

Greg Manago, co-pr esi dent of Mi ndshare Content + Entert ali

preference is to shoot a campaign for each platform and format from the start, which can cost anywhere

from 10 to 20 percent more than taking a 30-second spot and recutting it.

For clients wanting someone else to create different versions of their ads, agencies including MEC and
Adaptly have started to obl i distcontavittl@isiondnasesignadkup three M

13

115

=]

a

L
~



https://digiday.com/media/dont-take-away-15s-advertisers-scramble-meet-platforms-new-formats/
https://digiday.com/media/dont-take-away-15s-advertisers-scramble-meet-platforms-new-formats/
https://www.clickz.com/youtube-is-getting-rid-of-30-second-unskippable-pre-roll-ads/109582/
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clients since it began offering the service last month and is talking to three more prospective ones, said

Noah Mallin, managing partner of MEC Wavemaker and head of social for MEC North America.

AWe werethearifmogm clients all/l the time, o0 Mallin 9a

and either they dondét have the assets or they were

ltds not just the skills and expense thHuikhdrourddthe 30e i s
second TV spot and, more recently, the 15-second spot. The investment is both financial and emotional.

And publishers need the money so they take them and repurpose them as pre-roll, users be damned.

il think therebs &$DohbBtatmkert awbyyoar 15s, 60 Mal [

of taking that content and versi oni pegcond ad.maydbe maret D €

audience-f r i endl vy, Mal |l in said, budmeg tio smiortd oWl eem tthe
about a big idea. o

ltds a mentality agencies are trying to change. i |
create the feature fil m, but thereds a great way |y

Change is happening, though. In June, Fox Networks Group announced it would start supporting the six-
second unskippable ad format, following YouTubebs
nonlinear revenue, said the company has gotten a positive response from advertisers, with some starting

to create ads of that length.

Levy said while the six-second format is good for reaching people at the top and bottom of the purchase
funnel but that | onger formats ared idtsi.l IFomeddhad ftrc
think that the 30-second spot wi || go extinct anytime soon.

communi cate a message to a consumer, 0 he said.

7 7
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http://www.sostav.ru/publication/sanktsii-protiv-rossii-pomogli-facebook-vybitsya-v-lidery-na-ukraine-
27388.html
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2017: The year in social marketing so far

From SnapoéascdbPoo kos Fad breaks to I nstagramds Stor

so far.
http://marketingland.com/year-social-marketing-far-218878

The social marketing landscape shifts so quickly thata half-y e ar revi ew i sndt sast mt

requisite, if only to keep track of what has changed already in 2017.

When 2016 ended, Snapchat was a social darling, Facebook videos could be watched uninterrupted, and
I nstagramds Stories product wahen281lmhbabdered. Mdarehspeific8ly) a p
these things happened:

Snap went public

Secrecy had al ways been part of Snapchat 6sfiledtogaur e

public in February, it lost some of that mystique, in part because it appeared to be losing its war with
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http://inau.ua/sites/default/files/file/1707/top-25_saytiv_cherven_2017.pdf
http://www.sostav.ru/publication/yandeks-i-mail-ru-group-popali-pod-ukrainskie-sanktsii-26631.html
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I nstagram. Soon after I nstagram cloned Snapchat 6s
By April 2017, more people were checking out Instagram Stories daily than opening Snapchat. Those stats
alone would have made for a rough start to 2017. But in May, Snap said that its Q1 2017 revenue slid from

the Q4 2016 markbecause of seasonality, a trend thatoés n
for an upstart.

I nstagramdés Stories audience overtook Snapchatos
After closing2016 by making run at Snapchatdos user base, |

rival 6s adv er trdllesl eut Snépehatstylewbretni cical vi deo ads b eTheme e
in April 8 two months after Snapchat disclosed its daily user count for the first time & Instagram revealed
that more people were using Instagram Stories daily than Snapchat. Then in June, a month after Snapchat
said that its daily audience growth had rebounded by 5 percent from Q4 2016 to Q1 2017, Instagram
announced that St or igeowndy 2badrcenyfrom AptilitoeaJuine.e h ad

Facebook rolled out mid-roll ads

Views are nice, but revenue is nicer. After building itself up as a legitimate alternative to YouTube for
creators and publishers to attract audiences for their videos, Facebook finally started testing a way for
companies to make money from the videos they post on the socialnetwork. Now it 6s a que
advertisers shaken by You Tu b e 6 s 0 aaepconafatable vithdtaceb ook 6s | i mit e

which videos feature their mid-roll ads.

Twitter gained users, lost money

I n the movie fANational Lampoonds Vegas Vacation, d
only to have another one open. Twitter is Chevy Chase. The company has finally re-accelerated its
audience growth, but now its total revenue and advertising revenue are in decline. And while Twitter has
added more money-making ad products, like ads in Periscope, it has also lost one of its most marquee
sales opportunities after the NFL opted not to renew its regular season live-streaming deal with the

company.

LinkedIn turned on retargeting

Business-wise, LinkedIn had stayed pretty quiet since being bought by Microsoft in 2016. Then the the
business-centric social network finally opened itself up to retargeted advertising through a new program
called Matched Audiences. Whi |l e Li nkiemdd nanystnitngd t hat hasnbo

Facebook, Google, Twitter & really, by everyone § it can better cater to B2B marketers.
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http://marketingland.com/instagram-stories-tops-200-million-daily-users-211922
http://marketingland.com/marketers-know-snaps-q1-2017-earnings-report-214433
http://marketingland.com/marketers-know-snaps-q1-2017-earnings-report-214433
http://marketingland.com/instagram-will-show-ads-150-million-people-viewing-stories-daily-203089
http://marketingland.com/instagram-stories-tops-200-million-daily-users-211922
http://marketingland.com/instagram-stories-daily-audience-hits-250-million-people-adds-live-story-replays-217972
http://marketingland.com/instagram-stories-daily-audience-hits-250-million-people-adds-live-story-replays-217972
http://marketingland.com/facebook-opens-mid-roll-ads-live-broadcasters-starts-non-live-test-207499
http://marketingland.com/facebook-opens-mid-roll-ads-live-broadcasters-starts-non-live-test-207499
https://www.recode.net/2017/3/30/15128654/youtube-creators-revenue-drop-brand-safety-controversy
http://marketingland.com/facebook-addresses-audience-network-mid-roll-ad-transparency-problem-publisher-lists-217425
http://marketingland.com/facebook-addresses-audience-network-mid-roll-ad-transparency-problem-publisher-lists-217425
http://marketingland.com/marketers-know-twitters-q1-2017-earnings-213111
https://www.recode.net/2017/4/4/15183786/twitter-lost-nfl-football-streaming-video-tv-deal-amazon
http://marketingland.com/linkedin-officially-rolling-matched-audiences-ad-targeting-program-advertisers-week-212726
http://marketingland.com/linkedin-officially-rolling-matched-audiences-ad-targeting-program-advertisers-week-212726
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Pinterest put a new Lens on visual search

Pinterest wants to do for visual search what Google has done for text-based search. But for a search
engine to be truly visual, not only should the results be visual, but so should the queries. And so in
February, Pinterest rolled out Lens, a f eature in its app that <conve
A few months later, Pinterest said that it would use the same computer vision technology powering Lens

to target ads on its platform.
Facebookb6s Messenger raised chatbotsd profiles

2016 was supposed to be a big year for chatbots. Luckily for them, it was not. But 2017 may be after
Facebook6s abidedasDescogeetab to make people more aware of the chatbots and businesses

on its platform.

L2: Instagram rules video engagement

http://www.marketingdive.com/news/|2-instagram-rules-video-engagement/446671/
Dive Brief:

Instagram's video engagement far outpaced other social media platforms at 16%, compared to parent
company Facebook's 1.5% and YouTube's 0.3%, according to a report released last week by
benchmarking firm L2 Inc. Based on total views, however, Facebook led the way with 18.8 million,

followed by YouTube at 14.8 million with Instagram trailing at 5.2 million.

For brands looking to boost reach, Facebook is the best platform, according to the report, while
YouTube brings slightly better organic view rates. "Intelligence Report: Video 2017" also saw a ripple

effect of TV advertising leading to higher organic interest on digital channels.

The report analyzed 60,000 videos and 293 video campaigns for 201 brands across social media,

mobile, website and television viewing habits.
Dive Insight:

L2's latest report emphasizes the importance of strategic ad spend for maximized online engagement.

Clearly, social media platforms have emerged as critical components of effective digital video
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https://martechtoday.com/pinterest-teaching-computers-see-199438
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http://marketingland.com/pinterest-will-use-image-recognition-target-ads-including-lens-results-214895
http://marketingland.com/inside-chatbots-year-growing-pains-210182
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http://www.marketingdive.com/news/l2-instagram-rules-video-engagement/446671/
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strategy, but marketers should consider the distinct user behaviors and challenges of each platform,

such as varying audiences, formats and other platform-specific tendencies.

Last month, the Interactive Advertising Bureau released a survey that found two-thirds of smartphone
owners use their device every 30 minutes or less, while 22% tap into their phones every five minutes.
The survey also reported that 90% of smartphone users recall seeing mobile ads within the first few
days after the ad was originally shown, while 86% recall ads from mobile apps, the survey found.
About half of respondents said they took action after seeing mobile ads, demonstrating that they're
an effective marketing medium, as consumers are becoming increasingly reliant on their wireless
devices for gathering news, information and entertainment than other electronic media. This steady
shift to mobile signals that marketers would be remiss to overlook the impact of social media videos
on conversions and brand awareness.

Similar research supports much of L2's data. Last month, WPP's Kantar Worldpanel and Facebook
released a joint study that found a 29% lift in conversions when consumers were exposed to brand
messages on both TV and Facebook. That report also found that TV spots brought a 4.7x greater
household reach than Facebook alone, although Facebook ads were 1.9x less expensive. This,
coupled with the cord-cutting trend of users shifting away from TV and toward digital, creates a

significant challenge for marketers looking to optimize reach with limited ad dollars.
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New evidence highlights the conversion lift of mobile optimization
Contributor Ben Jacobson takes a look at new numbers on mobile conversion rates and shares three
tactics you can put into action now to boost your bottom line.

http://marketingland.com/new-evidence-highlights-conversion-lift-mobile-optimization-218910

No one doubts that the future of marketing is mobile. We reached a significant tipping point late last year,
when mobile internet usage exceeded desktop for the first time, and usage worldwide continues to soar.
Today we 6r abow pOeperdent mfgour media time and 79 percent of our social media time on

mobile.

At the same time, though, mobile conversion rates lag far behind desktops. Over the course of the most

recent complete calendar year, smartphones drove just 20 percent of conversions.

19



http://marketingland.com/new-evidence-highlights-conversion-lift-mobile-optimization-218910
http://marketingland.com/global-basis-mobile-internet-usage-surpassed-desktop-october-196937
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Source: WebpageFX

Clearly, optimizing for the mobile customer experience is vital 8 but so f ar , therebo

empirical, actionable data based on real-world conversion rate optimization success.

The mobile wuser experience presents a particula
audiences use their devices in an entirely different way from the way they use their computers. Google

recommends that marketers think ofnicro-im@mentso bt hat em
be optimized and work together for holistic impact over time.

Each of these touch points must be taken into account when optimizing the entire experience: single-
column emails, responsive web design forsitec ont ent and the small er fAsn

that the mobile audience loves to consume.

Mobile conversion rate optimization (CRO) is also about driving those actions that make sense on
smartphones & share, subscribe, call, get directions, pay with mobile wallet and the like 8 and creating
a user experience that goes beyond simple responsive design to incorporate elements like minimized
scripts, mobile-optimized image sizes, large buttons, swiping functionality and frictionless form completion.

The challenge becomes not just how to optimize, but knowing what to optimize. And as we marketers get
over our learning curves, new evidence on mobile conversion rates is starting to show exactly how

optimizing specific key areas can have an immediate impact on conversions.

Let 6s br eak down t hese new number s and | ook at

immediately boost your mobile conversions.
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1. Lowering your render start time is vital to page performance

By now, wedve all whyenehie page espeed astsa important. Bounces and cart
abandonment soar and conversions sink for every second it takes for your mobile site to load. Clearly,
improving your load time means better results.

“What we find is that sites with the
fastest render starts (under one
second) get nearly 50% more mobile
engagement than the sites in the
slowest group (three to four seconds).”

-1tai Sadan, CEQ, Duda

Agency-oriented responsive website building platform Duda recently crunched data relating to over 4,000
websites, comparing performance before and after mobile speed optimization, in an attempt to identify
which page speed metrics correlated most with CRO lift. They found that the average render start time
(RST, determined by measuring how |l ong it takes
from 1.8 seconds before optimizing to 1.4 seconds after optimization, an improvement of 23 percent. And
that decrease is significant, as their mobile conversion rate data shows.

Mobile Conversion Rate*

<1 10.50%

1.0-1.9 9.60% 8.40%
2.0-2.9 9.10% 5.00%
3.0-3.9 7.70% 15.80%

Source: Duda
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Jan Render Start time (s Jan. Click-to-Call Rate % Change |
<1 7.80%

1.0-1.9 6.70% 13.70%
2.0-2.9 5.80% 14.20%
3.0-3.9 5.10% 11.10%

Source: Duda

i Wt we find is that sites with the fastest render starts (under one second) get nearly 50 percent more

mobil e engagement than the sites in the slowest g

The performance lift is significant for many types of conver sions, with Dud
submits, taps on maps and taps on call-to-action buttons for texting, calling and emailing companies. This
makes a | ot of sense, given that sl ow | oadcompletely s
blank. Even if heavier media loads lazily, giving people the option to start interacting with a page as early

as possible will obviously encourage superior engagement.

What to do now: There are several things developers can do to optimize the critical render path,
perGoogl ebs best practices

Compress and optimize your JavaScript.

Minify your CSS code and placement.

Minimize image sizes and consider using CSS image sprites.
Prefetch resources that require large files.

Fortunately, you dondét need to do al/l of t plentyofon
WordPress themes are specifically optimized from the start for mobile speed. Building your site with one

of these solutions will likely result in immediate RST improvements and better conversions.
2. Adding one-touch payment means instant credibility and more sales

Once youdbve improved your render time, you can ag

sales friction.

Wi t h 90 percent of hi s companyods traffic and
devices, NatoMounts CEO Brandon Chatham knows that anything that could increase mobile conversions
would make a huge difference to his bottom line.
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Since sharpening his focus on mobile, instituting a bullish approach to A/B testing and integrating one-
touch payment processing through BigCommerce, NatoMounts has boosted their mobile sales conversion
rate to around 5 percent. Compare this to average smartphone conversion rates, which hovered at around
1.5 percent at the end of last year, and you begin to realize the impact.

iQur goal is to have them order as much as pocasi b
study from BigCommerce. A We wer e able to achieve that by int
quick-pay elements. In the first week, we had someone land on the site (a new customer) and hit the finish

orderpageinl ess than 43 seconds. 0
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Recent dat a f rMobile EBCGoymesce Osalslityoi st udy conf i r enimdustnh at
checkout experiences have yet to be streamlined, which means that businesses which do implement
expedited payments via mobile wallet solutions have some major market differentiation opportunities.
Examining the checkout UX on the mobile websites of 50 major e-commerce shops, Baynard identified
the following problem areas, with red dots indicating poor usability and horizontal black notches indicating

benchmark averages.

Nat oMount sés Chatham estimates t hat  BaipeRwides comaekne s

at 25 percent, Amazon Pay brings in 20 percent, and Apple Pay makes up the remaining 5 percent.
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Customers love the idea of reduced friction at checkout, and companies that are making it easier to do

business are reaping the rewards.

What to do now: Integrate your existing e-commerce setup with one-touch digital wallet payment
processing for Amazon Pay, PayPal One Touch, Apple Pay, Android Pay and any other processors your

audience is likely to use.
3. Using breadcrumbs and radio buttons improves conversions

Looking for better lead gen and form conversion? KlientBoost founder and CEO Johnathan Dane has

struck gold by revamping old-style lead forms into multi-step landing pages.

The idea takes the generally accepted idea that reducing the amount of information in your form fields
i mproves your conversion rates, flipping the congc
fields, Daneds experi ments s ug g Abketter apfraath inmarty bases h ¢
is to ask a series of smaller, easy-to-answer questions that dondét invol
using what he calls the breadcrumb technique.

“People on mobile devices have no patience
and want answers quickly. For lead gen or
SaaS, this means that you can get much
higher mobile conversion rates if you can
get people to micro commit on easy-to-
answer radio buttons.”

-Johnathan Dane, CEO, KlientBoost

AfiPepbe on mobile devices have no patience and wan
or SaasS, this means that you can get much higher mobile conversion rates if you can get people to micro

commitoneasy-to-answer radi o buttons. 0

AAfteranhbatont Dnued, At heyobére more |likely to fildl
core offer.o
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Month +* Converted clicks Cost | converted click Click conversion rate

Sep 2015 6 $863.50 0.70%
Oct 2015 22 3176.40 5.64%
MNow 2015 54 $65.72 16.22%
Dec 2015 63 $48.11 18.38%
Jan 2016 109 s$30.27 16.85%
Feb 2016 135 $34.30 19.04%

Source: KlientBoost

How much more likely? KlientBoost worked with a financial institution to redo their mortgage information
lead gen form, turning a long single landing page with many fields into a series of short pages and quick
asks. The results are impressive. Cost per acquisition (CPA) for the leads plummeted from over $800 to
about $35, monthly conversion volume spiked from six to 135, and conversion rates leapt from under 1

percent to over 19 percent.

Case studies from other clients show similar results, with significantly higher conversion rates and
dramatically lower CPAs.

What to do now: Rework your lead gen forms to use this multi-page approach, and add radio buttons to

move your prospects through the process quickly.

Optimizing the things that matter

As mobile usage continues to grow, the need to optimize for smartphone conversions will continue to

command marketers6 attention. Thankfully, we ar

truly understand how to improve the mobile experience.

Once we can tie that data into the customer journey, we see that strategic changes 8 like improving RST,
easing the payment process and using a breadcrumb-style lead capture with radio buttons 8 can have

big impact on the bottom line.

Some opinions expressed in this article may be those of a guest author and not necessarily Marketing

Land. Staff authors are listed here.
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