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Disparity in Sophistication
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Personalized & contextually
relevant experiences



+

Relevance of Digital Ads According to US Millenial Internet Users
by Type/Tactic, July 2015

Very relevant

6.5%

6.9%

9.9%

13.4%

17.3%

18.9%

21.6%

28.5%

29.2%

29.1%

35.1%

34.3%

25.3%

25.4%

25.3%

22.6%

18.1%

15.1%

29.5%

23.4%

23.1%

18.4%

15.4%

13.9%

17.1%

15.8%

12.6%

16.6%

14.1%

17.7%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%100%

Mobile / in-app ads

Display ads

Social media ads

Source: eMarketer, September 2015

Somewhat relevant Somewhat irrelevant Very irrelevant Don’t know
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69% of online consumers 
agree that the quality, timing, 
or relevance of a company’s 
message influences their 
perception of a brand.

*Source: Consumers in the Micro-Moment, Google/Ipsos, U.S.,March 2015



Right audience

≠
Right message
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Programmatic Creative

WEATHER
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Ad relevancy driven by media signals 
and 3rd party audience data 

Location

• Semantic location

• Weather

• Pollen

Time

Platform

Audience
• Gender
• Life stage
• Passions
• Language

Publisher context
• Topic
• Attention span
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Ad UX
Platform

CRM

CMS

People

Locations

Products

Offers

Assets
Personalized
advertising

Ad relevancy driven by advertiser data 
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Jason Collar, Sr. Director Creative Services 



Mountain Dew

Dynamic location based on location with 5 different variables, 
Dallas, Forth Worth, Chicago, LA and Houston.



ABC

The Family dynamic message based on 7 day variable. (Special Premiere March 3, Special 
Premiere Thursday, Tomorrow, Tonight, new episode, tomorrow and tonight.
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