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NATIVE VML is one of SA’s largest digital

agencies and a part of VML, a US-based
global digital agency group (WPP)



What is the |1AB?



North America

I+1 IAB Canada

E= IAB Puerto Rico
i-1 IAB Mexico

£ |AB U.S.

South America
—— |AB Argentina
f&3 IAB Brazil

= |AB Chile

== |AB Colombia
mim |AB Ecuador
§-1 |AB Peru

== |AB Uruguay

Asia Pacific

&l |AB Australia

il |IAB China

@l |IAB New Zealand
= |AB Singapore
mim |IAB Vietnam

Europe

= IAB Austria
B 1 IAB Belgium
wm= |AB Bulgaria
== |AB Croatia
a= |AB Denmark
Il |IAB Europe
- |IAB Finland
B 1!AB France
mm |[AB Germany
:= |AB Greece
== |AB Hungary
i1 |AB Ireland

§ 1 /AB Italy

3& |IAB Macedonia
== |AB Netherlands
EE IAB Norway
== |AB Poland

B 1 'AB Romania
== |AB Russia
= |[AB Serbia

ms |AB Slovakia

= IAB Spain

2= |AB Sweden

IAB Switzerland

IAB Turkey

&= |AB United Kingdom

Africa
B= |AB South Africa
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The IAB empowers the media and marketing
industries to thrive in the digital economy. The
organization educates marketers, agencies,
media companies and the wider business
community about the value of interactive
advertising. Working with its member
companies, the IAB evaluates and recommends
standards and practices and fields critical
research on interactive advertising. Founded in
1996, the IAB is headquartered in New York
City.



Disclaimer:

This is about audience research as it affects the
delivery of audience to advertisers. There are
of course many other reasons one might want

to understand audience.
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W

25000 household survey in person

Media and product consumption survey

Development of “LSM” strata for target markets



W EW\ * T\/S:\teasurement

Based on radio diaries \\

RadlO Measurement
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Access can be recorded
Not 3 discreet Medium

how are websites
bounded?

iab.

south africa






iab.

south africa



Under-priced and then heavily discounted
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First attempt tO understand the person

K in the data
Resam
\/O P/ed ACross Al

lar
Y Selfsgy ¢ eMber sites
C ed
33

Mple
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AN

ditional planning

Similar to tra

Understanding of demographics
and site visit behaviour

R ——
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LOCALISATION OF
GLOBAL

Suddenly they know more about
the audience than you do

- self—selected way of extrapolating audience
behaviour transparently
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LOCALISATION oF
GLOBAL
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Digital and offline
measurement
don't mix that well yet

LOCALISATION OF

GLOBAL DIGITAL
INTEGRATION

Should drive up the value of digital in marketers’ eyes
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LOCALISATION OF
GLOBAL
DIGITAL

INTEGRATION

Surveying on feature phone challenging™ ™\

MOBILE IN ~
AFRICA

Large audience - therefore data is flawed *//

. | \ opaque—
Mobile remains largely , ‘
exploring low-tech way> to fiX 1ab.
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LOCALISATION OF

GLOBA PA
L 2 /’\\’T/E\L WEIGHTING DIGITAL
TO AMPS INTEGRATION

Tradrtt):onal media in g (Iosing)
attle fo il icn /
rrelevance + FRAGMENTATION AFRICA

AND
CONVERGENCE

lronic in an age of CONVErgence s~

May be no '\ndependent“estab\'\shment / ‘
urvey” iab.



LOCALISATION OF

GLOBAL PANEL
DATA WEIGHTING DIGITAL
TO AMPS INTEGRATION

Programmatic medi a

Media owners no |onger eenarion W MOBLE N
THE RISE OF THE AND AFRICA
MACH\NES

have direct access to
audience data =—"

Audiences are sold by those with the money 10 .
aggregate them Igl?.

CONVERGENCE



LOCAGLL%ATION OF
BAL PA
INEL - W WEIGHTING DIGITAL
TO AMPS INTEGRATION

Research 1S instant
Questions formulated after the fact = big data
- FRAGMENTATION /
AFRICA

THE RISE OF THE AND

Lt m MACHINES CONVERGENCE

Media Planner js dead>
iab.
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LOCAC\;LLISATION OF
GITAL
PUBLISHERS A INTEGRATION

T14E RISE OF THE AND
ENDGAME: MACHINES CONVERGENCE
AUDIENCES OF
ONE

©
Who needs trends when one can know every individual! iab.
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