



Submit Search


Upload
KREATIO-WHITE-PAPER----AD-REVENUE.PDF
•
1 like•90 views


Kadam VivekFollow




Report
Share








Report
Share



1 of 11Download NowDownload to read offline































Recommended
Presentation online-advertising-toolbox
Presentation online-advertising-toolboxneworganizingist 


eMarketer Webinar: Keys to Online Display Advertising
eMarketer Webinar: Keys to Online Display AdvertisingeMarketer 


Ppc P.P
Ppc P.Ptrina_chowdhury 


Shari Gunn
Shari Gunntieadmin 


Digital advertising 101
Digital advertising 101451 Marketing 


Online advertising mobile marketing ppc_seo
Online advertising mobile marketing ppc_seoabir hossain 


Introduction to Digital Advertising
Introduction to Digital AdvertisingSensis 


Display Advertising for Demand Marketers
Display Advertising for Demand MarketersOnline Marketing Institute 










What's hot
Affiliate Marketing in Digital Marketing
Affiliate Marketing in Digital MarketingDelitaGading 


Mobile Marketing for Developers - Glossary of Terms
Mobile Marketing for Developers - Glossary of TermsComboApp, Inc 


Online advertising 101
Online advertising 101Niall Flynn 


Display Advertising in Digital Marketing
Display Advertising in Digital MarketingDelitaGading 










What's hot
Behavioral Targeting and Dynamic Content creation
Behavioral Targeting and Dynamic Content creationSimon Hjorth 


Efficient mechanisms for mobile ads
Efficient mechanisms for mobile adsSandip Jalan 


The buyer’s view, Hot Topic: Header Bidding, Feb 2017 
The buyer’s view, Hot Topic: Header Bidding, Feb 2017 Digiday 


Digital advertising – buying models
Digital advertising – buying modelsRadhikarani Sengupta 










What's hot
Ad operations dictionary
Ad operations dictionaryDave Tran 


Thomvest Advertising Technology overview - Sept 2014
Thomvest Advertising Technology overview - Sept 2014andrewtweed1 


Peering Into The Future of Digital Advertising
Peering Into The Future of Digital AdvertisingVikram Mohan 


Viewable Impressions Metric As The Industry Standard
Viewable Impressions Metric As The Industry StandardMARC USA 










What's hot
An Introduction to Online Advertising
An Introduction to Online AdvertisingMartin Westhead 


Digital display advertising through Audience Extension platform
Digital display advertising through Audience Extension platformJeroen Corver 


Online Advertising
Online AdvertisingPriyanka Saluja 


MMP - TEST
MMP - TESTAbed Jrab 










More Related Content
What's hot
Affiliate Marketing in Digital Marketing
Affiliate Marketing in Digital MarketingDelitaGading 



Mobile Marketing for Developers - Glossary of Terms
Mobile Marketing for Developers - Glossary of TermsComboApp, Inc 



Online advertising 101
Online advertising 101Niall Flynn 



Display Advertising in Digital Marketing
Display Advertising in Digital MarketingDelitaGading 



Behavioral Targeting and Dynamic Content creation
Behavioral Targeting and Dynamic Content creationSimon Hjorth 



Efficient mechanisms for mobile ads
Efficient mechanisms for mobile adsSandip Jalan 



The buyer’s view, Hot Topic: Header Bidding, Feb 2017 
The buyer’s view, Hot Topic: Header Bidding, Feb 2017 Digiday 



Digital advertising – buying models
Digital advertising – buying modelsRadhikarani Sengupta 



Ad operations dictionary
Ad operations dictionaryDave Tran 



Thomvest Advertising Technology overview - Sept 2014
Thomvest Advertising Technology overview - Sept 2014andrewtweed1 



Peering Into The Future of Digital Advertising
Peering Into The Future of Digital AdvertisingVikram Mohan 



Viewable Impressions Metric As The Industry Standard
Viewable Impressions Metric As The Industry StandardMARC USA 



An Introduction to Online Advertising
An Introduction to Online AdvertisingMartin Westhead 



Digital display advertising through Audience Extension platform
Digital display advertising through Audience Extension platformJeroen Corver 



Online Advertising
Online AdvertisingPriyanka Saluja 



MMP - TEST
MMP - TESTAbed Jrab 



The Basics of Header Bidding, Hot Topic Header Bidding, June 8th, 2017
The Basics of Header Bidding, Hot Topic Header Bidding, June 8th, 2017Christina Henry 



Chap15 The Internet And Interactive Media
Chap15 The Internet And Interactive MediaPhoenix media & event 



Internet marketing
Internet marketingguestd3c65d3 



Demystify - Programmatic for Recruitment 
Demystify - Programmatic for Recruitment Crunch Simply Digital 





What's hot (20)
Affiliate Marketing in Digital Marketing
Affiliate Marketing in Digital Marketing 


Mobile Marketing for Developers - Glossary of Terms
Mobile Marketing for Developers - Glossary of Terms 


Online advertising 101
Online advertising 101 


Display Advertising in Digital Marketing
Display Advertising in Digital Marketing 


Behavioral Targeting and Dynamic Content creation
Behavioral Targeting and Dynamic Content creation 


Efficient mechanisms for mobile ads
Efficient mechanisms for mobile ads 


The buyer’s view, Hot Topic: Header Bidding, Feb 2017 
The buyer’s view, Hot Topic: Header Bidding, Feb 2017  


Digital advertising – buying models
Digital advertising – buying models 


Ad operations dictionary
Ad operations dictionary 


Thomvest Advertising Technology overview - Sept 2014
Thomvest Advertising Technology overview - Sept 2014 


Peering Into The Future of Digital Advertising
Peering Into The Future of Digital Advertising 


Viewable Impressions Metric As The Industry Standard
Viewable Impressions Metric As The Industry Standard 


An Introduction to Online Advertising
An Introduction to Online Advertising 


Digital display advertising through Audience Extension platform
Digital display advertising through Audience Extension platform 


Online Advertising
Online Advertising 


MMP - TEST
MMP - TEST 


The Basics of Header Bidding, Hot Topic Header Bidding, June 8th, 2017
The Basics of Header Bidding, Hot Topic Header Bidding, June 8th, 2017 


Chap15 The Internet And Interactive Media
Chap15 The Internet And Interactive Media 


Internet marketing
Internet marketing 


Demystify - Programmatic for Recruitment 
Demystify - Programmatic for Recruitment  






Viewers also liked
imman resume final
imman resume finalimman gwu 



Hotel Data and Analytics News - May 2016
Hotel Data and Analytics News - May 2016SnapShot Travel 



Tools and measurements to unleash trapped profitability in Hotel Revenue Mana...
Tools and measurements to unleash trapped profitability in Hotel Revenue Mana...revenuebydesign 



Hotel inspection data set analysis   copy
Hotel inspection data set analysis   copySharon Moses 



Hotel Competitive Set Analysis
Hotel Competitive Set AnalysisOttis Bunning 



Bugdet hotel Lemon Tree Study
Bugdet hotel Lemon Tree StudyRadhika Koolwal 



Analysis of hotel industry in porter's five competitive forces
Analysis of hotel industry in porter's five competitive forcesKrati Chouhan 



2016 Year in Review: Hospitality and Travel Tech
2016 Year in Review: Hospitality and Travel TechSnapShot Travel 





Viewers also liked (8)
imman resume final
imman resume final 


Hotel Data and Analytics News - May 2016
Hotel Data and Analytics News - May 2016 


Tools and measurements to unleash trapped profitability in Hotel Revenue Mana...
Tools and measurements to unleash trapped profitability in Hotel Revenue Mana... 


Hotel inspection data set analysis   copy
Hotel inspection data set analysis   copy 


Hotel Competitive Set Analysis
Hotel Competitive Set Analysis 


Bugdet hotel Lemon Tree Study
Bugdet hotel Lemon Tree Study 


Analysis of hotel industry in porter's five competitive forces
Analysis of hotel industry in porter's five competitive forces 


2016 Year in Review: Hospitality and Travel Tech
2016 Year in Review: Hospitality and Travel Tech 









Similar to KREATIO-WHITE-PAPER----AD-REVENUE.PDF
The great-online-display-advertising-guide.pdf
The great-online-display-advertising-guide.pdfNuSpark Marketing 



Digital Strategy | Media Matrix 
Digital Strategy | Media Matrix Southern Methodist University 



Online Advertising
Online Advertisingamalrains 



Geary LSF University Presents: Digital media 101
Geary LSF University Presents: Digital media 101Katie Fellenz 



B2B Display Advertising How-To Guide
B2B Display Advertising How-To GuideDemand Metric 



ReTargeting and the Future Of Display Advertising 
ReTargeting and the Future Of Display Advertising Arjun Dev Arora 



Optimizing Your Digital Marketing Campaigns
Optimizing Your Digital Marketing CampaignsIdea to IPO 



Display Advertising 101 [PowerPoint]
Display Advertising 101 [PowerPoint]Kwanzoo Inc 



Pay per click
Pay per clickKishob K Krishnan 



7 Introduction to Google Adsense.pdf
7 Introduction to Google Adsense.pdfShreyaKushwaha28 



Programmatic AD Buying - A Tactical Guide
Programmatic AD Buying - A Tactical GuideNeeraj Mishra 



Online Advertising - Monetization Models Explained - Jayant Nandan
Online Advertising - Monetization Models Explained - Jayant NandanLounge47 



Digital advertising accelerated
Digital advertising acceleratedAdCMO 



Online advertising
Online advertisingSanganak Technologies 



Ad operations 
Ad operations Ravi Varma reddy 



The Programmatic Jargon Buster, 3rd Edition
The Programmatic Jargon Buster, 3rd EditionSociomantic Labs 



Media Deck
Media Deckperfspot 



An Introduction to Programmatic
An Introduction to ProgrammaticBravoEchoInc 



A Brief of Google AdWords Pay Per Click
A Brief of Google AdWords Pay Per ClickRanjan Jena 



The Programmatic Jargon Buster
The Programmatic Jargon BusterDigital Market Asia 





Similar to KREATIO-WHITE-PAPER----AD-REVENUE.PDF (20)
The great-online-display-advertising-guide.pdf
The great-online-display-advertising-guide.pdf 


Digital Strategy | Media Matrix 
Digital Strategy | Media Matrix  


Online Advertising
Online Advertising 


Geary LSF University Presents: Digital media 101
Geary LSF University Presents: Digital media 101 


B2B Display Advertising How-To Guide
B2B Display Advertising How-To Guide 


ReTargeting and the Future Of Display Advertising 
ReTargeting and the Future Of Display Advertising  


Optimizing Your Digital Marketing Campaigns
Optimizing Your Digital Marketing Campaigns 


Display Advertising 101 [PowerPoint]
Display Advertising 101 [PowerPoint] 


Pay per click
Pay per click 


7 Introduction to Google Adsense.pdf
7 Introduction to Google Adsense.pdf 


Programmatic AD Buying - A Tactical Guide
Programmatic AD Buying - A Tactical Guide 


Online Advertising - Monetization Models Explained - Jayant Nandan
Online Advertising - Monetization Models Explained - Jayant Nandan 


Digital advertising accelerated
Digital advertising accelerated 


Online advertising
Online advertising 


Ad operations 
Ad operations  


The Programmatic Jargon Buster, 3rd Edition
The Programmatic Jargon Buster, 3rd Edition 


Media Deck
Media Deck 


An Introduction to Programmatic
An Introduction to Programmatic 


A Brief of Google AdWords Pay Per Click
A Brief of Google AdWords Pay Per Click 


The Programmatic Jargon Buster
The Programmatic Jargon Buster 








KREATIO-WHITE-PAPER----AD-REVENUE.PDF

	1. White Paper
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for Online Publishers
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	2. How the publisher  can leverage the evolution of the
advertisement-based business model
The continuous fragmentation of online audiences has created multiple universes of users – each with unique tastes, age
proﬁles, personality types and geographic spaces. These groups of people – diverse and in the millions – spend their time
online shifting between several websites that cater to their speciﬁc information needs.
From a business perspective, this fragmented environment is ripe for publishers to aggregate the individualistic groups and
present them to brand marketers as target audiences for their products and services. When done on a large scale and
reasonably accurately, these numbers can command the same leverage as in conventional television audiences.
For a publisher (print and online), this ﬂux brings both good and not-so-good tidings. The good thing is that galloping online
readership means better opportunities to monetise reader attention through higher priced advertisements. The ﬂipside is that
the publisher needs to choose between selling the ad space through its own sales force or become a part of an ad
network/exchange.
This unique environment has its advantages and disadvantages at various stages.
“Half the money I spend on advertising is wasted;
the trouble is I don't know which half.”— John Wanamaker
White Paper Revenue optimisation strategies for online publishers
kreatio.com
 


	3. Ad Measurement Yardsticks
The  emergence of the ad network was both inevitable and necessary with the massive growth of online publishing. The degree
and depth of the traﬃc that ﬂows through the ad network ecosystem is a function of the availability and advertisers’ need.
Publishers, by virtue of their deep relationship with readers and advertisers, are a primary resource for insights on reader
behavior.
Over time, the industry ecosystem partners (publishers and advertisers, linked by ad networks) have continuously innovated
and evolved several advertising models and measurement yardsticks. Many strategic and tactical interventions are also
employed to garner reader attention in diﬀerent forms and maximise revenues.
The ad models cover the entire spectrum of possibilities – from the conventional to the new. They are CPC, CPM, CPL, CPA,
Banner ads, Display ads, Native advertising (with video and audio), Programmatic advertising, Tenancy, Real-time bidding,
Search Engine Marketing (SEM) and E-mail advertising, among others.
Cost Per Click (CPC) / Pay Per Click (PPC)
Here, the advertiser is charged each time a visitor clicks on an advertisement.
Google’s paid search model works on this principle. It is precisely for this reason
that it is called performance-based advertising, since one only pays for results.
From a publisher’s perspective, if the user clicks an advertisement on the website,
he will get compensated for that action.
White Paper Revenue optimisation strategies for online publishers
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	4. Cost Per Thousand  Impressions (CPM)
Cost Per Acquisition (CPA)
Cost Per Acquisition is similar to CPL, but just that it has a higher goal. In this model, the publisher receives payment only for a
completed transaction – ﬁnancial or otherwise. For example, if an e-newsletter subscriber goes on to purchase services from
the advertiser, the publisher will be paid for it.
The advertiser decides on the payable action, which might include downloading an asset, purchasing an E-book, joining a
course, etc. The payout is determined by what is involved in the payable action and how much eﬀort is required for the
advertiser to make a proﬁt.
Cost Per Thousand Impressions (CPM) is the model, which is mostly used with web banners, text links and e-mail as well as with
opt-in e-mail advertising.
Cost Per Lead (CPL)
Here, the advertiser compensates the publisher when a user views the ad, clicks on it for further action and becomes a qualiﬁed
lead for a sale. This might mean signing up for an e-newsletter, reward programs, or free website membership.
The pay rates for CPL advertisements range from a few cents to several dollars, but are usually much higher than CPC ads. The
rate is determined by the business and what the advertiser is willing to pay.
Niche publications follow this model (also known as Cost Per Referral (CPR)), since their readers are far more loyal ‘tenants’
rather than, say, readers of a general newspaper. Their readers belong to specialist industry sectors. Such niche publications
deservedly work on sponsorship or tenancy model wherein an advertiser takes up space for a speciﬁc period and it is not
measured in terms of impressions.
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	5. Native advertising
One-to-one user  engagement
This essentially is about publishing sponsored content that is in tune with the content (both audio and video) consumed by the
visitor. Native advertising smoothly blends editorial content with the advertiser’s viewpoint. The new model has been lapped
up by global publishers, such as HufﬁngtonPost,New York Times,Washington Post,The Wall Street Journal,Slate,Forbes and others. This
approach connects brands to consumers with creative and engaging content, and oﬀers better targeting, engagement and
analytics. To ensure better hit rate, publishers experiment with elements such as headlines, placement design, creative
rotation and targeting.
For a publisher, native advertising is crucial to develop a multi-pronged approach to extend the reach and engagement of
advertisers. Importantly, the publisher extracts a higher price from the sponsoring brand through native advertising.
Another unique point is that native advertising performs better on mobile devices.
Programmatic advertising automates the decision-making process in media buying, placement and optimisation by targeting
speciﬁc audiences and demographics. This is in contrast to the traditional process that involves RFPs and manual IOs. This
employs artiﬁcial intelligence and real-time bidding (explained in detail below) for online display, social media advertising,
mobile and video campaigns.
Programmatic advertising is not just about how media is bought, but how advertisers can engage with consumers more
eﬃciently. It allows marketers and sellers to spend more time devising sophisticated and customised campaigns.
Publishers such as Conde Nast,New York Times,Wall Street Journal and Time use Programmatic advertising software to achieve high
levels of targeting, relevance, eﬃciency and impact.
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	6. Real Time Bidding  (RTB)
RTB is a protocol that enables the valuation and bidding on individual impressions in real-time via programmatic instantaneous
auction, similar to ﬁnancial markets. It is an intensely technology-enabled method wherein the ad inventory transactions
happen through online media exchanges. Basically, these are media marketplaces which connect publishers (sellers) and
advertisers (buyers). All major publishers participate in RTB in one or the other form.
Tenancy
Tenancy is the ‘renting’ out of a section of a publisher website to a consumer or B2B brand for a certain ﬁxed sum or
commission basis (on revenue generated from this space). Typically, the rent arrangement works for longer terms, often
running into weeks. The fee depends on the traﬃc the site generates, the quality of content, reputation of the publisher and the
audience the publication caters to. Tenancy also factors in a reputation premium of the publisher that is not necessarily based
on
White Paper Revenue optimisation strategies for online publishers
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	7. Grab User Attention
Online  advertisements are delivered in various styles and formats as below. Though the delivery method may vary, the primary
objective of any type of online advertisement is to engage the user as much as possible through visual and textual stimulation.
The application of these methods varies depending on the target audience proﬁle and the communication objective.
• Display (web banners, skyscraper, etc.)
• Interactive (typically using Flash or HTML5)
• E-Mail advertising
• Site captures
• Text ads (Google AdWords, etc.)
• Video pre- and post-roll (before and after the content is displayed)
• Video overlay (a video ad banner placed over a video/other content)
• Peel down (not popular any longer)
• Text link ads (the ones that hyperlink certain words/phrases in the body text of articles)
• Native advertising
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	8. Innovations for better  revenues: Optimised inventory, repetition
and traffic assurance
Optimised inventory
Publishers are devising new methods to optimise revenues through larger ad formats, increased content per story, image
galleries, surveys, comments, etc. They are exploring new interaction elements such as related stories, suggestions and
breaking headlines which enhance stickiness and command better advertisement rates. The ad network sales staﬀ is trained
to articulate these ﬁner aspects to marketers and see their point of view.
Repeat, optimise, repeat
The biggest advantage of an online ad network is the ability to implement changes in real-time and observe immediate results.
This enables the operations team to tweak the many components (headlines, text, timing, frequency, creatives, referral traﬃc,
SEO, SEM, etc.) of the campaign to achieve the most optimal results for a campaign.
Guaranteed and non-guaranteed traﬃc
Depending on a situation and need, publishers with inventory have two options. They can sell it based on a rate card with a
speciﬁc budget, start and end dates and be assured of a particular scale of revenue. In contrast, non-guaranteed traﬃc relies
on remaining space wherein the advertiser works on CPC/CPM/CPA models and revenues are unpredictable.
White Paper Revenue optimisation strategies for online publishers
kreatio.com
 


	9. Do ad networks  deliver value to publishers?
Yes and no: Most publishers, especially mass, general content owners beneﬁt from ad networks. The ad network plays a
critical intermediary mediation role in the reader-advertiser equation and has delivered crucial monetary value to the
publishers. Intelligent ad networks have ﬁgured out the algorithms to precisely match target audiences, preferred content
categories and advertising content.
However, niche publishers may not necessarily get the recognition they deserve from an ad network.
Niche publishers attract dedicated traﬃc and readership because they cater to sharply deﬁned industry categories and
professionals (chemical, paper industry and so on.) Though in terms of numbers, the traﬃc may be small, but it is highly
valuable. It is ideal for a niche publisher to directly sell its ad space to target advertisers (product/service vendors, such as
machine manufacturers, chemical suppliers, paper industry, etc.) and extract much higher revenue (as compared to an ad
network).
But small niche publishers may not have the manpower to sell ad space on their own. In such cases, they can choose to
become part of an ad network and earn reasonable revenues.
Ad networks aggregate audiences: An ad network pools together hundreds of thousands online users and enables brands
to reach them at the retail level with the same depth and reach as television audiences.
Ad networks provide insightful analytics: An ad network, apart from ensuring precise placement of ad content with the right
audiences, enables a deep analysis of an advertisement’s performance – reach, response, frequency, etc.
Minimal wastage of ad real estate: An ad network helps exploit ad inventory to the fullest extent. Every publisher has
premium and non-premium inventory which can be leveraged to extract the highest revenues through automated
optimisation models.
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	10. Conclusion
In light of  the above insights, it is clear that publishers should believe in the strength of their content and decide the most
optimal way to exploit the potential of their advertising real estate. It could be either through independent selling or by being
a part of an ad network, but the real and long-term potential of their content should be realised.
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	11. KREATIO Software Pvt.  Ltd.
77-78 Anjaneyalu Plaza,
Old Mangammanapalaya Road,
Bengaluru 560068
India
Enquiries: +91 96202 04508
Sales: +91 96202 04508
info@kreatio.com
www.kreatio.com
Disclaimer: All brands and trademarks are
properties of their respective owners. If you are
copyright owner of any of the images used in
this presentation and will like it to be removed,
please email a removal request to
info@kreatio.com
About KREATIO
KREATIO provides a comprehensive
platform enabling modern online
media companies to efficiently manage
all revenue generating operations -
websites, apps, lead generation, content
syndication, directories, microsites and
event microsites.
 




Download Now

AboutSupportTermsPrivacyCopyrightCookie PreferencesDo not sell or share my personal informationEverand
EnglishCurrent LanguageEnglish
Español
Portugues
Français
Deutsche




© 2024 SlideShare from Scribd 





