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Why advertise
through digital?

Digital advertising leverages online platforms such as social
media, search engines, and video sites to precisely target and
engage audiences, making it a vital component of modern
marketing. Its importance lies in its ability to offer broad reach,
detailed audience targeting, and real-time performance
analytics, which are crucial for competitive success in today’s
corporate landscape. This presentation will explore various
digital advertising platforms, outline their key benefits, and
provide strategic insights for effectively utilizing these
platforms to maximize marketing campaign outcomes.
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fundamentals of digital advertising.



\real-time. / \ and increase engagement.

/DigitaIAdvertising Defined \ / Evolution of Digital Ads \

Digital advertising promotes products 1. Early web banner ads.

and services through online channels 2. Enhancing target precision through
using devices like computers and development of SEO and PPC.
smartphones. It includes display ads, 3. Highly personalized social media
search engine marketing, social media ads.

ads, video commercials, and email 4. Automated programmatic buying.
marketing. Digital advertising uses 5. Mobile and location-based

data and technology to target advertising.

demographics, track behavior, and 6. Integration of Al and machine
measure campaign effectiveness in learning to optimize campaigns

J

Understanding Digital
Advertising
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Key Components \\

Targeting: based on demographics,

behavior, and interests.
Creative Content: engaging and

relevant ad formats.

Channels: social media, search
engines, websites, and mobile
apps.

Data and Analytics: track and
optimize performance.

Budget and Bidding: setting ad
spend and using bidding strategies
to maximize ROAS.
Measurement and Metrics:
evaluating success through KPlIs

like CTR or ROAS.
SEO and SEM: increase visibility in

search engine results via

optimization and marketing.
Remarketing/Retargeting: Re-
engaging users who have

previously interacted with the brand /

but did not convert.
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Search Engines (e.g., Google Ads)

* Importance of Search Advertising

 Visibility and Reach: High visibility and immediate reach.

 Intent-Driven: Users are searching for specific terms,
indicating purchase intent. (effective for conversions)

« Cost Efficiency: Search engines use a PPC model which
means businesses only pay when a user clicks on their
ad.

« Measurable: Search ads offer detailed analytics, allowing
advertisers to measure performance precisely and make
data-driven decisions.

« Pay-Per-Click (PPC) Advertising Model

« Bidding System: Advertisers bid on keywords that are
relevant to their business.

« Cost Per Click (CPC): Advertisers pay a fee each time
their ad is clicked. Varies based on keyword
competitiveness and ad quality.

« Ad Quality: The quality of the ad (including relevance and
click-through rate) impacts its positioning. Higher-quality
ads may cost less and perform better.

« Budget Control: Allows for strict budget control, letting
advertisers set daily limits and adjust spending based on
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N performance. )

*There are many more ad formats than those that are listed here. Please reach
out to Sam Shatto with the desired platform for a
comprehensive list.

Social Media (e.g., Facebook)
Role of Social Media in Digital Advertising

Brand Engagement: Brands can interact directly with
their audience.

Content Distribution: Share various content types
(articles, videos, images) to keep audiences informed
and entertained.

Community Building: Nurtures communities around
shared interests or brand-related topics.

Customer Feedback and Insights: Can inform product
and service improvements.

Types of Available Ad Formats*

Feeds: Ads appear seamlessly within users' regular
content feed, mimicking organic.

Stories: Full-screen, vertical ads that appear between
user-generated stories.

Videos: Short clips to longer formats, these ads can
appear in feeds, stories, or as standalone promoted
content.

Sponsored Posts: Regular posts boosted to reach a

wider audience beyond a page’s followers, often used to

Increase engagement and visibility.

%
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Video Platforms (e.g., YouTube)

* Impact of Video Advertising

« High Engagement: Videos are highly engaging and can
effectively capture the attention of viewers.

« Emotional Connection: Video ads can evoke emotional
responses, which leads to better brand recall and loyalty.

« Versatility: Video content can be repurposed across
multiple platforms, from YouTube to social media,
maximizing the reach and value of the content.

« Storytelling Potential: Allows for storytelling,
communicating messages in a dynamic and memorable
way.

 Ad Formats and Variants*

« Skippable Ads: Appears before, during, or after videos
and can be skipped after five seconds. Advertisers are
only charged if the viewer watches for at least 30
seconds or interacts with the ad.

* Non-Skippable Ads: must be watched before the viewer
can see their intended video and can last up to 15-20
seconds. Can be perceived as intrusive, potentially
leading to viewer frustration if overused.

N /

*There are many more ad formats than those that are listed here. Please reach
out to Sam Shatto with the desired platform for a
comprehensive list.
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Programmatic Advertising

 How Programmatic Advertising Works
« Automated Buying: Automates buying and placement of

ads using software and algorithms, minimizing the need
for manual negotiations and pre-set pricing.

« Data Utilization: Leverages vast amounts of data to
target ads more precisely to the right audience at the
right time, on the right platform.

* Real-Time Adjustment: Advertisers can adjust
campaigns in real time based on performance metrics
and changing market conditions, enhancing the
efficiency of their ad spend.

« Benefits of Real-Time Bidding (RTB)
« Efficiency and Speed: RTB drastically reduces the time

between ad purchase and ad placement.
« Cost Effectiveness: Only bid on impressions that align

with targeting criteria, maximizing return on investment.
* Precision Targeting: Uses sophisticated algorithms to
analyze user data in real time, allowing for micro-
targeting, increasing engagement rates.
* Increased Transparency: Offer more visibility into where
ads will appear and who views them, allowing for better

\_ control and better brand safety.

/
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choosing the right
platform.
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Factors to Consider

@sing the right advertising platform is a critical decision for businesses
aiming to optimize their advertising efforts and achieve the best possible return
on investment.

IlliiiL hnmll_

Digital advertising offers a variety of platforms, each with its own strengths and 1, o ,‘ wll Eﬁi
ideal use cases. To make an informed decision, businesses must consider | b Ea

several key factors that influence the effectiveness and efficiency of their
campaigns. Understanding these factors can help in selecting a platform that
aligns perfectly with marketing objectives, budget constraints, and target
audience characteristics.

Making a strategic choice in digital advertising platform selection involves a

detailed analysis of these factors to ensure that the campaign will reach the
intended audience effectively and within budgetary constraints. This approach

not only maximizes engagement but also enhances overall campaign ROI. /




11

-

Target Audience:

« Demographics: Age, gender, location, income level,
etc.

« Behavioral Traits: Online behavior, purchasing habits,
content preferences.

« Platform Usage: Where does the target audience spend
most of their online time? Which platforms do they
engage with the most?

2024
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Ad Format:

« Compatibility: Does the platform support the ad formats
you plan to use (e.g., video, images, text)?

» Effectiveness: Which formats have proven most
effective on the platform for engaging the target
audience?

* Innovation: Does the platform continually innovate with
new ad formats and features?

-
Budget:

\

Cost-Effectiveness: What is the average cost per click
or cost per impression on the platform?

ROI: Historical data on return on investment for similar
campaigns within your industry on the platform.

Scalability: Does the platform allow for scaling up or
down based on campaign performance and budget
adjustments?
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/Facebook Ads

 Age Demographics:
o 25-34 =29.6%
e 18-24 = 22.6%
« 35-44=19%
« 45-54=11.3%
« Gender Demographics:
« Male: 56.8% of users
 Female: 43.2%

» Location Demographics:

\ » The largest location demographic is India (= 378.1

million), followed closely by the US(= 193.8 million).

Evaluating Platform
Demographics

Google Ads

Market Share:

Google dominates the U.S. search engine market
with a share of around 91.20%.

Age Demographics:

18-29 years: This age group is highly active on
Google's search engine, with a significant portion
using it for daily searches.

30-44 years: This demographic also shows
substantial engagement, often using search
engines for both professional and personal

Inquiries.

45-64 years: There is a notable drop in search

activity among this group compared to younger
users, but they still represent a significant user
base.

65 and older: This group is the least active on
Google search but still utilizes the platform,
particularly for health and informational queries.

Search Activity:

A large portion of searches are conducted on
mobile devices, with mobile searches making up
approximately 56% of total searches
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/YouTube Ads

« Age Demographics:

« 18-24 years: This age group makes up about 15%
of YouTube's total audience.

« 25-34 years: The largest age group on YouTube,
representing 20.2% of its advertising audience.

» 35-44 years: This group accounts for 15.5% of
YouTube's advertising audience.

« Children (2-12 years): 85% of children in this age
group watch YouTube.

« Gender Demographics:
« Male: 54.4%

\ * Female: 45.6% /

Evaluating Platform
Demographics

2024

Programmatic Ads

N

Age Demographics:

« 18-24 years: Exact percentages vary by campaign
and buying platform, but this group often
constitutes a substantial part of the target
demographic due to their high online activity.

« 25-34 years: This is one of the largest
demographics for programmatic advertising, with
many platforms reporting around 20-30% of their
audience in this age range.

« 35-44 years: Representing another significant
segment, this group typically makes up about 15-
25% of the programmatic advertising audience.

Gender Demographics:

« Male: Males are frequently a primary target for
programmatic ads, with campaigns often targeting
them based on specific interests and behaviors.

 Female: Females are also a key demographic, with

targeted ads focusing on interests such as fashion,
lifestyle, and health.
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Challenges of
Digital Advertising

Digital advertising is generally more
cost-effective than traditional
advertising, but it comes with
potential issues that can lead to
budget waste, ineffective data and
legal issues. Understanding these
risks is crucial to making informed
decisions.

Before committing to the dynamic
world of digital advertising, take the
time to familiarize yourself with
common challenges. This
knowledge will help you navigate
the landscape more effectively.

Data Regulations

Regulations such as GDPR require strict
adherence to data protection and privacy
standards. Non-compliance can lead to
significant fines and damage to brand
reputation. It’s crucial to stay updated
with these regulations and implement
compliant data practices.

Ad Fraud

Digital advertising is susceptible to ad
fraud, where invalid clicks or impressions
are generated, wasting ad spend and
skewing performance metrics. Ensuring
robust security measures and employing
fraud detection tools are essential to
protect your campaigns.

Ad Blocking

Ad blocking software reduces the reach
of digital ads, affecting both advertisers
and publishers. To mitigate this,
advertisers need to focus on creating
high-quality, non-intrusive ads that
enhance user experience, thereby
reducing the likelihood of being blocked.

2024



future trends &
conclusion.
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Future Trends

2024

* Artificial Inelegance

Personalization: Al and machine learning algorithms will continue
to refine personalization in advertising, allowing brands to deliver
more relevant ads based on real-time data analysis and user
behavior patterns.

Predictive Analytics: These technologies will predict consumer
behavior and preferences, enabling more effective targeting and
campaign strategies.

 Voice Search and Smart Speakers

Voice Search Optimization: As more consumers use voice search,
advertisers will need to optimize their content and ads for voice
gueries, focusing on natural language and conversational
keywords.

Voice-Activated Ads: The rise of smart speakers will lead to more
voice-activated advertising opportunities, allowing brands to
engage users in a hands-free, interactive manner.

. Programmatlc Advertising Expansion

Increased Automation: Programmatic advertising will become
more sophisticated, incorporating advanced algorithms to
automate and optimize ad placements across various platforms.
Programmatic TV and Audio: Growth in programmatic advertising
will extend to connected TV (CTV) and audio platforms, providing
more opportunities for targeted, multi-channel campaigns.
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Conclusions

Digital advertising has become an indispensable tool
In modern marketing, enabling brands to reach
targeted audiences with unprecedented precision and
efficiency. The evolution of digital advertising
platforms, such as search engines, social media, and
video streaming services, has provided marketers with
a wide array of options to craft personalized and
impactful campaigns.

The ability to leverage data for targeted advertising
ensures that messages are delivered to the right
audience at the right time, enhancing engagement and
conversion rates.
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As we look to the future, the digital advertising
landscape will continue to be shaped by technological
advancements and changing consumer expectations.
Innovations in artificial intelligence, voice search, and
privacy-focused advertising will drive new strategies
and opportunities.

Brands that stay ahead of these trends and prioritize
ethical and sustainable practices will be well-
positioned to connect with consumers in meaningful
ways, ensuring their marketing efforts remain relevant
and effective in an ever-evolving digital world.
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713-858-2987
sam@quantumadworks.com
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