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Outline

A Internet advertising (the business)

A Internet advertising (the data)

A Understanding consumers (the models)

A Organizing for success
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The Personalized Media Economy

Media is transitioning from a “one size fits all’
broadcast model to dynamic real-time choice

Online Advertising Ecosystem
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An Advertising Data Explosion

A Massive expansion in number of decisions
I Individuals, not whole audiences
I Impressions, not whole sites
I Screens/times/locations/.....

A Decision timeframe reduced from weeks to
milliseconds

A This problem can only be solved algorithmically
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Online Advertising Ecosystem
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Online Advertising Ecosystem (Reality)
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Source: Display Advertising Technology Landscape. Terence Kawaja, GCA Savvian. May 2010
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Money Follows Media Consumption

% Time Spent vs. % Ad Spend
United States 2009 (est.)
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% Time Spent vs. % Ad Spend

United States 2009 (est.)
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