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With Brand Safety in Focus, Digital 
Advertisers Are Quickly Shifting Toward 
Direct Programmatic

Bots, fraud and particularly brand safety—given YouTube’s recent 
controversies—are among the reasons “programmatic advertising” 
has become a dirty term in some marketers’ minds. Yet, there 
appears to be an acceleration toward direct programmatic (or 
“premium” in the parlance of some industry players) that shows the 
marketplace may be adapting with more urgency than in the past.

Typically speaking, real-time bidding—an impressions-focused form of programmatic that can often lead 
to brands either appearing alongside questionable content or, worse, falling victim to ad fraud—is on the 
decline, eMarketer reported this week. The New York-based researcher said that in 2017, 44 percent of 
all programmatic advertising will be purchased via real-time bidding, or RTB, while programmatic direct 
will represent 56 percent of programmatic display spending.
READ MORE >>

How to write PPC text ads in 2017’s 
sophisticated environment
There are now so many ways to customize your 
search ads that optimization can seem complex. Here 
we discuss which components are likely to make the 
biggest impact on your CTR and conversion rates.
Though the fundamentals of ad copywriting and testing 
remain in play, text ads have evolved to the point where 
you must consider many different components. 
Between devices, formatting, ad extensions and 
audience types, writing effective ad copy is more reliant 
on multiple factors than ever before.
Just last month, AdWords rolled out IF functions to add 
another layer of ad customization. This feature allows 
advertisers to change the ad message depending on the 
user’s device. 

Expanded Text Ads: a post 
launch review

It has been almost nine months since expanded 
text ads, the new AdWords text ad format, has 
launched for everyone, and a lot has changed 
since July of 2016. While there has been a lot 
going on with updates to Google search results 
and AdWords, we’ve seen some incredible leaps 
and bounds from this “new” text ad format. 
While postmortems are usually reserved for 
discussions of a product or service after it’s been 
discontinued or no longer in use, we couldn’t 
wait to say: expanded text ads are here to stay!

READ MORE >>
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Check your Barometer
MCN’s Own Digital Media Benchmarking 
Tool powered by Platform5

Barometer is an online planning tool developed 
by Platform5 for the to provide aggregated 
industry wise data for better planning across all 
digital channels based purely on MCN’s own 
performance data gathered since 2014.
• Data extracted from more than 500+ advertisers 
across entire region in 20 industry verticals
• Currently available for Facebook & Search. 
More channels in pipeline.
Check with Platform5 on how you can benefit 
from this cutting edge platform...

Performance Marketing made 
really easy to understand

Performance-based marketing is a method of 
interactive advertising paid for not with a set 
price, but with a variable price that depends on 
the performance of the ad. For example, the 
cost of an ad might be based upon how often 
it’s viewed on a webpage, how often it’s actually 
clicked, how often it actually generates a lead, or 
how often it results in a sale.

READ MORE >>

The Path to Better Measurement: 
Analytics and Attribution

Data is a game changer. But at face value, it's just data. 
It becomes powerful when it's used not just to support 
decisions, but to drive actions. And marketers know that 
to take action on their data, they need to collect and 
analyze it. Because ultimately, it's about uncovering how 
your customers engage with your brand.

Many marketers believe that strategic marketing 
measurement is solely about the implementation of 
customer analytics (technology that can help you 
measure how your audience interacts with your online 
properties—or doesn't). But analytics might not be 
enough. To truly make the most of your data, you need to 
combine your analytics insights with robust attribution 
insights.

READ MORE >>

3 predictions about the future of SEO
SEO is a constantly changing and growing industry. No 
longer is search engine optimization seen as internet 
“black magic,” but it is now regarded as an essential 
part of any serious digital marketing strategy. Last year, it 
was estimated that businesses invested more that $65 
billion on SEO services, and that number is projected to 
climb to over $70 billion by 2018. We’ve come a long 
way as an industry — and from the looks of it, our best 
days are still ahead of us. The hardest thing in the world 
of search is predicting what will come next. 

READ MORE >>
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