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90" 44*

Journey of shoppers Of smart shoppers discover
beglns research online' their product online?

ANALITIKA

Where shoppers research:

72* 39* 30% 19% 6% 4%

Search Website YouTube Facebook Instagram  Google Maps

O-@-O-O-6-G

Forras: Google, Journey of a Smart Shopper: Consumer Electronics in CEE, 2019. December
https://www.thinkwithgoogle.com/intl/en-cee/insights-trends/research-data/journey-smart-shopper-consumer-electronics-cee/



https://www.thinkwithgoogle.com/intl/en-cee/insights-trends/research-data/journey-smart-shopper-consumer-electronics-cee/

NOVEKVO ADAT KiNALAT, TUDATOSABB ADAT HASZNALAT

2018E U.S. Third-Party Audience Data
Expenditures (Supporting Advertising, Marketing,
Media Sales & Associated Objectives)

US Audience Data Activation Solutions Spending, by

Type, 2017 & 2018
billions, % of total and % change

2017

2018

spending % of
total

spending % of %
total change

Data management, $3.97 64.3%
processing and integration

$4.97 68.7% 25.1%

Analytics, modeling and $2.20 35.7%
segmentation*

$2.26 31.3% 2.9%

Total $6.17 100.0%

$7.23 100.0% 17.2%

Note: *including measurement and attribution

Source: Winterberry Group, "The State of Data 2018" in partnership with
Interactive Advertising Bureau (IAB) Data Center of Excellence; eMarketer

calculations, Dec 5, 2018

243726
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www.eMarketer.com

Audience Data (by type) (sBB) GI)c\‘f:J‘th
= Digital $3.666  36.9%
= Terrestrial/PII $3.618 2.5%
= Transactional $2.796 3.5%

= Specialty/Emergent $1.017  50.9%
= |dentity $0.846  50.3%

Data Activation Solutions
(by function)

= Data Management,
Processing & Integration

$4.967  25.1%

= Analytics, Modeling and

0,
Segmentation $2.264 2.9%

Total $19.174 17.5%

iab. oara | WINTERBERRY @ GROUP
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lego steamboat willie $

ALL SHOPPING IMAGES NEWS VIDEOS

See lego steamboat willie

LEGO Ideas LEGO 21317
Steamboat Willie, Steamboat Willie
£79.99 £86.70
LEGO Shop €99.99

7 Brickshop.eu
By Google By Kiesproduct

© View more © View more

¥
LEGO IDI
DISNEY.
£84.99
eBay

By Twen

© View
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brittany # « Follow
Los Angeles, California

brittany # | just got my Fall box in from
@fabfitfun and it is FABULOUS ¥ |
love being a #FabFitFunPartner
because not only is every box filled
with full size products that | love, they
also partner with charities and support
female founded companies every
season! Use my code PUMP10 for $10
off your first box at www.fabfitfun.com

Ky ) 3 2 "
B o . ‘ N ‘ @ #ad Let me know about your
i3 R L 3 : 3 ‘ favorite @fabfitfun products in the
" R - YR - G comments below &3

®
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Liked by wehohappydoggies and others
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KEY
TAKEAWAYS

. Novekvé koltés
. Jelent8s hazai PMP inventory
. Egyre jobb programmatic tudas

Ebredezé adat kinélat
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MEDIA KONCENTRACIO

The Triopoly* Accounts for a Growing Share of
Programmatic Digital Display Ad Dollars in the US,
2019 & 2021

% of total programmatic digital display ad spending

Triopoly* Triopoly*
62.0% 64.2%

Note: digital display ads transacted and fulfilled via amomatﬂan including

everything from publisher-erected APIS to fmore standardize

technology; includes native ads .snd aa‘s on social networks hke Facebook

and Twitter; includes it appears of

computers, mobile phones, QBSFEG and other internet- CDHﬁECde devices;

. . incl rogrammatic digital display ad revenues at F. k,

Marketing teoretika 2020 an;gg]es programmatic digital display ad revenues at Facebook, Google

Source: 9Markerer Oct 2019

250677 i eMarketer.com

58%

57%

56%

55%

54%

53%

52%

51%

50%

Lokélis - Globalis

2017

mkilfoldi mhazai

2018



A GLOBALIS
SZEREPLOK
NOVEKVO

TERHODITASA

58%
A HAZAI VASARLOKNAK VASAROL KULFOLDI
WEBSHOPOKBAN (IS)

Forras: eNet, E-commerce study 2019

Los AngeleSe
SanPlegd”

NITED

Fort Worthzs

N

STATES

ks
Palias; *

"ol ite s |
S\ Mantertsl, K (GULF OF piaxie)
N : v
O MEXICO

MEXICO I







—i
—
]
~
=
o=
<<
—
()
]
=
L
o
—
=
<<

Marketing teoretika 2020



ERéS ATT"-A attila.eros@mbww.com

IPG Mediabrands _ o _—
Chief Digital Officer https://www.linkedin.com/in/attila-eros/



https://www.linkedin.com/in/attila-eros/
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