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Jak si internet stoji v porovnani s ostatnimi mediatypy?

Internet bude vitézem ,,souboje” mezi mediatypy

v' Reklamni penize v’ Internet je
nasleduji lidi...a lepsi...inovativni a
lidé budou online flexibilni




Lidé travi stale vice casu online a to na ukor jinych
mediatypu...

Average Time Spent per Day with Major Media by

US Adults, 2010-2013
Ars:mins

mﬂlﬂl 2011 2012 1“13
Digital nm 3:49 4:33 516
—Online* 222 2.33 227 219
—Muobile {nomvoice) 0:24 043 1:35 2
—Orther 026 28 .31 35
v 4:24 4:34 4:38 4:31
Radio 136 1.34 1:32 1.26
Print** l]:EI:I- 044 038 032 n
—NMNeEWwspapers Q.30 0rdé Q22 18
—Magazines Q.20 018 Q16 0:14
Other 0:45 037 0:28 0:20
Total 10:46 11:18 1149 12:05

Nore: ages 124 time spent with each meadium includes all time spent with
that medium, regardless of multitasking, for example, 1 hour of
muttitasking onling while watching TV is counted a5 71 howr for TV and 1
for for anling; “includes ail infermet activities on desktop and lapton
computars, **offline reading only

Sowrce: eMarkater, July 2013
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...a penize je

nasleduiji, i

kdyz to nékdy
trva delsi dobu

Share of Average Time Spent per Day with Select
Media by US Adults vs. US Ad Spending Share,

2009-2012
% of total
2009 2010
Time Ad Time Ad
spent spending spent spending
share share share share
Tv* <ﬁ% 365% N  40.9% 38.4%
Online 23.1% 15.2% /' 24.0% 16.6%
Radio | 150 — 9% 14.9% 9.9%
Mobile (nonvoice) | 35%  0.3% 5. 3% 0.5%
Print C B7%*r  273% D|  TI%*T  247%
—MNEWspapers 0.2% 16.8% 4.6% 14.8%
—Magazines 3.5% 10.5% 3.1% 9.5%
201 2012
Time Ad Time Ad
spent spending | spent spending
share share re
Ty* 40 4% 38.3% <,35r.3% 38.9%
Online 24.5% 19.3% _24.8% 20,99
Radio | 139% 9 6% 13.7% 9.3%
Mobile (nonvoice) B.0% 0.9%
Print 6E%YT  224%  [QUEA%*T  207%
—NEWSDapErs 3.8% 13.1% 3.1% 11.5%
—Magazines 2 7% % 6% 3% 9.2%

Nofe: fime spart with each medium includes &1 fime speant with that
medium, regardless of muttitasking: for example, 7 howr of multitasking on
& FC white watching TV is counted a5 T howr for TV and 7 hawr for online;
T Hime spent includes Nve, OVE and ather prefecorded video such as
videa downloaded from the internet but saved focally: TV ad spending
inciudes broadoast TV (nehwark, spndication and spot! and cable TV
haffline reading amy
Source: elMarketer, Sep & Oct 2012
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Ukazatele v CZ ukazuji stejné trendy

E Tisk

—

------ 15 - 13 T 150 162 157 166 .
3 1 @ 0 B0 143 pem 147 t
I I 1.1 10
2007 2008 20098 2010 2011 2012 2008 2009 2010 2011 2012 2013
Prumérny pocet prodanych denik( v milionech; Prumérny cas sledovanosti v minutdch; MEDIARESEARCH;
ABC CR vZdy za kvéten daného roku
|:| Internet

8.1
. 79 79
6.2 i
5.5

2006 2007 2008 2009 2010 2011 2012 2013

Celkovy pocet mérenych redlnych uZivatelli ceského internetu; Nemonitor, vZdy
kvéten daného roku



Internet je lepsi...

'@ Internet prinesl za 15 let vice inovaci nez ostatni

— média typy za celou svou existenci

Internet nabizi vice moznosti, méritelnost,
ROI....ale predevsim veétsi flexibilitu v
osloveni spravného ,,publika®



Ve

...prinasi nové moznosti pro klienty...

Platba za cas

CPM
(pasivni zajem)

~ CPC
(aktivni zajem)

Pouze CPL
online - (akce)

CPS

(smlouva)

Tlak na konverze

v’ Vice moznosti dle
potreb klient(

v’ ,Direct response”
marketing

v/ Posun ,,nize” v
nakupnim procesu;
meéritelnost ROI



...a bezkonkurencni moznosti cileni na zadané ,,publikum®

INVENTORY BUYING vs. AUDIENCE BUYING O

BROAD TARGETING NARROW TARGETING sitescout

i FOXNEWS.COM

INVENTORY STRATEGY AUDIENCE 5TRATEGY
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