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In troduct ion 
Tim Elkington, Chief Strategy Off icer,  IAB UK 
 
Having wri t ten about potent ial ly exci t ing future developments in the last ten 
papers produced by the Future Trends Counci l  we fel t  i t  was about t ime to take a 
di f ferent approach and look at potent ial  threats to the future, so welcome to 
Future Trends 11 – Threats to the Future. 
 
Dan Cal ladine from Dentsu Aegis wonders i f  the possibi l i ty of  paying to access 
content free from advert is ing onl ine could damage exist ing digi tal  business 
models? With more businesses making money without the need for advert is ing 
could the establ ished onl ine media business model be under threat? Dan looks at 
the l ikel ihood of users changing habits and paying to access content and also the 
changing nature of digi tal  ads which could make advert is ing less intrusive to 
answer these quest ions. 
 
Tamara Jacobs of Bl inkx Media takes a di f ferent angle and considers business 
opportunit ies that might ar ise because of future threats.  For example we might 
produce more onl ine data than we’re capable of stor ing in 2015 and this is l ikely 
to spark huge amounts of creat iv i ty in the storage sector.  Couple this with drones 
and their  emerging uses and the future for new businesses in a changing 
landscape looks exci t ing. 
 
Jul iet te Gi l l igan from Adludio concentrates on Ad Fraud as a threat to the future. 
Jul iet te includes act ion plans for buyers and sel lers to mit igate this threat.  She 
also looks at l ikely developments,  including a Cost Per Human (CPH) metr ic and 
concludes that tackl ing fraud wi l l  ul t imately benefi t  advert iser as their  budgets wi l l  
work harder and ROI wi l l  increase. 
 
F inal ly Al ison Sprague of GEG Europe argues that the future is br ight,  but looks at 
regulat ion as a possible obstacle to future digi tal  advert is ing growth and 
considers the recent experiences of Oreo and Groupon in the regulatory area. 
Al ison notes that current industry sel f-regulat ion works wel l  in the digi tal  space 
whi lst  also looking at the chal lenges ahead such as content market ing and the 
need to separate editor ial  and advert is ing. 
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Threats to Advert is ing – Paying to go ad-free 
Dan Cal ladine, Aegis Dentsu 
 
One of the possible threats of advert is ing in the coming years is the nascent trend 
to pay to avoid ads. 

Newspapers often with both a payment (cover pr ice) and advert is ing, giv ing two 
revenue sources.  TV and radio have histor ical ly been ad-funded since i t  used to 
be hard to restr ict  people from accessing a broadcast.   Onl ine media has 
tradit ional ly been ad funded, s ince whi le i t  was possible to block access, 
publ ishers found that restr ict ing access (or insist ing people log in)  meant far less 
traff ic and less inf luence.  (When I  was growing up a local c inema used to use the 
fact that i t  showed no ads before the f i lm as a USP; i t  now shows ads) 

There’s now a feel ing that this could be changing, however.  

Netf l ix makes a point of  having no ads, making payment to get uninterrupted 
viewing a major part  of  i ts proposit ion. 

Spot i fy has a free, ad-funded version, and a paid, ad-free version.  Consistent ly 
about 25% of the users (current ly 12.5m out of 50m) pay to be able to stream 
music with no intrusive ads between songs. 

Google is also proposing this with i ts new Music Key service through YouTube – 
again pay to get music on YouTube with no ads between the songs. 

Google is also experimenting with something cal led Contr ibutor by Google which 
wi l l  provide an alternat ive way to fund si tes.   

S igned up users ( i t ’s  current ly a closed test )  pay $1 -  $3 a month to be part  of  the 
programme.  Google measures how often you vis i t  the part ic ipat ing si tes,  and 
then at the end of the month div ides the money based on how often you vis i ted 
the di f ferent s i tes.   I t ’s  very neat,  and presumably uses Google’s tracking 
technology and advert is ing network for the measurement and distr ibut ion of the 
funds to the di f ferent s i tes.  

(A simi lar system, cal led F lattr  has existed since 2010, but without Google’s scale 
and inf luence) 

I t ’s  going to be fascinat ing to see how this works.  I f  i t  works wel l  then advert isers 
could f ind i t  harder to advert ise to audiences onl ine, but there are some potent ial  
problems. 

I t  won’t  be for everyone.  Only the comparat ively r ich can real ist ical ly afford to pay 
to avoid ads.  The advert is ing model has existed for so long because i t  of fers 
people free access to content.   Over 3 bi l l ion people are now onl ine – i t  would be 
surpris ing i f  over 1% (30m) would be wi l l ing to sign up to something l ike this.   
(Music is di f ferent – ads are interrupt ive and more damage increasingly damage 
the experience).  
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What is an ad?  Banners are clearly ident i f ied as ads, but what about Buzzfeed’s 
(and others’ )  nat ive ads and promoted posts?  What about PR?  What about tweets 
and Facebook posts from brands that you fol low?  Is Google going to decide this?  
What wi l l  Google do with i ts very valuable l ist  of  people who have chosen to pay 
money no to see ads?   

The idea of paying to go ad free may be attract ive to many on the face of i t ,  but 
given that an est imated 10-15% of users have an ad blocker (source: Quora),  i t  
seems that not al l  users want to block ads. 

However,  i f  ad blocking, paid or otherwise, does become a major concern, then 
advert isers need to ensure that their  communicat ions are not perceived to be 
annoying, intrusive messages. 

Tact ics for this include focussing more on content,  in the way that luxury brands 
do, with newsworthy and enjoyable mini  f i lms, being ‘useful ’  to the audience ( l ike 
Lowe’s DIY t ips on Vines),  and using target ing to ensure that ads are as relevant 
as possible.  
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Future Trends? What about those business opportuni t ies that 
ar ise from future threats? 
By Tamara Jacobs, Bl inkx Media 
 
I t  is  common within every industry to ref lect  on the past and predict  what trends 
wi l l  pave the way for a successful  future. 
 
Those with very strong strategic v is ion might take i t  one step further.  They wi l l  look 
at the problems current ly facing their  industry and ant ic ipate what tools might be 
needed to provide future solut ions. Moreover,  they wi l l  ant ic ipate future threats 
that might result  f rom future trends and start  planning those more long-term 
solut ions.  
 
The digi tal  industry is no dif ferent.  In fact,  given i ts fast evolut ion, i t  f inds i tsel f  
running into unforeseen obstacles more than most.  
 
Onl ine video for example, has grown to become a huge part  of  the digi tal  industry.  
People love watching and sharing videos onl ine, which makes room for aspir ing 
and establ ished f i lmmakers, producers and distr ibutors.  With so much video 
content being watched onl ine, these dest inat ion si tes also offer a lot  of  
opportunity for brands to advert ise around relevant content.  What we have seen 
take place in recent years however,  is a surge of unveri f ied traff ic.   
 
And so the l ikes of fraud detect ion and veri f icat ion tools spring up within the 
marketplace. Suddenly major players,  agencies, trading desks and more are 
partnering with the l ikes of Forensiq, IAS, and Nielsen. The marketplace becomes 
saturated with tools that offer the solut ion to a problem holding back the progress 
and commercial  opportunit ies of an otherwise straightforward business model.   
 
So looking ahead at 2015, what are some of the possible business opportunit ies 
that might speak to exist ing or future industry threats?  
 
Experts are considering big-t icket issues such as cross-border commerce evolv ing 
as consumers are becoming more conf ident to shop onl ine. We wi l l  see an 
increase in retai lers invest ing in cross-border logist ics.  
 
In the growing sector of data, i t  has been predicted that 2015 wi l l  produce more 
onl ine data than we are able to store, what evolut ion in storage capabi l i t ies wi l l  
answer this need?  
 
And what about drones and their  expectat ion to expand the aerial  v iewing market 
by £600m this year? What wi l l  they do for securi ty? How wil l  they be regulated 
within exist ing air  space? How might they advance journal ism and keep more 
reporters safe? 
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These are only but a few of the areas that entrepreneurs should be keeping an 
eye on, to ant ic ipate where things wi l l  go, what could possibly go wrong and what 
commercial ly v iable business opportunit ies might need to be readi ly avai lable to 
adequately respond to them. 
 
I t ’s  an important approach that a lot  of  people overlook. After al l  businesses, l ike 
anything else, are f lawed. A more eff ic ient way of doing something might spring 
up but i t  could very wel l  lack a key component to meet consumer demands or out-
win the competi t ion, and so a second tool is required, and so on and so forth.  In 
the most recent and most horr i f ic  f inancial  cr is is of  2008, a few leading f inancial  
geniuses saw the crash coming, prepared in si lence and actual ly benef i ted from 
an event that turned the world on i ts head. I  am very exci ted to see which 
forward-thinking companies and indiv iduals wi l l  be equal ly strategic and 
impressive in the digi tal  space moving forward.   
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The True Extent of  Ad Fraud and the 2015 Act ion Plan 
Jul iet te Gi l l igan, Adludio 
 
The focus on ‘v iewabi l i ty ’ 1 for a large part  of  2014 overshadowed a more 
fundamental quest ion about who is v iewing your digi tal  advert is ing in the f i rst  
place – is i t  a human or a bot? After al l ,  technical measures of v iewabi l i ty do not 
ensure humanity.  
 
Last year ended with a bang – in December 2014 i t  was announced that at current 
bot rates, advert isers wi l l  lose approximately $6.3 bi l l ion global ly advert is ing to 
bots in 2015.2  
 
I t  is  widely reported that over 50% of web traff ic is bots.  I f  up to 50% of what 
you’re paying for is fraudulent,  i t  hurts performance, reduces ROI and makes the 
digi tal  advert is ing space less attract ive for us al l .  According to IAB UK, digi tal  is 
the single biggest advert is ing medium in the UK represent ing 39% of a £8.87 
bi l l ion market and showing 6.3% year on year growth3,  so why are we not 
invest ing in the necessary bot detect ion securi ty to ensure eff ic ient use of 
adspend?  
 
A f lurry of press coverage surrounded the release of a report  publ ished by the 
Associat ion of National Advert isers (ANA) who partnered with White Ops, a New 
York-based web securi ty invest igator,  to determine the level  of  bot fraud occurr ing 
across the digi tal  advert is ing industry.  The report  highl ighted the alarming severi ty 
of  a widespread problem that has penetrated the onl ine advert is ing supply chain 
as a whole. 
 
I  fe l t  compel led to wri te this art ic le,  not only to raise awareness among the key 
industry stakeholders about how and where bots operate, but also to highl ight the 
tact ical  recommendations in the act ion plan so that we take the responsibi l i ty to 
work together to reduce and el iminate this threat.   
 
Below are some of the top-level  f indings: 

• The vast majori ty of  bot traff ic comes from everyday computers that have 
been hacked - Largely using resident ial  IP addresses, bot traff ickers 
remotely control  home computers to generate ad fraud prof i ts.   
 

• Ad bots defeat user target ing - By using the computers of real people and 
hi jacking their  ident i ty to conduct ad fraud, the bots do not just  blend in - 
they get targeted.  
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  A	
  served	
  ad	
  impression	
  can	
  be	
  classified	
  as	
  a	
  viewable	
  impression	
  if	
  the	
  ad	
  is	
  contained	
  in	
  the	
  viewable	
  space	
  of	
  a	
  browser	
  
window	
  -­‐	
  in	
  part,	
  entirely	
  or	
  based	
  on	
  other	
  conditional	
  parameters	
  such	
  as	
  time	
  and	
  pixel	
  requirements.	
  Source:	
  Viewable	
  Ad	
  
Impression	
  Measurement	
  Guidelines,	
  prepared	
  by	
  'MRC	
  in	
  collaboration	
  with	
  IAB	
  Emerging	
  Innovations	
  Task	
  Force,	
  26	
  March	
  
2014	
  
2	
  The	
  ANA	
  partnered	
  with	
  White	
  Ops,	
  a	
  security	
  company	
  with	
  experience	
  eradicating	
  ad	
  fraud	
  on	
  an	
  initiative	
  to	
  determine	
  the	
  
level	
  of	
  bot	
  fraud	
  occurring	
  across	
  the	
  digital	
  advertising	
  industry.	
  The	
  ANA	
  recruited	
  36	
  member	
  companies	
  to	
  participate.	
  
The	
  participants	
  worked	
  with	
  a	
  wide	
  variety	
  of	
  agency	
  partners,	
  including	
  media	
  agencies,	
  full-­‐service	
  agencies,	
  and	
  in-­‐house	
  
agencies.	
  	
  
3 IAB / PwC Digital Adspend H1 2014 & WARC, October 2014 
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• Higher CPM campaigns are most under threat 
L ike most cr iminal act iv i ty,  ad fraudsters are opportunists fol lowing the 
money – thus they are attracted to higher CPM campaigns.  

 
• Video: Bots accounted for 23 percent of al l  v ideo impressions observed4 

Given that v ideo is more expensive than display, i t  is  more lucrat ive for 
cybercr iminals.  The Malware needed is also much more sophist icated - 
running ful l  browsers with plug-ins and have the abi l i ty to play ful l  v ideos. 

 
• Display: Bots accounted for 11 percent of al l  display impressions observed5 

Less sophist icated bots have also colonised social  and display, where the 
buys are general ly cheaper and performance-based. 

• Programmatic and retargeted inventory: Bot traff ic in programmatic 
inventory averaged 17 percent.  Bots consumed 19 percent of retargeted 
ads6.  

 
• Mobile:  despite i ts rapid growth, in the bigger picture mobi le current ly only 

represents one f i f th of al l  digi tal  advert is ing 7,  and therefore is less lucrat ive 
for bots.  As a consequence, mobi le is least affected by bot fraud but this 
may not be the case for long with such rapid advancement in the 
sophist icat ion of cyber fraud.  

 
What roles do the key stakeholders play? 
What roles do the advert isers,  agencies and publ ishers play and whose 
responsibi l i ty is i t  to take ownership of the problem? The truth is that this is an 
industry-wide threat that is inf i l t rat ing the advert is ing supply chain, as a whole; 
advert isers,  agencies and publ ishers are al l  v ict ims, al though arguably some have 
more to lose than others.  The threat to the advert iser ’s ROI from advert is ing to 
bots is the most obvious sore spot.  That said i t  is  in a publ ishers best interest to 
offer c lean inventory to protect i ts business reputat ion, which has an intangible 
impact on i ts f inancial  wel lbeing. Especial ly given the f indings in the report  that 
s ignif icant bot levels affected al l  t iers and types of publ ishers,  despite premium 
Tier 1  c lassi f icat ions, so i t  is  al l  to play for.  
 
 
 
 

	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  
4	
  The	
  ANA	
  partnered	
  with	
  White	
  Ops,	
  a	
  security	
  company	
  with	
  experience	
  eradicating	
  ad	
  fraud	
  on	
  an	
  initiative	
  to	
  determine	
  the	
  
level	
  of	
  bot	
  fraud	
  occurring	
  across	
  the	
  digital	
  advertising	
  industry.	
  The	
  ANA	
  recruited	
  36	
  member	
  companies	
  to	
  participate.	
  
The	
  participants	
  worked	
  with	
  a	
  wide	
  variety	
  of	
  agency	
  partners,	
  including	
  media	
  agencies,	
  full-­‐service	
  agencies,	
  and	
  in-­‐house	
  
agencies.	
  White	
  Ops	
  tagged	
  participants'	
  creative	
  in	
  August	
  and	
  September	
  2014	
  (181	
  U.S.	
  campaigns)	
  to	
  determine	
  fraud	
  
activity.	
  The	
  study	
  measured	
  5.5	
  billion	
  impressions	
  in	
  3	
  million	
  domains	
  over	
  60	
  days.	
  
5 As per footnote 4 
6 As per footnote 4 
7 IAB / PwC Digital Adspend H1 2014 & WARC, October 2014 
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What’s the act ion plan? 
I t  is  imperat ive for the key stakeholders to col laborate to combat fraud whi le 
independently taking responsibi l i ty to implement their  own act ion plan. See the 
top tact ical  advice below as recommended by the ANA in conjunct ion with White 
Ops. In al l ,  17 recommendations were put forth.   
 
Act ion plan for buyers:  
1 . Monitor al l  t raff ic with a consistent third party tool  to al low for comparabi l i ty.  

This can val idate or disprove assumptions about the qual i ty of  a publ isher or 
ad tech company’s traff ic,  despite i ts premium classi f icat ion. I t  is  
recommended to use monitor ing and bot detect ion to reveal the bots in 
retarget ing campaigns and audience metr ics.  This wi l l  prevent the purchase of 
addit ional media targeted at those bots and wi l l  improve campaign metr ics.  

 
2. Update blackl ists frequently and narrowly – as often as dai ly and control  for ad 

inject ion ( the unauthorised placing of ads on si tes where they do not belong 
can cause programmatic buys to contain higher levels of fraud) by discussing 
this with your DSP or tech platform. 
 

3. Concentrate advert is ing during audience waking hours and reduce buys on 
older browsers.   Bot fraud levels vary across the day with peak act iv i ty 
occurr ing when users are sleeping, but their  computers are st i l l  awake, 
between midnight and 7am. Addit ional ly,  f raudulent impressions coming from 
older browsers were signif icant ly higher (such as IE6 and IE7) .  

 
Act ion plan for publ ishers:  

1 . Continuously monitor sourced traff ic -  know your sources and maintain 
transparency about traff ic sourcing. E l iminate sources of traff ic that are 
shown to have high bot percentages. Monitor al l  vendors, al l  the t ime. 
 

2. Protect from content theft  and ad inject ion - Use a service such as domain 
detect ion or bot detect ion to monitor for content scraping (present ing 
another s i te’s content in a separate website and monetis ing the scraped 
content with ads) and evidence of ad inject ion. A bot detect ion service can 
measure actual numbers of bots in high-bot traff ic,  al lowing payment for 
the human audience whi le el iminat ing bots from the bi l l ing process. 
 

3. Authorise third party monitor ing to enable advert isers to improve the 
granulari ty of  their  t raff ic performance (such as viewabi l i ty,  engagement,  
and bot detect ion) and third-party tracker measurement.  

 
What we can expect in the year ahead: 
This year we wi l l  see proposit ions from ad tech companies that el iminate 
impression fraud, c l ick fraud, aff i l iate fraud and cookie stuff ing come to the fore. I  
think the f i rst  act ionable result  wi l l  be in the form of f inancial  adjustments being 
made post-campaign based on del ivery reports.  Enter Cost Per Human (CPH),  a 
pr ic ing model that measures the actual cost of  human impressions after 
accounting for loss due to ad fraud. Ult imately I  think that buying custom  
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‘pre-cleansed’ inventory at a campaign level  wi l l  become the ‘new normal’  for 
advert isers.   
 
In summary, the industry wide preoccupation with v iewabi l i ty has detracted focus 
from the alarming extent of onl ine ad fraud. I t  is  t ime to take the responsibi l i ty to 
develop an understanding of this issue that has emerged over the past few years 
as i t  poses a genuine threat to the sustainabi l i ty of  the advert is ing ecosystem as 
we now know i t .  Advert isers,  and al l  industry part ic ipants can and must take 
act ion. 
 
Players that authorise third-party traff ic val idat ion technology, and implement the 
recommendations set out above to immediate effect to combat ad fraud wi l l  be the 
pioneers in this space. The winners,  however,  wi l l  be the brands, as they wi l l  
f inal ly see their  digi tal  budgets put to eff ic ient and effect ive use – advert is ing to 
humans, not bots.   
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The Future’s Br ight 
Al ison Sprague, CEG Europe 
 
The future is br ight.  At least that is what al l  the signs are indicat ing. The number 
of f i rst  t ime house buyers rose by 22% in 2014, hi t t ing i ts highest level  s ince 2007.8 
The UK car industry started the New Year on a high, with f igures reveal ing that 
there was a record run of sales growth of 34 consecut ive months and 2014 
registered as the best annual retai l  performance for a decade.9  Add in some 
reasonably opt imist ic GDP project ions for 2015 and the project ion by Group M that 
onl ine spend is forecast to grow 12.7% year-on-year to break the £8bn mark. 10 As 
Ofcom recent ly reported, the UK’s internet economy is one of the strongest in the 
world. 11 What could possibly stand in the way of a thr iv ing internet advert is ing 
industry in 2015?   
 
Regulat ion? Regulat ion always has a f ixed cost – understanding and navigat ing 
the relevant rules and regulat ions, keeping abreast of any changes or new 
proposals and ensuring compliance. The charts below provide a high level  
summary of the main areas involved, together with the pr incipal stakeholders that 
ini t iate and, in some cases, monitor regulat ion. 
 

Overv iew of onl ine advert is ing rules and regulat ions 
 

 
 
The recent Oreo vlogging case is a pr ime example of how advert is ing rules and 
regulat ion are appl ied onl ine. The ASA banned a campaign for Oreo biscuits 
featur ing YouTube stars that did not c learly label the videos as having been paid 
for.  The ASA stated: “Ult imately,  i t  pays to be honest … I t ’s important to note that,  
i f  advert isers and vloggers aren’t  upfront,  not only could they be in breach of the 
Advert is ing Code, they could also be breaking the law.”12 
 
 
 

	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  
8 See: http://www.bbc.co.uk/news/business-30684286  
9 See: http://www.ft.com/cms/s/0/1d8f2858-95fc-11e4-a390-00144feabdc0.html 
10 This would make the UK the first country in which more than £1 in every £2 of ad spend is on digital media.  See: 
http://www.theguardian.com/media/2014/dec/01/gadget-obsessed-uk-top-digital-advertising-spend 
11 http://consumers.ofcom.org.uk/news/importance-of-uk-internet-economy-revealed 
12 http://asa.org.uk/News-resources/Media-Centre/2014/Making-ads-Clear-The-challenge-for-advertisers-and-
vloggers.aspx 



IAB UK Whitepaper  
Future Trends Volume 11, 2015 
	
  

12	
  

Stakeholders involved in developing and monitor ing onl ine advert is ing regulat ion 
 

 
 
The stakes can be higher than gett ing a campaign banned i f  you don’t  adhere to 
the rules and regulat ions.  F i rst  you can get reported - to the ASA, Trading 
Standards and/or the UK’s new competi t ion authori ty,  the Competi t ion and 
Markets Authori ty.   Depending on the nature of the rules breached, you could be 
f ined, prosecuted or imprisoned. As wel l  as the rules and regulat ions, compliance 
with the law (see below) is a must.    
 

Relevant law 
 

 
 
A renowned case is the OFT’s own-ini t iat ive invest igat ion into Groupon fol lowing 
complaints about i ts trading pract ices. The OFT found that a number of Groupon’s 
trading pract ices: 
 

“…appeared to be in breach of the CPRs, the UTCCRs and DSRs. In 
part icular,  OFT ident i f ied concerns with reference pric ing, advert is ing, 
refunds, unfair  terms, and the di l igence of i ts interact ions with merchants.” 13 

 
The OFT closed the case once Groupon, which was reported to have engaged 
construct ively and cooperated throughout the invest igat ion, s igned specif ic 
undertakings. The undertakings were deemed as standard sett ing for the sector – 
the OFT sent them to a further 35 dai ly deal companies.  The case indicates that 
the threat of reputat ional damage and the possibi l i ty of  f ines is a strong deterrent 
to playing ignorant in this space.   
 
So what may be new this year? A quick scan of annual plans of several  of  the 
pr incipal stakeholders reveals l i t t le.   Industry led self-regulat ion of targeted 
behavioural advert is ing appears to work wel l  – there’s no reports of any future 
industry-wide invest igat ions fol lowing the conclusions of the OFT’s Onl ine 

	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  
13 See: http://webarchive.nationalarchives.gov.uk/20140402142426/http:/www.oft.gov.uk/OFTwork/consumer-
enforcement/consumer-enforcement-completed/groupon/ - named7 
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Target ing of Advert is ing and Pr ices Market Study. Data protect ion of course 
remains a chal lenge as we await  ful l  agreement on the proposed EU direct ive with 
hopeful ly i ts scope being manageable and proport ionate and in part icular the 
“pseudonymous data” issue resolved. As IAB UK states: “ i t  is  very l ikely that 
businesses wi l l  have to make adjustments to their  operat ions as part  of  complying 
with the future law.”14 
 
Whi le that may come as a cost,  hopeful ly most wi l l  have addressed this in 
previous years.  
 
Onl ine video content market ing, whi le gaining populari ty,  remains a tr icky area 
and there is a v iew that tradit ional media (essent ial ly TV) wi l l  want the playing 
f ield level led. 15 In TV, advert is ing content and editor ial  are str ict ly separate. The 
Oreo case indicates that the ASA is keeping a watchful  eye so perhaps caut ion 
may stal l  this avenue of advert is ing. There may be a case for k i te-marking here.   
Whi le compliance with regulat ion may be perceived as a cost,  i t  can be seen as a 
benefi t  – i f  consumers are aware of sel f-regulatory/ ki te-marked good pract ices 
then trust is enhanced. Aside from the st i l l  unresolved data protect ion direct ive 
(which given the delays has enabled everyone to get up to speed with the core 
requirements)  i t  appears that future regulatory barr iers are unl ikely.    
 
But of  course there’s always a possibi l i ty given the cont inual rapidly changing 
technology that something new may be developed and batt les between the 
compliance, market ing and technical departments may commence.  Best to ensure 
the batt les remain in-house and get resolved before hi t t ing the internet.       
	
  
	
  
	
  
	
  

	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  
14 See: http://www.iabuk.net/policy/briefings/ec-data-protection-reforms-briefing-for-iab-members-1 
15 See: http://www.theguardian.com/media-network/olswang-partner-zone/2015/jan/14/content-marketing-native-
advertising-regulation 


