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2016 
Half Year 
Digital Review 
A look back at the important digital trends, 

updates and product releases. 
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H1 has come and gone in a flurry of new digital trends, updates, and product 

launches, some of which have caused major commotion amongst thought-

leaders in the industry.  

With so many important events in the first half of the year we will weigh the impact 

of these changes, outline what they mean for your business, help advertisers 

adjust their marketing strategies to manage future challenges, and reflect on 

industry predictions for 2016. 

Adblocking: Is it a big deal?  

In late 2015, many industry experts predicted “Ad-aggedon” with the increase of 

adblocking technology on desktop and the introduction of adblocking software 

on mobile devices, but with some relief we can say that “Ad-aggedon” hasn’t 

happened yet.  

In terms of mobile advertising, adblocking has yet to become a big deal. 

Although Apple and Android rolled out adblocking software on mobile devices 

last fall, the move has yet to negatively affect mobile on the same scale that it 

has impacted desktop.    

While this might have advertisers breathing a sigh of relief, it still doesn’t mean the 

threat is gone. Adblocking may be slower on the uptake on mobile, but the 

change is coming. Advertisers and publishers need to plan ahead for the 

inevitable.  Since January, advertisers have seen 48% of users install adblockers on 

their desktop, compared to only 33% on mobile and an even lower 27% on tablet.  

In some ways, this unpleasant development has been hailed as a much needed 

wake up call to the advertising industry. Advertisers and publishers weren't 

listening; they were bombarding users with aggressive, irrelevant and invasive ads. 

The adblocking backlash isn’t a sudden development, it has developed over 

time. This issue is forcing uncomfortable, but much needed change.  

Advertisers who have upped their game and listened to users, i.e., they are 

showing well crafted, timely and relevant ads; won't feel the brunt of mobile 

adblocking . Those who persist with annoying pop ups, interstitials, and flashing 

banners, will continue to see their revenue decline. Users are asserting far more 

control over what they want to see with the assistance adblocking technology. If 

advertisers weren’t willing to listen to what they were asking for before, they have 

little choice now.   

Of course this change isn't without controversy. Adblock Plus has been the target  
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of advertiser and publisher ire since announcing their involvement in the 

Acceptable Ads Board, which gives them the ability to veto ads. The Acceptable 

Ads Board is an independent industry-wide group that determines which ads will 

make it past Adblock Plus filters. Advertisers have taken issue with this move, 

calling out its arbitrary nature, saying that it’s difficult to determine a “good” vs. 

“bad” ad. There are exceptions, and some ads that are not well thought out slip 

through the cracks, but for the most part, there is a general consensus on what 

makes people turn on adblockers, and what features go into making a “good" 

ad.   

The Top Cited Reasons for Installing Adblockers: 

 Interruption  

 Annoying ads 

 Slows down web browsing 

 Privacy concerns  

 Irrelevant advertising 

Advertisers and publishers can stem the tide. One key suggestion has been 

education. An astonishing 57% of people polled by the IAB had no clue that 

advertising funded the content they saw online. This disconnect between 

consumer and publisher is part of the problem in battling the encroachment of 

adblocking software. Users need to be aware of the fact that content isn’t really 

“free”; someone has to pay to run a site, and pay employees to produce content.  

Strategies to Prevent (or Lessen) Adblocking Activity: 

From an Advertiser Point of View: 

 Pay to be "safe listed”: Advertisers can pay companies such as Adblock 

Plus to be vetted as “safe”, allowing their ads to bypass blockers. While 

this may not sit well with some advertisers (for the reasons mentioned 

earlier), it can be a short term solution until a long term strategy is in 

place.  

 Influencer Marketing: Although this would not be a main revenue stream, 

it is a good side piece to a marketing strategy. Influencers produce 

content that is well liked by their audiences and they are viewed as 

subject matter experts. When paired with a popular influencer, a brand 

can gain new consumers through the influencer’s trusted opinion on their 
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products. Influencers easily bypass adblockers because they fall outside 

of traditional paid social advertising. It’s an easy win: people already 

follow them, and they promote your brand while side-stepping 

adblocking software. 

From a Publisher Point of View: 

 "Pay to Play": A more hostile approach used by some European 

companies has been to message users with adblocking software 

requesting they uninstall it or unblock that particular site. If they don’t 

comply, the content is completely withheld. While it has been proven to 

work on the European continent, in some cases, it backfires, further 

alienating users who will just move onto other sites to access similar 

content for free. 

  Offer Multiple Compensation Options: Subscriptions, paying per piece, or 

“freemium to premium” with membership perks, ensures that the 

advertiser still recoups revenue from the user, but leaves the control in 

the consumer’s hands as to how they want to pay to access content. 

The brand remains customer-centric, while ensuring that some form of 

compensation is obtained. 

 Education of the Public: Education is the best strategy due to its 

transparency, and it allows the user to feel like they have retained 

control. Advertisers need to reframe the conversation with the consumer 

about the relationship between ads and content. Many consumers are 

unaware that ads cover overhead, pay for staff salaries, and enable 

publishers to continue producing content. This is especially true for 

smaller publishers who don’t have much in the way of capital to employ 

many people, or afford huge overhead costs. Advertising enables them 

to continue running their businesses. If advertisers can concentrate on 

improving the advertising experience for the consumer, and open 

conversation channels, they will encounter fewer adblockers and less 

resistance to ads.  

Innovative New Ad Formats 

Adblocking has forced publishers to create leaner ads, better loading times, and 

use non-intrusive formats, such as native ads (advertorial style ads that meld in to 

webpage content seamlessly) in order to retain customers. While the situation has 

certainly not reached a critical point yet, unless advertisers listen to users, this will 

change. As we move into the second half of 2016, it’s important for advertisers 
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and publishers to acknowledge this shift in power from brand to consumer, and 

ensure they have a strategy in place to successfully navigate adblocking.  

Google 360 Suite & Tech Stacks  

What Are They?  

On March 15, 2016, Google launched their technology stack, The Google 360 

Suite, moving it out of beta. The Google 360 Suite is a group of technologies used 

by marketers that serve to improve, enhance and automate marketing activities, 

ultimately helping marketers measure impact effectively. Not only does this suite 

allow optimisation towards ROI throughout the customer journey, it also benefits 

the business through measuring automation. Less man power is required to churn 

data, therefore a marketer’s time can be spent more productively, for instance 

deriving insight from the data these tools produce.  

The suite consists of Analytics 360, Tag Manager 360, Optimize 360 (Beta), 

Attribution 360, Audience Center 360 (Beta), and Data Studio 360 (Beta). 

Your business type will impact which technology tools you find most beneficial.  

What Do You Need to Do Before Deciding on a Stack? 

A clear understanding of business objectives will indicate which technologies are 

fundamental for your company. All too often businesses are tempted to invest in 

tools that are the most innovative or market-leading, and they forget to 

investigate what is appropriate for their business. The goal is to create a great 

foundation for an integrated approach to marketing. Currently, in the industry, we 

are seeing a move away from channel and campaign specific marketing; 

instead there is a focus on providing a consistent and coherent customer 

approach.  

In order to ensure your tech stack supports your customer approach, an 

understanding of the customer path for your business is crucial. It is important to 

map out your basic customer journey prior to deciding on a tech stack, for 

instance, investigating which platforms can connect you with your customers. 

Obviously customer paths will vary depending on audience segment (i.e. high 

value customers vs. low value) – but mapping customer journeys will help you 

understand where your business needs to create and optimise marketing content, 

i.e., at what stages are measurement and optimisation needed in order to help 

customers through path to purchase? These needs will inform your technology 

decisions.  
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What Do You Need from a Marketing Technology Stack? 

Good Fit with Business 

Most importantly, tools must be a good fit for the business. A few questions to 

consider before purchasing technology tools are:  

 Can the outgoing cost be justified? For smaller businesses, initially 

investment in low-cost tools may be an ideal way to test the business 

case before transitioning to high-cost enterprise solutions. 

 What time investment is required? Do we have the resources to support 

this? Often, enterprise solutions can require lengthy implementation time. 

If you are looking to scale quickly, but do not have the resource 

allocation in-house, your agency or technology provider can assist with 

implementation support. 

 Does this tool fit with the culture of our business? Using a heavy-weight 

technology which is process-driven may not be the best fit for your 

marketing teams if they are not used to this type of approach. 

 Do we have the skill level to support the tool in-house? Purchasing tools 

which require significant training may not be a good match for your 

current staff. If that is the case, try investing in tools which have 

accessible, easy-to-use interfaces, and only require a handful of highly-

skilled support staff. 

 What is the business case? If the tool is a good fit for the business, the 

business case will be easily demonstrable. Be sure to communicate the 

value both in terms of ROI and softer metrics such as internal culture, 

improved customer relationships etc., but keep your business case 

concise and to the point – especially if it is for exec-level stakeholders. 

Complimentary Approach 

Tools must also be complimentary. The whole stack doesn’t have to be from the 

same technology suite, but all tools must be able to integrate with, and speak to 

one another. Ensure you have scoped out third-party data connectors in each 

tool, with real life examples, to ensure that your requirements can be met. A few 

considerations when deciding on tools are:  
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 How does each tool/the whole stack integrate with systems already in 

place? i.e. product metadata systems/sales systems? 

 How does each tool work with one another? Can insight and data be 

transferred out of one tool and into another? Each tool has its own value, 

so it’s not necessary for the entirety of one tool’s data set to be 

replicated in another, but being able to transfer key metrics or insights i.e. 

customer segmentation, is important for having a coherent customer 

approach.  

Measurement 

Tools must also allow measurement across every step of the journey.   

 Does the tool allow data analysis? If not, can data be easily exported/

transferred elsewhere, easily, for analysis? 

 What are the key metrics tracked in this tool? Are these in line with our 

business objectives? Do we require any other data points? 

Summary 

As previously mentioned, each business will require a different set up of tools in 

their marketing tech stacks. The following is a list of the basics typically required:  

 Content Management Systems 

 Advertising Technology (Ad Serving, Re-marketing Tool, DMP) 

 CRM System 

 Marketing Automation Tool – Email, Social, Web, Campaign 

Management 

 Analysis + Insight – i.e. Web Analysis such as Google Analytics 

 Optimization Tool  

Some of these functions may be looked after by your agency, however, it is still 

important to ensure complimentary technology use. Speak to your agency and 

check they have the same approach, and the ability to integrate with your 

chosen technology.  
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The Future of Marketing Technology Stacks: 

The technologies available to us are growing at a steady rate, however the 

prevalence of marketing technology stacks has been evident for many 

years. Previously, the concept of ‘full stack’ technologies sat with companies such 

as Oracle, Adobe and IBM, and only seemed appropriate and affordable for 

huge enterprise companies. The release of Google 360 has made the idea of 

‘martech’ far more applicable to the masses – it promises a set of complimentary 

tools that are easily scalable, have accessible interfaces and don’t require 

lengthy implementation set-ups (in comparison to competitors). The Google stack, 

primarily focused on digital marketing, allows a business to track and analyse their 

customers through the entire digital funnel, with logic that even incorporates 

some offline conversions. This release reflects a marketer’s increasing need for 

integrated technology tools – integration equals power; it’s not necessarily about 

the data you collect, but more about how you use it.  

Tech stacks are likely to keep evolving over the next few years – especially now 

that Google is in the market, as it puts pressure on competitors to either become 

more specialised in their field, or more applicable to a wider audience of 

businesses. Some technology companies previously spent time building products 

that were only linkable with their own internal technologies, in order to increase 

client dependency. The new focus on linking and integration changes this – and 

now the ability to integrate third-party data and import and export data out of 

tools is a huge selling point for technology providers.  

Even though you should take the time to ensure the technology stack you chose 

is the right fit, as it requires long term investment, do keep investing and evolving 

your approach to marketing and technology over time. This doesn’t mean you 

have to constantly change your technology provider – instead work with the 

product and provider to ensure you are constantly gaining maximum potential, 

especially as new iterations are released.  

Impact of the Google Side Bar Removal 

In spite of the wide-spread panic and hand-wringing that ensued in February 

shortly after Google changed its SERP layout by getting rid of the right side bar 

ads, the sky did not fall. In fact, there were a few surprising insights, but nothing 

that merited the earlier uproar. There have been trickle down effects resulting 

from this, but at the halfway mark, what have we seen after the removal of 

Google’s side-bar ads?  
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 If you run Google Shopping Ads, those ads, now in positions 1-4, are 

getting a higher CTR than with the old SERP layout. 

 Ad 3 seems to be showing significantly higher CTR than before. 

 Surprisingly, ads 5-7, which were traditionally perceived as “losing 

positions” after the changes, haven’t shown much difference in CTR; 

they remain mediocre to low performing ads.  

 Advertisers with smaller budgets who were reliant on organic traffic did 

take a hit as ad 4 pushed organic listings further down the page, and in 

some cases, pushed those advertisers below the fold.  

Tip: It would be wise to run SEO and paid search in conjunction with each 

other to cover all bases.   

 Google Shopping (PLAs) are still doing well, and currently are doing 

better than text ads.  

 Desktop CPCs remain stable, with nothing skyrocketing.  

 Right hand side bar ads were not that great to begin with; and the top 

performing positions still remain the top three ad spots. 

New Developments 

The perception of the right hand side ads disappearing has been a bigger issue 

than the actual disappearance of the ads themselves. At the end of May, as a 

result of the side bar ad removal, Google rolled out a new feature that is likely to 

have a positive impact on advertisers: bidding changes for advertisers based on 

device.  

Bidding Changes 

Before, advertisers were limited to lumping tablet and desktop bidding together, 

with minimal adjustment available for mobile bids. Now, Google has revamped its 

AdWords platform entirely, allowing advertisers to focus on each platform 

separately and giving them the power to place bids on the devices that are the 

most valuable to their business. There are a trillion searches every year and over 

half of them occur on mobile. This recent maneuver is based on the dramatic shift 

to a mobile-first advertising initiative over the past two years. Mobile micro-

moments, and the need for answers on-the-go, prompted Google to rebuild 

AdWords from the ground up to accommodate this trend.   
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Conclusion 

How much will ad blocking affect mobile by year-end? Will ad blocking numbers 

remain steady, or will advertisers be faced with a growing problem on mobile 

screens by winter? Will Google 360 marketing text stacks take off across large and 

smaller businesses? What will the removal of side bar ads look like six months from 

now after Google’s latest improvements? As we move into the second half of 

2016, it will be interesting to see what these advances herald by the end of 

December when we revisit the best and the worst in digital. 

About NMPi 

NMPi are an award-winning digital marketing agency with over 10 years of expe-

rience in delivering global campaigns with granular localised targeting. Their her-

itage is rooted in paid search performance marketing allowing NMPi to apply 

their knowledge and experience to the campaigns they run across all their mar-

keting solutions including paid search, display, paid social and the DoubleClick 

Channel Partners programme. 

 

Having worked across a wide range of industries including fashion, retail, finan-

cial and travel, NMPi offers rich data and insights for their clients. Their impressive 

list of clients includes Microsoft, Superdrug, Chain Reaction Cycles and Monsoon 

Accessorize.  

  

Their holistic approach to digital advertising combines innovative technology 

and a talented team of data driven analysts, helping ambitious brands grow by 

unlocking opportunities and aligning channels to realise their true value.  


