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INTRODUCTION 

Consumer experience has been a hot topic over the past year, and for a good reason. To 

put it bluntly, people have become fed up with advertising. The constant bombardment 

of retargeting banners for that shirt you had no interest in, the clickbait native ads at the 

bottom of every blog post and news article, and those fertility ads on Facebook and 

Instagram that crop up once you hit “a certain age”. 
 

2018 was a kick in the right direction for advertisers. With the implementation of GDPR, 

businesses have been forced to really evaluate their online marketing strategies. We chose 

not to see these regulations as restrictions, but as a way to refresh how we reached out to 

consumers, providing them relevant and engaging advertising. 
 

The numerous conferences, seminars, and blog posts on the subject haven’t been in vain. 

The latest figures from eConsultancy show us that ad blocking rates have fallen to a three-

year low, suggesting that consumers are receiving more of the personalised ads they have 

been demanding. 
 

Ultimately, the industry should be looking past short-term conversion to long-term 

relationships. While there is always more work to be done, we’ve pulled together some of 

the most innovative strategies and tools for delivering relevant ads that engage your 

consumer. 

https://econsultancy.com/the-best-digital-marketing-stats-weve-seen-this-week-31/


A New Spin on Location-Based Advertising 

Navigational apps are not often at the forefront of our digital 

strategies, but Waze has changed the game with their new 

advertising format. 
 

Primarily based in the US, Waze is a navigation app with 110 million 

monthly users. It uses crowdsourced information to update traffic, 

road closures, and travel times to provide users with the best 

routes to their destination. 
 

The platform was recently opened up to advertisers, focusing on 

location-based targeting which allows businesses to increase their 

local brand awareness, as well as drive more customers to their 

physical location - making them the best friend of any brick-and-

mortar B2C business. 
 

Appearing as either a location pin or a full-screen takeover (when 

the driver is at a stop), these ads give users the unique option to 

either redirect their route straight to that location or save it for 

later. 
 

While being able to reroute may be useful in certain instances, the real value of Waze is the 

ability to store directions to a location which can be referred to later at the user's 

convenience. Often people using navigation apps have a set destination and are not 

looking to deviate, but Waze allows them to save the directions and nudges them 24-48 

hours later just in case they forgot. With this option, it makes engagement much more likely 

as it is less intrusive.   
 

However, it is important to note that the platform is still in its infancy. While there are currently 

no demographic or behavioural targeting capabilities, we expect to see this coming in the 

near future. It cannot be denied that this functionality would ultimately improve campaign 

efficiency and user experience, but the results so far have been very promising. 



Voice-enabled Technology 

Over the last year, voice-enabled technology such as Amazon Echo and Google Home 

have become increasingly widespread, and this is only the beginning of its applications. 
 

But how do we showcase the full value of these devices through advertising? Video can 

only take us so far: while it serves as a great demonstration of what home assistants like the 

Amazon Echo can do, it’s not the most engaging format. Voice technology is 

fundamentally interactive, so marketing for these kinds of products should encapsulate the 

interactive nature and spark the imagination of the consumer.  

 

That’s why True[x]’s ad for the Amazon Echo is a great example of driving engagement by 

playing on the user’s curiosity. 

 

The Amazon Echo is an interactive technology, so True[x], in partnership with Joystick 

Interactive, developed ads that are themselves interactive: using voice tech to allow users 

to test out the product for themselves. There are 3 iterations of the ad: a Smart Kitchen, a 

Smart Living Room, and the Alexa Space Station. Each one uses the mic on a consumer’s 

device to allow them to command Alexa and see what she can do. Whether that’s turning 

on a kettle, “setting the mood” or doing a barrel roll, users can try out Alexa for themselves: 

in a way allowing them to test drive before purchasing, and leaving a lasting impression of 

the brand. 

 

So not only does a voice-enabled ad provide the best way to show off what the Amazon 

Echo can do, but it does so in a way which is incredibly engaging; allowing users to satiate 

their curiosity in a fun and creative way. It’s no wonder that this campaign saw user 

engagement soar. 

https://alexaspacestation.squarespace.com/


Data-led Creative 

Ads are often criticised for their irrelevance, for following you around the internet, for being 

too impersonal. Generally, we have made steps forward: using contextual targeting to 

ensure our display creatives best match the content we’re appearing next to or using past 

search history to ensure relevance. However, there’s still a lot to be done when only 14% of 

users think that a web banner will show them relevant content. 
 

A step forward would be to integrate consumer data into our banner ads: from the 

targeting to the design. A great way to conceptualise this is by thinking about a cinema 

promoting their current screenings to encourage ticket sales. 
 

By using contextual targeting and dynamic banners, we can promote hyper-relevant 

content within our creatives. For instance, if a user is reading an interview with Brie Larson the 

banners will adjust to show her latest movie. Now say that she has two movies out right now - 

Avengers: End Game and Captain Marvel - how will the banner know which one to 

promote? Using an API, the campaign can pull the latest performance data and push the 

movie which is doing better in the box office at the moment. 
 

Allowing the user to select their tickets for the film in the ad provides the impetus for 

interaction, as it significantly shortens the path to purchase. Rather than clicking through to 

a website to make their selection, they can choose the date, time and location as well as, 

change the film if they like. All of this done right within the ad. Once they have finished it will 

take them to a pre-populated landing page for purchase. 
 

But perhaps now isn’t the right time to buy, so the user leaves before finishing their 

transaction. Retargeting ads which maintain their previous choices from the original 

customisable banner will serve as more of a reminder to complete the purchase; a gentle 

nudge rather than a harsh sales message. 
 

This is just one example of how you can integrate data into your creative design. You are 

merging rich media creatives with a performance-based approach to not only drive 

conversions but to also create long-lasting consumer relationships. 

https://content-na1.emarketer.com/tv-ads-still-more-relevant-to-consumers-than-streaming-video-ads
https://content-na1.emarketer.com/tv-ads-still-more-relevant-to-consumers-than-streaming-video-ads


The Social Checkout 

As a visual site, Instagram is the social media home for many retailers and in mid-March, 

they launched their latest e-commerce feature: Instagram Checkout. 

With Instagram Checkout, brands are able to create organic shoppable posts, where 

consumers can purchase products that they like in a photo without having to leave the app 

or search for them on the brand’s site. 
 

All they have to do is click on the product they like, and Instagram allows them to purchase 

from within the app itself. No more specialised landing pages or generic calls to action, this 

feature merges the discovery and purchasing phases of the consumer journey; simplifying 

the path to purchase. 
 

While this feature is currently in a closed beta in the US, Adidas, who has the feature 

enabled, has already seen success. So far, they’ve seen a reduction in cart abandonment 

and a huge increase in mobile conversions as customers aren’t taken to a separate landing 

page away from the app.  

 

It should also be noted that this feature is only available on organic content, and Instagram 

has yet to release how businesses will pay for this feature. However, once it’s rolled out to 

advertisers - and some of the early kinks are ironed out - it promises to be a huge 

opportunity for advertisers, allowing you to meet potential customers at the moments when 

they are most receptive.  

https://digiday.com/marketing/its-having-a-positive-impact-instagram-is-driving-adidas-online-sales/


CONCLUSION 

Advertisers are continuing to find new and creative ways to be more relevant and drive 

engagement, but our work is never done. As platforms expand, and new technologies 

develop, we will find even more effective methods to improve customer experience and 

create long-lasting relationships. 
 

If we can leave you with anything it’s this: 
 

• Lead with data to create effective and relevant ads 

• Think beyond the sale, and meet the customer where they need us 

• Find ways to make life simpler for the user 

 

Together, these will help to change the perception of our industry for the better. 



About NMPi 

NMPi is an award-winning digital marketing agency with over 15 years’ experience in 

delivering global campaigns with granular localised targeting. 

As part of the larger Incubeta group, together with DQ&A and Joystick, NMPi offers a unique 

way of combining media buying, technology and creative, connected through data and 

analytics to offer a truly integrated approach to our clients.  

Having worked across a wide range of industries including fashion, retail, finance and travel, 

we offer our clients rich data and valuable insights. We take a personal, customer-centric 

approach to every account, considering your needs and goals and making them our own.  

For more information, visit their website: https://nmpidigital.com/  

About DQ&A 

DQ&A are a global digital consultancy with over 18 years experience supporting advertisers, 

agencies and publishers to help them achieve their business goals. With a heritage rooted in 

advertising and marketing platforms, we have evolved into an industry-leading consultancy 

and Google’s most experienced EMEA Sales Partner. 

From “off the shelf” platform licencing and implementation through to tailored in-housing 

and digital transformation, our dedicated team will help you to drive your business forward 

whether your organisation is a late adopter or digitally mature practitioner. We work across 

numerous verticals and have helped forward-thinking brands such as L’Oreal, Samsonite, 

Made.com and Charlotte Tilbury to deliver sophisticated digital advertising strategies that 

delivers control and maximizes performance. 

For more information, visit their website https://dqna.com/ 

About Joystick 

Joystick has been producing digital ads for over a decade. It believes that quality is key and 

efficiency is fundamental. The creative agency has refined the production process to give 

its clients the most flexibility while being as efficient and cost-effective as possible. 

Driven by its desire to become masters of the latest ad technology, it constantly pushes the 

limits by collaborating with partners who share its excitement for cutting-edge digital 

experiences. 

For more information, visit their website https://www.joystickinteractive.com/ 

https://nmpidigital.com
https://dqna.com

