BLOCKING

N GGreece

Ad Blocking in Greece T ™|
November 2017 taIIWInd "



Agenda

Introduction

v

A\

Survey Overview

A\

2017 Survey Findings

> Summary

v

What can be done? Advertiser Perspective



Introduction




What is Ad-Blocking?

> Ad blocking is a technology that consumers use to prevent the

download or display of advertising.
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Ad Blocking in Greece 2017

The 2% edition of the survey about
the usage of ad blocking in Greece
and consumers stance towards

online advertising.
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Research Overview

> Quantitative

>

>

>

Observational data (% of browsers with & w/o ad
blocker, total and per device)

Via Oriel's script implemented across 72 websites
Period: 15-30/10

> Qualitative

>

Attitudinal & Demographic data (users profile, attitudes
towards ad blocking & online advertising)

Via on online questionnaire

Period: 11/10-23/10

Sample size: 2,782






Usage of Ad blocking in Greece
2017

Use of ad blockers — Total Use of ad blockers — Per Device
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> Small overall drop on usage of ad blocking (-2%), compared to 2016 BUT this
1s only due to increase of Mobile (+97%) users vs Desktop (-5%) users.

> Positive sign that ad blocking on mobile & tablet is still low.

*Data refer to unique browsers



Ad blockers Profile

(out of those who currently use an ad blocker)

Gender Age

29,9%

25,6%
20,0% 171 59
15,2%
15,0%
12,0%
10,0% I
m Male Female

> Profile of the Greek Ad Blocker the same (Man, 18-34, of higher education)

BUT women are catching up (+6% compared to 2016).



Top reasons people install an ad blocker

(out of those who currently use an ad blocker)

48,7%

65,2%
To avoid annoying ads

To avoid ads in general

&

: . 40,5%
For protection against malware

38,2%

For websites to load faster
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> UX1s still the key driving force.
> Security 1s gaining ground (40,5%)



[ would uninstall my ad blocker if...

(out of those who currently use an ad blocker)

.. ads were not impacting the consumption of _ 38,5%
content

>

>

automatically

29,5%

[ would not uninstall it

m 2017 = 2016

Better UX and less intrusive ads = Decrease in ad blocking

Hardline supporters of ad blocking have decreased (29,5% vs 37%)



Top reasons people would install an ad blocker

(out of those who do not use an ad blocker)

751%

To avold annoying ads

-

49,2.%

For protection against malware

38,6%

For websites to load faster

For privacy and data protection
0,0% 20,0% 40,0% 60,0% 80,0% 100,0%
m2017 w2016

> 537% of women plan to install an ad blocker in the next 3 months
> Security o Privacy are gaining ground, especially among Women

> Loading time a key concern of people 18-24 y.o.



What kind of ads drive consumers to ad-blocking

(all respondents)

Ads that play video/audio automatically

Video ads without a skip button

Ads that move/block page content

Ads with bold/ flashing color

Ads that play video automatically audio starting autornatically

Adwith features {image, letters) that shake

Video ads with skip button after few seconds

Ads related to products I've locked/bought at ancther site
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Non Blockers  mAd Blockers

> Ads that interfere with browsing experience or limit control, are the most

annoying



Preferred way for accessing content

(all respondents)

_ : 86,1%
See ads 1n exchange for free access to a site D 77 8%

Pay a monthly fee to access a site with no ads -6,91/% 1%

Pay a small amount per article with no ads -7901/3/

0,0% 20,0% 40,0% 60,0% 80,0% 100,0%

Non Blockers mAd Blockers

> Ad blockers, more willing to pay a subscription fee for accessing content



Monthly fee for ad-free access?

(out of those who would pay a monthly fee)

Ad Blockers Non Blockers

m2-4€/month w4-6 €/month 6-8 €/month Prefer not to answer

> Ad blockers x4 more willing to pay 6€-8¢€



Which activities drive ad-blocking usage?

(all respondents)

Watching movies/series through web TV /online

channels 30,0%
- es/seri °
Downloading movies/series 19 1% Sl +12/o

- Y
Streaming sports matches 1242 A +8%

Downloading software for my computer 15 22'1%

Listening music (web radio, online services) 47 9 .00

. . 19,5%
Playing online games 14.3%

Watching adult movies . ,O%

Reading news in websites, newspapers, magazines e i 8% 1%

0,0% 10,0% 20,0% 30,0% 40,0% 30,0% 60,0% 70,0% 80,0% 90,0%

m Ad Blockers Non Blockers



Initial Better Ads Standards

DESKTOP WEB AD EXPERIEMCES
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MOBILE WEB AD EXPERIENCES
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IAB New Ad Portfolio

Flexible Aspect Ratio * Cross-Screen * LEAN




sumimary

> Ad blocking in Greece at 17,57 BU'T primarily
due to increase of mobile usage
> Desktop from 34,3% increase to 54,58%.
> Mobile & Tablet at 27 and 2, 2./ respectively.

> Women are catching up in ad blocking usage

(+6% compared to 2016).



sumimary

> People install ad blockers to primarily avold
‘annoying ads.
> Securlty & Privacy is also gaining ground.
» Difference in online activities

heavily influences usage of ad blocking.

> Watching & Downloading movies/series,

Streaming sports matches



e What can be done? Advertiser Perspective

> Think as a user not a as marketer

> Demand your partners to do the same

>  Push for adoption of New ad standards

> Evaluate based on qualitative metrics (1.e.
Viewability, Dwell Time, Engagement, Bounce

Rates)
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