








Global brands shun Google

d names

VESTIGATION

Alexi Mostrous Head of Investigations.
of the workd’ biggest brands are
itingly fondin tanic exavmists
white supremacists and pornographers.
by advertising on their websites, The
Times can reveal
Advertsements for_ undreds of

stes 3nd YouTube videos creatd by
supporters of terrorist groups
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from mark-ups applied to digital com:
mercials.
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from appearing next (it are not it for
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Tube, an advert for the new
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ofthe video, whichplaysasong|
Fhiad overapicture of an s Pegand iy
anti-aifcraft gun. A commercial for the

Big brands fund terror

1 online

F-Pace SUV from Jaguar, the British
carmaker, uns ext o the video
il Resorts, the kixury ho
operitor, s adverised e 1 3 idko
promoting al-Sh the East Afre
can jihadist group affilated to ak
peda. Last aght 4 Sanda

appropriate conte
Tube had "ot peoperty categorised the
video® as sensitive.

Adverts for Honda, Thomson
Recters,Hallta.the Victoria & Abert

museum, Liverpoot universty Arss
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o sppees on exiremisY
on YouTube by supporters of groups
that inchade Combat IS
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which owas thesocial media pltfors,
ok e somae of the vt B B
anderstoodhatin some casesadvertis
ing revenwes had gove to the rights
holders of songs used on the Videos
rather than 10 the video owner.
have accused agen-
cies of not acting in their best interests.
Marc Pritchard,_chief beand officer at
P&G, the world’ bagest advertiser,
warned last woek: “We have a medsa
supply chain which is murky at best
and fraudulent at worst. We nved 10
clean it up”
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cormed” by their
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ing 3 e sing con jj"“ computer
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Isis uses terror attack to
sign up YouTube recruits

Google: we
won't remove
video that
attacks Jews

Google lets
antisemitic
videos stay
on YouTube

Taxpayers fund extremism



VWvoj celkovych vydajl do internetové inzerce v roce
PRUZKUM 2008 a7 2016 a 20177 v mld. K¢

y
I NZE RTN I C H Zadavatelé v roce 2016 vyuZili internetovou reklamu v objemu 19,7 miliard korun. Je to o 31 % vice neZ v roce predchozim a potvrzuje se
7 ° nadale rostouci trend ve vyuzZivani online forem inzerce. Narust je ¢asteéné zptsoben metodickou zménou dopoctu redlnych cen na cenikové u
VYKO N U S PI R ¢asti display reklamy (vice o divodech v metodice). Bez tohoto dopoctu by meziroéni riist 2016/2015 byl 25 %. Pro letodni rok je odhadovan 14% rist,

coZ znamena celkem 22,4 mld. do internetové inzerce.
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Zdroj: SPIR, MEDIAN, ppm factum, dnor 2017

> odhad: soucty nezahrnuji SMS, MMS
- do roku 2015 mix cenikovych a redlnych cen
- od roku 2016 cenikové ceny



ROZDELENI
DISPLAY REKLAMY
PODLE FORMY
NAKUPU

 Poprvé zarok 2016 v
jedné kategorii

*  Nové odhad v cenikovych
cenach

+ Je zfejmy narlst
programatického nakupu

* Informace o podilu RTB

" cenikove ceny (gross)

Display - programmatic CELKEM

6,72 mid. K¢
47 %

Display - obsahove sité

6,11 mid. K¢
43 %

Display - programmatic
RTB-open deal

424 mil. K¢
3%

Display - ostatni

7,45 mld. K&

53 %

Display - programmatic
RTB-private deal

181 mil. K&
1%

Zdraoj: SPIR, MEDIAN, dnor 2017
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M ar k et OverV| eW Source: Nielsen Admosphere

Category: Development activities, Development activities — sales, Development activities — construction, Construction of buildings
Period: 1/2014 — 7/2016
Units: CZK Net Net
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Mediamix Overview

Category: Development activities, Development activities — sales, Development activities — construction, Construction of buildings
Period: 1/2014 — 7/2016
Units: CZK Net Net

INVESTMENT INTO MEDIATYPES
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TV Communication

Source: ATO — Nielsen Admosphere

Category: Development activities, Development activities — sales, Development activities — construction, Construction of buildings

Period: 1/2014 — 7/2016
Units: TRPs All 15+

200
150

TRPs 15+

100

50

0
2014 2015

m Comparable period  © Rest of the year

2016

2015

2014

0% 50% 100%

= MEDIACLUB mET

TRPs 15+

14 7101316192225283134374043464952 2 5 8 111417202326293235384144475053 3 6 9 1215182124273033363942454851

SECOND wm OTHER MLASTBUT ONE m LAST

= PRIME TIME (18-23) OFFPRIME TIME (23-18)

2016

50% 100%

W 30s mSPONZORING






AdMonitoring 2016+

» Deklarovani
programmatic/RTB

* Audit kampani
« Standardizace formatt

« Uprava cenikového centra
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