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RESEARCH OVERVIEW

ONLINE ADVERTISING NEEDS TO IMPROVE
Over the last 20 years, there has been outstanding innovation
in ad tech. But while technology is thriving, the consumer
experience is suffering. In fact, many consumers say online
advertising has gotten worse over time, and most say
it’s interruptive.
While technological innovation is exciting, it’s only valuable
when it delivers experiences that influence consumers. As
consumers become more disenfranchised with online ads,
the rate of ad blocking is going up – already costing the
industry more than $20 billion in ad revenue.

ONLINE ADVERTISING NEEDS TO IMPROVE
In this report, readers will get global insights into
consumers’ relationships with online advertising.
While the data reveals a low tolerance for interruptive
advertising, it also uncovers the features that consumers
say bring value to their online experience. With this insight,
Rakuten Marketing provides tips for creating more positive
ad experiences, and Saving the Web from further losses
due to ad blocking.
Methodology:
The survey was completed by more than 2,500 global consumers
who responded to an online questionnaire distributed by third-party
research company, Qualtrics.
The questionnaires were completed between April 17-21, 2017.
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CONSUMER TOLERANCE
OF ONLINE ADVERTISING

CONSUMERS ARE DISENFRANCHISED

•

63% of global consumers say online advertising needs to improve.

•

35% have had a bad experience with an online ad.

•

80% say online advertising hasn’t gotten any better over time,
on any device or platform:

Advertising Needs to Improve
Disagree
9%

Strongly Disagree
2%

Strongly
Agree
21%

78% on Desktop

81% on Mobile

Neutral
26%

80% on Social

Women are especially disenfranchised with online ads; they were 13%
more likely than men to say online advertising has gotten worse over time.

Agree
42%

GLOBALLY, ONLINE ADS ARE ASSOCIATED
WITH DISRUPTIVE ONLINE CONTENT
•

83% of global consumers say online advertising interrupts
their online experience:

82%
U.S.

•

88%
U.K.

89%
Australia

73%
France

84%
Germany

67% of consumers associate online advertising with other
disruptive content online, including fake news:

58%
U.S.

71%
U.K.

76%
Australia

54%
France

54%
Germany
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THE COST OF INTERRUPTIVE ADVERTISING

BAD ADVERTISING COSTS BRANDS
CUSTOMERS, ENGAGEMENT AND REVENUE
•

Ad blocking is estimated to have cost the industry more than
$20 billion in ad revenue.*

•

32% of survey respondents said they use an ad blocker, and 46%
proactively opt out of ads in other ways.
•

•

Men are more likely than women to take a proactive action to
block an ad – 41% more likely to use an ad blocker, 16% more
likely to opt out of ads, and 17% more likely to clear their cookies.

Because a bad ad experience:
•

45% of consumers will abandon a site and 28% will avoid the
site altogether.

•

26% will clear their cookies to stop receiving ads from a brand,
and 19% will avoid brands they associate with bad advertising
practices.
*Adobe, PageFair report, 2015

DILUTED CLICK-THROUGH RATES
55% of consumers say they have purposefully clicked through an
ad with the intention to shop or buy – especially men, who are 12%
more likely to click with intent than women.
This is great news for advertisers that proves online advertising can
be effective when it’s done well. However, 54% of consumers say
they have accidentally clicked on an online ad that was
blocking content. Investing in ad formats that are more streamlined
into consumers’ online experience, and that consumers feel more
positively about, will help brands avoid a diluted view of how well
their campaigns are influencing purchase intent.
This is a also a strong case for looking at consumer behavior more
holistically across their purchase journey, and at incremental
performance, rather than limiting measurement to a single metric
that might give an inaccurate report of your return on ad spend.
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WHAT ADVERTISERS ARE DOING WRONG

FREQUENCY BOTHERS U.S. CONSUMERS
Ads Are Too Frequent

What Should Change
Fewer Content-Blocking Ads

Disagree
39%

Clearer Sponsorship Disclosures

Agree
61%

Less Personalized
Better Personalization
Less Ad Frequency

•

61% of consumers have felt that a brand was advertising to them too
frequently, and 79% have noticed getting ads for items they’ve already
purchased.

•

Frequency is the top thing consumers wish would change about online
advertising.

•

Women are especially sensitive to ad frequency – they are 5% more
likely to notice when brands advertise too frequently, and 16% more
likely to choose ‘less frequency’ as the top thing they wish would change.

UNPOPULAR AD FORMATS
The ad formats that consumers label as most interruptive are those
that pop-up and cover content, pre-roll video ads, and ads that are
delivered through push notification.
Integrated Site Banners
Full-Page Ads
Pop-Up
Suggested Headlines
Video Pre-Roll
Push Notifications
Gaming Ads
Sponsored Content
Blog/social images
Blog/social Links
Coupon Links
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WHAT CONSUMERS WANT FROM ADS

ADVERTISING SHOULD ALIGN WITH
CONSUMERS’ INTERESTS
Ads Should Be Useful
Disagree
7%

•

70% of global consumers want
advertisers to know that
advertising is OK when the ad
content is useful to them.

•

65% say advertising can be
valuable when it aligns with
their interests, and is more
seamlessly integrated into
online content.

•

20% of consumers say online
advertising enhances their
shopping experiences by
connecting them to more
options and better discounts.

Strongly Disagree
4%
Strongly
Agree
16%

Neutral
19%
Agree
54%

CUSTOMIZATION IS ESPECIALLY IMPORTANT
TO U.S. CONSUMERS
Ads Are Valuable When
Aligned with Needs & Interests
Disagree
3%

Strongly Disagree
2%

Neutral
15%

Agree
45%

Strongly
Agree
35%

•

80% of U.S. consumers say
advertising is valuable when it
aligns with their needs or
interests.

•

81% say ads are acceptable
when the content is useful and
doesn’t interrupt their online
experience.

•

Better customization to their likes,
lifestyle, interests is one of the top
two things consumers wish would
change about online ads –
especially among men, who were
28% more likely than women to
rank it as number one.

MOST VALUABLE AD FORMATS
The ad formats that consumers recognize as most valuable are
seamlessly integrated into web content, or let the consumer opt
in. Examples include coupon links, emails and social advertising.
Integrated Site Banners
Full-Page Ads
Pop-Up
Suggested Headlines
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CONSUMERS PROACTIVELY ENGAGE WITH
ADVERTISING THEY LIKE
•

80% of global consumers
seek out coupon codes
before making a purchase.

•

57% of U.S. consumers
actively follow an online
blogger or social
influencer.

•

71% of them frequently
buy items the blogger and
influencers recommend.

Seek out Coupon Codes

Never
20%

Always
17%

Most of
the Time
25%

Sometimes
28%

Half
the Time

10%
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HOW THE INDUSTRY CAN SAVE THE WEB

PERSONALIZATION
Consumers today want more customized ad experiences,
which is an opportunity for advertisers. When done
effectively, it reduces the number of ads that are served to
people who aren’t interested in the content. This avoids
wasted ad spend and addresses the issue of too much ad
frequency.
Before ad personalization can improve, we need to stop
looking at advertising metrics as if they only exist in-and-of
themselves, and start looking in the context of the broader
consumer journey. Armed with insights into what influences
consumers, advertisers can meaningfully tailor campaigns –
from discovery to purchase – to match consumers’
relationships with online advertising, and how they like to
shop online.

TRANSPARENCY
Transparency is important to consumers. In fact, nearly 100% of
consumers say it’s important that advertisers clearly disclose their
commerce partners, including bloggers and influencers.
Transparency is important for brands as well. Having a full view of
campaign data is key to understanding how well advertising is
performing, and how consumers are responding. Rakuten Marketing
includes its free insights platform, Cadence, with every campaign,
so brands are empowered with these insights.
The online advertising industry doesn’t always deliver the
transparency that brands need. This is something that needs to
change before online advertising experiences can improve.

ACTIONABLE DATA INSIGHTS
Data is only as valuable as it is actionable. Brands have a wealth
of data on their consumers, but, overall, the industry still struggles
to harness its power to create ads that are truly customized.
Making data actionable needs to be a focus across the online
advertising industry, or ad revenue will continue to be lost to ad
blocking and content subscription models.
Rakuten Marketing has invested in leveraging insights from
across the Rakuten ecosystem to improve ad customization.
Leveraging the data has increased conversion rates for retailers
by 2.5x, and return on ad spend by 3x. Not only is this evidence
of the power of data to drive advertising performance, but also to
more effectively influence consumers with more strategic
advertising.

HELP US SAVE THE WEB
All the investments we make at Rakuten Marketing
are towards better understanding the advertising that
influences consumers, and continually improve ad
experiences with the insights we gain. We invite the
industry to join us in this commitment, and to help us
Save the Web from bad advertising and further
revenue losses.
Follow Save The Web on Facebook to get ongoing
updates, insights and news about consumers’
relationships with online advertising.

Ad Spend Trends

RAKUTEN MARKETING KEY FACTS
•

Subsidiary of Rakuten, Inc.

•

Founded 2013. Merger of LinkShare, MediaForge, Traffic
Marketplace & DC Storm; since acquired Deep Forest Media
(2014), Manifest Commerce (2015) & Nextperformance (2016)

•

Integrated Marketing Solutions span Affiliate, Display and Search,
with expertise in mobile, social and attribution

•

Award-winning digital marketing technology
and specialized agency services

•

Led by digital marketing veteran experts

•

13 Global offices

•

Over 5,500 Brands & Publishers – Internet Retailer Top 500+

•

7 Billion Q1 impressions

•

600+ Employees Worldwide

•

Profitable, cash flow positive
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