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‘Why do people block ads? They block 
ads because they're irritating in some 

form or other.’

Keith Weed, CMO, Unilever

11.30 CET Thursday 27 October, CNBC International.



SOME UNECCESSARY INSIGHTS FROM CANNES:



"This festival celebrates 0.5% of the work that got made – the 
other 99.5% of the work is generally crap. Most of it is digital 
landfill – crap content that gets produced quickly and cheaply 
and doesn’t connect. We’re living in an age where consumers 

just don’t tolerate that.’

Brad Jakeman, President, Global Beverage Group, Pepsico

INTERESTING INSIGHTS FROM CANNES:
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Is this the main reason?



Interruptive: 73%

Main reasons for mobile ad blocking:

Annoying: 55%

Slower browsing: 54%

Irrelevant ads: 46%

Privacy concerns:  31%

YES, ACCORDING TO THE IAB
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BUT CONCERNS OVER PRIVACY ARE ALSO A FACTOR:

65% 63% 58%

I worry about how my personal data is 
being used by companies

I am concerned about the internet 
eroding my personal privacy

I prefer to be anonymous when using 
the internet. 

Base: Ad blockers aged 16-64 – Source: GlobalWebIndex Q2016

59% 53% 49%



9

Base: CNBC Viewers / Business Execs – US, EMEA and APAC

OUR OWN RESEARCH ALSO SUPPORTS GWI FINDINGS:

Agree advertising on their mobile 
device poses a security risk 

66%
Agree ad blocking software increases 
the performance of web browsing on 

their mobile device 

61%
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Are publishers concerned?





Source: PageFair and Adobe

$20bn



‘Technologies have been developed, and will likely continue to be developed, that 
can block the display of our ads, particularly advertising displayed on personal 

computers. We generate substantially all of our revenue from advertising, including 
revenue resulting from the display of ads on personal computers. Revenue 

generated from the display of ads on personal computers has been impacted by these 
technologies from time to time. 

As a result, these technologies have had an adverse effect on our financial results 
and, if such technologies continue to proliferate, in particular with respect to mobile 

platforms, our future financial results may be harmed.’

FACEBOOK: LONG FORM ANSWER

Facebook Q4 2015 results



AUGUST 9 : FACEBOOK FIGHTS BACK

• Facebook research: 69% of people block ads due to the disruption they 
cause 

• Facebook introduces an ad preference tool to allow users to select relevant 
ad categories to them – and allows desktop ads to be served even if ad 
blockers are enabled

• Two days later:  AdBlock Plus creates new code to allow users to once again 
block Facebook ads



FRENCH PUBLISHERS FIGHTS BACK

• Publishers have grouped together to 
encourage users to turn off ad 
blockers

• Over 30 of the top publishers in 
France have grouped together to 
limit content to users unless ad 
blockers are turned off

• An initial trial in March was 
extended last month
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What does the future 
hold?



‘We've got to find better ways of making 
great content that really engages people’

Keith Weed, CMO, Unilever



WILL GREAT CONTENT BE THE ANSWER?



WILL GREAT CONTENT BE THE ANSWER?



WHAT DOES IT MEAN FOR METRICS?

‘Big Data is far too focused on short-term sales. 

We need Long Data that will replace the destructive short-term
metrics and mantra that currently dominate online advertising.

Great brands grow through broad shared beliefs held by consumers long ahead of 
purchase, not private last-minute conversations – and certainly not irritating 

retargeted invitations to 'buy now'.

Peter Field, Marketing Consultant and Media Effectiveness Guru



WHAT DOES IT MEAN FOR PUBLISHERS?

‘Online advertising will no longer be a numbers game; instead, it will become a 
strategic brand-building tool in which reach and appropriate environment are 

much more important. 

Potentially, this will end the publishing 'race to the bottom' in terms of quality 
and cost, replacing it with a virtuous circle of improved quality, engagement and 

revenue.’

Peter Field, Marketing Consultant and Media Effectiveness Guru



HOW CAN THIS HAPPEN?

• User education
• Advertising is an acceptable trade of for quality content

• Industry collaborations
• Initiatives such as the IAB Lean Standards

• Restore trust
• Greater openness regarding data

• Improve advertising quality
• Avoid the ‘race to the bottom’ and remove intrusion




