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“Ad personalisation through user input is key to boosting
engagement; particularly as many consumers are showing

interest in ad-blocking.”
– Sara Ballaben, Senior Technology Analyst

This report looks at the following areas:

• There is no one-size-fits-all strategy for ad personalisation
• Addressing the growth of ad-blocking beyond ad personalisation
• The upcoming gate-keepers of mobile advertising

The digital advertising market is in good health, and is expected to hit the £10 billion mark in 2016 – a
14.5% year-on-year increase which was mostly driven by the growth of the mobile channel along with
the correlated focus on video and social media ads.

Nonetheless, a sense of unease still permeates consumers’ attitudes towards online advertising, with
perceptions of annoyance, intrusiveness and disruption encouraging users to look at various forms of
ad-blocking. Empowering users to offer their input to facilitate ad personalisation will therefore be key
to avoid alienation, particularly in the mobile space where concerns over data and battery usage further
increase consumers’ reluctance towards digital ads.
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