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4 5PREFACE PREFACE

PREFACE

DEAR READERS ,

In the course of the rapid digitization, the Internet has become the natural 

part of everyday life of consumers, and it is accessed via PC, laptop, tablet 

or smartphone - depending on the user’s choice and on what best fits the 

respective scenario of usage. As a result, stationary and mobile use merge. 

Now, the users no longer distinguish between online and mobile, they think 

digitally. This also applies to the advertisers. By now, almost all campaigns on 

the Internet are cross-digital and are played out in the stationary and mobile 

Internet and in a device-spanning fashion in order to cover all relevant touch-

points in digital usage. We now also accommodate such cross-digital campa-

ign orientation with the OVK online report by combining it with the MAC 

report starting with this issue in order to be able to give an overview of the 

entire digital advertising landscape in one publication in the future. Because 

the digitization of the living environment is also reflected in the advertising 

market. The net advertising pie for 2015 shows that the Internet has continu-

ed to consolidate its position as second-strongest advertising medium. Preci-

sely, with 28.8%, the net advertising investments in digital display advertising 

and search marketing by now amount to more than one-fourth of the net 

advertising pie, and with that, they are only 0.5% behind the TV share. Our 

second illustration of the net advertising pie highlights the great relevance of 

digital display advertising (online and mobile). Here, to show net advertising 

investments on the Internet, we only take into account the display invest-

ments in online and mobile. With a share of 11.7%, currently more than every 

10th net advertising euro is spent on digital display advertising (online and 

mobile). With this, the Internet with only display advertising comes in third 

among all considered types of media - a clear testament for the significance 

of these advertising formats in a contemporary dialog with the consumer. 

That digital display advertising (online and mobile) is an inherent component, 

which continues to grow, in all communication strategies of advertisers, is 

also shown in the robust development of net advertising investments in digital 

display advertising (online and mobile) in the first six months of this year. In 

view of the all in all promising developments on the digital advertising market, 

the Circle of Online Marketers (OVK) in the BVDW maintains its predicted 

growth rate of 6.3% for net advertising investments in digital display adverti-

sing in 2016. The net advertising volume of EUR 1.78 billion standing behind 

it is at the same time a new record high. Given the great significance of digital 

communication, this addresses again the question concerning the success me-

chanisms of digital advertising formats. Already three years ago, in line with 

the OVK study “Power of Creation” we addressed the importance of creati-

on for the success of online advertising. In a reprint of the study we are now 

examining this question in connection with mobile advertising. Here, it also 

shows that creation is a key element for the success of a campaign. Additional 

interesting results of the study can be found starting on page 31 in this report. 

Another new development in this OVK online report is the chapter of “mar-

ket development” in which we address trends and current developments in 

the form of author contributions from members of the OVK. In this edition, 

we would like to address “native advertising” that is implemented by more 

and more advertisers as content-driven format, discreetly integrated into the 

environment, in order to gain in relevance in the fight for the user’s attention. 

Under the headline “Why native advertising convinces users” we highlight on 

pages 35-37 why native advertising works, what the future will bring and when 

or how native is to be compared to display.

Please enjoy reading the OVK online report 2016/02.

Paul Mudter

President of the Circle of Online Marketers (OVK) in the BVDW

Oliver von Wersch

Vice President of the Circle of Online Marketers (OVK) in the BVDW

Paul Mudter

Oliver von Wersch



OVK advertising statistics digital display advertising (online and mobile) 2014 - 2015  
with outlook for 2016
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In million EUR

1,782 (+6.3 %) 
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COMPARISON OF ONLINE ADVERTIS ING

STABLE GROW TH OF NET ADVERTIS ING INVESTMENTS 
INTO DIGITAL DISPL AY ADVERTIS ING 

The Internet has established itself with consumers as well as with advertisers 

as indispensable media channel. Stationary and mobile Internet use continue 

to melt into one another more and more - and in doing so, especially the mo-

bile category is driving digital growth. For this reason, cross-media campaigns 

are also becoming increasingly important, since only with a device-spanning 

control a holistic way of approaching customers can be guaranteed - suitable 

for the respective scenario and frame of usage. The increased use of program-

matic and data-driven solutions and individual targeting supports the targeted 

dialog with the target group. The cross-digital orientation of the campaign 

architecture also reflects the changed customer journey. The consumer no 

longer distinguishes between online and mobile - for her or him it is predo-

minantly important to access the Internet from anywhere and at any time, 

and with it, the offered products and services. Thus, a digital campaign has 

to cover all relevant touchpoints with different communication formats in or-

der to connect the digital activation and branding potentials optimally in the 

sense of a holistic brand communication. And this is true across all industries 

as the depiction of the digital customer potentials online shows on pages 17-

28. Accordingly, also the demand of advertisers for digital display advertising 

(online and mobile) remains unbroken. They apply in a targeted fashion the 

return channel ability of digital advertising as well as the optimization of the 

campaign control, at any time, on the Internet for their communication and 

thus provide cross-channel impulses. In view of the solid net advertising inves-

tments that go along with this in digital display advertising (online and mobile) 

in the first half-year of 2016, the OVK maintains its forecast as outlined in the 

OVK online report 2016/01. With the assumed growth rate of 6.3% for the 

current year, the net advertising volume for digital display advertising (online 

and mobile) would amount to EUR 1.78 billion in total in 2016. This would 

constitute a new record high, surpassing the amount of EUR 106 million (net) 

of the previous year. 

The extrapolated PwC (PricewaterhouseCoopers) reports serve as the basis 

for the OVK advertising statistics. This way, advertising investments in digital 

display advertising (online and mobile) can be displayed at the net level, with 

what compared to the previous gross depiction an even more reliable depicti-

on of the market conditions is now possible. This ensures the high informative 

value of the OVK advertising statistics and thus helps the market partners 

with the classification of the current and future developments of the digital 

advertising market.

MARKET FIGURES MARKET FIGURES

The net volume for digital 

display advertising (online 

and mobile) will presu-

mably amount to EUR 1.78 

billion in 2016. This cor-

responds to a growth rate 

of 6.3%.



Net advertising pie for 2015 – digital advertising (display and search term marketing)

Source: Zentralverband der deutschen Werbewirtschaft (ZAW, German Advertising Federation) / (2016)*Joint pro-
jection of the associations BDZV, VDZ, VPRT on the basis of the net advertising revenue as recorded by the BVDW/
OVK for online and mobile display (2015: EUR 1,676.00 million). Basis for the joint projection is the net definiti-
on of the ZAW. Basis of the BVDW/OVK recording is the internationally established net definition of the IAB (net I).  
**Bundesverband Digitale Wirtschaft (BVDW) e.V.
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NET ADVERTISING PIE 
DIGITAL ADVERTISING 
(DISPLAY AND SEARCH TERM MARKETING)

THE INTERNET CONSOLIDATES ITS POSITION AS  
SECOND - STRONGEST MEDIUM IN THE MEDIA MIX

A look at the net advertising pie for 2015 shows how great the relevance of 

the Internet is as media channel for the advertising economy. With it, the 

OVK displays the shares of the net advertising investments of the different ca-

tegories in the media mix. At the same time, the net depiction guarantees that 

the role of the media categories used in the media mix is documented on the 

basis of the valid market conditions. In 2015, the net advertising investments 

in display advertising and search marketing with 28.8% accounted for more 

than one-fourth of the total net advertising pie, and with that, they are only 

0.5% behind the TV category, which accounts for the largest percentage with 

29.3%. Among the remaining categories, daily newspapers with 17.5% also 

reach a double-digit share in the media mix; for the remaining media channels, 

the shares are universally in the single-digit percentages - from consumer 

magazines (7.1%) to outdoor advertising (6.7%), trade publications (5.7%) and 

radio (4.9%). This distribution of the net advertising investments shows in 

an impressive fashion that the Internet is one of the leading categories in 

the media mix, and with it, that it plays a crucial role in the communication 

strategies of companies. This is a consequence of the rapid digitization of the 

last couple of years, also due to the increasing variety of devices - stationary 

PC, laptop, tablet, smartphone. Today, people can access the Internet from 

anywhere and at any time, and the use of the Internet is firmly integrated into 

their daily life. Accordingly, also the orientation and purchase processes be-

come more and more digital. Brands and advertisers have to follow the digital 

paths of the consumers in order to continue to be a part of their relevant 

set. The expectations of the consumers have changed with the digitization 

of the customer journey - digital brand presences are thus essential. In turn, 

with the right presence in stationary and mobile touchpoints, advertisers can 

address potential customers with their digital campaign often directly in the 

moment of decision. Here, a special advantage is the return channel ability of 

the Internet, allowing for a direct dialog without media disruption - no matter 

whether this concerns further inquiries, information or the actual purchase.

28.8% of the net 

advertising pie by now 

are attributed to the net 

advertising investments in 

digital display advertising 

and search marketing. 

The comprehensive planning data for the target group potentials to be found 

in the stationary and mobile Internet support the targeted cross-digital cam-

paign control, while the wide range of digital advertising formats guarantees 

that the respective frame of usage is addressed in a customized fashion. Espe-

cially against the background of the current issues with ad blockers this is of 

crucial importance in order for the users to perceive advertising not as being 

disruptive but as something that is enriching and most importantly relevant. A 

look back on the previous year shows the increasing digitization of advertising 

activities in many sectors - with one exception all top-ranked stakeholders 

in online display advertising are also top investors when it comes to mobile 

display advertising. This can be seen as a clear indication that digital com-

munication is used as a natural component by all industry sectors in their 

communication and marketing strategies. The investments of advertisers thus 

follow the media use of consumers in a sector-spanning fashion and become 

also increasingly digital.

MARKET FIGURES MARKET FIGURES



 
Net advertising pie for 2015 – digital display advertising (online and mobile)

Source: Zentralverband der deutschen Werbewirtschaft (ZAW, German Advertising Federation) / (2016)
*Joint projection of the associations BDZV, VDZ, VPRT on the basis of the net advertising revenue as recorded by the BVDW/OVK 
for online and mobile display (2015: EUR 1,676.00 million). Basis for the joint projection is the net definition of the ZAW. Basis of 
the BVDW/OVK recording is the internationally established net definition of the IAB (net I). 
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NET ADVERTIS ING PIE 
DIGITAL DISPLAY ADVERTIS ING 
(ONLINE AND MOBILE)

MORE THAN EVERY TENTH AD EURO GOES INTO  
DISPL AY ADVERTIS ING

In order to make the importance of digital display advertising (online and 

mobile) for the communication mix even more visible, the second version of 

the net advertising pie in this report for the depiction of the category Inter-

net only takes into account the net advertising investments in digital display 

advertising. The share of digital display advertising (online and mobile), ha-

ving grown continuously over the past couple of years, in the net advertising 

pie 2015 shows the increasing relevance of these formats in the media mix: 

With now 11.7%, more than every tenth advertising euro is invested in display 

advertising (online and mobile). With this, display advertising on the Inter-

net continues to remain in third place among the implemented advertising 

options in the media mix, only surpassed by the categories TV (36.3%) and 

daily newspapers (21.8%). The other classic channels, with single-digit shares, 

all rank behind the category Internet, starting with advertising in consumer 

magazines (8.8%), followed by outdoor advertising (8.3%), ads in trade publi-

cations (7.1%) as well as radio advertising (6.1%). The increased use of digital 

display advertising (online and mobile) is also due to the reached size of the 

digital universe, in which the wide majority of Germans now moves about 

almost naturally, also documented by the figures on page xx of this report. 

In particular, the rapid spread of mobile devices has driven this development. 

The smartphone as multifunctional all-rounder has become the constant 

companion of consumers, with which advertisers can reach their potential 

customers in a very personal fashion, anytime and anywhere. This form of 

brand staging and individual customer approach is not possible this way in 

any other media channel. Especially mobile advertising can address the res-

pective scenario and frame of usage of the consumer in a unique fashion - for 

example via location-based services as well as the targeted use of targeting. 

In addition, typical smartphone features such as touch, slide or shaking of the 

device may be used in an ideal way in order to use the mobile strengths for 

an interesting campaign staging - and with it to reach above-average attention 

and user activation. The results of the study “Power of Creation” starting on 

page 29 of this report show how important the influence of creation is for 

mobile advertising.

Meanwhile, almost every digital campaign has a mobile extension, meaning 

mobile advertising is at eye level with online advertising. And via an intelligent 

control of the digital campaigns with channel-adequate creations on the sta-

tionary and mobile touchpoints, an optimal user experience can be created 

on all screens.

With a share of 11.7%, 

display advertising  

(online and mobile) comes 

in third among all  

categories represented in 

the media mix.

MARKET FIGURES MARKET FIGURES



Source: The Nielsen Company (online advertising, as of July 2016). Data for the German market in million EUR

Top 10 of online display advertising formats (gross)
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Monthly development of net advertising investments in digital display advertising 
(online and mobile)
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TOP 10 ONLINE ADVERTIS ING FORMATS

THE PRE- ROLL IS AT THE TOP OF THE UTILIZED  
ONLINE DISPL AY ADVERTIS ING FORMATS 

With EUR 205 million gross, the largest advertising investments in the first six 

months of 2016 were attributed to the pre-roll that, at the same time, with 

EUR 56 million also had the highest growth - a clear indication for the growing 

popularity of video advertising. With EUR 194 million gross, the ad bundle, a 

combination booking comprised of three formats of the universal ad package, 

comes in second. Third place goes to the billboard ad with EUR 148 million 

in gross investments - EUR 21 million more than in the first half-year of the 

previous year and with it, the second-highest absolute growth in the ranking. 

Further growth, albeit on a moderate level, are allotted to the half-page ad, 

the medium rectangle, the super banner and the skyscraper - i.e. large-scale 

advertising formats with their attention-grabbing staging spaces continue to 

play a central role in online communication. Gross advertising investments 

continue to serve as the basis for the ranking of the top 10 online display 

advertising formats, since data is not (yet) on hand in this granularity on a 

net basis.

The video format pre-roll 

is not only the front runner 

of the top 10 online display 

formats but it also 

registers the highest 

growths for gross

advertising investments 

compared to the 

previous years.

MONTHLY DEVELOPMENT OF  
NET ADVERTIS ING INVESTMENTS

STABLE MONTHLY INVESTMENTS  
IN DIGITAL DISPL AY ADVERTIS ING 

In total, the net investments in digital display advertising (online and mobile) 

in the first half-year amount to EUR 786.9 million, and with this - as it was the 

case in the previous years - 44% of the net advertising investments predicted 

for the year in total were generated in the first six months. Here, in five of 

six months, the net advertising investments surpass the already high level of 

the comparable months in the previous years. If this development continues 

in the second half-year, it is assumed that the predicted net volume for 2016 

will be reached.

In the first half-year of 

2016, the net advertising 

investments reach new 

record highs in almost 

every month and are 

always above the EUR 100 

million threshold.
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Top 10 advertising investments in online display advertising according to industries (gross)

Source: The Nielsen Company (online advertising, as of July 2016). Data for the German market in million EUR
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ONLINE ADVERTISING ACCORDING  
TO INDUSTRY

ONLINE DISPLAY ADVERTISING IS A FIXED COMPONENT 
IN THE MEDIA MIX ACROSS THE INDUSTRY

The wide range of branches of industry that already make relevant gross adver-

tising investments in online display advertising underscores the industry-span-

ning digitization of communication. The ranking of advertising investments in 

online display advertising according to industries continues to be made on the 

basis of gross figures since data is not yet on hand in this granularity on a net 

level. Measured by the absolute advertising investments in online display adverti-

sing, the area of other advertising - this includes charitable organizations as well 

as corporate advertising - with EUR 345 million gross in the first half-year of 

2016 remains at the top, unchanged. This is followed by the trading sector (EUR 

196 million), the automotive market (EUR 164 million), the services sector (EUR 

136 million) and the financial segment (EUR 97 million). Thus, four industries 

with their gross online advertising investments are beyond the EUR 100 million 

threshold, and one is slightly under it. Regarding the other half of the industries 

- namely telecommunication, media, food, tourism and personal hygiene - the 

gross advertising investments in the first half-year of 2016 are still in the dou-

ble-digit millions range. The highest absolute growths compared to the first six 

months of the previous year are attributed to the area of other advertising (plus 

28 million), the trading sector (plus 18 million) as well as the services sector 

and the personal hygiene industry (plus 15 million each). The percentage of 

online display advertising in the media mix also shows the significance of online 

communication in the respective industry. With a share of 43%, the area of other 

advertising is leading here as well. The financial sector (19%), the automotive 

market (14%), the trading sector (11%) as well as the services sector and the 

tourism sector (10% each) also have a double-digit online share in its media 

mix. The telecommunication sector (9%) is slightly below the double-digit realm, 

and also for the sectors of personal hygiene, food and media, the advertising 

investments in online advertising in the media mix are still in the single-digit 

realm. This heterogeneity shows that the industries continue to display different 

levels when it comes to the degree of their online engagement. In the medium 

term, however, the online share in the communication mix will increase across 

all industries, since the branches of industry together with their advertising 

The share of online display 

advertising in the media 

mix is in the double-digit 

range for more than half 

of all depicted industries, 

thus underscoring the 

digitization of advertising 

communication.

investments will follow the target group potentials online, in order to reach the 

growing number of digitally oriented consumers. This is also reflected in the ra-

pidly growing mobile engagement that can be seen as a relevant driver of digital 

advertising investments, displayed on the page following the next.
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How to read: The total population aged 14 and older comprises 69.24 million people. Of those a total of 76.1% (52.72 million) have 
used the Internet during the three-month survey period. /// 114,672 cases (German-speaking resident population in Germany aged 14 
and older) / Target groups: Users of stationary and/or mobile offers (past three months) n=103,805 cases; users of stationary offers 
(past three months) n=101,891 cases; users of mobile offers (past three months) n=76,059 cases /// Source: AGOF e.V. / digital facts 
2016-04 /// Data for the German market

Digital users in Germany

Total population aged  
14 and older: 69.24 million

38.36 million users 
of mobile offers, of 
those only mobile 
offers: 1.41 million

Users of stationary 
and mobile offers: 
36.95 million

51.31 million users of 
stationary offers, of 
those only stationary 
offers: 14.36 millionUsers of stationary 

and/or mobile of-
fers: 52.72 million
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ONLINE ADVERTISING ACCORDING  
TO INDUSTRY

MOBILE DISPLAY ADVERTISING RECORDS SIGNIFICANT 
GROWTH RATES ACROSS THE INDUSTRY

Also the advertising investments in mobile display advertising are based on Nielsen 

data and are shown as gross values. Within the top 10 ranking, all industries have 

significantly increased their gross advertising investments compared to the previous 

year. Here, the top spot also goes to the area of other advertising, which in the first 

half-year of 2016 invested EUR 51.2 million in mobile display advertising. With this, 

with a plus of EUR 27.7 million, this sector also has the highest absolute growth and 

at the same time a doubling of gross advertising investments. For the trading sector, 

ranked second, gross investments in the first six months amount to EUR 36.7 million; 

this corresponds to a plus of EUR 8.6 million. The services sector, ranked third, in 

the first half-year has gross investments in the amount of EUR 23.5 million and thus 

invests EUR 11.8 in mobile display advertising - twice as much as in the previous year. 

Also the personal hygiene industry almost doubled its gross advertising investments, 

while the beverage industry with a growth of 131% shows the highest growth rate.

All industries focus more 

and more on mobile 

display advertising; and 

especially the sectors of 

other advertising, services, 

personal hygiene and  

beverages show a doubling 

of their absolute gross 

advertising investments.

76.1% of the German-

speaking resident 

population are among the 

users of stationary and / or 

mobile offers; without the 

overlap, the use of 

stationary AND mobile

offers amounts to 53.4%.

REACH OF THE INTERNET IN GERMANY

52.72 MILLION GERMANS AGE 14 AND OLDER ARE ON THE 
INTERNET

The Internet is an integral part in the life of Germans, whose total population 

age 14 and up comprises 69.24 million people. A total of 76.1% (52.72 milli-

on) thereof have used the Internet during the three-month survey period of 

the digital facts and have used stationary and/or mobile offers. The additional 

differentiation shows that 51.31 million people (74.1%) are among the users 

of stationary offers, while the users of mobile offers amount to 38.36 million 

people (55.4%). Without the overlap, this results in 36.95 million people who 

use stationary and mobile offers in equal measure. This corresponds to 53.4% 

of the population and underlines the increasing merging of stationary and mo-

bile Internet use. And then there are people who exclusively use stationary or 

mobile offers: This includes 14.36 or 1.41 million people. Especially the older 

generation predominantly prefers stationary offers, while mobile access is still 

not as widespread - this is also depicted by the chart on the following page. 

MARKTZAHLEN AGOF DIGITAL FACTS

Top 10 advertising investments in mobile display advertising according to industries (gross)

Source: The Nielsen Company (online advertising, as of July 2016). Data for the German market in million EUR
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Overlap according to age groups, users of stationary and/or mobile offers

Only stationary offers  mobile and stationary offers                        only mobile offers 

100

80

60

40

20

0
14–19 Years 20–29 Years 30–39 Years 40–49 Years 50–59 Years 60+ Years

86.0 90.7 72.9

2.62.62.67.2

59.3

2.1

37.4

1.2

81.0

A
ng

ab
en

 in
 P

ro
ze

nt

How to read: 86.0% of users aged 14 to 19 of stationary and/or mobile offers use stationary AND mobile offers. /// Basis: 
103,805 cases (users of stationary and/or mobile offers, past three months) / in percent /// Source: AGOF e.V. / digital facts 2016-
04 /// Data for the German market
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man-speaking resident population in Germany age 14 and older)  / / Target groups: users of stationary and/or mobile offers (past 
three months) n=103,805 cases; users of stationary offers (past three months) n=101,891 cases; users of mobile offers (past 
three months) n= 76,059 cases / in percent /// Source: AGOF e.V. / digital facts 2016-04 /// Data for the German market
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While the younger age 

groups use both stationary 

and mobile offers in an 

equal fashion, the older 

users are still rooted more 

in the exclusive use of 

stationary offers.

INTERNET USE IN GERMANY

STATIONARY AND MOBILE USER POSITIONING ACCOR-
DING TO AGE GROUPS

Even if by now digitization has reached all generations, stationary and mobile 

offers are still not used by all age groups in the same fashion. A look at the 

different age groups shows the differences: 86.0% of teens and 90.7% of people 

in their twenties as typical representative of the digital natives use mobile AND 

stationary offers. Also for the age group of 30-39, four of five users belong to 

this group, for people age 40-49, with 72.9% it is almost three-fourth. After age 

50, access shifts noticeably to only stationary offers: For the age group 50-59, 

38.6% belong to this user group, for people age 60 and older, even 61.4% are 

found exclusively on stationary offers. In turn, by far the highest share of users 

only using mobile offers can be found in the age group of 14-19 years of age with 

7.2% - they are virtually inseparably connected to their smartphone.

STRONG CONVERGENCE OF THE SOCIODEMOGRAPHIC 
STRUCTURES OF THE DIFFERENT USER GROUPS  

With the development of the Internet as a mass medium the initial differences 

between the population as a whole and Internet users have long since been le-

veled. And with the rapid spread of smartphones also the number of users who 

access mobile offers grew rapidly in all population groups. A look at the gender 

and age structures thus only discloses minor deviations: Internet users in total 

with 51.9% men are only slightly above the percentage of the overall population 

(48.9%), users of mobile offers with 53.2% have the highest percentage of men. 

In addition, Internet users are slightly younger: The age groups up to 49 years 

of age are represented here in an above-average fashion - especially regarding 

users of mobile offers. This shows once again that young people as “Generation 

Smartphone” do not know a time without mobile Internet access.

A look at the gender and 

age distribution shows that 

the digital users are still 

somewhat more male 

and younger than the 

population as a whole - 

this especially applies 

for the users of mobile 

offers.



Online penetration according to age groups for users of stationary and/or mobile offers
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How to read: 90.7% of persons aged 14 to 19 are among the users of stationary offers. /// Basis: 114,672 cases (German-spea-
king resident population in Germany age 14 and older) / in percent // in percent /// Source: AGOF e.V. / digital facts 2016-04 /// 
Data for the German market

Stationary offers mobile offersIn percent

Net reach of online marketers in the OVK (alphabetical ranking)

Data in million unique users and percent for an average month in the survey timeframe February until April 2016 /// Basis: 103,805 
cases (users age 14 and older of stationary and/or mobile offers, past three months) /// Source: AGOF e.V. / digital facts 2016-04 /// 
Data for the German market

BAUER ADVERTISING 20.0 10.56

BurdaForward  58.7 30.95

eBay Advertising Group Deutschland 45.1 23.77

G+J e | MS  50.6 26.67

HiMedia Deutschland  14.6 7.67

InteractiveMedia CCSP  69.2 36.47

IP Deutschland  50.7 26.75

iq digital 38.3 20.17

MAIRDUMONT MEDIA 18.0 9.49

Media Impact 64.2 33.82

netpoint media  18.0 9.47

OMS 54.3 28.62

SevenOne Media  59.6 31.43

SPIEGEL QC 37.1 19.54

United Internet Media  66.9 35.25

Marketers

Reach in %  

(according to Internet users, 

past three months)

Net reach in  

million unique users

Average month February – April 2016
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Measured by the use of 

stationary and mobile 

offers the online penetra-

tion is almost completely 

reached for the age group 

from 14 to 29 years of age 

while such penetration 

still shows potential for 

development in the mobile 

area for people aged 50 

or older.

ONLINE PENETRATION BY AGE FOR USERS OF 
STATIONARY OR MOBILE OFFERS

The digital universe continues to expand, and more and more people feel at 

home in the stationary as well as in the mobile world. Especially for young peo-

ple up to age 39 the Internet is an integral part of everyday life: More than 90% 

of them use stationary offers, more than 80% use mobile offers. Also in the age 

group from 40 to 49 years of age, almost 90% can be attributed to stationary 

offers and almost two-thirds can be found on the mobile Internet. From the age 

group from 50 to 59 years of age, already more than three-fourth visit statio-

nary offers, and just over half of them is reached via mobile offers. For the older 

generation (age 60 and older), digitization is somewhat slower: 41.5% of people 

age 60 or older have already found their way to stationary offers, however, with 

only 16.2% they are still reluctant when it comes to using mobile offers - howe-

ver, in the course of time, growth rates are noticeable.

DIGITAL REACH OF THE MARKETERS  
IN THE OVK

The digital facts shows the net reach of the marketers united in the AGOF. The 

following table shows the net reach of the marketers organized in the OVK on 

the basis of media offers collected in the digital facts 2016-04. The net reach 

of the marketers although does not always contain the total portfolio of the 

marketer.

The digital facts 2016-04 

contains data of a total of 

55 marketers for 738 total 

digital offers and 6,117 

placement units.
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How to read: 93.2% of users of stationary and/or mobile offers of the past three months age 14 or older use search engines at least 
occasionally. /// Basis: 103,805 cases (users of stationary and/or mobile offers, past three months) / „Do you use these topics and offers 
often, occasionally, rarely or never?“ / Depiction of the top 10 of a total of 25 topics / in percent /// Source: AGOF e.V.  / digital facts 
2016-04 /// Data for the German market

Key topics and applications – top 10

Search engines

Send and receive private emails

Online shopping

World news

Weather

Regional or local news

Online banking

Social networks

Watching of videos and movies

Chats or messenger applications

In percent0                  25                 50                  75                100
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85.6

70.9

70.3

63.8

60.8

57.6

52.2

48.2

39.3

Regular/occasional use (in %)

 

Top 10 products according to conversion rates

How to read: 84.2% of users of stationary and/or mobile offers have used online apps to gain information AND also purchased them 
online. /// Basis: 103,805 cases (users of stationary and/or mobile offers, past three months) / “For which of the following products have 
you tried to find information online?”, “Have you purchased the following products online in the past 12 months?” / Depiction of the top 
10 of a total of 61 topics / in percent /// Source: AGOF e.V.  / digital facts 2016-04 /// Data for the German market
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Women’s apparel

Toys

Tickets for movie theater, 
theater, etc.

Men’s apparel

Paid music downloads from 
the Internet
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Plane tickets

Music CDs
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UTILIZED OFFERS AND KEY TOPICS 

THE DIGITIZATION OF EVERYDAY LIFE IS DISPLAYED IN 
THE UTILIZED MULTITUDE OF ACTIVITIES ONLINE

The natural access to the Internet for almost all of life’s situations is also reflected 

in the Internet activities of the digital users. Especially information and communi-

cation are targeted: The utilization of search engines (93.2%) and the sending and 

receiving of emails (85.6%) are carried out by almost all users. Just over 70% carry 

out online shopping or read world news online. For more than 60% of digital users, 

checking the weather or reading regional and local news is part of the offers used 

the most or sometimes. Online banking, visiting social media sites, watching videos 

and movies as well as using chats or messengers round off the top 10 activities. 

Here, the preferences of use vary depending on the age of the user. Users 14 to 

29 years of age use offers of the areas communication and entertainment on an 

above-average basis. Users aged 30 to 49 represent the largest percentage of users 

in the areas of family and children, job boards and online banking. The age group of 

50 years and older uses areas such as sports, test results and weather services on 

an above-average basis.

In line with digital facts

 a total of 25 topics 

or key aspects are polled 

for Internet use.

Gathering information on-

line and making purchases 

online - not only for apps 

but also for many other 

products the entire deci-

sion-making and purchase 

process is by now carried 

out on the Internet.

INFORMATION SEARCH AND  
BUYING ONLINE

DIGITAL USERS UTILIZE THE INTERNET IN A TARGETED 
WAY FOR ORIENTATION AND PURCHASE PROCESSES

The increasing digitization also has an impact on the purchase process of many 

consumers - the customer journey becomes more and more digital. The Internet 

has secured a relevant role as research medium in the orientation and decision-ma-

king phase prior to a purchase and also as a reference channel for a wide range of 

products and services. The conversion rate - namely the ratio of online informati-

on seekers to online information seekers AND online buyers - makes visible the 

activation potential of the Internet. At the top are the apps with a conversion rate 

of 84.2%. Also for many other products, the entire decision-making and purchase 

process of many people completely takes place online. Books, toys, women’s and 

men’s apparel as well as admission tickets have a conversion rate of more than 

70% - this means that more than 70% of those who sought information online also 

made the purchase online.
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Online and mobile industry potential: Product interest. Basis: Persons age 14 and older / users of 
stationary offers: 51.31 million unique users or users of mobile offers: 38.36 million unique users

How to read: 72.5% of users of stationary offers age 14 and older, 37.22 million unique users, are interested in products of the entertain-
ment industry. /// Basis: 101,891 cases (users of stationary offers, past three months) or 76,059 cases (users of mobile offers, past three 
months) / / “Which of the following products are you (particularly) interested in?” /// in percent and million unique users /// Source: 
AGOF e.V.  / digital facts 2016-04 /// Data for the German market

Entertainment

Fashion & shoes

Perfume & cosmetics

Travel & tourism

Books

Telecommunication

Consumer electronics

Furniture & living

Pharmaceuticals & OTC 

products

Computer hardware/software

Automotive

Insurances

Sporting goods and equipment

Toys & baby products

Finances
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Online and mobile industry potential: search for information online, basis: 
Persons age 14 or older / users of stationary offers: 51.31 million unique user or 
users of mobile offers: 38.36 million unique users

How to read: 80.0% of users of stationary offers age 14 and older, 41.03 million unique users, have searched online for information 
regarding products related to the travel industry. /// Basis: 101,891 cases (users of stationary offers, past three months) or 76,059 cases 
(users of mobile offers, past three months) / / “For which of the following products have you searched online for information?” /// in 
percent and million unique users /// Source: AGOF e.V.  / digital facts 2016-04 /// Data for the German market
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DIGITAL CUSTOMER POTENTIALS FOR  
DEFINED SECTORS

While the online potentials as a result of the almost complete establishment 

of the online channel in the population are on a relatively stable level, mobile 

potentials have increased significantly in parallel to the rapid increase of mobile 

Internet use. This way, mobile potentials by now universally exceed the shares 

of online potentials in view of percentage, even if they are still below them in 

view of absolute numbers.

Among the users of sta-

tionary offers as well as 

among the users of mobile 

offers promising customer 

potentials for various 

industries can be found.

Given the growing digitization of the living environment of consumers a further 

harmonization of the online and mobile potentials can be expected for the fu-

ture. The use of stationary and mobile offers has become natural for consumers, 

and the boundaries between online and mobile offers are increasingly blurred 

because consumers simply choose the access that best fits their scenario of 

usage in view of the multitude of devices at their disposal (stationary computer, 

laptop, tablet, smartphone).

Digital information sources 

play an important role in 

the orientation and  

decision-making phase.
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Products reviewed in line with the respective sector analysis are composed as follows:

Automotive used cars, new cars, rental cars

Books books

Computer computer hardware or accessories, computer software without games

Entertainment computer and video games, tickets, movies/series on DVDs/Bluray format, music CDs,  
 paid music/movie/series via download from the Internet

Finances financial investments, shares, bonds, funds; loans

Food & beverages  beverages without alcohol, beer, other alcoholic beverages and spirits, frozen foods and  
 convenience foods, dairy products, sweets and salty snacks

Pharmaceuticals  health products or drugs, wellness products
& OTC products 

Fashion & shoes women‘s or men‘s apparel, shoes

Furniture & living furniture or items to furnish an apartment, large domestic appliances such as fridge, washer, stove

Perfume & cosmetics cosmetics for women/men, perfume for women/men, personal hygiene products, hair products,  
 dental hygiene products

Travel & tourism train tickets, plane tickets, hotels, rental cars, vacation travel, last-minute trips

Toys & baby products toys, baby products

Sporting goods  sporting goods, sporting equipment
and equipment 

Telecommunications mobile phones or smartphones, landline phones or fax machines, mobile phone tariffs/contracts,  
 offers for telephone, TV and Internet from one provider, DSL or other broadband Internet connection

Consumer electronics flat screen TV, DVD or Bluray player/recorder or hard drive recorder, home movie theater/surround  
 sound equipment, digital photo cameras, GPS systems

Insurances health insurance, life insurance and old-age insurance as private retirement provisions, 
 other insurances such as for example car insurance, homeowner‘s insurance or liability insurance

Products reviewed in line with the respective sector analysis are composed as follows:

 

How to read: 42.2% of all users of stationary and/or mobile offers age 14 and older have in many cases discovered interesting 
products or new ideas by way of advertising. /// Basis: 103,805 cases (users of stationary and/or mobile offers, past three months) / 
Depiction of the top-two box: applies completely or applies predominantly. / in percent /// Source: AGOF e.V / digital facts 2016-04 
/// Data for the German market

Open-mindedness towards online advertising

Users of stationary and/ 
or mobile offers

Men

Women

14 to 29 Years

30 to 49 Years

50 and older
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„Through advertising I have in many cases discovered interesting products or new ideas.“

26 27

A cross-digital campaign in online and mobile channels today is crucial for brand 

management, image cultivation, the triggering of the consumer’s decision to 

make purchases as well as customer acquisition and retention - this applies to 

all industry sectors in an equal fashion. This way, all relevant digital touchpoints 

can be covered matching the respective scenario and frame of usage and a sus-

tainable anchoring in the relevant set of consumers can be achieved. The basis 

for the AGOF sector analyses depicted in this report are the unique users (UU) 

aged 14 and older of the previous three months of the digital facts 2016-04. The 

AGOF facts & figures are currently available for 16 industry sectors and are 

published regularly. The publications are available as a free download at www.

agof.de/branchenberichte-facts-figures/

The diverse return channel 

abilities of online and 

mobile offers allow for 

tailored communication 

that fits the respective 

scenario of usage. With their combination 

of brand awareness and 

advertising affinity, 

digital users are a very 

attractive target group 

for advertisers.

OPEN-MINDEDNESS FOR ADVERTISING

ADVERTISING IS WELL RECEIVED BY USERS

The majority of digital users has a strong brand awareness: 53.8% are convin-

ced that brand products are usually of a higher quality, and 79.9% are willing, in 

addition, to pay more money for such a quality - probably also because for four 

out of ten (38.3%), buying brand products makes them feel safe. This brand and 

quality orientation, in connection with their purchasing power - 70.5% of all 

digital users live in households with a household net income of EUR 2,000 or 

more - makes them an interesting advertising target group. All the more because 

they are also very receptive for advertising messages: More than 4 of 10 users of 

stationary and/or mobile offers aged 14 and older (42.2%, 22.24 million users) 

found out about interesting products or new ideas by way of advertising. Here, 

especially women and users between the ages of 14 and 49 are open-minded 

above average. Men are slightly below the level of all digital users, and users aged 

50 or older are the least receptive when it comes to advertising.
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How to read: 29.9% of all users of stationary and/or mobile offers age 14 and older are often the spokesperson or opinion leader du-
ring discussions. /// Basis: 103,805 cases (users of stationary and/or mobile offers, past three months) / Depiction of the top-two box: 
applies completely or applies predominantly. / in percent /// Source: AGOF e.V / digital facts 2016-04 /// Data for the German market

Spokesperson or opinion leader during discussions
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“During discussions, I am often the spokesperson or opinion leader.”
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or mobile offers
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SPOKESPERSONS OR OPINION LEADERS

ALMOST 16 MILLION DIGITAL USERS SEE THEMSELVES AS 
SPOKESPERSONS OR OPINION LEADERS

Besides their brand awareness and an open-mindedness for advertising, many 

digital users have other characteristics that make them to be valuable opinion 

leaders and multipliers for advertisers: 29.9% of Internet users age 14 and older 

state to often be a spokesperson or opinion leader when talking to others - this 

corresponds to 15.78 million people. With it, these users are also often opini-

on leaders and a potential source for recommendations within their circle of 

friends and acquaintances when it comes to purchasing or using products - an 

effect of which branded companies may benefit in a sustainable fashion. In terms 

of being a spokesperson, 14- to 29-year-olds have the highest percentage with 

39.6%, followed by men with 32.0%. The age group of 30 to 49 years of age is 

with 29.9% on the level of all Internet users, while women and persons age 50 

and older are somewhat more reserved with values of 27.7% and 22.7%.

Almost one-third of digital 

users usually leads the way 

when talking to others.
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POWER OF MOBILE CREATION

THE POWER OF MOBILE CREATION IN THE MOBILE AREA

Mobile advertising is one of the most important digital growth markets and the 

mobile channel has a high degree of relevance for marketers and advertisers. So 

far, in everyday marketing, however, detailed proof for the impact of mobile cre-

ations has been missing. Already in 2013, the Circle of Online Marketers (OVK) 

in the BVDW with its study “Power of Creation” provided important informati-

on and prepared guidelines for the creation of powerful online display ads. Now 

the question is whether the best practices from the desktop Internet also apply 

for the mobile channel or whether potentially other mechanisms apply. Because 

this is a fact: Mobile advertising formats are used in a different environment and 

have to stand the test in other environment conditions than desktop creations. 

For example, they encounter users in a fundamentally different scenario of usage 

compared to the stationary device. In addition, their size and interactivity in view 

of the screen size and performance of state-of-the-art smartphones is limited in 

other ways compared to display ads. All these differences make it likely that other 

mechanisms of action make a mobile creation successful. With its subsequent study 

regarding the analysis of the quality of creation for the mobile advertising market, 

the Mobile Advertising unit (MAC) of the OVK has examined how large the margin 

between a very good and a very bad creation really is and how mobile creations 

can exploit their margins of impact optimally.

MOBILE CREATION - BUT HOW?

In the study, creation was defined as an aspect of a mobile advertising medium 

referring to the degrees of freedom in view of creativity and content that can 

be used free from technical and legal restrictions. Thus, it is about the scope of 

creativity that exists independent of product, price and media plan. Specifically, this 

comprises the structure, size, color, use and placement of individual elements as 

well as the used prevailing mood of the advertising medium. In the study “Power of 

Mobile Creation” in line with a benchmark analysis with 12,742 people surveyed 

the advertising impact of 227 mobile advertising media in total was examined. The 

focus was on the following mobile formats: Interstitial, medium rectangle, banner 

2:1, banner 3:1, banner 4:1, banner 5:1 and banner 6:1. 

The OVK study 

“Power of Creation” in 

2013 was the largest 

German analysis regarding 

the capture of perception 

and impact of creations in 

the online area. The study 

that followed now focuses 

on mobile creations.

In the study focus 

“Power of Mobile 

Creation”: Proof for 

the impact of mobile

 creations.



Source: Mobile Advertising Unit (MAC) of the OVK in the BVDW: Power of Mobile Creation study 2016
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Source: Mobile Advertising Unit (MAC) of the OVK in the BVDW: Power of Mobile Creation study 2016

Derivation of the 7 impact and performance scores

To which extent is the mobile ad able to create a lasting impression?Recall

How interesting is the product?Buying incentive

From the user’s point of view, does the ad have a benefit?Benefit

How attractive is the mobile ad? Is it unique?Attraction

Is the message of the mobile ad understood?Comprehension

Do users like the mobile ad?Rating

Overall, how creative is the mobile ad?Creativity

Increase of the impact and 

performance scores of 49% 

in total; liking, understan-

ding and purchasing power 

show the highest growth.
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Mobile video was not included due to the small data basis. A total of 28 different 

features of mobile creations were examined in order to analyze distinguishing ele-

ments of the creation. All benchmark data was transferred into an indexed value 

for further analysis. For the evaluation of mobile creations, with the help of a mean 

value formation, seven impact and performance scores were subsequently formed 

- for recall, buying incentive, benefit, attraction, understanding, evaluation and cre-

ativity. On the basis of the identified impact, general guidelines in the form of dos 

and don’ts for mobile creations as practical support were ultimately developed.

MAIN RESULTS OF THE BENCHMARK STUDY

The results of the study show that a well-made creation increases the potential 

significantly in all analyzed formats, while poorly made mobile creations show a less 

strong advertising impact and perceived quality in all formats. When looking at the 

best 10% and the worst 10% of creations from the benchmark, an increase of the 

impact and performance scores of 60% in total is the result. The increase is based 

on the average value of the relative increase of the scores of the best 10% and the 

worst 10% of creations from the benchmark. When looking at the identified scores 

for the seven impact and performance dimensions, the highest growths are seen 

for buying incentive (107%), understanding (72%) and liking (61%) - that is to say 

that here, via the creation of mobile formats, a significant increase of the impact 

potential was achieved.

Here, the most important characteristics to increase the impact and performance 

scores are of visual nature: Especially the presence and the depiction of people, the 

visual mood and product presentations have a great influence on the overall impact 

while text design and semantic completeness are less important.  The study deals 

in detail with the following clusters: Branding, actors, imagery, colors, logos and 

texts. It shows that for example branding creations increase the buying incentive 

and the general liking via the focus on the brand, while product creations seem 

more attractive.

SUCCESS FACTORS FOR MOBILE CREATION

The results show in detail that for mobile creation branding campaigns and a clear 

product presentation have a clear advantage over purely click-based ads when it 

comes to generating understanding and recall. This is especially true any time the 

mobile creations are well-thought-out and original, because mobile users see espe-

cially meaningful advertising media with more content as useful. Especially a natural 

product presentation influences understanding and recall in a positive fashion.

The depiction of products 

and people works best in 

mobile creation.



Source: Mobile Advertising Unit (MAC) of the OVK in the BVDW: Power of Mobile Creation study 2016

Which characteristics have the most impact?

Level of elaboration
number of messages

call to action
use of continuous text

number of actors
placement of logo

semantic completeness

Type of text information
standardized imagery
product illustration

logo
number of picture elements

use of claim and slogan

quality of picture materials

Human actors
gender of the main actors

ratio white/color
mood

number of unique brand elements
 visibility of brand elements

type of key visual
tonality

type of product presentation

Brand and product focus

60

55

50

45

40

35

30
Attraction Recall Comprehension Buying incentive Creativity

 Product             branding            click logic

Quelle: Unit Mobile Advertising (MAC) des OVK im Bundesverband Digitale Wirtschaft (BVDW) e.V.: Power of Mobile Creation 
Source: Mobile Advertising Unit (MAC) of the OVK in the BVDW: Power of Mobile Creation study 2016. Indicated values from 
0-100, whereas 0 = very poor rating/performance, 50 = balanced rating/performance and 100 = excellent rating/performance. 
Data basis attraction: 208 creations, 12,272.7 surveyed; recall: 210 creations, 12,325 surveyed; comprehension: 163 creations, 8,681 
surveyed; buying incentive: 222 creations, 12,653 surveyed; creativity: 212 creations, 12,437 surveyed. Depicted results are highly 
significant in a statistical sense.
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Another success factor for the positive advertising impact of a mobile creation is 

how people are depicted: They evoke emotions and transfer them to the messa-

ge of the ad. Here, however, the right balance is important - an intensely staged 

actor has a better impact even if many actors stand out more. However, often, 

the attention created this way distracts from the content; here, individual actors 

offer a more balanced solution. Especially female actors achieve a positive impact, 

while couples show less success. If transferred to the general imagery, it shows 

that product presentations and people work best in the long shot for the mobile 

segment. As it is the case for the stationary Internet, the picture elements should 

not be too small in structure. A high percentage of pictures equals understanding 

and creativity, and a maximum of two picture elements have proven to be success-

ful. In general, creations with the same ratio of text/pictures seem most attractive 

and thus awaken interest. Mobile ads with a greater focus on pictures, however, 

increase understanding and the buying incentive and seem more attractive through 

the imagery.

In general, it is true that an emotional imagery in comparison to a factual presen-

tation is more advantageous - surely also because mobile users maintain very inti-

mate relationships to their smartphones and because emotional creations awaken 

emotions in them and strengthen the understanding of content. For mobile cre-

ations, colors should only be used in moderation, in an accentuated fashion and 

with a high-quality spectrum (e.g. contrasts). As it is the case for the desktop area, 

it is recommended not to use too many colors and to refrain from the use of too 

much white content. In general, a high degree of color quality and realistic motifs 

promise the most success for mobile creations.

Logos should be visible, since they have a positive impact on all performance 

levels of the mobile creation. Positioning them in the upper section proves to 

be advantageous, because such positioning integrates itself into the reading flow 

and with it promotes a high degree of initial attraction. In addition, thanks to the 

association with the brand, the insertion of a logo better suggests the purpose of 

the ad. The logo should not be too large; especially the factors benefit and buying 

incentive benefit from smaller logos. When it comes to texts, for mobile the prin-

ciple of economy applies even more; especially claim and slogan anchor the brand 

and the message of the creation with the recipient in a sustainable fashion. The 

appropriate use of text is important: Even though creations without text are more 

eye-catching and attractive, they offer the user more use and incentives once they 

have text elements. Here, the combination with a visual and the use of unique 

messages is most effective.

SUMMARY AND COMPARISON

Overall, the benchmark analysis of the study “Power of Mobile Creation” shows 

that creation for mobile advertising - as well as for online display ads - is a key 

element for the success of a campaign. With a well-made creation especially the 

impact dimensions of buying incentive, understanding and liking can be increased 

sustainably. Along the lines of creations in the stationary Internet, also for mobile 

creations the buying incentive is the facet with the greatest performance difference 

- good mobile creations awaken liking among mobile users and create a better un-

derstanding of the product and the message, resulting in a correspondingly positive 

buying incentive.

In mobile creations the 

purposeful use of text 

elements such as claim and 

slogan in combination with 

a visual works best.

Success factors for mobile 

and stationary creations 

vary slightly due to the 

different conditions of usage; 

top creations in the area 

of mobile prove to be even 

more profitable compared  

to the stationary Internet.



Source: Mobile Advertising Unit (MAC) of the OVK in the BVDW: Power of Mobile Creation study 2016

DOS

Individual human actors in a long shot,  
conveying attractiveness and positive emotions to the brand

With 3-5 colors, create realistic accents

Use of clearly visible brand elements and logos that do not 
use up a lot of space

Use of product presentations, preferably in a natural en-
vironment 

Use of texts in a purposeful manner, combined with visual

Ratio text-picture in favor of the share of the picture

Clear messages that are not too complex, no invasive incen-
tives for action

DON‘TS

Colors that are too understated,  
colorful or unrealistic with more than two picture elements

Creations with a large content of white

Solely click-based ads without product illustration

No brand elements and logos, or brand elements and logos 
that are too big

Unclear or too many messages, invasive incentives for action

Use of faces as key visual

No actors or too many actors, taking away the attention 
from the advertising content

Guidelines für mobile Kreationen

34 35MARKTENTWICKLUNG

MARKET DEVELOPMENT

WHY NATIVE ADVERTISING CONVINCES THE USERS

When display advertising emerged 15 years ago, there were similar discussions as 

there are today regarding native advertising. As it was the case for previous new 

media categories, the sector fights for a new understanding in regard to how this 

form of advertising is to be used correctly. Much has still to be developed around 

native advertising. Native advertising particularly focuses on the added value for 

the user: The message of the customer is transported in an authentic fashion wit-

hin the editorial content the user is interested in for the respective media brand. 

This creates a connection in regard to content between the editorial message and 

the message of the ad, thus a coherent total picture and usefulness for the user. 

We, as digital publishers and marketers, have tried and researched a lot around 

the topic of native advertising in the past two years. The developments that we 

have seen in this context with users and advertisers clearly point in one direction 

so far: Native advertising has come to stay. But why is that? We have compiled the 

most important findings from our experiences and our research:

Native advertising places the emphasis on the user

Great native advertising does not focus on the product but on the user. Adver-

tising becomes relevant or entertaining news. That is why in 2015 and 2016, in 

parallel to our campaigns, we surveyed more than 1,000 users in the BurdaFor-

ward network regarding perception and acceptance of native advertising. The 

results: Native advertising is recognized by the user and not perceived as sur-

reptitious advertising - users even like it.

•  Native advertising is understood: More than two-thirds of all users have 

noticed native advertising while surfing the Internet. 70% state to know native 

advertising. The share of these informed users even increased by 5% compared 

to the previous year. 

•  Native advertising is relevant for users. Although it heavily depends on the 

content of the ads, more people would click on native advertising according 

to the information given by the respondents than on traditional display adver-

tising. Almost 40% of the respondents stated that native advertising is more 

useful to them than display advertising.

Dr. Tanja zu Waldeck  

Managing Director 

Advertising Unit, 

BurdaForward

POWER OF MOBILE CREATION

In general, the influence of the creation in the mobile area is at eye level with the 

desktop area. However, compared to the stationary Internet, for the mobile creation 

different characteristics decide success. Reason for this are mainly the special circum-

stances of mobile usage: starting with a smaller screen, ranging from the fundamentally 

different scenario of usage to the technical requirements. With regard to the success 

factors for the mobile creation it shows that storyline and animation here are more 

in the background, but a high-quality presentation and visual appearance as well as 

well-staged actors and products are of high relevance. When it comes to the presen-

tation of the product, the circle is completed again in regard to the study “Power of 

Creation 2013” - this aspect is an important topic in both studies, and also for the mo-

bile creation texts in type and quantity are less significant for the overall performance 

than the imagery. The benchmark analysis of the study “Power of Mobile Creation” 

also shows that the bulk of creations on the mobile Internet is (still) in the medium 

and weaker performance range. Here, there is still a lot of room for improvement, 

and top creations can set themselves apart with a correspondingly positive impact. 

This also means that an investment in very good mobile creations can be even more 

profitable than on the stationary Internet.

 

To further deepen the evidence for the impact of mobile creation, for the study 

“Power of Mobile Creation” - as well as for the study regarding online display 

creations - there will soon be a second analysis portion in the form of a live study 

regarding the measurement of perception components of mobile display adverti-

sing via eye tracking. 
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Native advertising pushes the image of the brand and activates users

In 17 campaign-accompanying advertising impact studies BurdaForward has 

compiled benchmark values for the impact of native advertising since 2015. Re-

sponses of approx. 6,000 surveyed persons were considered. The results show:

•  Contact with branded content reinforces the image of a brand: The brand 

image was increased significantly (7.8%) across all sectors. Native Advertising 

is especially well suited for the positioning as expert: The percentage of those 

who look at the advertised brand as an expert in the respective field increased 

by 30.5% after a campaign. 

•  Native advertising entices consumers to buy: On average, activation following 

a native advertising campaign increased by 10.7%. Thus, native advertising pro-

duces additional activities around the advertised product: For example, the 

searching of additional information and talking about the product. Also the 

probability of purchase increased by 24.2% compared to those who did not 

get in contact with the content. 

But when should advertisers prefer the use of display advertising? Our studies 

show that display has its strengths in the rapid building of reach and thus in 

increasing brand awareness. Due to the greater penetration of the target group, 

while applying the same budget, a greater percentage of respondents recalls the 

advertising brand after a display campaign. It can be said that if the awareness 

for the brand were to be increased, display seems the natural choice; if the goal 

includes brand messages, interaction with users or an increase of the probability 

of purchase, a native campaign should be thought about. 

Native advertising is measurable and scalable 

But how can the impact of native advertising be made measurable in the future? 

Many technological and conceptual developments show that publishers, agencies 

and marketers pull out all the stops to make native advertising measurable, con-

trollable and scalable in the future. These are important prerequisites for the 

further success of native advertising as marketing category:

•  Measurability: In order for customers to be able to follow native teasers and 

content, dashboards will be available with which customers will be able to 

track and optimize the success of their content and teasers in the future and 

in real time.

•  Tracking and targeting: The technological further development of standard mo-

dels for native advertising is currently a rapid one. In the coming year, it will 

give us products that will have the same advantages for tracking, targeting and 

optimization as display.

The success of standardized and programmatic native advertising is predictable 

already today, because it has crucial advantages: It works in a mobile fashion, is 

easy to prepare and to be optimized. Facebook and Google have already de-

monstrated how good native products are built that are scalable.

Successful native advertising begins with the user.

Still, many native campaigns fail because of bad and little relevant content. Many 

agencies and advertisers still think of their content as based on the product and 

not the user. Successful storytelling, however, begins with the user. Publishers 

have internalized this and know the leverage of a good story. Enough reasons 

for a positive outlook into the native future.

MARKTENTWICKLUNGMARKTENTWICKLUNG
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The OVK creates  

standards and  

transparency.

Continuous 

optimization of the 

market development

THE CIRCLE OF ONLINE MARKETERS 
(OVK) IN THE BVDW

The Circle of Online Marketers (OVK) is the central body of German online 

marketers. Here, under the umbrella of the German Association for the Digital 

Economy (Bundesverband der Digitalen Wirtschaft e.V., BVDW), 19 of the lar-

gest German online marketers have come together in order to add authority 

on a continuous basis to the importance of online advertising. Top goals are to 

increase market transparency and planning reliability as well as standardization 

and quality-assuring measures for the entire digital sector. In addition, the OVK 

realizes important projects such as conferences, studies and funding measures 

and is involved in national and international committees for the further de-

velopment of the sector. 

UNITS OF THE OVK

The OVK has established five units: The Ad Technology Standards unit, the unit 

for market figures, the Mobile Advertising unit (MAC), the unit for market de-

velopment and the unit for advertising impact and market research. In those 

units, experts from their respective special fields participate. The goal of the Ad 

Technology Standards unit is to facilitate the production as well as the supply 

and delivery of digital campaigns via all end devices and thus to enable a smooth 

execution of the campaigns. Furthermore, it is the most important committee 

for the development of advertising standards. The main tasks of the unit for 

market figures is the collection of market figures and their analysis. Such data 

serves as orientation and shows trends and potentials. The committee closely 

cooperates with companies and organizations such as Nielsen Media Research 

and the AGOF. The top goal of the unit for market development is the educati-

on of the market. It contributes to this goal by accompanying market-relevant 

topics in a political and commercial fashion. Furthermore, it is responsible for 

the communicative supervision of all projects initiated by the OVK. The unit 

for advertising impact and market research was established to develop studies 

spanning marketers and to jointly analyze them. The experts in this group also 

work on models for qualitative performance values and on ideas for standards 

for marketer-spanning studies. The Mobile Advertising unit (MAC) emerged 

from the Mobile Advertising Circle (MAC). This project group was established 

in order to accommodate the specific interests of network operators, mobile 

marketers, the operators of mobile platforms and the online marketers with 

mobile units. Besides the OVK marketers also companies such as for example 

YOC Mobile Advertising are members of the MAC unit.
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BUNDESVERBAND DIGITALE WIRTSCHAFT 
(BVDW) E.V. , 
GERMAN ASSOCIATION FOR 
THE DIGITAL ECONOMY

The German Association for the Digital Economy (BVDW) is the central body 

for the representation of interests for companies that operate digital business 

models and are active in the area of digital value creation. With member com-

panies from different sectors of the Internet industry the BVDW is positioned 

in an interdisciplinary way and thus has an overall view on the topics

of the digital economy. The BVDW has made it its goal to make transparent the 

efficiency and advantage of digital offers - content, services and technologies - 

and thus to support their implementation in the overall economy, society and 

administration. In addition, the association is the competent point of contact 

regarding current topics and developments of the digital industry in Germany 

and supplies with figures, data and facts an important orientation for one of 

the central future areas of the Germany economy. In a constant dialog with 

policy makers, the public and other national and international stakeholders, 

the BVDW supports the dynamic development of the sector in a result-driven, 

practical and effective fashion. Based on the pillars of market development, 

market education and market regulation, the BVDW bundles leading digital 

know-how in order to participate in a positive development of this growing sec-

tor of the German economy in a sustainable fashion. At the same time, as the 

central body of the digital economy, the BVDW, with its standards and binding 

guidelines provides market transparency for the industry players as well as a 

quality of offers to the advantage of the users and the public. 

We are the Net

www.bvdw.org

Affiliated Networks Digital Marketing Quality

Audio

Video

Content Marketing Digital Commerce

Email

Europe and International Matters

Full-Service Digital Agencies

Education and Personnel Development

Digital Transformation / Internet of Things

Market Research

Digital Policy

Mobile

Online Media Agencies

Data Economy

Online Marketing

Programmatic Advertising

Search

Social Media

Startups

Digital Dating

Law

Wir sind das Netz 
www.bvdw.org

ALL RELEVANT TOPICS IN ONE NETWORK

Professional and ideational sponsor – owner of the dmexco brand
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ONLINE MEDIA PLANNING AND MORE 
WITH THE AGOF

COMPREHENSIVE DIGITAL COMMITMENT

The AGOF academy is a logical continuation of the market-oriented activities 

of the AGOF. The goal is to provide all interested market partners with the 

necessary knowledge about the use of TOP as well as the market media study 

digital facts. The program for continuing education and training is also signifi-

cantly expanded on a continuous basis. In its latest seminar offer “Classic and 

programmatic - a basis for decision-making for executives” the AGOF Academy 

together with the Hamburg trade magazine ADZINE, for the first time, brings 

together these seemingly divergent media areas and wants to convey to marke-

ting decision-makers and executives of advertising companies besides planning 

and purchasing logics combined planning approaches of the areas of program-

matic and display advertising. 

The complete seminar program is available at www.agof.de/akademie/akade-

mie-termine/.

With TOP, the AGOF has offered for years an analysis and planning program for 

high-quality and efficient media planning. With the new TOP modular, there is 

now also a web-based only application, displayed and operated via web browser. 

This way, TOP modular also opens up to additional operating systems such as 

for example macOS. The web-based technology also has the advantage that 

an installation of software and data is no longer required on the computers 

of users. Especially in view of the ever-growing amounts of data of the AGOF 

studies that today already amount to more than 1 GB per dataset, this is an im-

portant milestone in the development of TOP and the AGOF studies. Especially 

convenient for the user: In TOP modular, from any Internet-enabled computer 

and without prior download, the latest version of the digital facts can be ac-

cessed. Different modules are available: The basic module “TOP basic” for the 

classic area of analysis; in addition, if required, the module “TOP planning” with 

its planning functions can be booked. Additional modules will follow!

More information can be found here: www.agof.de/top/top-modular/

   

 

WORKING GROUP ONLINE RESEARCH 
(AGOF) E .V. 

WITH DIGITAL FACTS THE AGOF DELIVERS THE DIGITAL 
CURRENCY FOR THE GERMAN MARKET

Mission and purpose of the Working Group Online Research (AGOF) is to pro-

vide transparency and practical standards in online advertising research, inde-

pendent of individual interests. In order to do so, it develops the required per-

formance values in a close exchange with the market and makes them accessible 

in corresponding studies - not only for the classic medium Internet but also for 

additional segments of digital media. For this purpose, the leading marketers in 

Germany, represented in the AGOF, are organized in sections that drive in its 

respective segment the conceptual design, provision and further development 

of reach research and planning parameters in cooperation with market partners. 

On the basis of a multi-method model the AGOF collects reach and structural 

data for online advertising media - for the classic and stationary as well as for 

the mobile Internet - and with its previous market media studies Internet facts 

and mobile facts as well as the performance value unique user depicted in it has 

established the uniform online coverage currencies as the basis for online me-

dia planning in the market. In cooperation with its market partners - especially 

agma, the advertisers and the online media agencies - and their standards, the 

AGOF continues to develop its offer in order to meet market requirements 

that are ever-evolving. With the next step in the evolution - the new market 

media study digital facts - the AGOF has provided since August 2015 a me-

dia-spanning planning, for the first time without overlap, of stationary and mo-

bile offers. The study includes all known qualification data of AGOF studies: Net 

and gross reach, socio-demographic and psychographic characteristics regarding 

user and target group description (structural data), market data (consumption 

and household amenities) as well as general data regarding digital Internet use. 

All information is also available in the AGOF analysis and planning program TOP.

DIE ARBEITSGEMEINSCHAFT ONLINE FORSCHUNG E.V. (AGOF)

With its activities, the 

AGOF accompanies the 

entire digital value chain 

and provides the market 

with data and solutions 

at any point in the media 

process on the basis of 

the same valid market 

standard.
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REMARKS REGARDING THE AGOF METHOD

DIGITAL FACTS -  COVERAGE CURRENCY OF THE AGOF

As basis for high-quality digital media planning, the AGOF with digital facts deli-

vers data and performance values for different segments of the digital economy, 

for example for users of stationary or mobile offers. With this, the study con-

tributes significantly to the establishment of the respective digital advertising 

media in the media mix, since it delivers the performance values for individual 

digital disciplines but also in a comprehensive fashion for “digital media brands,” 

thus offering a valid planning basis. In the center of the online coverage currency 

of digital facts by the AGOF is the definition of reach of an advertising medium, 

valid in media and advertising research. This is shown as the share (percentage) 

of the population or another target group, be it persons or households who 

were in contact with this advertising medium at a certain point in time or 

during a certain timeframe. In digital facts, the reach is defined in the form of 

the so-called unique user, the individual user. The methodological basis of digital 

facts units several survey approaches for a media-adequate measurement: In 

its center is the technical measurement of use (initial survey). This is comple-

mented by an on-site or in-app survey regarding the participating offers. The 

data sources are complemented by population-representative telephone survey. 

The multi-method model of digital facts with the combination of technical and 

survey data as well as its flexible adaptation to dynamic changes of the online 

market meets all requirements for a digital and expandable market standard for 

digital media planning.

The detailed description of the method can be found at: www.agof.de/studien/

digital-facts/methode/

ANMERKUNGEN ZUR AGOF METHODE ANMERKUNGEN ZUR METHODIK DER OVK-WERBESTATISTIK

With its market media stu-

dy digital facts, the AGOF 

offers the basis for digital 

media planning that is free 

of overlap and that spans 

all media.

REMARKS REGARDING THE 
METHODOLOGICAL OF THE ADVERTISING 
STATISTICS OF THE OVK

CALCULATION OF THE NET AND GROSS  
ADVERTISING EXPENSES

The depiction of advertising investments in display advertising in the OVK 

online report (as well as in the MAC mobile report) is carried out in a pro-

jected PwC basis since. For this, the net figures reported via PwC for digital 

display advertising (online and mobile) are projected in view of the German 

overall market (including commissions). Since 2014, the depiction of search 

and affiliate revenue has stopped. Individual trends (ranking of advertising 

investments according to advertising formats and sectors) are covered in 

the OVK online report on a continuous basis via Nielsen data on hand, since 

such data is not available in this granularity in the PwC report. The basis for 

the calculation of the gross advertising volume of online advertising is the 

online advertising statistics of Nielsen. In turn, this is based on the reports 

of currently 23 marketers who register on a monthly basis the gross adver-

tising expenses recorded in accounting systems and ad servers - i.e. the data 

is not based on so-called crawler statistics so that especially qualitative cha-

racteristics of online advertising campaigns such as targeting, CPC activities 

or advertising in password-protected areas can be depicted in more detail. 

The evaluation of data is carried out in gross on the basis of the respectively 

valid price lists and the achieved media performances. This process enables 

direct comparisons with the advertising pressure in other types of media 

within the Nielsen advertising statistics that is also assessed in gross.

PwC reports and 

Nielsen data as the 

data basis
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DEFINITION OF THE SEGMENTS

The OVK advertising revenue is based on the projection of the net figures re-

ported by PwC for digital display advertising (online and mobile) on the overall 

market (including commissions). This data does not include search revenue and 

technical sales (e.g. ad server). Data only reflect sales generated in Germany. 

Display advertising is a form of online advertising during which the campaign of 

an advertiser is shown in the form of graphical advertising formats (display ads) 

on a website. Display ads can contain text, graphical, video and audio informa-

tion. In this category, all advertising revenue (according to the aforementioned 

definition) that is not allocated to the mobile category is counted. Advertising 

revenue is allocated to the mobile category if there is a provider identification 

for mobile (e.g. mobile-enabled websites, mobile apps). Identification is carried 

out via the installation of a mobile tag, sensor or a library. Furthermore, at least 

one of the following criteria has to be met: potentially given mobile advertising 

medium according to the definition of MMA and IAB, mobile domain, for examp-

le mobil, wap, as well as separate preparation of content for display on mobile 

end devices.

Advertising revenue, 

online display advertising, 

mobile display advertising

ANMERKUNGEN ZUR METHODIK DER OVK-WERBESTATISTIK
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