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EDITOR’S FOREWORD 

Ever before the boom years of the dot-com industry, marketers 

have thought of internet as a potential advertising environment. 

AT&T was the first to test the waters in 1994, and then things 

evolved ever since at a speed no-one could possibly predict. 

Predictions about what comes next in internet, technology, 

advertising or in commerce and how such changes would 

impact the consumer behavior were regarded as too futuristic 

when they were released In most cases such prediction proved 

to be dramatically exceeded by reality.

Back in 1995 US Astronomer and Author Clifford Stoll published 

in Newsweek his strong opposing opinion towards all the 

predictions about the evolution of internet.  He basically 

dismissed that ecommerce, interactive libraries, virtual 

communities, portable or palm sized computers, not to mention 

cybersex, were ever to become part of our daily lives. 

And yet they are. ECommerce is an ever-growing industry 

surpassing $ 2 Bln in value. That would be $1 spent online in 

an eCommerce transaction by every internet user world-wide. 

Romania is no exception here. The Romanian eCommerce 

market value is estimated at € 150+ Mil. annually and a growth 

rate in excess of 15%.

INNOVATIVE

TECH
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Same goes for “virtual communities” as Stoll called them. 

Just take Facebook as an example the number of worldwide 

users increased from 535 Million in early November 2010 to 

664 Million in April 2011. An increase of 24% increase. Again, 

Romania is no exception. The number of Romanian Facebook 

users increased by nearly 200% between November 2010 and 

April 2011 reaching a mind-whopping 3 Million. 

Yes, the Future is happening today and it is within our grasp. All 

we have to do is join the Future now. 

At such pace of development the task of looking at tomorrow 

becomes even more difficult. I truly believe that tools and 

environments that are just being experimented today will 

become common place in a rather short span of time. 

Augmented reality, location based services, cloud computing 

are just in the now, but their evolution and application to our 

daily lives will transform them in tomorrow’s internet and digital 

environments that consumers will take on as essentials of life. 

This is no longer just an industry, it’s a new chapter in the 

human history unfolding. 

We are not going to report on history when so much present 

and future is in the making. We want to take an active role in 

this industry today. Part of this role is bringing sense, structure, 

reason and experience behind our rather young Romanian 

digital industry still fighting for its rightful place and share 

within the Marketing & Communication universe. 

It is with this purpose that we launch the Digital Fact Book this 

year.

The Digital Fact Book is for you: advertisers, digital agencies, 

media companies, regulatory bodies, politicians, students or 

simply but nevertheless important, the internet enthusiast. 

We believe 2011 marks a new chapter in the life of Digital 

media, thus a perfect time for launching our book. 

Business wise, 2011 is when the size of the Digital market will 

exceed that of Print in Romania. 

History wise, in February 2011 for the first time in the human 

history, Digital Media has started a Revolution setting a nation 

free…

I hope you will enjoy reading this book and set your mind free.

Turn the page, The future just happened. 



In early 2008 HyperActive was founded. We were a hand-full of 

internet enthusiasts, but we meant business. 

In 2009, we re-launched ING Bank’s Romanian corporate 

website and assisted Orange Romania in deploying their first 

ever Google adWords campaign. 

In December 2009, we have joined forces with IPG’s Initiative 

Media and Lowe & Partners and opened a new chapter in 

Hyperactive’s life.

Subsequently, in 2010 we proudly launched new integrated 

and complex projects for major brands like Kinder Surprise 

(Ferrero), Johnson’s Baby (Johnson & Johnson) or Rama 

(Unilever). We also launched our first eCommerce platform for 

Forever Living Products and obtained recognition for our work 

by getting our fundraising email marketing campaign for the 

Romanian Red Cross Haiti awarded at ro:webmarketing 2010.

2011 got off to a great start again for Hyperactive. In January we 

were assigned to manage UPC Romania’s digital account at the 

end of a multi-agency pitch, then started working on the digital 

communication platforms of Bergenbier’s SA Beck’s and Stella 

Artois and shortly after Hyperactive was assigned the digital 

communication account for Orange Romania. And this were just  

the first three months of this year. 

ABOUT

ABOUT HYPERACTIVE
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As of early 2010 Hyperactive started to develop its organization, 

competences and offering with the aim of becoming a leading 

360° Digital Communication & Marketing Specialist in the 

Romanian market. 

Today Hyperactive has a team of 29 professionals, in 5 

departments (strategy, creative, media, development and client 

services) servicing over 25 International and local clients.

Hyperactive excels in ROI-intensive performance projects and 

social engagement campaigns just as it does in brand building 

and awareness platforms.

Today’s digital communication is about focusing on consumers, 

not on brands. Starting and maintaining a proactive 

conversation with consumers is critical. Addressing the 

consumers at the point where they are in the brand’s lifecycle 

and getting them engaged when they are most open to contact 

and conversation will create the perfect opportunity to convert 

them into passionate brand influencers. 

At Hyperactive, the main focus is and will always be our client’s 

customers. 

We do not think digital is just about building websites, or 

running Google adWords campaigns or creating & placing many, 

bigger banners or, as it seems fashionable lately, about creating 

up a brand Facebook account. 

At HyperActive we believe digital is about telling stories, 

creating brand experiences that start from the online medium 

and naturally expand into any type of communication, be it 

offline media, PR, in-field activities, a.s.o, by building strong 

emotional bonds between people and brands.

In today’s ever-changing business environment and consumer 

habits, we believe the only way to cut through the clutter of ad 

messages and avoid the consumer’s oblivion towards aggressive 

unilateral advertising, is to reach their hearts and minds, to 

initiate and maintain a continuous, relevant conversation with 

them. 

At Hyperactive we believe that designing a website to be 

beautiful and modern is necessary but definitely not enough. 

If the website's functionality and user experience are poor, the 

quality and the coolness of the design alone will fail to deliver 

return on client’s investment.

To find out more about HyperActive visit our website at 

www.hyperactive.ro or follow us on Twitter @Hypertweet. 

But of course, we still use the phone as well. We’d be glad to 

read or hear from you at: alex.visa@hyperactive.ro 

or +40-21-211-1525.



DIGITAL

OVERVIEW



Digital Consumption

Over the past few years the evolution of digital medium has 

accelerated. In particular, internet services, websites and social 

networks became part of our daily lives and inherently of our 

consumption habits. 

Social networking websites like Facebook or Twitter have 

recorded impressive growth rates, both globally and in 

Romania. For example Facebook.com grew in terms of world-

wide reach from 10% in August 2008 to 42% in April 2011, while 

Twitter.com reaches today 11% of the total world-wide internet 

users compared to practically nothing in 2008. 
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This usage pattern can be observed in Romania too, where 

Facebook.com increased its user base nearly four-fold from 

about 850.000 users in February 2010 to over 3,2 million in April 

2011.

With such intense evolution happening across the online 

media we’ve reached the point where “digital” does not refer 

exclusively to the internet-based services or websites. TV is 

turning digital with the introduction of HD television, DVRs 

(Digital Video Recorders), IPTV and more recently 3D television. 

Online radio and other on-demand music services like iTunes, 

Last-FM or Grooveshark are becoming increasingly popular, 

and YouTube is the no. 1 source for music and videos of the 

younger audience and the no. 3 website worldwide in terms of 

reach and traffic. 

DIGITAL MARKET OVERVIEW
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DIGITAL MARKET OVERVIEW

The way information propagates with the help of the new 

technology has practically forced consumers to change the 

way they receive, consume and manipulate information. No 

more than 10 years ago we would have found out about the 

devastating earthquake in Haiti in 12-24 hours from the moment 

it occurred through a news service of an international television 

station. Today, just a few hours from the event we already get a 

high flow of information on the topic via Twitter or other social 

networking websites.

This dramatic change in the way information propagates has 

triggered a normal switch in user’s media consumption habits 

and obviously shifts of advertiser’s ad spend towards new media 

and especially to digital. Based on data from the IBM Institute 

of Business Value the estimated annual growth rates for the 

new mediums (internet, mobile, interactive TV and in-game 

advertising) are at least 4x higher compared to more traditional 

channels like cable TV, Magazines, Newspapers and Outdoor.

All of the above trends, even if they refer to the Global market, 

are valid for both the European market and more importantly, 

for the Romanian market.

In Romania, traditional media is maybe hoping that the online 

share gains of the past few years are going to slow down, but 

that’s just wishful thinking. As media 

market estimations indicate, despite 

the crisis that eroded the media 

market volume by 36% in 2009 and 

another 10% in 2010, online continues 

to gain share and momentum being 

the only media to grow in an overall 

declining communication market.

According to the IAB / PwC report, the 

growth recorded by the online market 

in H1 2010 vs H1 2009 is impressive: 

+65%.

More importantly, the continuous 

share gain of the online market is 
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countries arrive sooner in Romania 

and have even a broader user adoption. 

Examples include the web portal Yahoo.

com reaching today about 95% of all 

internet users in Romania or the social 

networking website Hi5.com reaching 

about 50% of all Romanian internet users.

To realize the magnitude of such early and 

massive adoption trend, Yahoo’s Romanian 

user base was ranked in 2008 as No. 2 

worldwide in terms of site’s stickiness 

(pages viewed per users and total time 

online), No. 4 worldwide in terms of pages 

viewed and No. 13 worldwide in terms 

of number of unique users, ahead of 

countries like Poland, Israel, Australia or 

even China.

Total number of Romanian internet users published by SATI is 

currently 5.3 Mil but SATI covers in its research the 14-64 years 

old population in urban areas. Generally, we can safely estimate 

the nation-wide 2+ internet population in Romania to be anywhere 

between 9 and 11 Mil. Irrespective the number, the percentage 

of Romanians using internet on a daily basis is constantly 

increasing. Less frequent users find old friends on Facebook and 

for the sake of keeping-up with them they become regular (daily) 

users of the internet. 

made at the expense of print and of outdoor media. We could 

assume that recession helped accelerating the growth of 

online communication as most advertisers believe the online 

advertising delivers more value for the similar or smaller 

investments, allows for better measurement while being 

an unrivaled platform for commercial & social interactions 

between brands and consumers. 

10-12 years ago Romania had nearly no internet penetration nor 

any significant website or web based services. For this reason 

some trends adopted at a later stage in Western European 
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Arguably, marketing and ad spend on social networks will 

increase as Facebook users in Romania jumped from 50,000 in 

April ‘08 to 3.2 Mil. in April 2011. And it’s not about the numbers 

alone. Looking at conversion and sales data, users being 

referred from brand communities (like for example a brand 

page on Facebook) are 4-5 times more likely to convert to a 

sales than users from other sources. 

The mobile web is already popular in Asia and the United States 

and is likely to explode in Romania too, since more and more 

consumers are purchasing web-enabled Smartphones and are 

seeking “always-on” type of mobile subscriptions in order to 

remain connected no matter where they go. Mobile telecom 

operators are also helping this 

trend offering various subscriptions 

featuring free access to social 

networking sites or simply more 

affordable online access built in 

subscriptions as well as pre-paid 

data access cards. 

It is hard to imagine that Google 

will soon be replaced with some 

other tool as our ‘go-to’ source for 

information search, however eyes 

need to be kept “wide open” in the 

scout of new developments in this 

field. 

New web-based services are being launched very frequently. 

For example, forsquare.com is a web and mobile application 

that allows registered users to connect with friends and update 

their geographic location. Since its launch in March 2009 to 

date, the service already subscribed more than 6 Mil. users 

worldwide, being ranked in top 600 websites worldwide in 

March 2011.  

New technologies offered advertisers the capability to reach 

consumers in exciting and interactive ways like augmented 

reality and QR codes and we expect the digital media 

consumption to continue increasing and developing at a rapid 

pace.    

DIGITAL MARKET OVERVIEW
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Internet Demographics

Over the past few years the 

demographics of the internet user have 

changed. 

More mature users (35+ years) are 

becoming increasingly active online 

and discovering the utility of the new 

online services available in the market 

for their professional or personal 

daily life. Maturing of the internet 

population is a trend that will continue 

over the next few years, hence our 

assumption that by the end of 2012 the 

14-34 age bracket (‘internet natives’) 

will represent maximum 50% of all 

Romanian internet users, and users in 

the commercially interesting target group (25-54 years old) will 

reach close to 70%.

This trend triggers additional changes in the profile of the 

internet user, which today is more educated, has a higher 

income and is more likely to have a family and kids. In regards 

to gender, there is only a slight skew towards male users.

Simultaneous Media Usage became an important topic since 

Oct ‘03 when a survey conducted by BIGresearch revealed a 

15

higher-than-expected level of media multi-tasking. With 70% 

of media users saying they try to use two or more forms of 

media simultaneously, the survey’s results have far-reaching 

implications for technology and content providers, marketers 

and advertisers.

The recent mobile study by Initiative – Unlocking the Power 

of Mobile – proved, once again, that international trends and 

consumption habits do apply to the Romanian market as well. 

According to Initiative’s study, more than 50% of all respondents 

said they are using an internet enabled smartphone while 
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streaming and sharing, and rich-media user generated content 

has surged.

consuming other media like Radio, TV or print.  Even if, 

percentage wise, figures are  smaller than international ones, 

it’s just a question of time (2-3 years) until we will reach similar 

values. From a marketer’s standpoint, this does not change 

our course of action. Integrating communication across media 

should be a mandatory requirement of every brief. 

Internet Connectivity

In June ’09 the total number of active internet connections 

in Romania was reported at 6.8 Million. Out of this, 60% 

were mobile connections and 36% were high-speed mobile 

connections. 

In terms of total bandwidth usage there is a spectacular growth 

of 500% in the national internet bandwidth capacity of Romania 

over the past two years. (from 60 Gbps in 2007 to 300 Gbps in 

2009).

Also, the total number of available Wi-Fi hotspots increased by 

35% over the past 2 years. 

This is, once again, proof enough that Romanians are 

increasingly connected, searching and using digital media. 

Virtually all internet connections in Romania are broadband, 

so access to rich, digital content is practically unrestricted. 

Usage of RIAs (rich internet applications), high quality video 

DIGITAL MARKET OVERVIEW

Household Download Index

Based on millions of recent test results from Speedtest.net, this index copares 
and ranks consumer download speed around the globe. The value is the roling 
mean throughput in Mbs over the past 30 days where the mean distance 
between the client and the server is less than 30 miles.

Graph Period: Nov 6, 2008- May 8, 2011p , y ,
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As marketers we have to deal every day with this hugely 

fragmented consumer behavior. The challenge is to understand 

user behavior, learn how to effectively break through the clutter 

with our brand messages and make ourselves heard in this 

huge noise of ad and non-ad messages. Having a very recently 

updated database of consumers' contact information, having 

consumer acceptance towards communication, being more 

creative and acknowledging that a small group of well-targeted 

consumers touched at the right time, place and with the right 

message is going to produce a substantially higher result than 

just reaching a high mass of people is going to enable effective 

digital communication for your brand. 

Of course with our consumer jumping from TV to outdoor then 

to his iPad’s news app and then to the web and back to his email 

our communication has to be fully integrated across media 

channels. We cannot afford anymore to be talking about a stand 

alone TV campaign. We need to think integration, we have to 

interconnect everything with everything, to plan to constantly 

build, update and develop our consumer database and think of 

how we will next communicate with them.

In a recent test run by Speetest.net, Romania ranked #4 

worldwide in download speed and #5 in upload speeds, 

surpassing more developed countries in terms of internet ad 

spend, like the United States, Canada or the United Kingdom.

The Digital Consumer

With all of the above in mind – the absolute logical conclusion 

that anyone can reach to is that consumers changed. 

Regardless if consumers wanted to change or not, whether they 

feel comfortable in this real-time-always-on environment, this 

change in behavior and consumption habits is a fact today. 

This poses a huge challenge to marketers. Consumers are 

fragmented. They are everywhere. We can find our target 

consumer watching a video on YouTube, then 2 minutes later 

he bounces out to Facebook where he shares the video he just 

watched and while there interacts with some of his friends. 

Further on, while on Facebook he sees a posting from an 

acquaintance that includes a link to a Smartphone he was 

thinking of buying. He then jumps to a blog to read a review 

of that phone. When almost done, he receives a work-related 

email and gets back into working mode. 
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• At the end of the year, Intact Interactive disappeared from 

the market, splitting its business in 3 different directions/

companies, adding to the market fragmentation.

• Ad networks are more and more focused on offering 

innovative advertising solutions and use technology enabled 

targeting capabilities, that help decrease simple CPM (cost 

per thousand) based display’s share in overall budgets.

• All of the above set ground for a more fragmented market 

and could be a good opportunity for big networks to gain 

market shares through consolidated reach offers.

19
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Overview 

2010 was a year of great momentum for the digital market, 

continuing the trend of increasing investments and attention 

from all players – advertisers, agencies and publishers. 

Beside the ever-growing penetration of online, the more mature 

population in terms of internet usage and high penetration 

of broadband among internet connections, the main drivers 

of growth were the social media fever and search engine 

marketing activities.  

2010 Digital Media Budget in Review

• We can call 2010 a good year for the online ad-market, with 

important developments on the ad-networks' side.

• In H1 2010, 10 of the most important sales houses signed a 

self reglementation agreement document on performance 

online media sales policy. The new rules come to restrict 

important performance budgets. 

• Vendors became more fragmented: new adnetworks & 

various top publishers insourced ad-sales: Ringier, Inform 

Media, Digital4, RRM, Media Point, Q2M. 

• Some publishers chose internal sales teams while others 

opened up to became representative for more publishers. 

Source: Initiative estimation
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consecutive year when digital is the only media to register 
increased budgets, whereas all others are decreasing.

• IAB/PwC H1 2010 report states impressive growth rate 
compared to previous year, but there are important factors 
that caused it. A very low level of H1 2009 and variable pool 
of companies to report must be taken into consideration 
when looking at the data. H2 2010 report is expected to 
balance downward the yearly growth, since H1 and H2 2010 
were more balanced than H1 and H2 2009.   

• The mobile advertising market is estimated currently at 
around 2.5-3 million eur, and with the dramatic increase of 
web enabled phones and the constant decrease in data-

Digital Budgets

For us “digital budgets” does not refer exclusively to banner 
advertising spending on websites. For us “digital budget” is 
comprised of the entire Mix of money spent in this industry: 
from Mobile, Digital Communication fees, Digital Media 
(both Display and Search) to website design and application 
development.

There is no source widely accepted and available on the market 
that ranks digital agencies. The only possibility to rank them 
today is based on the data available on the website of the 
Romanian Finance Ministry.

Looking at  data from multiple sources, we 
estimate the total value of the digital market in 
Romania in 2010 to be between 36 - 38 million 
euro. This includes fees paid to digital agencies in 
Romania – 9-10 million eur, media spend reported 
by the IAB / PwC,  spend on the search market 
(mainly Google) and international media suppliers 
(Yahoo.com network, various performance 
networks) – 24-25 million eur, and budgets 
invested in mobile marketing – 2,5-3 million eur. 

Things to consider when looking at digital 
budgets:

• For the full year 2010, we estimate a 36% 
increase of all digital ad budgets (media 
budgets), compared to 2009, up to ~24 
mil. EUR. This will make 2010 the second 
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similar trend to happen in Romania as well, where we 

estimate growth of digital market to be at around 20%.

• Digital ad spend in Romania is expected to surpass in value 

all other media budgets beside TV for the first time in 

history, up to a 11% share of all advertising budgets. 

• In terms of media budgets alone, we estimate 2011 at a 

total value of 32 mil. EUR, which represents ~ 33% growth 

YoY. Overall budget spent by advertisers in digital activities 

(media, search, social, creative, mobile) is expected to 

exceed 50 Mil. eur, a 20% increase YoY. Again for 2011, 

online will be the medium to register double digit growth, 

for the third year in a row.

• First three months of 2011 showed growth rates over the 

levels of 2010, by an estimated 25%. This pace is expected 

to accelerate throughout the year.

• Social media and affiliate marketing are expected to 

register significant growth this year.

• For 2011, we estimate Telecom to remain the leading 

category.. Other top spending categories will be Finance, 

Automotive and FMCG.

• Keywords and media trends that will continue in 2011 are: 

social media advertising, video advertising, e-commerce, 

social commerce.

plan tariffs, we can expect usage of this type of medium to 
increase, hence an increase of marketing spend.

• Starting 2009 and more aggressively in 2010 we have seen 
advertisers calling up a pitch for their digital projects. 
This trend will continue and even accelerate as the whole 
concept of 360 degrees communication with a strong digital 
core is an approach to marketing-communication that 
proves effective.

• 68% of all budgets are estimated to be placed on traditional 
display/awareness campaigns. SEM gathered 28% of ad 
spend, social media – 3% and others below 1% 

• Out of the display budgets, 45-50% went to embedded 
formats, followed at a big distance by interruptive formats 
and content sponsorship (8-12% each). Affiliate advertising 
and paid for listings continue to grow substantially.

As a conclusion, online advertising continues to be important 
for brand/image activities, but is also gaining interest for 
performance-led budgets and this would translate in increasing 
budgets being allocated from other activities than commercial 
communication (ex.: sales, marketing, PR).

Perspectives 2011

• Globally, WARC.com foresaw average 2011 increases in 

Internet ad revenues (13%) far outpacing growth rates in 

traditional media (5.2% in TV, for example). We except a 
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causes, causes which are relevant for their brand and for their 

consumers. Brands are public property for some time now, this 

is why brilliant creative minds from top agencies have started 

responsible advertising associations, identifying the need of 

keeping responsibility at the top of our minds whenever we 

deliver a creative solution to our clients.

Long gone are the days we could create a TV ad with big 

budgets to make people aware of a cause, today people want 

to get involved in the humanitarian cause and be allowed to 

choose how they want to get involved – by sharing or donating. 

People become part of a rescue effort, they become important 

in the cause and this makes them feel better about themselves. 

It makes it worthwhile for them to spread the word. As 

they become advocates for the cause, and the cause that is 

supported by a brand, they are becoming brand advocates as 

well. 

Crowdsourcing proved to be the key to success when it came 

to digital responsibility. Many campaigns last year that had a 

humanitarian cause had a crowdsourced element attached to it, 

thus making people become part of the cause, making people 

help save others in a different way than just putting a credit card 

in the game. This year, we expect to see more of that.

COMMUNICATION

Digital is Already Here, so What’s Changing?

In 2010, Digital has been the keyword, on everybody’s lips, in all 

agency briefs, in all expected solutions, in our minds & hearts. 

The in-depth change happened when we switched from mere 

message receivers into content generators. The focus swapped 

onto direct to Consumer, so that brands and people behind 

them started talking directly to Him, asking Him, answering 

Him, showing Him that they know Him, showing Him that they 

even anticipate His thoughts. 

In these conditions digital might be the right way. This is not 

to say that other forms of advertising will become extinct, but 

they will evolve and will be perceived as part of a whole, rather 

than stands alone. Integrated campaigns will not only mean 

maximizing your chances of success and touching more target 

groups, but making your message stronger and the consumer’s 

experience with the brand more complete.

In any case digital is already changing the way we look 
at advertising. CSR, for example, is not a new term in our 

vocabulary, but its meaning is slightly different. The need for 

brands to identify and support humanitarian initiatives existed 

a couple of years ago. But nowadays, if they want to survive and 

gain more brand advocates in a world that is hyper-connected, 

that has lost boundaries between countries and religions, 

between facts and fictions, brands need to find truthful 
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Integration and multidisciplinary thinking, connected with 

conquering the e-nfluencers extend every day their online role 

and authority into the offline world. While understanding the 

social network phenomenon, we need to acknowledge that 

engagement will soon become what product placement or 

testimonials have been for a while. If we take a closer look at  

last year, you will understand what I mean. We have witnessed, 

among other things the development of several social platforms 

that play a more private role in the life of our virtual persona: 

Path – the first social network exclusively for you and your 

closest friends, Hunch – which personalizes the Internet 

experience after just a couple of questions and all sorts of 

geo-location based apps that recommend anything from books 

to restaurants according to your friends preference. And while 

privacy becomes most relevant as the year develops when it 

comes to social media, we can’t help notice that people slowly 

stop caring about influencers opinions when it comes to every 

day decisions and turn more and more to their close friends, 

rather than those 1000 they have as Facebook ones.

Digital will change our perception of the press. People have 

become more and more interested in the people writing the 

articles for specific magazines, rather than the magazine itself, 

following them on Twitter and personal blogs. Expect to see a 

rigorous human resource selection in who writes to specific 

papers and on bringing social media influencers to write for hot 

shot newspapers, as the year unfolds.  

While unsurprisingly speculating the digital trend, we must 

nevertheless pay attention to three perils: 

• Time flies faster in the digital world (what was in fashion 

yesterday, probably won’t be today).

• Crossing the fine line between the private and the public 

virtual space, especially under today’s enticements - large, 

larger, and endless 

• Last, but not least, technology, no matter how spectacular, 

is useless without a human voice or a good story to tell.

Moreover digital is about making the world a smaller place. 

If you didn’t notice yet the universe is shrinking, brands are 

becoming universal – so please, Go Global or Go Home! 

Communication tools that we are activating should spin 

around the sun of globalization, a macro-trend that Romania 

will be feeling ever more. Next step will be, as we know 

well, „globalization” and only those brands who manage to 

understand global behavior and tweak their messages to the 

local preferences will succeed.   

In the next period we will also see digitalization focusing 

on maximizing 2.0 for better targeting and immersing the 

consumer into the brand experience, by augmented reality or 

mixed-reality experiences and then even 4.0, also known as web 

of things connectivity.  
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because of consumer’s lack of faith towards the message they 

receive from specific influencers. 

Radian6-type monitoring services will revolutionize the current 

always-on and active listening and hence planning. 

The light director will increasingly focus its stage spots on 

mobile marketing.

It seems that digital will influence considerably the advertising 

business and the way we live our lives. Still, before putting the 

keyboard down for this chapter (I can no longer say putting  the 

pen down), let me say that we should try hard not to fall into 

the trap of hyper-digitalization, where friendship is replaced by 

email, beer with friends by Facebook, long chats by voice mail 

and pajama parties by video calling ... I cannot stress enough 

the danger of diluting human touch, irretrievably. 

But above all, like Al Golin has been teaching us, Trust will 

remain the key factor. 

“Trust isn’t everything. It is the ONLY thing.” 

And this will be a circle. Digital newspapers will be valued 

for its writers, that will be followed and read back again on 

newspapers. Independent bloggers will lose touch and will need 

a voice to sustain them in reputable magazines. Blogging will 

become the key resource to on-line magazines as we expect a 

restructuring of their editorial content. 

Paid blogging and tweeting will slowly seize to exist. People 

have learned to smell the paid advertising from miles away 

and are not willing to listen, unless the writers have a really 

outstanding genuine experience to share with viewers about a 

brand. 

Influencing people through an outsider voice will be more 

difficult than ever. More and more brands are recruiting social 

influencers among regular people on social media as close-

friend advice becomes more relevant in 2011. Rewarding people 

for small things, in order to make them feel more appreciated, 

more important, will be the key to success in social media 

campaigns. Big blogger and Twitter hotshots will slowly lose 

touch and the numbers of followers will (finally!) be irrelevant 
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The rise of Smartphones is both an opportunity but also a 

threat for advertisers. More devices involves dealing with 

more operating systems, generating more incompatibility and 

fragmentation.

Tablets emerged aggressively in 2010 with the launch of Apple’s 

iPad which sold more than 10 million tablets worldwide, thus 

bringing a change in the way the mobile web is used and 

consumed. Apple’s competitors have been quick to announce 

new product launches.

MOBILE

Overview 

2010 was an exciting year for the mobile industry worldwide. 

Developed markets such as U.S., Western Europe and Asia 

continued their accelerated growth while emerging markets 

such as Romania just opened up to mobile marketing. 

The most important factors influencing mobile marketing are 

the penetration of mobile phones, in particular smartphones, 

and carriers’ mobile data offering.  

According to The National Administration and Regulatory 

Authority for Communications the 

Romanian market registered a small 

decrease of 4% (to 113.5%) of the mobile 

phone penetration rate relative to the 

number of “active” SIM cards per 100 

inhabitants. 

This is not a reason to jump to the quick 

conclusion that the market is going down. 

The Romanian mobile market is evolving 

together with the growth of smartphones 

and the emergence of other mobile 

devices. In 2010, 1 out of 10 mobile phones 

sold by mobile carriers in Romania was 

a smartphone. This led to nearly 11% 

penetration rate of smartphones out of the 

total mobile phones. 
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connections, now standing at 3.32 million active broadband 

connections.

Although mobile internet connections based on postpaid SIM 

cards dominate the Romanian market, access from prepaid 

SIM’s is growing. With 2% growth up to 1.47 mil. connections in 

2010, prepaid based mobile connections may be an indication 

how low income users have started to access information 

on-the-go.

SMS Marketing

SMS Marketing is built on two-way 

communication between brand and 

consumers using SMS and its basic 

tactics are: SMS Push & SMS Pull.

SMS Push is an action initiated by the 

Brand that allows direct and targeted 

communication with consumers, 

individually or in selected groups, where 

such communication is delivered to a 

mobile phone through SMS. In Romanian 

market SMS Push is the best known 

mobile advertising technique, being the 

most often used, with 80% of mobile 

advertising that has been performed 

Mobile Internet

According to the latest ANCOM reports, nearly half of Romanian 

households (45%) have internet access. In large urban areas, 

internet penetration is comparable to most European countries, 

at about 92 – 98%.

In June 2010 in Romania there were reported a total of 

6.25 million broadband connections, a 23% increase versus 

the previous year. The increase is largely driven by mobile 

0

0.5

1.0

1.5

2.0

2.5

3.0

3.5

June 2010Dec. 2009June 2009Dec. 2008Dec. 2007Dec. 2006 June 2008

M
il

.

0.20

0.28

0.31

0.48

0.32

0.60

0.67

0.86

1.09

1.33

1.05

1.48

1.47

1.85



29

Mobile Websites

At the end of 2010, over 3 million mobile optimized websites 

where registered worldwide, an increase of 2000% compared 

to 2008 when 150,000 mobisites were recorded1. The number 

of Romanian mobile optimized websites doubled in 2010, but 

still remaines in low numbers compared to the rapid increase 

of mobile internet connections. Unique visits and page views 

on Romanian mobisites also increased last year by over 200%. 

The main Romanian websites that chose to go mobile in 2010 

came from areas like news, entertainment, banking and other 

business services. 

Mobile Applications

Mobile applications are the ones that are rapidly changing 

the nature of the mobile industry, supporting the ongoing 

transformation of handsets from simple communication devices 

into gadgets with powerful information, entertainment and 

productivity features, as well as boosting the use of mobile 

data services. But because applications serve a dedicated 

audience only, the rich functionality and consumer experience 

possibilities must be balanced against the relatively limited 

audience of all mobile devices that can use the application.

through SMS in 2010. The remaining 20 % is advertising through 

MMS, mobile search or banners on mobile websites. 

In terms of response rates, MMS campaigns are the ones 

that increased by 50% in 2010, reaching response rate levels 

of 6% to 7% hence surpassing the response rates of SMS 

campaigns that range usually around 4%-6%. This is due to 

MMS characteristics (rich graphical images, possibility of 

sound etc.), which are more appealing to the consumer than 

a simple text.  Known also as mobile marketing campaigns or 

pull, promotional campaigns by SMS use the simplest and most 

handy features of mobile phone - SMS - to interact with the 

brand, wherever and whenever the consumer wants. In 2010 the 

number of SMS promotional campaigns has increased by 60% 

reaching 100 campaigns in 2010, from 60 in 2009.

As it is based on instinct and immediate response, SMS 

remained the main way of registration in sales promotion 

campaigns in 2010, keeping the ratio of 60%-40% between 

registrations from SMS and the web. Of the total number 

of campaigns in 2010, 64% had as support for registration 

a website also and 7% had in addition to SMS and Web 

registration another way of entering the competition (optimized 

mobile website, info-line and /or mailed coupon). 

Average response rate for SMS pull campaigns ranked from 

3% up to 15%, depending on the chosen mechanism, including 

prizes, but especially on promoting the campaign through 

multiple channels. 1- “Mobile Web Progress” report - http://dotMobi.mobi
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global marketing strategies. For these markets a continued 

growth is expected in areas like mobile commerce and mobile 

payments.

In terms of technology reach, 2011 will be worldwide the year of 

the “dumb” smartphone user2, as smartphones become more 

available to the masses, but also the year of other wireless 

devices (Tablets, eReaders, netbooks, and portable media 

devices) through which the consumers will connect even more 

to the Internet.

Agencies and aggregators will introduce new mobile 

technologies like augmented reality, which integrated in 

traditional campaigns can create massive awareness. Other 

companies will adopt or continue to use mass market 

techniques like SMS and MMS. As the access to mobile internet 

will grow and publishers will enter this field with relevant 

content, companies will also find mobile websites and banners 

as new, attractive and measurable channels to promote their 

products. 

Companies’ interest for one-to-one communication with 

customers through SMS should increase resulting in a 

growth of the market by at least 100%, especially in terms 

of renting opt-in databases, as the costs of launching a SMS 

Push campaign are minimal. But the rates of success will 

2010 was marked by the advent of two technologies: Augmented 

Reality and geo-location in mobile social apps. 

Although Mobile Augmented Reality is a novelty worldwide, 

Romanian users have seen the first marketing campaigns based 

on this technology at the end of 2010. Orange’s “Scrie pe cer” 

campaign started as a pilot program between Christmas and 

New Year and the results, measured in hundreds of messages 

written on the “sky” (the online map) that led the company to 

prepare a sequel in 2011.

Retailers and small businesses in the developed markets have 

already seen the benefits of mobile application that combine 

social networks with geo-location technologies like Foursquare, 

Gowalla, Yelp etc. When Foursquare registered 5 million users 

globally at end of 2010, it took off as a support for location 

based marketing. Also, Facebook is catching up with the launch 

of Facebook Places.

Forecasts

Year 2011 will bring a substantial increase of all this mobile 

marketing tactics together with the growing penetration of all 

mobile devices and the development of mobile technologies.

Companies in developed markets like the U.S., Western Europe 

and Asia will continue to grow their mobile tactics as part of 2 - 2011 Mobile Trends – Forrester - Forrester Research, Inc.- January 24, 2011, 
www.forrester.com

MOBILE
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to stay connected with their customers wherever they are and 

optimize their websites for mobile display. 

The debate between mobile applications versus mobile 

websites for mobile advertising will continue through 2011 also. 

Consumer usage and costs for development will settle this 

debate for each business. 

Mobile technologies that allow consumers to interact with their 

physical environment will determine the success of mobile 

marketing in 2011. Technologies, such as QR codes and mobile 

augmented reality (AR) apps, will offer a springboard for brands 

willing to experiment with the latest technologies. 

Location-based applications combined with social networks, 

will be a major support for small businesses (clubs, bars, 

restaurants, hotels etc.) and for large players (retailers, 

hotel chains etc.). Many geo-targeted mobile promotions or 

couponing campaigns will launch next year. Interesting and 

powerful initiatives will leverage targeted ads based on users’ 

location histories and social graphs. However, location-based 

advertising will not have sufficient reach to generate meaningful 

revenues in 2011.

The Romanian market is just entering the Mobile Marketing 

hype in 2011 where more companies are expected to introduce 

at least one mobile project in their marketing activity plan. The 

success of such endeavors will lay the foundation for the future 

of Mobile Marketing in our market.

diminish as consumers’ resistance to promotional messages 

will grow, leaving companies the alternative of creating their 

own database of consumers and communicating to them only 

relevant messages.

Sending MMS to consumers will be less an option for Romanian 

advertisers due to low usage of this technology and to the 

relatively higher costs of renting an opt-in database. Such 

campaigns are definitely suitable for the use of advertisers 

marketing high-end products.

Last year about 50 companies engaged Romanian customers in 

SMS promotional campaigns nurturing their desire to play and 

win, thus temporary creating awareness and increase in sales. 

In 2011 the market will see at least a doubling of the number of 

companies that take such actions and a direct increase in the 

number of promotional campaigns by SMS. We will also see 

a change in the campaigns concepts towards more engaging 

mechanisms that will determine the consumer not only to buy 

the product, but also interact with it, either online or offline.

The adoption and growth of mobile internet access will be in 

the hands of Mobile Operators. By creating available packages 

that include mobile internet services, operators will help create 

an enabling environment for Mobile Marketing tools (mobile 

websites, banners and search). Taking this into consideration, 

we are expecting to see a growth in mobile internet traffic by at 

least 200%. This growth will determine even more companies 
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Now marketers were facing a new challenge. They had the 

data. They needed answers to the most common questions: 

Why? Why were this month’s  numbers lower than last’s? Why 

did the conversion rate drop compared to last week? Why are 

people not buying what we’re selling on our website? Why are 

consumers spending so little time on my website? 

Any web analytics solution is good. All of them provide similar 

type of data. However, data alone is not enough. Produce an 

interpretation of the raw data, understand what drove users to 

Measurement

Even since before the dot com boom everybody discussed about 

how measurable the internet is. With the evolution of internet 

in late 1990s and early 2000s, web analytics solutions started 

to develop. At the beginning, these tools were confined to IT 

specialists’ use and practically just having access to basic 

information like “how many visitors did I have on my website 

last month” was not easy to obtain. Web analytics was expensive 

and complicated.

Everything changed in 2005, when Google 

announced the acquisition of Urchin – a 

web analytics solution. The importance 

of this deal is not the transaction in 

itself, but the fact that Google started to 

offer it for free to everyone who needed 

it. That was revolutionary. Anyone could 

go to Google’s website and open its own 

Analytics account. For free. 

Web analytics companies, website 

owners and webmasters, advertising 

agencies and marketers started to get 

used to just having the numbers. This 

huge obstacle of just having easy access 

to data was overcome. Google’s role in 

educating and developing this market 

was huge. 
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behave the way they did is in fact the valuable and actionable 

information that marketers need to take decision and improve 

their campaigns, products or services and offerings. The one 

thing that web analytics does not offer is the interpretation of 

the data. It is down to us to set up our goals and KPIs and to 

interpret the data measured by the analytics software. 

Avinash Kaushik, author, blogger and Google Analytics 

Evangelist at Google was greatly segmenting the analytics 

process. In his view it’s 80% about the people 

and 20% about the tools. One cannot live without 

the other. 

Metrics 

When it comes to measurement and metrics, 

marketers have to approach the topic in a 

cumulative and holistic manner. They need to 

understand the basics behind the various types 

of measurement and appreciate how they fit 

together and complement each other. 

As a general segmentation, we have reach 

metrics, efficiency metrics, consumer attitude 

and perception related metrics, cross-channel 

metrics and emerging metrics (e.g. Online 

sentiment). 
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Reach metrics are the foundation of any measurement. The 

offer a good but though a shallow image of the project.  Reach 

metrics usually refer to information like page views and 

impressions, ad-clicks, unique visitors, registrations and the 

insights that can be taken out of these metrics are number of 

consumers reached and basic high-level insights into actions 

driven by marketing. These metrics are measured with web 

analytics tools.
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Emerging Metrics are “the new kid in town”. As users spend 

more and more time with social media and generating more 

and more content, it is inevitable that part of this content is 

about brands. Measuring things like sentiment towards a brand, 

consumer attitudes, word of mouth and level of interaction are 

things that can help marketers get a better understanding of 

their consumer and adjust their marketing efforts to respond 

the precise needs of these consumers. 

Key Performance Indicators

Once we have defined the right metrics to be measured, 

acquired the right tools to do the monitoring and the right 

people to operate and analyze the data output to obtain the 

insights we need, the only thing that we need to is to explain 

what success means to us and make sure we have all the 

elements in place to track things accordingly. 

KPIs are useful tools that provide information on progress or 

problems, status of achievement of set goals and provide a 

basis for actions to be taken in order to improve.  

KPIs can be quantitative, qualitative, directional & financial. 
The definition of each of these KPIs is more or less easy to 

guess by the name of it, but any project definitely needs at least 

one KPI in each of these categories. 

Efficiency metrics measure relative channel effectiveness. 

These metrics are usually easy to track and refer to information 

like cost per click (CPC), cost per thousand impressions (CPM), 

cost per action (CPA). Etc. The take-outs of these metrics 

refer to effectiveness of spend in a given direction or channel. 

Efficiency metrics measure the outcome. They measure what 

users do. What’s missing is what determined those users to 

perform the monitored action. These metrics are measured 

with web analytics tools and data from ad servers.

Consumer attitude and perception metrics reveal consumer 

attitudes and behaviors in response to marketing efforts. 

These metrics reveal consumer influences and intention and 

are measured through surveys, interviews, self-reported 

consumer feedback and polls. They help improve on customer 

segmentation and factors affecting loyalty.

Cross channel metrics – as stated by its name, measure the 

impact of various elements in the media mix and the synergies 

between channels.  Example metrics include Return on 

Marketing investment (ROI) or customer lifetime value. The 

main benefit of these types metrics is optimizing spend across 

multiple channels and major insight refer to sales or awareness 

driven by specific channel or influence of channels on each 

other. These are complex metrics that are usualy calculated 

based on data gathered from various sources (web analytics, ad 

servers, sales data).
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2010 has made us stop and reconsider the way we do 

advertising – both traditional and digital. A good way to break 

through those information barriers, as Dentsu pointed out, 

is not by going one way or the other, but by mixing the two 

together, by adopting approaches that build consumer interest 

from the very beginning of a marketing campaign regardless of 

the medium and maintaining it all the way through.

The year of 2010 was a continuous ego fight amongst the 

traditional and digital agencies – which one is more creative, 

more efficient, more consumer-oriented or simply put, better. 

That until Crispin Porter came and ruined it for everybody 

by winning the title of Interactive Agency of the year at the 

Cannes Lions International Advertising Festival.  It would be 

the first time a traditional agency wins such an award, proving 

that storytelling in digital is what matters and that those who 

manage to break the boundaries of technology adding a human 

side to what’s next, are the future of digital advertising.  

The continued rise of a traditional agency to be named the 

Interactive Agency of The Year through a couple of projects 

that combined traditional thinking with new digital platforms, 

made the world rethink the importance of a true, valuable idea 

in the world of digital. But there are many voices  claiming 

that execution is now more important than the idea, claiming 

that in the digital age the way you do a campaign is sometimes 

more important that what you’re talking about; that the very 

definition of a big idea is not relevant anymore. But that proves 

The Digital Creative Year at a Glance

2010 was the year of digital up rise, a year with many 

technological innovations yet the year the technology allowed 

us, for the very first time, to see its human face. 

Last year the world was witness to a series of extraordinary 

things: a traditional agency being called the digital agency of the 

year worldwide, a natural shift in the way the consumer digests 

media, the invention of iPad and iAds, the rise of geo location 

and twitter customization, a man on a horse riding backwards 

and mobile app in end shots of TV commercials. Last year was 

definitely a year of digital creative revolution that represents a 

milestone in the way creative advertising will develop from now 

on.

Getting people experiencing with brands proved once again to 

be more efficient than big production money, for a campaign 

that talks about itself rather than talking about what other 

people feel like listening to. We’ve seen campaigns that become 

popular worldwide, that have hit the magic numbers of million 

views on YouTube were not all exclusively digital. Towards 

this shift in the way we do advertising while focusing on a 

specific medium, Dentsu pointed out in the book ‘’The Dentsu 

Way’’,  that today, getting customers attention, breaking their 

‘’information barrier’’ seems more difficult than ever.  And to 

do this, settling on one channel rather than touching them from 

one ‘’contact point” to another is wrong.  
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The shift we have faced in the past year when it comes to 

creative advertising is that old traditional campaigns don’t work 

anymore. And that the glory days of creative people who were 

putting themselves, their way of thinking, their creative style 

in a TV ad rather than a consumer centric campaign, are long 

gone. Digital has taught our clients that it’s the right solution to 

measurable results. But digital is not just a measurable return 

of investment, it’s also a measurable return over innovations 

and ideas. Digital has proven that creativity can be for the first 

time measured since the advertising revolution begun with the 

development of mass technology. 

But not just advertising changed in the past year, though not a 

sudden shift, the very model of a copywriter has changed, and 

the myth of the lack of importance of creative in digital was 

busted.  The need of creative has taken a very important role 

in the well being of a digital agency, became the only factor 

providing humanity to technology. The copywriter is more 

than ever needed to break through with creative work that is 

measurable, loved and most importantly, relevant to people, 

their friends, and the people they share on Facebook things 

with. The writing style is changing, long copy hot shots having 

to be able to be flexible enough to adapt to any kind of new 

digital platform, while creative teams are changing as well from 

a dynamic duo (copywriter + art director) to multiple member 

creative groups, composed out of almost any member within an 

agency. But will get there as well... Let’s take a closer look.

to be wrong, as technology is used for more and more things as 

a part of our everyday life, a testament of its potential humanity 

is crucial to the way we do digital advertising in the years to 

come. And that testament is the idea. One single minded idea 

that joins the conversation of millions, no matter through what 

medium it transpires. 

So, last year made us all value the need of powerful insights 

and ideas that can connect a brand emotionally to its customers 

in a tech era. We’ve learned, as digital make-believers, that 

the idea is what blends the years that passed us to the years 

that will come, regardless of the way technology evolves. We’ve 

learned that, yes, technology can bring out the human emotions 

and can sometimes even make you shed one tear.

No matter how technology evolves the fundamentals of 

advertising remain the same, but the approach changes 

completely. While the insight and the idea are the core of any 

successful project, the way we speak about them is different. 

Dentsu has innovated within the very core of marketing 

fundamentals, identifying a shift from the most known 

consumer behavior model AIDMA (Attention- Interest – Desire 

– Memory – Action) to a new one, perfectly fitted for today’s 

one AISAS (Attention – Interest – Search – Action – Share), thus 

helping marketers realize the importance of searching and 

sharing within a buying process, proving that conversations are 

the only one that can bring people into stores.
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digestion has to have the same resources and metabolism as 

everybody in the target. Just our creative ego doesn’t work 

anymore, people can’t care less about a brand bragging about 

itself, no matter how creatively it does it. We are all wired, it’s 

time we face it. We live in a world of sharing, so sharing your 

creativity is the first step to approaching the digital age we live 

in. 

Creativity is no longer a stand-alone quality. These days you 

can outsource creativity to your users and make the most of a 

campaign. No wonder the year of 2010 many creative leaders in 

top agencies left to start their own crowdsourced creative hubs 

– ex. Evan Fry and John Winsor from Crispin Porter + Bogusky 

left to set up their own crowdsourced agency Victors&Spoils. 

Creative trendsetters can be anyone who has a YouTube 

account or a Flickr one. It can be a Tweet or Facebook status. 

The creative ego should be gone. It’s time to make a Facebook 

account for our ego and allow people to post on its wall. 

But the very definition of a creative team is changing. And we 

expect to see more of that this year. As creativity becomes more 

of a shared quality than a stand-alone ego fight, the traditional 

creative teams are already changing. It’s no longer just the 

job of a team made by a copywriter and an art director. It’s a 

collective effort in an age when increased collaboration between 

technical members, creative ones, planners and even account 

The Extinction of the Creative Ego

In the era of digital, when people are actively building brands, 

creative professionals are in a position where they have to leave 

their egos behind. As Bill Wright was saying, “you need to first 

be creative enough to engage the person to let you in, then you 

have to earn your keep by solving their problems, by coming up 

with things they’re interested in. You have to earn your way in 

and then deliver.”

Gone are the days when a TV or print people would reflect 

brands values through a handful of creatives, through their 

vision and interests. Being a creative nowadays, you have to 

constantly bring new ideas, something that is fresh, not just for 

you, but for the world, and figure out along the way how not to 

lose yourself.

Last year has reinforced our beliefs that a creative mind is not 

only about thinking, but also about a lot of researching of social 

creative trends - what people “digg’’, what people ‘’stumble 

upon’’ and what they ‘’share’’ and ‘’shout’’ to their friends. 

These are the creative trends nowadays. The consumer is no 

longer the client’s wife, but his wife, his wife’s friends, and the 

friends of the client’s wife friends. And as a creative, in the 

digital world, you need to touch all of them. 

The creative concept in the digital age has to be good enough to 

cover everybody and touch specific targets. Our tech-creative 
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The customized response video campaign for Old Spice ran 

on Twitter and was a customized video response to any Tweet 

addressed to the one-and-only Old Spice Guy. The customized 

answers circled around the globe as they featured anything 

from political views to asking a woman’s hand in marriage. 

The campaign gave birth to a social media super star – Isaiah 

Mustafa – the Old Spice Guy that was the first ad character to be 

invited in Jay Leno Show, Oprah and several other TV stations, 

thus opening the doors to a whole new world of social media 

driven super stars.

Old Spice Campaign was a trendsetter in interactive storytelling, 

driving several response video campaigns worldwide: 

customized concerts, customized songs, customized stand-up 

comedy and many more, thus announcing one of 2011 trend of 

customization.

This year expect to see more of those personalized videos, 

customized apps and much more. People demand to live more 

personalized experiences, to play with apps designed just for 

them and will move away from impersonal sites and generic 

technical gimmicks to something that is tailored to their needs 

and desires. People will simply stop going to sites that are not 

relevant to them, as individuals not as target group.

We now have too much to read, buy and watch online. We 

upload and download, we stream, we chat, we group buy, we 

want instant gratification and we lost our will to wait. We want 

people become crucial to the development of a campaign. And 

each will play an important role in the process. 

Creativity is no longer a desirable skill. It’s a basic requirement 

for any member of an agency, no matter if he/she is a 

programmer, an account person or a production specialist of 

the team. And copywriters and art directors need to face it, open 

themselves up and allow ideas to be built around a full digital 

team. Yes, all creative people can take a deep breath now and 

swallow their pride as a new era of creativity arises!

The Year Your Year Could Smell Like

2010 was the year of strong ideas translated into digital, strong, 

powerful ideas that allowed consumers to contribute and share, 

to be part of a communication campaign. It was the year of 

crowd sourcing at its peak. 

Cannes Grand Prix TV winner, ‘’The Man Your Man Could Smell 

Like’’ devised by Crispin Porter+Bogusky has been a motto for 

the entire year of 2010. And this was a perfect example of how 

a brilliant idea can start in one medium and continue in digital 

to bring even more glory than the initial one – the ‘’Answers’’ 

campaign follow up of the original campaign for Old Spice, set 

up a trend for this year’s creativity: response videos.
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html5 to create an interactive video for Arcade Fire’s newest 

album “The Suburbs”. By using technologies such as Google 

Earth, Google Maps and Street View, they managed to create an 

emotional context for people when it comes to the music they 

listen to - proving that technology can trigger emotions if used 

in a way it can really tell a story.  

Crowdsourcing in web-videos grew more and more and have 

been used a lot to tell different charity stories and songs. When 

everybody thought the days of crowdsourced videos are past 

their glory, they came and stroke back through amazing web 

videos devised for music videos, commercials and different 

campaigns. Director Chris Milk was the brain behind one of the 

greatest crowdsourced campaign last year – The Johnny Cash 

Project – a tribute paid to the beloved artist, inviting people to 

provide artwork to build a tribute video for his song “Ain’t No 

Grave”.  Thousands of pieces of artwork were sent, helping 

people see individuality within a crowdsourced video, to see 

pieces of outstanding art put into their favorite song. 

Online video continues to account for an increasing amount 

of consumers’ time online. Video ads will continue to offer 

advertisers an engaging venue to reach their target audience 

and will be an important aspect of the development of the online 

video industry and the advertising itself. In 2011, cross media 

partnerships will play an important role as TV will be replaced 

by online video platforms as they become an important part of 

an advertising plan.

personalized products, machines that tell us what we need 

and we care about recommendations from friends, not from 

carefully selected brand advocates and influencers. Welcome, 

the digital age of customization! 

Digital Storytelling

The biggest technical challenge to telling a story is not the 

budget but the idea itself. A website can make you cry, it can 

make you shed a tear if the technology used behind becomes 

human. And while showcasing tech may be a task way less then 

humanizing, anchored to a powerful insight and human emotion 

can make technology transpire into an outstanding emotional 

driven campaign. 

Storytelling in digital was crucial in the past year, proving that 

technology can be the perfect medium to make a powerful idea 

touch the consumer’s hearts. As technology becomes part of 

our daily life, we expect people to allow and positively react to 

any technological stimulus coming from creative advertising.  

People continue to spend an enormous amount of time 

watching videos on-line, sharing video content with relevant 

quality and entertainment for this channel. In 2010 we’ve 

witnessed an outstanding increase in interactive videos that 

have wow-ed an entire world. The Wilderness Downtown 

campaign created by Radical Media and Google Chrome used 
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Looking at the innovations last year we can expect people to 

turn to technology in this year as well, to anything they need, 

from outsourcing tasks to entertainment, proving clearly that 

digital is no longer a channel but a hub of ideas that help people 

for the better. And that’s exactly what will make people get 

closer to brands in 2011, technology that is made not just for the 

sake of technology but for helping them achieve something that 

they want, technology that becomes useful for their individual 

need. Thus, in 2011 we expect to see, for example, less geo-

location campaigns for the sake of using geo-location, but 

more idea driven geo-location campaigns that provides a viable 

solution to a need that is related to the technology itself.

As people become more and more interest to technology, 

embracing the right one and joining a conversation with the 

right approach will be as finding a pot of gold at the end of a 

brand’s digital rainbow – it will create brand advocates that will 

carry the brand legacy from one mobile app to another, from 

one Facebook wall to the other.

TECHNOLOGY

Innovative Tech to Drive Consumers to Your Brand

Looking back at 2010 we see an amazing technological 

development on all sorts of platforms and mediums. Because 

of the way we learned to digest tech in the past year, we 

can rest assure innovative technology will bring more brand 

advocates than ever. People are tech-ing themselves up, they 

are outsourcing different activities to brand apps, they grow the 

need of needing a mobile or digital application for just about 

anything, and if it’s one thing that this year will bring people to 

brands, that’s creative technology. 

Last year we’ve seen some of the most creative technologies 

coming to life – location based advertising, bar code scanning, 

iAds, promoted tweets, group buying, personalized videos, 

captcha advertising, error message advertising, chatroulette, 

social gaming extended to Foursquare and Zynga, augmented 

reality revolution and we’ve witnessed the social media finally 

becoming an integrated part of any digital strategy. Finally, 

we’ve entered the age where digital and mobile become one.





The BRAT study is named SATI (Internet’s Traffic Audience 

Study) and offers traffic data for a number of 305 websites and 

27 mobile sites together with streaming measurement for 5 

websites. Audience structure data is provided on semester-

basis for some 200 websites. The methodology is IFABC 

compliant. 

Traffic data is being published since October 2007 and access 

to the information can be done through two access points:  the 

SATI website (which is publicly available) offers the number of 

page impressions, visits and unique visitors on daily, weekly 

and monthly basis and a desktop application called Scores 

(available only to BRAT members) which offers beside the above 

mentioned information, demographic data and additional traffic 

splitting in various sections, comparisons between websites, 

daily and hourly resolution for data analysis, top entry / exit 

pages, geographical location and technical data (browser type, 

screen resolution and operating system) etc. 

Internet audience structure data has been available starting 

June 2008 and offers general audience numbers, demographics, 

Internet usage and some consumption data. Audience figures 

are given as weekly averages for the monitoring period and 

they are also accompanied by weekly average traffic data for 

the same period. The data analysis software is SESAME which 

allows target definition by demographic and consumption 
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The evolution of digital brought about challenges and 

opportunities to the research industry. While opportunities 

may be obvious as they are related to tools that extend data 

collection capacity into the digital world, the challenges are 

of maximum importance for digital marketers as they refer 

to measurement of general performance level and audience 

structure and to monitoring of the quantity and type of 

advertising present in the digital environment. 

Also, the need to test digital products appeared as a 

consequence of their increasing number, complexity and 

competitiveness. In the background, researchers also found 

ways in which to use the digital as a research tool, especially in 

the data gathering component of a research project.

Traffic, Audience and Advertising Measurement

BRAT (IFABC affiliated) is the only provider of performance 

data concerning Internet traffic and audience structure for 

Romanian websites. Data provided by BRAT is recognized as 

an industry standard by both on-line publishers and media 

agencies. Various other providers of traffic and / or advertising 

measurement data exist, without having an industry-wide 

acceptance.

DIGITAL RESEARCH
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the PricewaterhouseCoopers audit of the level of Internet 

advertising expenditures was the only industry recognized 

provider of such kind of data. PricewaterhouseCoopers will 

continue to provide this report for IAB’s Romanian office. 

One thing that we have to keep in mind and taken into 

consideration when looking and interpreting data from both 

SATI and MIPO is that it refers exclusively to BRAT member 

websites that have agreed to have their website monitored. 

While most important websites of interest for advertisers 

are members of BRAT and have signed agreements to have 

their audience and advertising monitored, most international 

websites (like Yahoo, Google, Twitter or Facebook) do not have 

such agreements in place and BRAT cannot provide either 

traffic nor advertising information about these websites. The 

only exception in terms of international websites is the Social 

Network website hi5.com
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variables as well as performing crosstab analysis and 

determining the pairwise level of audience duplication between 

websites. A planning module is also available with multiple 

possibilities of performance evaluation (general, variable 

splitting, group response evaluation etc.). The universe of the 

study is composed out of urban residents, aged 14 to 64 years 

who are Internet users. Currently, data is delivered once every 6 

months on a sample of approximately 100,000 respondents. 

In June 2011 BRAT will deliver the results of the first Romanian 

syndicated study meant to measure the level of online 

advertising expenditure, on websites that are BRAT members 

– MIPO. One of the most important advantages of this study 

is represented by the level of transparency and centralization 

of campaign performance and gross cost data – which allows 

for easier competitive analysis -  as well as the possibility 

to integrate online campaign measurement with radio and 

print at brand and campaign level. Previous to this launch, 
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Researching on Digital Products

Evaluating digital as a product prompted researchers to find 

ways to accomplish this task, although the solutions found 

are not specific but rather derived from already existing 

methodologies.

While web analytics software is providing basic information 

for Quantitative research Qualitative researches are still done 

“the traditional way” (focus-groups and in-depth-interviews) 

using methods that have been in use for tens of years have 

been adapted in terms of content and structure to be able to 

evaluate Internet products but the main downturn resides in 

the fact that they still remain offline methodologies adapted to 

online products and are not specifically developed for the digital 

environment.

An advanced and comprehensive method for evaluating 

websites and web applications in terms of usability and usage 

is the Eye Tracking method. A regular eye-tracking session is 

generally followed by qualitative debriefing meant to enrich the 

findings of the session. This method offers valuable information 

about the way in which the content of a website is visually 

consumed and is of great help in redesigning information 

architecture of a website. Unfortunately this research 

methodology is available from only one single research 

company in Romania and implies large technology and software 

investments with hard to achieve breakeven given by the general 

lack of understanding of the benefits of this methodology.

Usability testing, regardless of the tremendous benefits it can 

bring to a web project under development, is seldom used in 

Romania. Presently, no research company in Romania offers 

a structured usability testing on web properties, which should 

follow a rigorous process and a set of well defined standards to 

ensure comparability of results. 

Also, at international level, various projects meant to produce 

a synergy between biometric research and eye tracking 

technology are in progress, which eventually will result in a 

more complex method to evaluate digital products.
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Numerous possibilities to ad, extend, convert or create realities 

to our existing physical lives are being offered, limited only by 

our imagination and the evolution of technology. However, both 

factors have been known to diversify exponentially in the last 

decades, so for everything that we have in mind as a wish or 

fear there is a huge possibility that it will actually exist the next 

day.

In terms of psychological impact, the development of the 

Internet and the digital world is on a different scale compared 

to other extremely important events in the human history:  the 

invention of deities, of the wheel, the discovery of fire and of 

the steam engine etc. This comes from the fact that nothing so 

far has provided the human race with the possibility of not only 

building an alternate reality but also living it.

The Internet and digital psychology lies on a basic set of 5 

pillars, which derive from those basic needs of individuals in 

which the digital offers the most consistent forms of expansion 

and freedom.

Definable identity. The basic and most important principle is 

that on the Internet, the user can define one or more entirely 

different identities for him or her, free from all the constraints 

of real life.  For marketers this is specifically important as it 

opens several possibilities of inspirational association with the 

consumer, building communities around the brand, stimulating 

the display of brand consumption as a powerful identity mark 

The digital space is filled with interesting things.  Some of them 

pleasant, like the DJs who are only present on YouTube and have 

hundreds of thousands of fans and some of them gruesome, 

like teenagers who live-stream their own suicide. 

Also, the Internet brings new realities into the physical world. 

For example, the main cause for the dramatic decrease in birth 

rate in Korea has been identified to lie in the strong Internet 

addiction of the population. This, in a general background where 

Internet addiction is already considered an illness by mental 

health professionals. Or considering Twitter updates deletion as 

an extension to the definition of evidence tampering in the USA 

legal system.

There are good guys and bad guys, aggressors and saviors on 

the Internet, like the man who filmed himself throwing a cat off 

a bridge and posted the video on the Internet. A hacker tracked 

him down and handed his identification data to the police.

These examples might be considered extreme phenomenon 

or forms of expression, but they reflect the huge impact that 

Internet is having over peoples’ lives. And the fact that a strong 

polarity between the ones who literally deify Internet and the 

ones who consider it the ultimate abomination already exists, 

is very much speaking of what Internet offers to the human 

race: a possibility to extend and convert the biological and 

psychological into digital.

DIGITAL PSYCHOLOGY 

49



DIGITAL PSYCHOLOGY 

50

Invisibility vs. control.  A lot of the actions and processes in the 

digital space are not visible for the user. The control issue is a 

very sensitive one and directly related to the level of security 

one experienced in his or her virtual actions. The protection 

of personal data and identity is crucial and the user has to 

permanently make decisions in which to evaluate the costs of 

giving personal data versus the benefits that can be obtained. 

In their relationship with brands this creates the need for total 

transparency as well as contracts and defining limits in order 

for the user not to suffer detriment from interacting with a 

brand and to not feel that its own security and / or wellbeing are 

discounted in the benefit of achieving marketing objectives.

Affiliation.  The digital environment has made the need of 

individuals to belong to groups as easy to achieve as possible. 

Most of the barriers that make real life affiliation are not 

present on the Internet, which means that the user has a 

never before seen opportunity to belong to whichever group 

or community they choose. For marketers this presents 

the possibility to transform brands into affiliation cores, 

thus maintain a permanent critical mass of consumers and 

supporters and insure brand allegiance and evangelization.

If it were to summarize everything that makes digital important 

at psychological level, that would be freedom.  This is the most 

important offering for the consumers/users and marketers 

alike and having this in mind both marketers and consumers 

can reach a level of collaboration that is mutual respectful and 

beneficial. 

for the user, sustain brand evangelization and overall pushing 

their brand to a new level of presence and equity that is not just 

consumption related but also identity related.

Expanding expression.  Users are no longer bound by 

geographical limitations or rules for the content of their 

communication, being able to express themselves in an 

unlimited number of ways and to a much larger audience. This 

actually allows for each individual to feel more important, more 

empowered and with a higher degree of freedom than in the 

real life. For marketers this is both an opportunity but also a 

possible weak spot as with any message that gets distributed in 

exponential progression.

Take the relationships with you. The digital world also 

provides the user with the possibility of taking his important 

relationships with him. Friends, relatives, colleagues and so on 

are available almost anywhere and anytime which means that 

environments and places that are foreign for the user suddenly 

become safer, friendlier and more familiar.  Moreover, this 

also allows living the experience of other people and places 

without actually being there. For marketers it is very important 

to realize that communication strategies now require a new 

approach that should be globally coherent instead of local. A lot 

of the brand experience, interaction and communication travel 

from people to people, globally, by means of relationships.
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