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Welcome, esteemed colleagues and media experts. My name is
Dan Hills, and I am delighted to bring you a selection of pivotal
topics that will shape the media landscape in 2025. As we delve into
the intricacies and emerging trends of Advanced T'V, Influencer
Marketing, Cross Media Measurement, Sustainability, Transparency,
and many more, my goal is to provide you with valuable insights and
foster an engaging discussion on these pressing matters. IO
deliberately have avoided Al in creative production, as every other post
on Linkedin talks about that. Also, I could have shortlisted 50 but
that would just be silly. I digress.

With a wealth of experience in the media industry, [ have had the
privilege of witnessing firsthand the rapid evolution and
transformation of our field. From the early days of traditional media
to the current digjtal age, the media landscape has continuously
evolved to meet the ever-changing demands of consumers and
technology. Today, we stand at the precipice of yet another significant

by advancements in technology, changes in
behaviour, and a growing emphasis
transparency.

In this document, I aim to shed light on the key trends and

We will explore the rise of Advanced T'V; a technology that

revolutionizing the way we consume and interact

g with television content. By leveraging data and advanced analytics,

Advanced TV allows for more targeted and personalized advertising,
enhancing the viewer experience while driving better results for
advertisers. We will delve into the implications of this technology for
both consumers and marketers and discuss the opportunities and
challenges it presents.

We examine the growing influence of Influencer Marketing, a
powerful strategy that has gained significant traction in recent years.
As social media platforms continue to dominate the digjtal landscape,
influencers have emerged as trusted voices and powerful advocates for
brands. We will explore the strategies and best practices for leveraging
influencer partnerships, as well as the ethical considerations and
potential pitfalls associated with this form of marketing.

Cross Media Measurement is another critical topic that demands our
attention, so pethaps we will pick this up? In an increasingly
fragmented media landscape, accurately measuring the effectiveness
and reach of campaigns across multiple channels has become a
complex challenge. We will discuss the advancements in cross media
measurement techniques, the importance of data integration, and the
role of technology in providing comprehensive and actionable

insights.

developments that will dominate the media industry in 2025.

Sustainability and transparency have also emerged as crucial
considerations for the media industry. As consumers become more
conscious of the environmental and social impact of their choices,
brands are under increasing pressure to demonstrate their
commitment to sustainability. We will explore the initiatives and
practices that media companies are adopting to promote sustainability;
as well as the challenges they face in achieving transparency and
accountability.

"Throughout this document, I encourage you to share your thoughts,
experiences, and perspectives with me in the comments on my social
media channels (Linkedin or blog). There is also a handy glossary at
the end where I think I believe I have gathered all the jargon and
decoded it for you. Do let me know if T have missed anything,
Together, we can gain a deeper understanding of these topics and
collectively shape the future of the media industry: So, lets kick off

with a subject in the news on many a website across the UK and the

global media industry at this time.

Dan Hills

Founder | Director
Portland Rock

danhills@Consultant.com
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Advanced TV

Advanced TV leverages data and

Retail Media Strategies

By leveraging the vast amount of

shopper data available from
retailers, brands can deliver highly
relevant ads to consumers both
in-store and online

technology to deliver highly
targeted and personalized ads to
viewers.
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Cost Transparency: Voice Search + Audio

Agencies + platforms Ads

Brands increasingly demand clear With the proliferation of smart

and detailed breakdowns of their speakers and voice aSS_'St‘?ntS’,
M adiachate. consumers are increasingly using

voice commands to search for
information and make purchases.
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Sustainability in Media

Media companies are adopting
eco-friendly practices to reduce
their carbon footprint and promote
environmental responsibility.

Data Strategy

Privacy-first advertising ensures
compliance with regulations +
builds trust with consumers by
demonstrating a commitment to
protecting their data.




Omnichannel

Omnichannel advertising has
become a cornerstone of modern
marketing strategies, seamlessly
integrating various channels to
provide a cohesive customer
experience.

Cross-Channel

Measurement

Tracking user behavior across
different channels, devices, and
platforms allows for more accurate
data analysis.

Beyonde Google:

Who are the search contenders
vying for a piece of the market fro
the giant, and how are they
different?

Short-Form Video

Content

bite-sized videos capture attention
quickly and are highly shareable,
making them an effective way for
brands to engage with younger
audiences.

Made-For-Advertisng
MFA refers to content specifically
designed with the primary purpose
of being monetized through
advertising channels, engineered
to attract viewers and maximize
advertising revenue.

Evolution of
Influencer Marketing

The influencer marketing
landscape continues to evolve,
offering unparalleled opportunities
for brands to reach target
audiences authentically and
effectively.
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UK

reached around £3.94 billion in 2022. This
market includes revenues from both
domestic and international sources, with
digital commissioning (streaming) being a
significant driver of growth

Global

Projected to generate revenues of around 97
billion USD in 2024, with a steady growth
expected in the coming years. Advanced
technologies like smart TVs, improved
displays, and higher resolutions are key
factors driving this growth2.

amazon

LG

Through Amazon Prime Video

and its other services, Amazon is As a leading manufacturer of

a major contender in the smart TVs, LG plays a crucial
role in the Advanced TV

As a pioneer in streaming
services, Netflix continues
to be a dominant player in
Advanced TV.

With its extensive portfolio
of content and platforms
like Disney+, Disney is a
major player in the

HBOQO's offerings, including HBO
Max, position it as a key player
in the Advanced TV landscape

Apple TV+ and its
ecosystem of devices

make Apple a significant Advanced TV market.

Advanced TV space.

Key Components
Time-shifting

This capability allows viewers/to
control when they watch their
favorite programs, thanks to
technologies such as DVRs and

video on demand (VOD). No longer

confined to traditional broadcast
schedules, viewers can watch
content at their convenience,
enhancing the overall viewing
experience.

force in the industry.

Addressability

By leveraging data and analytics,
advertisers can deliver
personalized content to viewers
based on their preferences and
behaviors. This targeted approach
not only improves advertising
effectiveness but also ensures that
viewers receive more relevant and
engaging content.

Interactivity

Whether through interactive ads,
on-screen prompts;.or the ability
to choose different viewing
angles, interactivity enriches the
viewing experience and fostersa
deeper connection between the
audience and the content.
Viewers can actively participate
rather than passively consume
media.

Interoperability
content can be accessed across
multiple platforms, This
seamless integration allows
viewers to.enjoy their favourite
shows and ‘movies regardless of
the device they are using. It
enhances the flexibility and
accessibility of content,-making
it easier for viewers to stay
connected to their preferred
media.

ecosystem

2025 Look-outs

The continued growth of AVOD and

BVOD services,

Rise of connected TV (CTV) and
over-the-top (OTT) devices More

sophisticated data-driven advertising,

Push towards more contextual and

intent-based advertising solutions due to

privacy regulations and identifier
deprecation.



UK Global

advertisers are pushing for more stringent brands in major markets such as the United
transparency regulations to ensure that every States, Europe, and Asia are demanding significant
pound spent on media is effectively utilized. detailed explanations and justifications for

every cost incurred, changing how
advertisers interact with media agencies and
creating a more accountable and efficient
media ecosystem.

hDd — World Federation
P of Advertisers

Incorporated Society of British Interactive Advertising Bureau PricewaterhouseCoopers: World Federation of Association of National Advertisers: Media Rating Council:
Advertisers: Leading the charge in the UK: Advocating for transparency  Conducting audits and studies to Advertisers: Working globally to ~ Ensuring Focusing on transparency and measurement standards
UK with initiatives like the and best practices in digital improve transparency in the enhance transparency and and accountability in the US and globally.transparency in media

Prorammatic Supply Chainiiransparency advertising. advertising supply chain. accountability in advertising. ratings globally.

Key Components

Cost-breakdown Fee structure Hidden costs Metrics

Advertisers seek comprehensive Transparent fee structures are Eliminating hidden costs and access to performance metrics
.breakc.lowns of.med.|a 9 crucial, including clear excessive markups.is vital. and data analytics is needed to
including clear |tem|zaUOn of fees, information on agency fees, Advertisers need assurance measure the effectiveness of
markups, production costs, and commissions, and that they are not overpaying or media buys and make informed
ojcher CXpEnSeS EI|m|napng performance-based incentives. facing undisclosed charges. decisions. Making sure

hidden co‘sts'and SEEENE Advertisers want to ensure fair advertisers are focusing on the
markups is vital. Advertisers need and consistent charges. correct metrics to prove or

assurance that they are not
overpaying or facing undisclosed
charges.

disprove advertising
effectiveness is vital. Buying
metrics versus effectiveness.
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UK Global

the media industry is recognizing the urgent need
to address environmental challenges. There is a
collective effort to reduce carbon emissions and
promote sustainable practices. International
collaborations, such as the United Nations’
Sustainable Development Goals (SDGs), are
guiding the industry’s efforts to create a more
sustainable future. .

media companies are at the forefront of the
sustainability movement, integrating
eco-friendly practices into their operations.
The push for sustainability is driven by both
regulatory requirements and consumer
demand, with ambitious government targets
for carbon-reduction.

Met ' | i
ile low impact AdNetZ lobal
Jileaser i - i etZero is a global initiative
. . Unilover Dedicated to reducing its AdGreen focuses on reducing the GreenBid uses Al-powered solutions = % 4 at heloi 8 he advertisi
Working towards reducing  known for its Sustainable Living : : - - i to reduce carbon emissions in digital aimed at helping the advertising
) : - environmental impact and environmental impact of advertising L . irclusi hi t b
its carbon emissions and Hel,  BIIEEr B Gl o environmental footprint and production. They provide tools like a advertising. Their technology e LBIA7EISIUSTS s s sl
I reducing its environmental impact P ’ optimizes media performance while ~ emissions. They provide resources

. . ; ; promoting sustainable carbon calculator and sustainability e ¢ i i . :
promoting sustainable and supporting sustainable . ) S et o . minimizing environmental impact. and a five-point action plan to
initiatives in the advertising practices. initiatives in the training to help the industry measure U [ s (o s s

advertising solutions. industry. advertising industry. and reduce its carbon footprint g

Renewables -~

Media companies are

ALL FOR NONE

increasingly investing in solar, : Sustainable Sustainability
. . Waste reduction : .

wind, and hydroelectric power to : : _ : pr0dUCtIOn ahgnment

reduce their reliance on fossil Media companies are implementing — :

fuels. This shift not only lowers B Nes!th to inimize waste This mvolv.e§ R By aligning their values with

b .. Sut af throughout their operations, from energy-efficient equipment, Wose of
sl il oRLtegisteTcn. Thig sourcing materials responsibly, environmentally-conscious
demonstrates a commitment to  includes reducing single-use plastics,  and adopting green filming consumers, brands can drive

& environmental stewardship. recycling materials, and opting for techniques. Media companies are positive change and enhance

digital over print media when taking steps to-address their their reputation. Campaigns
possible. By adopting a zero-waste carbonemissions, including that highlight eco-friendly
approach, media companies can reforestation projects or support products, encourage .
conserve resources and mitigate their carbon-neutral projects and offset

environmental impact. programs.

~
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UK

Retail media networks (RMNs) are
emerging as a formidable force in the UK,
reshaping how brands connect with
consumers. As we navigate through 2025,
RMNs in the UK stand out as a powerful
advertising platform, offering unparalleled
opportunities for brands to deliver highly
relevant ads both in-store and online.

amazon

Leading the charge with
extensive reach and
advanced targeting
capabilities.

Roundel

Media designed by ®

Providing comprehensive
media solutions across in-store
and digital channels.

Global

RMNs are also making a significant impact by
revolutionizing the connection between brands
and consumers. As we move through 2025,
RMNs on the global stage provide brands with
the ability to deliver highly targeted ads across
various platforms, further enhancing the overall
advertising ecosystem. .

"#» CVS Media
¥ Exchange.

Utilizing its vast physical and
online presence to offer
robust advertising solutions.

Offering a wide range of
advertising formats to reach a
large audience.

Leveraging customer loyalty
data to provide targeted and
personalized ads.

Providing a range of
advertising formats to reach
a large audience.

shopper data

Retail Media Networks rely on the
vast amount of shopper data
collected by retailers. This data
includes consumer behaviour,
preferences, and purchase history,
which are invaluable for creating
personalized and targeted ad
campaigns that resonate with
consumers.

In-store + Online

RMNs bridge the gap between
in-store and online advertising,
delivering consistent messaging
across multiple touchpoints. This
includes digital displays, shelf
placements, point-of-sale
promotions in-store, and display
ads, sponsored product listings,
and personalized email campaigns
online.

Precision targeting

One of the key advantages of
Retail Media Networks is their
ability to offer precisetargeting.
Brands can reach consumers
based on shopping behaviour,
demographics, and preferences,
ensuring that ads are relevant
and timely, increasing the
likelihood of conversion.

Measurable ROI

Retail Media Networks provide
robust analytics and reporting
tools that allow brands to track
the performance of their ads in
real-time/By analyzing metrics
such as click-through rates,
conversion rates, and sales data,
brands can assess the
effectiveness of their campaigns
and make data-driven decisions
to optimize their advertising
strategies.

2025 Look-outs

Integration with Emerging Technologies:
Adoption of Al and machine learning to
enhance targeting and personalization.
Privacy and Data Security: Compliance with
data protection regulations and robust
security measures to build consumer trust.

Expansion Beyond Traditional Retail:
Growth of RMNSs in e-commerce, grocery,
and convenience stores, creating new brand
opportunities.

EnhancedCustomer Engagement:
Delivering personalized ads to foster loyalty
and drive repeat purchases.
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Leading the smart speaker market
with its Echo devices.

Content Creation

content creation landscape for
audio and vocal media is thriving,
with a significant increase in
podcast production and digital
audio content. Initiatives like'the
Audio-Content Fund have
supported-independent producers,
fostering innovation-and diversity
in audio contentl. The growing
popularity of smart speakers and
streaming services continues to
drive demand for high-quality
audio content

Popular for its
integration with Google
Assistant.

Targe Audiences

Understanding the target
audience's demographics,
preferences, and behaviors is
critical for creating tailored audio
content and advertisements. As
younger demographics
increasingly adopt voice-activated
devices and streaming services,
advertisers and content creators
are leveraging this data to craft
personalized and engaging audio
experiences. This enhances
listener engagement.

VOGAL

UK

Audio search adoption in the UK is steadily

increasing, with a growing number of people
using voice-activated devices and online
streaming services for music and podcasts. This
trend is particularly popular among younger
demographics who appreciate the convenience
and accessibility of voice search

Focusing on productivity and
enterprise solutions

Distribution Targets

Utilizing various platforms
such as smart speakers,
streaming services, podcasts,
and traditional radio to reach
a wider audience. Each
channel has its unique
advantages and audience.

®

SoundHound

SHazaMm

Specializes in music search
through singing or
humming, or detecting
encoded sonic notes.

Advertising
Strategies:

Implementing effective
advertising techniques
like sponsored content,
host-read ads, and
interactive audio ads.
These strategies help in
promoting brands and
products seamlessly
within audio content.

Global

Globally, voice search is becoming increasingly
prevalent, with around 20% of internet users
engaging in voice search and an estimated 8.4
billion voice assistants in circulation. The ease
and speed of voice search are driving its
adoption across various regions and
demographics

@ PATREON
audible
Integrates ads within

audiobooks and
podcasts.

Uses audio ads to support
content creators.




UK Global

marketers are adopting zero, first, and
second-party data strategies to build data collection and strategic data
personalized, privacy-compliant marketing partnerships to enhance targeting capabilities

while phasing out third-party data reliance.  and maintain consumer trust in a cookieless
Brands are projected to spend millions on future..

advanced data analytics and consent

management solutions to comply with data
privacy.regulations and enhance customer
targeting

Globally, brands are shifting towards direct

data axle

They facilitate
second-party data
partnerships, helping
brands share and leverage
each other's first-party
data

N =
xtremepush

Known for their interactive
demos and customer
experience solutions,
Xtremepush helps brands
collect zero-party data through
direct consumer interactions.

™ OCTANE Al Che New JJork Cimes \ \

This company specializes in
zero-party data collection

By transitioning to a

- ! subscription-based model, they
through quizzes, website have amassed a wealth of
pop-ups, and social media first-party data from their
engagements. subscribers.

* This platform enables
companies to securely share
and receive partner data,
enhancing audience
targeting and marketing
strategies.

With its subscription-only
model, Netflix collects
extensive first-party data to
personalize recommendations
and content.

Collection

Implement robust systems to
gather data from various
touchpoints such as websites,
mobile apps, and in-store
interactions. This ensures that
brands can capture valuable
insights-about customer
behavior and preferences across
different channels.

Management

Invest in advanced data
management platforms (DMPs) to
store, organize, and analyze data,
creating comprehensive customer
profiles. These platforms enable
effective segmentation and
targeting, enhancing the overall
marketing strategy.

Consent + Privacy

Ensure compliance with data
privacy regulations by
implementing consent
management solutions to obtain
explicit customer consent for data
collection and use. This fosters
trust and transparency, which are
essential for maintaining positive
customer relationships.

Analytics
Utilize data analytics tools to
extract actionable insights,
understand customer
behaviour, and make
data-driven decisions to
optimize marketing strategies.
By leveraging analytics, brands
can identify trends, measure
campaign effectiveness,.and
continuously improve their
marketing efforts.




UK Global

A cornerstone of modern marketing Evolving rapidly, driven by technological
strategies, seamlessly integrating various advancements and changing consumer
channels to provide a cohesive customer behaviours, Omnichannel strategies in major
experience. UK businesses have been markets around the world have embraced the
adapting to the increasing importance of integration of digital channels, Al, and

digital platforms and navigating the machine learning to enhance their marketing

efforts.

complexities of data privacy regulations

mediaocean A\ shopifyplis  OMN 1send 9 reveadlbot

Known for its foundational role in Offers a suite of tools for An e-commerce platform Specializes in omnichannel Helps automate and optimize Focuses on automating
omnichannel advertising, managing customer experiences that integrates online and marketing automation for . omnichannel advertising customer support interactions
Mediaocean provides a across various channels, making it  offline sales channels, e-commerce businesses, making campaigns, ensuring efficient and across various channels,

a key player in the omnichannel helping businesses create a it a go-to platform for many effective marketing efforts. enhancing the overall

comprehensive platform for . .
seamless customer journey retailers customer experience.

managing advertising across space.
multiple channels.

ConSISEi Addressability Interactivity
Brandlng By leveraging customer data, interoperability

Utilizing real-time data allows

ThiS invo!ves T3y e u'niﬁed businesses can create tailored This means connecting online and marketers to adapt their

/4 resonate with individual smooth and cohesive customer to customerinteractions and
channels to enhance recognition. preferences and behaviors. Rurney RE: 2 custOvoer y / .
By ensuring consistency, Personalization allows compani ; 4 i i behavigr fi9's canaaiis

vy . : . ‘ panies shops in-store, online, or via a ot otliEir o et e

customers can easily identify and "+ connect with their audienceona  mobile app, they should ERsureading '8
relate to the brand regardless of more personal level, making experience Wesame levelDh are always relevant, timely, and
the platform they encounteriton. . stomers feel understood and service and convSience. effective. By responding quickly .
Consistent branding helps build valued. This approach fosters a Seamless integration helps in to real-time data, businesses
trust and relia.bility.among deeper connection with customers,  providing a unified experience can stay ahead of trends and
customers, reinforcing your increasing engagement and loyalty.  that enhances customer meet customer expectations.

brand's presence in their minds. satisfaction and retention.



UK Global

The UK advertising and marketing industry is
experiencing significant growth, driven by
increased budgets for digital and event marketing.
Brands are focusing on enhancing customer
experiences through advanced analytics and
personalized advertising efforts

Globally, the advertising and marketing industry is
rapidly evolving with the rise of generative Al and
automation. Marketers are prioritizing digital
channels like social media and Connected TV, and
investing in technologies to improve campaign
measurement and consumer engagemen

Matic ICANTAR

Provides comprehensive
qualitative and quantitative
research solutions for advertising
effectiveness.

Measures advertising effectiveness
across every channel, breaking
through silos to gauge true impact.

Author and thought leader in
marketing measurement, known
for his insights on performance
marketing and ROI.

Offers solutions for
marketing effectiveness,
data science, and brand
fandom tracking

Supply-Side Platforms (SSPs)
that help publishers
manage, sell, and improve
their available ad spaces

powerful DSP that
utilizes data and
algorithms for better ad
positioning

Attribution

This component determines
how to assign credit to
different touchpoints.in a
customer's journey.
Effective attribution models
help marketers understand
which channels and tactics
are driving conversions and
ROI.

Data Integration
and Management

Integrating data from multiple

sources (e.g., online, offline, CRM,

social media) ensures a holistic
view of marketing performance.
Proper data management allows
for accurate and comprehensive
analysis.

Real-time analytics

Utilizing real-time data allows
marketers to make timely
decisions and adjustments to
campaigns based on current
performance. Real-time
analytics provide up-to-date
insights that are crucial for
optimizing marketing efforts.

KPIs + Metrics

Defining and tracking KPIs
and metrics that align with
business objectives is
essential for measuring
success. Common KPls
include conversion rates,
customer lifetime value,
and return on ad spend
(ROAS).




UK

The UK's Competition and Markets
Authority is scrutinizing Google's search
dominance, driven by concerns over fair
competition and consumer choice,
potentially leading to stricter regulations
and penalties. Google's market share in
the UK consistently hovers around 90%,
underscoring its massive influence in'the

digital landscape.

Dominance

Google's overwhelming market
share, exceeding 90% globally,
poses significant challenges for
competitors. This dominance
impacts competition and
innovation within the search
engine landscape

Global

Global regulators are increasingly
challenging Google's search dominance
through antitrust rulings, while competitors
like Bing, DuckDuckGo, and Baidu are
gaining traction with unique value
propositions focused on privacy, Al, and
regional expertise. With Google controlling
over 90% of the global search market, the
competition faces an uphill battle to redefine

Global

user habits and preferences..

Privacy

Users are increasingly concerned
about their privacy and data
securityl. Search engines like
DuckDuckGo and Brave Search
have gained popularity by
prioritizing user privacy and not
tracking search activities

yahoo/

1.3%

Algorithm
transparency

There is a growing demand for
transparency in-how search
algorithms work. Users and
regulators want to understand
how search results are generated
to address concerns about bias
and fairness

Market Share

89.7% 3.5
billion searches p/d 105

billion searches p/m

i 1o
Baid®EE

0.8%

Reguiatory MM

Scruting
Governments and regulatory
bodies worldwide are
scrutinizing' major search
engines for potential
anticompetitive practices. This
includes antitrust investigations
and potential penalties to
ensure fair competition and
protect consumer interest




UK Global

the rise of influencer marketing has led to Globally, influencer marketing has
increased brand trust and significant reach revolutionized advertising strategies by
across diverse demographics, with an expanding brand visibility, fostering
emphasis on authenticity and regulatory longterm partnerships, and leveraging
compliance; this trend is currently at a video content, positioning itself as a
growth stage (7/10). mature and integral part of digital

marketing (9/10)..

YouTube “ Al shopifyplus amazon

YouTube's entry Instagram|Ree|s: TikTok: The trailblazer in the E-commerce Businesses
into the short-form Instagram’s ?nswer to short-form video space, known platforms like Shopify and Tracks website traffic and
video market, short-form video, for its viral dance videos and Amazon use short-form videos conversions from
leveraging its integrated within its creative challenges to showcase products and drive influencer links
massive user base existing ecosystem sales.
Platform New Short Formats Integrated Marketing - Data-Driven Insights:
Optimization: Platforms like TikTok, Instagram — otrategy: Utilizing analyticsto track

| Tailoring content to fit the specifications and audience Reels, and Combining influencer marketing perfor.mance, unfjerstand audience

YouTube Shorts preferences of different platforms likeshort, engaging with short-form video content behavior,and refine content

y videos (under 60 dominate the market with their TikTok, Instagram allows brands to diversify their strategies for better results. This

Reels, and YouTube seconds) optimized for mobile Shorts. This includes helps in making informed decisions

understan.ding thg unique features and al‘go‘rithms of popylar music and continually improving the

and trending audio each platform to maximize reach viewing. These . . .
effectiveness of video campaigns.

content themes, from
entertainment to educational and

videos leverage and to boost discoverability and foster engagement. promotional videos. Thisintegrated
approach ensures cohesive
high engagement rates. messaging, maximizes brand

presence, and appeals to a broad

A I " audience. ether
| -
i




UK Global

Made for Advertising (MFA) content and Audience
Networks are revolutionizing digital advertising by
enhancing audience engagement through targeted,
data-driven strategies. By leveraging programmatic
advertising and broad distribution channels, UK
brands can effectively reach and captivate their
target demographics, driving increased conversion
rates and-monetization opportunities.

Made for Advertising (MFA) content and Audience
Networks are instrumental in capturing audience

] Vivg o
engagement and increasing ad revenues through

|
C bl l_
targeted, data-driven strategies. This approach m fﬂ ﬂ u n I [ ")ﬂ

enables brands to connect effectively with diverse = —
demographics, creating impactful and profitable -
consumer interactions. As a result, global digital

advertising spend is projected to reach over $600
billion by 2025, further highlighting the scale and
significance of these innovations.

aTty oworTes.

SANTAROT

[

O\ Meta

Through Facebook, Instagram,
and WhatsApp, Meta offers
robust advertising solutions
and MFA content
opportunities

SPIDER AF X

Content discovery and native
advertising, helping MFA
Chumbox’s in monetizing MFA contentgntent reach a broader
by displaying high volumes of ads.
They often use clickbait headlines

With its extensive ad
network and platforms
like YouTube, Google is a
major player in MFA
content distribution.

As a professional Tools such as Spider AF help
identify and mitigate ad fraud
associated with MFA websites,
ensuring advertisers get genuine

engagement.

networking platform,
LinkedIn offers targeted
advertising solutions for
B2B marketing.

audience through
recommendations and
sponsored content.

Shareability +
Engagement

MPFA content captivates audiences
with attention-grabbing headlines,
visuals, and storytelling, while
optimizing for high engagement
and visibility. This approach
ensures that the content reaches a
wider audience and sustains their
interest.

Programmatic +
Targeted Ads

Audience Networks automate ad
buying and placement, using
precise targeting based on
demographics, interests, and
behaviours. This-automation allows
for efficient and cost-effective ad
campaigns that are more likely to
convert.

Brand

Collaborations and
Monetization:

MFA content integrates
promotional messages through
brand partnerships and leverages
diverse ad formats for
monetization. These
collaborations create seamless
and authentic advertising
experiences that resonate with
viewers.

Data-Driven Insights
and Optimization:

Both MFA content and
Audience Networks rely on
real-time performance tracking
and audience data to inform
and adjust strategies for
maximum effectiveness. This
continuous optimization leads
to higher engagement and
better ROI for advertisers.



Joe Wicks
5M reach

Influencer
Marketing and
Partnerships:

Collaborations between brands
and influencers.focus on creating
authentic, relatable content to
build trust and effectively reach
specific demographics.
Performance-metrics and
regulatory compliance are crucial
for measuring campaign success
and maintaining transparency in
influencer endorsements.

Short-form video content is particularly
popular, leading to higher engagement
rates and more authentic connections

UK
; he UK influencer market is experiencing
significant growth, driven by the rise of
J platforms like TikTok and Instagram.

between influencers and their audiences

Global

Globally, the influencer marketing industry is
projected to reach $22.2 billion by 2025. The
creator economy is also expanding rapidly,
with a projected growth to $528.39 billion by
2030

Influencer
Database: Access to
over 3 million
influencers.

Data-Driven

Decisions:

Utilizing data and analytics
helps brands personalize
influencer campaigns,
predict future performance,
and optimize strategies in
real-time. Al and machine
learning technologies
enhance decision-making by
identifying patterns and
delivering actionable
insights.

Influencer Database: Over
70 million profiles.

Talent and
Influencers:

Identifying'and partnering with the
right influencers who align with the
brand's values and target audience.
This requires thorough research and
vetting to ensure the influencer's
audience, content style, and
engagement levels match the brand's
goals. Strong relationships with
influencers foster authenticity and
trust among their followers.

W Hootsuite'

Monitors social media
performance and
engagement.

Reach and
Engagement:

Expanding brand visibility and
fostering meaningful
interactions with the audience
through influencer content.
Leveraging influencers' follower
bases helps brands tap into new
and diverse audiences. Engaging
content encourages likes,
comments, shares, and direct
interactions, enhancing overall
brand presence.

Tracks website traffic and
conversions from
influencer links




o As we condude our exploration of the media

landscape, it is evident that the industry is on the
brink of transformative changes. The trends
discussed—Advanced TV, Influencer Marketing,
Cross Media Measurement, Sustainability, and
Transparency—are not just fleeting phenomena,
but pivotal forces shaping the future of media.
Embracing these trends requires not only
understanding their potential but also being ready
to adapt and innovate continuously. It is a thrilling
time for media professionals, as the opportunities to
redefine audience engagement and drive
meaningful impact are boundless.

However, with great opportunity comes great
responsibility: As media practitioners, we must be
vigilant stewards of ethical standards and
transparency. The rise of technology and
data-driven strategjes, while promising, also brings
challenges that need careful navigation. The
importance of maintaining trust with our audiences
cannot be overstated. Striking a balance between

innovation and integrity will be crucial in maintaining credibility

and fostering long-term success.

In dosing, I invite you to continue this journey of discovery and
dialogue beyond the pages of this document. Feel free to share

your insights, questions, and experiences through my social media
channels, as we collectively shape the future of media. By staying

Dan Hills

Founder | Director
Portland Rock

danhills@Consultant.com

www.PortlandRockConsortium.com

engaged and informed, we can not only
anticipate the trends of tomorrow but also
lead the charge toward a more dynamic
and responsible media landscape. Let us
embrace the future with confidence,
curiosity, and unwavering commitment
to excellence.



