Advertisers Still Skittish About the Web

m There’s a need, as with
any medium, to track
consumer behavior. But
there’s no authoritative
source for Internet data.
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nline advertising is coming
Oof age, as evidenced by the
' money being spent {an esti-
mated $1 billion last year) and the
inlerest in this week's Ad:lech
West in Los Angeles. The third
annual conference, at the Centiury
Plaza Hotel & Tower, altracted
more than 2,000 people eager to
hear the latest Lips and develop-
ments in the rapidly changing field.
Most agree it's importani to
stake an advertising claim on the

Internet now, bul they also say it
will be a couple of years before -
anyone is able to gauge how many °
people are viewing the ads. Cur-

rently, there is no one authorita-
tive source for that measurement,
such as Nielsen for television and
the Audit Bureau of Circulations
for magazines,

“It's been lessening, but there“

has definitely been a crisis of

confidence in the Web,” said Brad- .

ley Rode, chief execulive of Inter-
net Profiles Corp. (I/Pro), a Web
analysis and research firm that had

a booth at Ad:tech West. “Media

buyers and advertisers have said -

the Web promises much more bul
delivers much less in terms of
accountability. Il feels too much
like the Wild Wesl.”

I/Pro is trying to become the
Wyatt Earp of the Web. Two years
ago, the Redwood Cily, Calif,, firm
struck a co-branding agreemenl
with Nielsen Media Research to
lend brand-name credibility to ils
figures. Two months ago, it ac-
quired competilor NelCount, fur-
ther increasing its cloul. I/Pro's
rivals now include a handful of
firms, such as San Francisco-based
Andromedia and Atlanta-based
Relevant Knowledge. Measure-

* ment services can range from sim-
- ply providing do-it-yourself soft-

ware to providing a complete
third-party measurement, analysis
and consulling service,

Research is king lo advertisers

today. “Seat-of-the-panis” mar-
keters once made decisions based
on gut inslinct; today, firms from
packaged-goods giants 1o enter-

! tainment conglomerates consider it

unthinkable to make a move with-
out arming themselves with reams
of reports, ratings information and
focus-group studies.

“Advertisers that can point to
hard results in terms of direcl
response are very confident about
moving forward,” said Lynn Bol-
ger, senior vice president and Web
media director for New York

Ads Online:
Explosive Growth

Despite some firms’ concerns,
growth in Internet ad
revenue has been impressive,
Recent and estimated online
ad spending, in billions:
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agency Ammirati Puris Lintas,
whose clients include Compaq and
United Parcel Service of Ameriea.

“Those thal have been engaged
in branding efforts are still looking
for a betier assessment of what the
ROI [return on investment] is
there,” Bolger said.

Too many promises may have
been made early on about the high
trackability of the Web compared
with such media as television, said
Xavier Dreze, an assistant market-
ing professor al USC.

“The assumplion is that with the
Internel we can measure every-
thing,” said Dreze, who, along with
USC Marshall School of Business
professor I'red S. Zufryden, has
jusl completed a study of Internet
advertising, '

There is currently no fail-safe
way of Lracking consumer behav-
ior on the Web, despite the use of*
methods such as “cookies,” which
attempt to trace where each Web
surfer goes and for how long.
Zufryden said that for the Lime
being, it's virtually impossible to
tetl “whether one person requesis
a page five times or five people
request it one time.”

There is also debate over the best
way to have an impact on the Web.
Banner ads at the Lop of a screen are

- shunned by those who see them as

too easy to ignore, There have been
a number of experiments involving
contesls and prizes to get Netizens
to spend more lime with ads, but the
results are hazy.

Chuck Martin, Ad:tech chairman
and a former IBM adverlising ex-
ecutive, says online advertising re-
quires marketers to approach the
entire process differently.

"The consumer will be in lotal
control,” he said. “We're moving
from Lhe era when Lhe advertiser
controlled everylthing through
broadcasting to what I call ‘pull-
casting'—where the consumer de-
cides what he wants o see and
when he wants {o seeit.”



