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We have talked about impressions, net 
contacts, reach, Frequency, GRP’s… and now

what happens when we plan our online 
advertising?
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The logic is still the same, but online we have
something else to consider…
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IMPRESSIONS
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LUMSA - Pianificazione e Controllo della ComunicazioneStella Romagnoli

We find «impressions» also on the web

Internet impressions represent people potentially exposed to our ad 
or sponsored link on a web page.

Stella Romagnoli | LM Marketing & Digital Communication 2024-25
Brand Management & Media Planning

6



Web impressions

We count an impression when a web page is uploaded by a browser

■ Nobody can assure us that there is a person and not a bot

■ Nobody can say if the message is really seen by that person
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When do we consider an ad 
seen?
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Ad Viewability
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3’45’’

https://youtu.be/D1bKg7HDsqQ

https://youtu.be/D1bKg7HDsqQ


Viewability

The Internet Advertising Bureau (IAB), defines a «viewable» 
impression for display ads as the one that is visible for at least 50% of 
pixels and at least 1 second

■ For desktop video the standard is to be 50% visible for at least 2 
second

■ For Large Display: 30% of the pixels for at least 1second.
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The dimension of the ad is more important than the time of 
exposure
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https://www.adnews.com.au/news/is-the-mrc-viewability-standard-short-changing-brands

Stella Romagnoli | LM Marketing & Digital Communication 2024-25 12



VISITOR
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Visitors

VISITORS refer to the total number of internet users who arrive at a 
website, some of whom may have visited the site more than once.

■ UNIQUE VISITORS (or UNIQUE AUDIENCE) are who visit the web 
site counting each person (device) only once during the reporting 
period.

■ Visitors behaviour on a site varies: some stay only very briefly, while
others may navigate around the site examining its content, so it’s
important to consider the «TIME PER PERSON»
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Avilable data depends on the 
media research
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In Italy we have Audiweb.it
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You can download some data by subscribing (for free)

17
Brand Management & Media Planning

Stella Romagnoli | LM Marketing & Digital Communication 2024-25



LUMSA - Pianificazione e Controllo della Comunicazione

In Italy Audiweb gives these data:

■ Unique audience – UNIQUE VISITORS (net contacts)

■ Total digital audience - VISITORS (gross impressions)

■ Total page view

■ Time per person
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Some data regarding daily audience
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Unique
audience 
per day

Total 
page 
views

per day

Time 
spent
per 
day

The 
media 
seller

The 
publisher

The media 
vehicle
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But the distinctive feature of 
internet is interactivity
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CLICKS and CTR
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Click: a measure of interest

A click on an advertisement takes the user to a page on the website 
(landing page), and the user becomes a VISITOR.

CTR (clicks-through-rate) = is the ratio between

CLICKS

IMPRESSIONS

It’s a measure of our ad’s ability to provoke interest

CTR =
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X 100



CTR: an example

My ad got 1.000.000 impressions and 5.000 clicks

What’s the CTR?
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CTR: an example

My ad got 1.000.000 impressions and 5.000 clicks

Click-Through-Rate= 5.000 / 1.000.000 x 100 =

0,5%
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What’s the CTR?

My ad got 100.000 impressions and 1.000 clicks

What’s the CTR?

Brand Management & Media Planning
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CTR: an example

My ad got 100.000 impressions and 1.000 clicks

Click-Through-Rate= 1.000 / 100.000 = 0,01 x 100 = 1%
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ENGAGEMENT RATE
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Engagement rate
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Engagement rate = is the ratio between

COMMENTS/LIKES

VIEWS (IMPRESSIONS)
Engagement
Rate =

X 100



Engagement rate: an example
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My post got 4.987 views (impressions) 
with 105 likes + 4 comments.

Engagement rate= (105 + 4) / 4.987 x 100

2,18%



What’s the Engagement Rate?

My post got 10.000 views, 20 comments and 80 likes

What’s the Engagement Rate?
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Engagement rate: an example

My post got 10.000 views, 20 comments and 80 likes

Engagement Rate = 20 + 80 = 100 / 10.000 = 0,01 x 100 = 1%
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CONVERSION RATE
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Conversion rate: measure of success
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Conversion rate = is the ratio between

ACTIONS

VISITORS
(NO. OF CLICKS)

Conversion Rate = X 100



What’s the Conversion Rate?

My ad got 1.000.000 impressions, 100.000 clicks and 100 products 
sold

What’s the Conversion Rate?

Brand Management & Media Planning
Stella Romagnoli | LM Marketing & Digital Communication 2024-25 34



Engagement rate: an example

My ad got 1.000.000 impressions, 100.000 clicks and 100 products 
sold

CTR = 100.000 / 1.000.000 = 0,1 x 100 = 10%

Conversion Rate = 100 / 100.000 = 0,001 x 100 = 0,1%
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Conversion rate: an example
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My ad got 5.000 clicks (visitors on my website) and 500 bought a 
product

What’s the Conversion Rate?



Conversion rate: an example
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My ad got 5.000 clicks (visitors on my website) and 500 bought a 
product

Conversion Rate= 500 / 5.000 x 100 = 10%



REMEMBER!
Any «rate» is expressed in %

38Stella Romagnoli | LM Marketing & Digital Communication 2024-25
Brand Management & Media Planning



How do we buy media online?
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Biddable media

With Google Ads, Social Networks and Programmatic advertising, we
buy by bidding in an auction. There are not fixed prices or discount
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OFFLINE ONLINE
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How do we buy internet advertising

■ CPM
–cost per thousand impressions

■ CPC o PPC
–Cost per Click (o Pay Per Click)

■ CPA

–Cost per acquisition

■ CPV

– Cost per view (video)
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CPM

CPM = Cost x Thousand Impressions

We have to DIVIDE the impression / 1.000 = to calculates the 
“thousands” and then apply the price

Brand Management & Media Planning
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CPM: an example
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I buy 1.000.000 impressions with a CPM of 5€

Total cost= 1.000.000 / 1.000 x 5€ = 5.000€



What’s the Cost of my media plan?

I want to buy 200.000 impressions for my digital advertising 
campaign, that I pay 8 euro at CPM

Brand Management & Media Planning
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CPM: an example

I want to buy 200.000 impressions for my digital advertising 
campaign, that I pay 8 euro at CPM

200.000 impressions / 1.000 = 200 thousand impressions

200 thousand impressions x 8€ CPM = 1.600 euro

Brand Management & Media Planning
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CPC: an example

Brand Management & Media Planning
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I buy 1.000 clicks with a CPC of 8€

Total cost= 1.000 x 8€ = 8.000€



What’s the Cost of my media plan?

I want to buy 200.000 clicks for my Google Search campaign, that I 
pay 2 euro at CPC

Brand Management & Media Planning
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CPC: an example

I want to buy 200.000 clicks for my Google Search campaign, that I 
pay 2 euro at CPC

200.000 clicks x 2€ CPC = 400.000 euro

Brand Management & Media Planning
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Digital Advertising
Lesson 5 part. 1

Thursday November, 2



Let’s see how we can advertise on internet
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We can buy spaces on internet websites and blogs, apps, etc.

In July 2017 IAB (Internet Advertising Bureau) defined the new 

standards for the advertising online
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The IAB New Standard Ad Unit Portfolio 

The IAB New Standard Ad Unit Portfolio (“IAB New Ad Portfolio”) 
includes: 

1. Display ads

2. Native ads

3. New content experiences like:

a. Emoji ads
b. 360-degree image and video ads

c. Virtual reality ads
d. Augmented reality ads
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Display advertising
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These are the most commonly used display ad sizes

https://instapage.com/blog/display-advertising
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Today all digital ads have to be responsive
www.iab.com/newadportfolio
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After Search Advertising, video and banner advertising are 
the most used format worldwide
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https://www.statista.com/outlook/dmo/digital-advertising/worldwide#ad-spending
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Let’s see how to plan
display ads
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Display campaign

1. We select the websites that reach our target audience, following
Audiweb data, contextual or behavioural targeting methodologies
…and common sense
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Display campaign

1. We select the websites that reach our target audience, following
Audiweb data, contextual or behavioural targeting methodologies
…and common sense

2. Than we identify the media sellers of these websites, and gather
information about their advertising options
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Looking for the media seller (Audiweb Custom Property or 
Parent)

Brand Management & Media PlanningAudiweb report August 2024

SELL REPRESENTATIVE
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Display campaign

1. We select the websites that reach our target audience, following
Audiweb data, contextual or behavioural targeting methodologies
…and common sense

2. Than we identify the media sellers of these websites, and gather
information about their advertising options

3. We call the sell representatives, compare their proposals, negotiate
and buy impressions or clicks
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Display campaign

1. We select the websites that reach our target audience, following
Audiweb data, contextual or behavioural targeting methodologies
…and common sense

2. Than we identify the media sellers of these websites, and gather
information about their advertising options

3. We call the sell representatives, compare their proposals, negotiate
and buy impressions or clicks

4. We send the ad files
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Display campaign

1. We select the websites that reach our target audience, following
Audiweb data, contextual or behavioural targeting methodologies
…and common sense

2. Than we identify the media sellers of these websites, and gather
information about their advertising options

3. We call the sell representatives, compare their proposals, negotiate
and buy impressions or clicks

4. We send the ad files

5. Go onair

6. And check the results of the campaign (impressions, clicks, CTR, …)

Stella Romagnoli | LM Marketing & Digital Communication 2024-25
Brand Management & Media Planning

64



66

Let’s make an example
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We are interested in Corriere della Sera website. 
3.6 million unique users per day (net contacs)
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Corriere della Sera is sold by RCS Pubblicità 
(Custom Property)
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So… we look for RCS Pubblicità on Google
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E.g. CAIRORCSpubblicità.it
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We choose the ad format
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Reach media
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Audio and video formats
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Technical specifications for each format
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Prices depend on audience and ad format and positioning

We usually buy display ads at CPM (e.g. Manzoni price list)

Brand Management & Media Planning
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E.g. TIM digital media plan report
CPM

Average CPM cost = 4,6!

CPM
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but this process is becoming
automated…
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Evolution of the digital planning 3’36’’
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In the beginning there were only publishers and advertising 
agencies
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AD Networks were born in 2000, they represent more 
publishers and sell their unsold inventories (CPM)
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Ad Exchanges were born in 2005. They are marketplace for 
buying and selling digital media impressions
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Programmatic was born in 2009 

Supply-Side-
Platforms

Demand-Side-Platforms

Data-Management-Platforms
Collect and analyse data from cookies
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Programmatic Advertising
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What is Programmatic Media Buying?

■ One writer defined it as the «automation of the buying and selling of 
advertising inventory supported by the Open Real Time Bidding
(RTB) ecosystem»

■ Or more simply «the automated buying and selling of digital media»
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83% of the ad spending online is already automated
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Dati IAB Europahttps://smart-hub.io/blog/how-to-start-working-in-the-programmatic-advertising-industry/
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How Programmatic works
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How an ad is served with Real Time BiddingBidding 5’26’’
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How programmatic advertising works
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An Ad Network is a company specializing in aggregating online ad inventory from different
publishers and selling on their behalf.  It acts as a broker for the space
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Ad Exchanges represent a general marketplace for buying and selling media impressions based
on automated auction technology.
Exchanges enable real-time bidding
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Advertisers and agencies typically connect and buy through what is called Demand Side 
Platform (DSP)
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A SSP is intended to make it possible to sell publishers’ ad inventory programmatically.
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Agency trading desks are specialized programmatic media buying organizations, which handle
programmatic buying duties for their agency clients
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A Data Management Platform collects and analyses data from a variety of sources, such as
websites, outside data suppliers, client CRM data and more.

IT’S ALL ABOUT DATA!
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Where do data come from?Where do data come from?

Brand Management & Media Planning
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Programmatic Advertising Foundations – Matt Bailey – Linkedin Learning
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Programmatic Advertising pros & cons

■ The goals of programmatic buying are to help buyers buy media 
more efficiently (lower CPM)

And to help publishers (website owners) sell ALL their inventory at
the highest possible price (via bidding)

■ With programmatic we can better target our advertising, thanks to 
the Data Management Platforms

■ But the buying process is less clear…
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The big risk is fraud

Brand Management & Media Planning
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Programmatic Advertising Foundations – Matt Bailey – Linkedin Learning
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Programmatic trading 
strategies
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Programmatic trading strategies
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YES

YES

NO

NO

THERE IS A DEAL BETWEEN BUYER AND SELLER

THERE IS AN 
AUCTION

Programmatic
Guaranteed

Unreserved
fixed rate

Invitation-only
auction

Open 
auction



Programmatic trading strategies

There are 4 trading strategies to execute a programmatic buy:

1. Programmatic Garanteed (or Automated Guaranteed)

2. Preffered deal (or Unreserved Fixed Rate)

3. Private Market Place (or Invitation-Only Auction)

4. Open RTB (or Open Auction)
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Programmitic trading strategies
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Programmatic buying models
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Programmatic Buying

Programmatic Direct

Private 
Auctions

Preferred
Deals Guaranteed Deals

Programmatic 
Guaranteed

Audience 
Guaranteed

Tag 
Guaranteed

Open 
Auction



Programmatic is 
growing fast
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Cool!
All the advertising inventory is 

sold…
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BUT…

91% of internet users says that
advertising is more intrusive compared

to 2 years ago

Fonte Rockel Fuel 2017 – Programmatic Italia
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AD BLOCK
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AdBlock

Adblock is a browser extension for the Google Chrome, Apple Safari 
(desktop and mobile) Firefox, Opera, and Microsoft Edge web 
browsers.

AdBlock allows users to prevent page elements, such as
advertisements, from being displayed.
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32,5% of internet users worldwide block ads. 28% in Italy
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Because people are annoyed by ads
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But there are other
less intrusive forms of online 

advertising
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Ready to play?
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