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Welcome to accelerated
e-commerce

Most industry reports you read in 2021 will start with a story
of “unexpected changes” or “unprecedented challenges”.

It's true. However, in the automotive industry, that is also very
much business as usual...

Change is the only constant. Car manufacturers deal with endless
recalibrations to the supply chain, regulations, and customer expec-
tations. They need to balance flexibility and innovation with brand
consistency in order to stay relevant.

We’re going to look at the current situation in the automotive industry
and at how brands can leverage online advertising more effectively in
order to serve their customers and protect and elevate their brands.

First of all, we're going to look at a major industry shift: the accele-
ration of e-commerce and a tipping point for customer trust toward

online channels.



The road to online auto
sales: 2021 and beyond

It's been a hard road to activating
online sales in the automotive industry.

Other verticals have embraced and
thrived from e-commerce while auto
has lagged far behind.

20% of all fashion revenue is now through online channels, com-

pared to just 1% in the auto industry. And areas of e-commerce that

thrive in other industries are virtually untapped in auto commerce.

Around 10% of people in developed countries are already using
smart speakers and making use of voice commerce, but did any-
one ever say,

“Alexa, please
order me the
new Audi”?


https://www.statista.com/outlook/dmo/ecommerce/fashion/germany?currency=EUR
https://divante.com/ecommerce-trends

The roadblocks

In a word: Trust.

Buying a vehicle is a bigger risk than picking up a new pair of shoes.
A new car is a huge transaction and a financial burden that most pe-
ople carry for a number of years. Buyers need to feel confident and
be convinced of the reliability of both the vehicle and the vendor.

The shift

Yes, it's been a year of unprecedented challenges and unexpected
changes.

Auto sales suffered during the first lockdowns of 2020 but had a
substantial rebound. With showrooms closed, auto traders began to
focus more budget on online channels and on challenging long-esta-
blished processes.

Test drives can be booked online and the car delivered to your door.
Models can be discussed via chat or video call.

Financing and payment plans can be calibrated through online tools.

Why go to the showroom?



The highway

But let’s not get ahead of ourselves.

The auto industry is moving the needle

and online sales will not stay as low as 1%.
But this isn’t fashion; we’re not about to see
20% of vehicle purchases happening online in
the next few years.

Even though 61% of car buyers now say

that they are willing to purchase online,

and 18% say they would make a purchase more
quickly if there was an online option, there is

a big difference between being “willing” and
actually adding to the cart.

Instead, we are arriving at an “accelerated
e-commerce” model for the auto industry.

It's a hybrid scenario in which much of the
product awareness, discovery, and comparison
takes place online—along with booking test
drives and discussing options—but the final
transaction still takes place in the showroom.

o C

61%

of car buyers now say
that they are willing
to purchase online

18%

say they would make
a purchase more
quickly if there was
an online option



https://www.thinkwithgoogle.com/intl/en-cee/consumer-insights/consumer-trends/auto-industry-impact-during-coronavirus/
https://www.thinkwithgoogle.com/intl/en-cee/consumer-insights/consumer-trends/auto-industry-impact-during-coronavirus/
https://www.thinkwithgoogle.com/intl/en-cee/consumer-insights/consumer-trends/auto-industry-impact-during-coronavirus/
https://www.thinkwithgoogle.com/intl/en-cee/consumer-insights/consumer-trends/auto-industry-impact-during-coronavirus/

The destination

We’'re not ready for online-only sales just yet, though brands like Volvo
and Volkswagen have announced that new electric vehicles will be
available only through e-commerce channels. EVs are becoming the
testing ground for innovations as the auto industry looks to solve its
environmental impact issues and its lack of online sales. E-commerce

is being tied to sustainability as a cleaner road ahead.



https://www.media.volvocars.com/global/en-gb/media/pressreleases/277408/all-pure-electric-volvo-models-to-be-available-online-only
https://www.engadget.com/volkswagen-will-only-sell-its-id-electric-cars-online-104048481.html?guccounter=1&guce_referrer=aHR0cHM6Ly93d3cuZ29vZ2xlLmNvbS8&guce_referrer_sig=AQAAAFOEBiMd1X10xsMGt6L30znztQOteT0_FLqodhvMCyzhn8sZ9gjASkGxZIBMay__0KsEF_P2AFvpDvQVC_xBCAh3biwTpPvIdY0xXvxymVu5x3YRs5BcC-8j0GG_GoDtg-DaEqL3djlaHe9QAYOfTOjFpMndozP3HVVd3KQZFWH7

,I' The power of digital
touchpoints

Digitalization is already massively powerful in the automotive
industry. Just because final conversions are not happening
online doesn’t mean that it is not a critical part of the process.




The numbers

92% 30% 51%

of car buyers do higher close rate higher gross profit from
research online from digital leads e-commerce leads

Source: E-commerce Will Drive the Digital Revolution in Auto?

more searches for the phrase
“is it a good time to buy a car”
in Q2’20 compared to Q1°'20



https://www.thinkwithgoogle.com/consumer-insights/consumer-trends/auto-industry-impact-during-coronavirus/
https://www.thinkwithgoogle.com/consumer-insights/consumer-trends/auto-industry-impact-during-coronavirus/
https://www.thinkwithgoogle.com/consumer-insights/consumer-trends/auto-industry-impact-during-coronavirus/
https://www.publicissapient.com/insights/e-commerce-will-drive-the-digital-revolution-in-auto

10 online essentials for
all car brands

Buyers expect a level of quality and innovation from auto
brands. Your online presence should deliver a great customer
experience. And here’s how.

Virtual showroom

Not your average website. A 3D showroom in which users can stroll around
like in a first-person perspective computer game. It’s interactive, fun, and has

a familiar feel.

Chat consultancy

Your human face is still your most persuasive selling tool. Clients should be
able to engage in video chat with showroom assistants about any vehicle in
the fleet at any time.
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Bookable and virtual
test drives

Offer test-drive bookings online, with delivery to the customer’s door, so the
buyer no longer needs to go to the showroom. However, some users don’t
even need to sit in the car; watch time for YouTube “test drive” videos went
up 64% in the year ending April 2019.

Options configurator

An online 3D car-builder tool. Customers choose the basic model and can
change the color and configuration, add their preferred options, and see the
vehicle change inside and out in real-time.

Performance
ad campaigns

Even though transactions are not always completed online, performance ad
campaigns are essential for automotive brands. Show clients your current deals
and encourage them to book a meeting or test drive.

Brand awareness
campaigns

Contrary to popular belief, 58% of car buyers are undecided on the brand at the

start of their search. Awareness campaigns keep your cars in the mix until they
make a decision.


https://www.thinkwithgoogle.com/marketing-strategies/video/test-drive-vide-watch-time-statistics/
http://www.dealeron.com/wp-content/uploads/Bobbie-Herron-CarBuyerJourneyStudy.pdf
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Optimize for mobile

53% of online car buyers search for information using multiple devices and 56%
use smartphones. Responsive Web Design is essential, so users can see the
best of your offers on any screen size. Ad campaigns targeted

at mobile devices are also hugely effective.

Finance and emission
calculators

People have always cared about the cost of the vehicle. Nowadays, they also
care about the cost to the environment. Create online tools to allow people to
calculate their outlay and the impact of their choices.

Social media

22% of car buyers use social media as a source of information and 13% say
that social media influenced their buying decision. Meet people where they are

browsing. Be active online. And be authentic. Speaking of which...

Influencer marketing

Car buyers love recommendations from people who really know cars. Influencer
marketing is not as saturated in automotive marketing as in other domains, so it
is a good chance to get ahead of competitors.


http://www.jdpower.com/press-releases/2016-new-autoshopper-study

Why now is a good time
for the auto industry

To say that the last year has been good for
any industry would be to ignore the context
of the global situation.

For the car industry, it has certainly not
been a positive 12 months. However, as

we start emerging from the worst of the
pandemic and life begins to return to some
form of normality, there are positive signs

for the auto industry.






https://www.thinkwithgoogle.com/consumer-insights/consumer-trends/auto-industry-impact-during-coronavirus/
https://www.thinkwithgoogle.com/consumer-insights/consumer-trends/auto-industry-impact-during-coronavirus/
https://www.bbc.com/news/business-55630144
https://cardealermagazine.co.uk/publish/caravan-and-motorhome-sales-soar-as-20-per-cent-of-brits-plan-staycation-in-one/201144
https://cardealermagazine.co.uk/publish/caravan-and-motorhome-sales-soar-as-20-per-cent-of-brits-plan-staycation-in-one/201144

~Forthe automotive industry, the key is being ready for change.
Manufacturers need to ask themselves:

- Are we ready for the unexpected today?

What if our least in-demand model suddenly becomes what custo-
mers most want?

- Are we ready for tomorrow?

Canthe business quickly react to unforeseen changes in custo-
mer expectations?

- Can we tell the difference?

Do we know which trends are temporary and which are long-term?
Can we succeedin both areas?

- Are we communicating with our customers?

Are we using our online ads effectively to give them what they

want in these dynamic times?

level

“We can’t say that this is a ‘good’ time for any
industry. However, there are opportunities out there

and customer interest remains at a high level.”

15




Performance and
awareness ads for
car producers

Purchasing a car is a complex user journey with multiple stages.
As previously mentioned, most buyers are undecided on a brand
or model when they start their journey. However, they are moving
more quickly through the funnel than previously.

From 2017 to 2019, the time spent on the purchasing process dropped

from 118 days to 96 days, and the time spent researching online fell from
13h 48m to 13h 06m. 66% of potential customers use manufacturer websites
as a first source of information. This means that car producers have price-
less direct site visits which allow them to retarget customers with advertising
during their search.

Manufacturers, therefore, have opportunities to influence buyer choices
at every stage of the funnel but they need to utilize the right type of
campaigns at each point.

w A full-funnel marketing approach, such as that offered by RTB House, allows
w automotive companies to show either performance or awareness ads to users,

depending on how ready each person is to make a purchase.



https://www.coxautoinc.com/learning-center/2019-car-buyer-journey-study/

Here’s how to engage people at different stages of the funnel, taking into account the unique nature

of the car buying process.

Stage Awareness Consideration | Intent Evaluation Conversion
Appropriate Brand awareness adverts Awareness and performance ads | Performance
type of digital ads
marketing
campaign
Typical search | “Best cars of “Best family car | “Cost calculator | “Nearest VW “How to buy
term internet 202717 with room fora | fora VW showroom” / a VW Passat”
dog” Passat” “VW test drives”

Specific Video ads Video ads Branding ads Branding ads. Performance
features without a showing mixed with Performance ads leading
of online ads specific model | models within performance ads driving to specific

or strong CTA the brand that ads that show users to the deals on

to the site.
Impactful,
aspirational

content.

will meet the
customer’s
needs, but still
without a strong
CTA.

deals

and discounts
and direct to
the site.

contact page of
the dealership
or the online

model.

chosen models
for online
conversion or
booking

a meeting.



The multi-award-winning Full-Funnel Marketing

Solution from RTB House uses contextual and
behavioral data to work out where a user is in the
funnel in real-time and shows them the right ads.
For example, users who are just browsing might see

aspirational video content.

More than half of auto buyers said video content had helped them during

the consideration phase of their buying journey.

/3% of brand-owned videos are under 1 minute long.

64% of people who watch auto-related video content say that formats
like 360 video might encourage them to buy a car without a test drive.

18



https://www.rtbhouse.com/full-funnel/
https://www.rtbhouse.com/full-funnel/
https://www.thinkwithgoogle.com/marketing-strategies/video/test-drive-vide-watch-time-statistics/
https://www.thinkwithgoogle.com/marketing-strategies/video/brand-owned-video-length-statistics/
https://www.thinkwithgoogle.com/marketing-strategies/video/video-format-to-purchase-statistics/
https://www.thinkwithgoogle.com/marketing-strategies/video/video-format-to-purchase-statistics/

Micro-conversions

Expert commentary

Olivier Galichere, Country Manager France, RTB House

~Performance campaigns for the automotive industry are quite specific.
Their success has more in common with sectors like real estate than
fashion or household goods. This is because the research process ta-
kes place largely online, but the purchase is still happening in person,
in the dealership.

»50, while the success of an ad campaign in the fashion vertical might
be measured by the number of conversions, completed sales, and
average order volumes, we can’t assign the same metrics for program-
matic ad campaigns in the automotive industry. We need to add

levels of granularity to these campaigns so that we can better under-
stand customers and measure the importance of each touchpoint
along the buying journey.,We measure something called micro-conver-
sions. These are the small steps that a user takes as they build up to
making a big purchase. Each step is about gaining more confidence

in their decision-making until they are comfortable parting with a large
sum of money for such an important item as a vehicle.



A Micro-conversions can have different rates

= ] ] I I I,

Not bounced Download Configure Contact Ask for Arrange
session a price list your car a dealer an offer a test drive

CPA value

Importance to the client




“Each micro-conversion signifies

a small success and proves the
effectiveness of online advertising
campaigns; however, we need to
take it a step further and weigh them
differently. A client clicking on an ad
and then downloading a price list

is a significant action, but it’s still

not nearly as important as someone

booking a test drive.”

|
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“The other important element of this
granularity is that it allows car dealers to
see where they are losing customers. If the
bulk of people drop out after downloading
a price list, does that mean that ads

are targeting too many users who are

not actually able to buy the product? If
users know the price but disappear after
contacting the dealer, is your customer

service and sales messaging the issue?

“Micro-conversions are incredibly
valuable. They allow brands to assess
the effectiveness of each touchpoint

on the customer journey and take
appropriate action. For example, if ads
are targeting the wrong people, then
campaigns need to be recalibrated.

And if customer service is the issue, staff

can have more training.”

22



Understanding buyers.

Understanding bias.

Let’s start with some popular cars for “female” buyers.
Then we’ll take a look at why making such sweeping
assumptions is no longer necessatry...



Women account for
around 60% of sales of
the Fiat 500. Indeed,
insurance data suggests
the figure could be as
much as 73%.

A 2020 study of car
insurance quotes
crowned the Vauxhall
Adam as the most
female-biased car

in the UK.

Women are more likely

to buy electric cars than
men. The Renault Zoe is
a compact and popular

hatchback EV.

*Information and images

taken from buyacar.co.uk



https://www.buyacar.co.uk/cars/used-cars/1937/best-cars-for-women

Understanding bias

The ultimate aim for any online
brand is to serve each unique
user with products that fit them
as an individual and ones which

they will want to buy.

Sometimes, the data works in our
favor. Other times assumptions
go against us. Let’s look at two
assumptions. Firstly, a user views
a Fiat 500 online. The first conc-
lusion we might draw is that the
useris a woman.

However, if sales figures show
that 60% of buyers of that speci-
fic model are women, that means
we would probably be wrong
40% of the time. That's not much
better than flipping a coin.

Secondly, coming from the other
side; if we know that the buyer is
a woman, we might reasonably
assume that she is interested in
a compact hatchback, perhaps
an electric vehicle.

However, women are also very
likely to buy an SUV, or a sedan,
or even a small utility truck like
a Toyota Tacoma or Chevrolet
Silverado—all of which are

very different from a compact
hatchback. Again, if we were
taking a guess, we have a very
large chance of making a false
assumption.

In the data-driven age, these
numbers are simply not good
enough. Yes, car manufacturers
can market certain vehicles to
particular demographic groups;
however, when it comes to digital
advertising, the most effective so-
lution is to get rid of the profiling
altogether and look at what users
do online, not who they are.
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Second-hand car sales
and online trust

The result of getting a car purchase wrong can be serious.
It's a major purchase with long-term financial consequences.
We, therefore, have to place a high level of trust in the vendor.

Buying a car from an online vendor is too much of a step for many
people. It involves a level of trust that we previously reserved for
face-to-face transactions. Although the value of second-hand cars is
lower, this trust issue remains as people fear buying without cast-iron
assurances that everything is in working order. However, as a result
of the significant changes to society caused by the pandemic—along
with an incremental increase in our trust towards online channels over
time—we have now reached the tipping point for online sales of both

new and used vehicles.



Blinded by the lights

McKinsey research from 2019

outlines the reasons why consumers
have been hesitant to buy vehicles
online up to now. It’s interesting that
the difficulty in returning a vehicle
bought online is in fifth position,
while the first concerns are centered

around a lack of trust or confidence.
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62%

I would not purchase
a car without test-
driving it.

52%

| cannot trust quality of
a car unless | see it
in person.

46%

It is hard to know exactly
what you are purchasing
online.

45%

| want to to be able to test-drive
multiple cars before making

a purchase.
@
@
31%

It is more-difficult to--
return car if there is

a problem.
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https://www.mckinsey.com/industries/automotive-and-assembly/our-insights/used-cars-new-platforms-accelerating-sales-in-a-digitally-disrupted-market

These numbers give us

a hint that the human touch is
really not the most important ele-
ment for car buyers or their main
motivating factor for buying in a
dealership. In fact, 87% of Ame-
ricans dislike something about

car shopping at dealerships and

61% feel they’re taken advantage
of while there. This is backed up

by a 2021 Deloitte report sho-

wing that only 33% of Germans
and 24% of ltalians said that they
preferred to buy in the dealership
because they wanted personal
contact, and only 11% and 6% of
respondents, respectively, said
that they wanted to be treated
like they were important. If there
is an imbalance between online
and offline sales, it is because
our perception is skewed.

We think that we can trust offline
sales more but, when pushed to
explain our choices, car buyers
are actually not confident in any
channel. In summary, online sales
are perceived as being riskier
simply because they are newer
and feel less familiar.

The pandemic
casts aside
misconceptions

The pandemic has moved
purchases online in almost all
industries. Many analysts suggest
that e-commerce has moved a
decade forward in a single year.
As a result, our trust in digital
sales channels is changing
rapidly. For example, over 70% of
Chinese and Indian consumers,
as well as over 60% of UK, US,
and German car buyers, say they
are now more likely to buy a car

online than they were before
the pandemic.



https://www.beepi.com/consumer-index
https://www.beepi.com/consumer-index
https://www.beepi.com/consumer-index
https://www2.deloitte.com/content/dam/Deloitte/us/Documents/manufacturing/us-2021-global-automotive-consumer-study-global-focus-countries.pdf
https://www2.deloitte.com/content/dam/Deloitte/us/Documents/manufacturing/us-2021-global-automotive-consumer-study-global-focus-countries.pdf
https://www.capgemini.com/wp-content/uploads/2020/05/Automotive-sales-a-bumpy-road-to-recovery.pdf
https://www.capgemini.com/wp-content/uploads/2020/05/Automotive-sales-a-bumpy-road-to-recovery.pdf
https://www.capgemini.com/wp-content/uploads/2020/05/Automotive-sales-a-bumpy-road-to-recovery.pdf
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How technology
has won our trust

Incremental
gains

Though the pandemic has
accelerated change, our

trust in online sales has been
incrementally increasing for

a number of years. We become
convinced of the safety of online
purchases through repeated,

positive experiences.

We start with small purchases
and gradually build up trust until
we are comfortable purchasing
big-ticket items like cars online. In
the wider area of transportation
and mobility, we start with hiring
micro-mobility scooters or
booking car maintenance online.

We then move on to renting
cars and paying for plane tickets
through web services. Next, we
buy replacement car parts, and

the process continues onwards...

Breaking more
false assumptions

We think that showrooms are
more trustworthy, and yet over
60% of us also feel misled in
some way during those experien-
ces. Our lack of trust toward onli-
ne sales is often another example

of cognitive dissonance.

It is only a lack of familiarity that
makes new technology less
trustworthy. In reality, car-sharing
apps are safer than hitchhiking,
an Uber is better than an unlicen-
sed taxi, buying used car parts
on a P2P marketplace is safer
than from the same vendor in a
street market. With technology,
we can find the vendor again if
we are not happy. We can make
a complaint or, at the very least,
leave a negative rating and give

our opinion.

Technology has consequences
and is, therefore, usually bet-
ter. However, it takes us a while
as consumers to come to that
realization and break our initial

assumptions.



https://www.digitalcommerce360.com/2020/10/16/covid-19-and-a-crowd-of-startups-are-forever-changing-how-americans-buy-cars/



https://www.findthebestcarprice.com/car-buying-statistics-trends/#Car_Sales_Statistics_for_2020
https://www.forbes.com/sites/jiawertz/2020/01/29/can-the-e-commerce-business-model-work-for-the-automotive-industry/?sh=5aca3c8455c6
https://www.forbes.com/sites/jiawertz/2020/01/29/can-the-e-commerce-business-model-work-for-the-automotive-industry/?sh=5aca3c8455c6
https://www.carmax.com/
https://www.carvana.com/

What does it
mean for auto
manufacturers?

This shift is actually a major challenge
to auto manufacturers. Most
traditional brand dealerships will sell
a mix of new, used, and ex-lease
vehicles. Online websites follow this
pattern, giving buyers a guarantee
that a used vehicle comes with some
level of customer care and warranty.

Manufacturers need to consider

if used vehicles should also be
included in performance campaigns.
If a buyer is identified by the
algorithm as being interested in

the second-hand market and is not
likely to purchase new, is that where
brands can win against competitors
such as CarMax and Carvana? Or
should manufacturers be looking to
partner with second-hand vehicle
sites and redirect second-hand sales
entirely through these channels with
mutual benefit?
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Expert commentary

-
Karolina Klijer, Business Development Director Nordics, RTB House ~
N
bl .
»1he next 15 years may see the biggest changes in the auto- ok

motive industry in one hundred years. Major manufacturers
have pledged to change the status quo. Jaguar, Volvo, Lotus,

General Motors, Ford, and the VW Group are all committed

to producing exclusively or mostly electric vehicles by 2035.
Some claim that it will come even more quickly now that the

first dominos have fallen. The end of the dominance of petrol
and diesel vehicles is now inevitable and this will be one of the
defining moments of our times.

t“ -1 he other major ongoing trend is less heralded but | believe it
is equally important. In the last decade, we have seen individual
b Q manufacturers consolidating into super-groups and ultra-power-
ful alliances: VW-Skoda-Seat-Audi-Porsche; Peugeot-Citroen-

for standalone brands to gain market share, we’ll continue to .

o -Vauxhall-Opel; Renault-Nissan-Mitsubishi. As it becomes harder
)

see more such mergers and acquisitions.



http://www.jaguar.com
https://www.volvo.com/
https://www.lotuscars.com/
https://www.gm.com/
https://www.ford.com/
http://www.vw.com
https://www.bbc.com/news/business-57253947

MVithin the digital advertising industry, this presents some interesting

possibilities. Willbrands within super-groups continue to market them-
selves autonomously, or will the group take a wider view and adopt
more fluidity in marketing?

,As Deep Learning becomes more and more able to assess customer
needs, we may see customers being offered different brands from
within the same group which are a better match to their needs and
preferences than the ones they are actually researching.

,For example, if a customer is searching the Audi site but trying to
limit the options on the car to keep the price down, the algorithm may
retarget them with ads for VW cars which are of a similar type to the
Audi but allow the user to include more options for the same price.
Similarly, if a user is configuring a Seat with every possible additional
option, then perhaps they are better suited to an Audi?

.1 he technology makes it feasible, and it certainly has benefits

for automotive super-groups. Individual brands may push back at

first but, eventually, they will see that giving customers the perfect
option means less lost sales. And the algorithm works both ways.
For every potential sale a brand loses, they will gain a stronger

lead from another brand.
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In numbers: RTB House
and the auto industry

+200%

increase in the number

of campaigns run with car
producers since the start
of the pandemic

automotive brands have
already trusted us as their
digital marketing partner

increase in marketing
spend on RTB House
campaigns from
automotive clients in
2020 vs. 2019




Performance campaigns

0.34% 27.9%

average CTR average CR, meaning that
more than one in four users

performed at least one
micro-conversion on the
client’s website

a——

Awareness campaigns

— — —
1.2M 2.72 +/0%
— — —
average reach of number of times, on average video visibility
each awareness average, ads were
campaign for displayed to each user

automotive clients

<7
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RTB House works with companies from all around the world
and in every section of the automotive industry. We enable
multinational brands, local user car marketplaces, parts and
equipment dealers, and insurance companies to attract and
convert more customers.

Honda Our Full-Funnel Market Solution helped Honda exceed campaign KPIs by 300%,
increasing user engagement by the same amount.

iCarros The Brazilian automotive classifieds site with 20 million monthly visitors
generated 72% of conversions through RTB House retargeting.

motors.co.uk The UK car search portal saw a 7x increase in the volume of leads, while tracking

micro-conversions along the way.

37



https://www.rtbhouse.com/success-stories/honda/
https://www.rtbhouse.com/success-stories/icarros/
https://www.rtbhouse.com/success-stories/motors/
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About RTB House

RTB House is a global company that provides state-of-the-art
marketing technologies for top brands and agencies worldwide.
lts proprietary ad buying engine is the first in the world to

be powered entirely by Deep Learning algorithms, enabling
advertisers to generate outstanding results and reach their
goals at every stage of the funnel.

Founded in 2012, the RTB House team comprises 750+ specialists in over 30 locations around the
globe. It serves more than 2,000 campaigns for clients across the EMEA, APAC, and Americas regions.
After successfully deploying Deep Learning into 100 percent of its algorithms in 2018, RTB House has
continued its research in the field of Al. The Al Marketing Lab and Creative Lab were set up as new
divisions of the company focused on inventing and advancing MarTech products. As a result of their
work, in 2020 the company introduced Al Full-Funnel Marketing Solutions and awareness video ads,

lifting brand communication to the next level.




Speak to us about:

Improving retargeting campaign results
The advantages of Deep Learning
Branding campaigns for the auto industry
Multiple retargeting strategies

Full-funnel marketing solutions

Adapting to the cookieless future

Visit us:

Email us:
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