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Ad blockers  
are a sign of failure



We are sure the ongoing hubbub 
about ad blockers hasn’t escaped anyone 
in the industry. But, instead of discussing 
the phenomenon in detail, we want to talk 
about what the emergence of ad blockers 
means for the ad-financed media industry 
as a whole: failure.

As the media industry accelerates its 
digital transformation, ad blockers (now 
used by over 30 percent of the population 
in many countries) pose a real challenge 
for ad-based revenue models. Adding to 
the alarm, the typical ad blocker user is 

part of a demographic that is commercially 
relevant for many advertisers.

For decades the advertising-financed 
media industry has viewed advertisers 
as their customers, and actual media 
consumers as commodities. These media 
companies have failed to recognise that 
consumers are their real customers. But 
instead of forking over money, they have 
been paying with their time; a valuable 
resource, but viewed as both infinite and 
free by media companies. The consumers’ 
time has therefore been disrespected by 
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Ad blockers  
–  a serious warning shot
from your ignored customers!



media companies who have served up ever  
more intrusive ads and thus compromised 
the user’s experience. Consumers on  
digital platforms are now fighting back 
with ad blockers—just because they can.

NOTHING NEW

The creation of a new market for products 
and services whose sole purpose is to block 
and destroy the way an industry makes 
money is nothing new—and it’s more than 
telling. But it’s just the beginning.

Some media companies will block 
users who have ad blockers, but the ad 
blockers will find a way of circumventing 
the block—only to find that their ad blocker  
is “blocked” again a few weeks later. We 
are about to start a cat-and-mouse game.

If you have an ad blocker installed check  
out the German newspaper “Bild Zeitung” 
(bild.de) for an example of a large media 
company using this “blocking-the-blocker” 
tactic.

AN UNSUCCESSFUL STRATEGY

This strategy is destined to fail in the 
long-term. In the short-term, its efficacy 
is also questionable: most consumers 
won’t uninstall their ad blockers. Instead, 
they will find similar content elsewhere in 
the proverbial flood of digital content.

Protecting old models instead of  
inno vating is never the way forward.  
Media companies seem to think  
that their content will always  
lure consumers, 

however intrusive the advertising; even 
when, in a world of endless choice, 
similar content is only few clicks away. 
Walling off a site for consumers who 
have installed an ad blocker, like bild.de 
has, is counterproductive. Instead media 
companies need to learn how to package 
advertising so that it is accepted by the 
consumer.

THE CUSTOMER IS ALWAYS RIGHT

Bild.de and media companies like it should 
start listening to their real customers: 
media consumers. Creating fast feedback 
loops will enable media companies to 
start experimenting with their advertising 
and business models. Innovation can’t 
be accomplished in isolation in the board 
room. Instead, media companies must 
start putting their own consumers in the 
driver’s seat—and creating new services 
and business models that delight. Vloggers 
present one possible model: they listen to 
their consumers and finance themselves 
mainly through new forms of advertising.
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Is it too late? No. But it’s 
                   definitely time to act…



The digital landscape is changing; your 
media management strategy needs to 
change with it. But change can be a  
force for good: ECI, the market’s fastest 
growing global media management  
company, can help you make your media 
budget generate higher value, harnessing 
these changes.

Ours is a new breed of media auditing 
and performance management company, 
and we are leading the charge when it 
comes sophisticated media benchmarking  
services, delivering higher value, and 
making a media-led impact. Our approach 
to digital media is forensic and fact based, 
and we make use of world-class talent 
and proprietary technology to maximize 
your firm’s digital impact.

Today’s dynamic and fast-paced media 
landscape requires data-driven decision 
making, global experience and a firm 
grasp of innovative technologies.  
ECI offers all of these things, and more, 
from media auditing to KPI setting and 
management, and pitch consulting.

We operate across the Americas,  
Europe and Asia. Our clients are some  
of the world’s largest advertisers, and our 
network of owned offices and leading  
affiliates support them through high  
level media intelligence and rigorous 
benchmarking. Ultimately, we provide  
the in-sight, experience, and savvy that  
assists our clients in making sure that 
their advertising expenditure and agency 
relationships generate higher value.
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About ECI

C O N TAC T S
To speak to one of our senior  
management team about any of our  
services please contact: 

Fredrik Kinge 
CEO 
+46 (0)704 24 03 70 
fredrik.kinge@ecimm.com

Joakim Attack 
Chief Commercial Officer
+46 (0)705 46 68 06
joakim.attack@ecimm.com

Peter Kusoffsky
CEO North America 
+1 201 257 7856
peter.kusoffsky@ecimm.com

Stephanie Chastan
Senior VP Business Development North America 
+1 917 838 8170
stephanie.chastan@ecimm.com




