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Photonics Media IS Photonics Spectra, BioPhotonics, EuroPhotonics, Industrial Photonics, Photonics Showcase, Photonics Buyers’ Guide and Photonics.com. 

It’s all over the news: Big-name companies 
and organizations — AT&T, McDonald’s, 
The Guardian, Verizon and Johnson & John-
son are among them, in addition to the U.K. 
government — are shunning Google-owned 
YouTube and other assets, as some ads have 
been displayed alongside extremist-related 
videos, hate speech and other offensive 
materials.

An investigation led by The New York 
Times has found that ads placed by British 
newspaper The Guardian via Google’s Ad 
Exchange — a service for managing multiple 
monetization sources of online display 
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advertising inventory — on YouTube were 
being displayed alongside extremist-related, 
terrorism-backed, offensive and/or violent 
videos. The newspaper quickly pulled its ads 
upon this discovery, urging others to follow 
suit.

Financial analysts expect that Google and 
its parent company Alphabet Inc. could lose 
about $750 million this year, according to 
a report by business news service Fortune. 
YouTube alone could see a 7.5 percent drop in 
revenue (its earnings have been estimated to 
reach about $10 billion in 2017), in addition 
to costs associated with fixing the problem. 

In the fourth quarter of 2016, Google’s 
ad business took in just over $22 billion, 
representing about 85 percent of Alphabet 
Inc.’s total revenue for that period. A large 
part of total income includes Google search 
advertising; The New York Times report notes 
that the boycott does not include search ads. 

Google is now addressing the problem 

Safeguard Online Advertising
of erroneous ad placement, starting with an 
extensive review of its advertising policies, 
the company told The New York Times, and is 
making “a public commitment to put in place 
changes that give brands more control over 
where their ads appear.” 

Put the reins on content
The internet is a vast worldwide arena that 

is growing every minute, and the Google/
YouTube boycott storm proves just how 
difficult it is to control. So what does all of 
this mean for advertisers? Leverage, poten-
tially, says Recode, an online business news 
service. Given the controversy and revenue 
losses, advertisers could be in a position to 
negotiate with Google to meet their needs 
and demands, which include more direct 
control over things like ad tracking and ad 
placement.
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Smaller advertising outlets like Photonics 
Media don’t have that problem. They don’t 
have to worry about examining millions of 
videos and other uploaded materials every 
day the way Google does, which reduces con-
cerns about potentially offensive or violent 
content slipping through the cracks.

With such concerns out of the way, adver-
tisers can get to know their audiences well 
and more intimately. This ultimately builds a 
trusting relationship, which, in turn, can lead 
to successful ad campaigns and outcomes. 
The smaller outlets are also in direct control 
of the content they receive, as well as what is 
shared and posted to their websites. 

Smaller web outlets can better moderate 
their content and audiences, too. Photonics 
Media’s larger publications — Photonics 
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Spectra and BioPhotonics — are audited by a 
third party to assure every reader is qualified. 
The audience for its other print and online 
publications are already vetted, too, as indi-
viduals seek out information on photonics. 

Part of the overarching ad placement issue 
right now is that larger web outlets such as 
Google don’t typically have much direct 
control over uploaded content, given the im-
mense volume of websites and internet users 
they deal with — automation, rather than 
humans, places the majority of ads online, 
making it difficult to always know exactly 
which ads will be near which videos and 
other content. 

With smaller outlets such as Photonics 
Media, advertisers can control where their 
content is placed in specific publications and 

on websites, because the outlet itself also has 
control. 

As Google reexamines its services, poli-
cies and procedures, it continues its scour-
ing of videos and multimedia materials that 
pour in to check for potentially offensive or 
violent content. Google plans to ultimately 
develop a comprehensive and trusted solution 
to the problem of erroneous ad placement, but 
admits that given the vast amount of content 
online, it won’t happen overnight.

With smaller web advertising outlets, such 
problems are not a concern.

Justine Murphy
justine.murphy@photonics.com

Smaller Ad Networks Offer Big Outcomes
Some big companies and organizations are boycotting YouTube and other Google-owned assets because ads have 
been featured alongside terrorism-related videos, as well as hate speech and other offensive materials. It’s been in 
the news nonstop recently, and since we’re publishers, we can’t help but get involved and discuss the topic with our 
clients. 

The B2C marketing communities have a big problem on their hands now when it comes to advertising with YouTube 
and other major web channels. With increasing ad revenue and strategies devoted to Google AdWords and YouTube, 
advertisers now have to re-examine how to handle their brands and what avenues can best reach potential buyers.

There’s no arguing that Google has the largest pool of potential buyers in the world, but with that size comes difficulty 
in monitoring content, which hinders the ability to choose the right niche for marketers. Millions of videos on YouTube 
are watched every day — from cats playing the piano to potentially derogatory messaging; that’s a lot of eyes. Given 
the size, it’s going to take a while to get an expansive, trusted system in place that can scrutinize material to an 
advertiser’s standards.

Fortunately, Photonics Media has never had that problem. With an audience a fraction of the size of the Google-
verse, we have the ability to qualify every single one of our members who read Photonics Spectra and our other print 
and online publications. We also have relevant, industry focused editorial coverage in our magazines and on our 
website, year after year.

The B2B world hasn’t quite felt the effects of this advertising backlash when it comes to advertising with question-
able content. Photonics Media has been part of the solution, not the problem. We have a quality audience made up 
of your buyers, and we ensure vetted material. It’s the perfect formula for broadcasting your message.

Ryan F. Laurin

ryan.laurin@photonics.com
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Photonics Media
Advertising Contacts

Please visit our website,
Photonics.com/mediakit, 
for all of our marketing 
opportunities.

New England & Florida
Rebecca L. Pontier
Associate Director of Sales
Voice: +1 413-499-0514, Ext. 112
Fax: +1 413-443-0472
becky.pontier@photonics.com

NY, NJ & PA
Timothy A. Dupree
Regional Account Manager
Voice: +1 413-499-0514, Ext. 111
Fax: +1 413-443-0472
tim.dupree@photonics.com

Midwest & Southeastern U.S.,  
Europe, Middle East & Asia
(except Japan)
Matt Beebe
Regional Account Manager
Voice: +1 413-499-0514, Ext. 103
Fax: +1 413-443-0472
matt.beebe@photonics.com

CA, HI, AZ, CO, ID, MT, NM, NV, UT, WY  
& Central Canada
Kim Abair
Regional Account Manager
Voice: +1 951-926-4161
Fax: +1 951-926-4295
kim.abair@photonics.com

South Central U.S. AK, OR, WA, 
Eastern & Western Canada
Peggy L. Dysard
Regional Account Manager
Voice: +1 413-499-0514, Ext. 226
Fax: +1 413-443-0472
peggy.dysard@photonics.com

Japan
Sakae Shibasaki
Voice: +81 3-5225-6614
Fax: +81 3-5229-7253
s_shiba@optronics.co.jp

Editorial Contact
Karen A. Newman, Group Publisher
karen.newman@photonics.com

Justine Murphy, Senior Editor
justine.murphy@photonics.com

Mailing address:
Send all contracts, insertion orders 
and advertising copy to:
Laurin Publishing
P.O. Box 4949, Pittsfield, MA 01202-4949

Street address:
Laurin Publishing
100 West Street, Pittsfield, MA 01201
Voice: +1 413-499-0514
Fax: +1 413-443-0472
advertising@photonics.com

Fax: +1 413-445-4829
circulation@photonics.com

Protect Your Ads, Protect Your Brand
The internet is a seemingly infinite sea of information and entertainment … and advertising, too. 
Online marketing has become particularly advantageous, given the vast number of people it can 
reach around the world. But now, there is cause for concern. A New York Times investigation has 
prompted many big name companies and organizations to boycott advertising with Google-owned 
assets, as numerous ads have been placed alongside terrorist-related videos and other offensive 
materials. 

Advertiser control over ad tracking 
and placement is now at center 
stage — Google doesn’t currently 
offer them much direct control. 
And in certain areas, Google itself 
lacks control, particularly with 
content uploaded to YouTube. 

The company’s policies prohibit ads on video content deemed to incite violence or promote illegal 
behavior. It uses software to scour YouTube titles and images to flag potentially inappropriate 
content. However, The New York Times reports that Google admits this practice is not perfect. Now 
the company has pledged to fix the problem.

Google’s solutions
The company has developed a three-pronged approach to alleviating the issue of erroneous ad 
placement, hoping to put an end to the boycott as soon as possible, says Seeking Alpha, a plat-
form for financial investment research.

                   1. Strengthen community guidelines and “where ads display” policies.

                   2. Give advertisers more tactical control over where their ads appear.

                   3. Provide increased insight and review options for advertisers. 

Seeking Alpha noted that Google also plans to focus on protecting the platform of legitimate video 
and other content creators, as well as combat hate speech. Google says it’s looking at hiring ad-
ditional staff for more comprehensive review of videos, and is also developing a software program 
that could identify and block offensive materials and videos.

Resolving the problems won’t be an overnight task. So, in the meantime, there are things that can 
be done to protect brands online.

What can advertisers do?
Knowing where ads are showing up and controlling where they run is crucial for any brand, accord-
ing to Brite Content, a video marketing platform. And in the midst of the boycott storm, it’s crucial 
to find and stay on top of this information.

Knowing where your ads are is the first step, Brite Content says. Google AdWords allows advertis-
ers to identify which campaign to examine. Information about video targeting for that campaign is 
available, and so is ad placement. Advertisers are able to see the number of views the ads have 
received, and can even see a listing of videos those ads have been placed with. Some of those 
videos may not have anything to do with the ad’s content, Brite Content notes, but it’s important 
to keep in mind that “with audience targeting, you are actually targeting the user and not what the 
user is watching.”

Advertising Age, publisher of marketing news, presents several potential solutions for advertis-
ers to protect their brands, including creating a “whitelist” of higher-quality, more respectable 
websites to work with. This puts the brand in a more trusted group. By the same token, it could be 
helpful to also create a “blacklist” of sites that should not be used at all.

Justine Murphy
justine.murphy@photonics.com

Knowing where ads are 
placed can be crucial  

to your reputation.



Laurin Publishing Co.
100 West Street
Pittsfield, MA 01201

Grow With
Photonics Media!

The Photonics Media Bookstore is open and now adding new books, digital webinars and other  
educational resources such as compilation books that draw from Photonics Media magazines. Among  
such books is Optical Biomedical Imaging — a reference work that offers in one place a broad survey of 
technologies, applications and markets.  

Lasers in Industry is another compilation now available. Developed as a guide to the current  
use of lasers in industry, it’s a reference tool and a resource for learning. 

Additional compilations — on optics fabrication, machine vision and remote 
 sensing — will be available soon.

Publish with Photonics Media Press
Do you have a book idea? Are you an author seeking a world-class publisher? Photonics Media Press is creating 
books and reference collections for the next generation of industry experts. We’re now inviting proposals from  
prospective authors for applications-oriented technical books on new and emerging photonic technologies.

Photonics Media Press serves an audience of scientists, engineers, marketers and others in the global photonics in-
dustry and its growing application areas. We are interested in books that will help our readers do their jobs better, as 
well as books for a broader audience that will advance the understanding of photonics technologies in our daily lives.

Learn more at www.photonics.com/SubmitBookIdea.

The Photonics Media Bookstore… Check it out!

Visit store.photonics.com!  
And while you’re there, check out other books, posters, courses and  
webinars covering research, applications and business development. 


