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This white paper discusses the evolution of Google into a socially focused search 
engine, aiming to achieve their goal of providing personalized results which are 
influenced by a user’s social network. The impact of this personalization has the 
potential to mix up the search space by changing the way consumers interact in 
today’s plugged-in world. 

The search landscape has evolved over the last ten years and has provided us 
with greater insights into the consumer and the ways that they interact with 
Search Engines. Over the last five years Google has been pushing personalized 
results and, with the explosion of social, Google has been forced to adapt their 
core algorithms to incorporate this never before seen level of social interaction. 
This move initially saw Google looking at the social signals from the key social 
networks, but earlier this year, Google had to take the fight to likes of Facebook 
and Twitter by launching its own social network (Google+) and a sharing button 
(Google +1).

Google+ aims to make sharing on the web more like sharing in real life. Essen-
tially, this is Google’s invention to tap into the social space by evolving the way 
we socialise online with the +1 button and other features like Circles, Hangout, 
Huddle and many others that its competitors lack. Google is serious about mak-
ing a move in this space and, as such, is pushing Google+ hard. Since the public 
launch of its social network, the user base has grown rapidly, now with over 40 
million users and continuing to grow. This rate of growth makes Google+ the 
fastest growing social network to date.

Google+ is without doubt a game changer and has the potential to revolution-
ize the search space; however, to do this, it first has to build upon its 40 million+ 
users and move towards mass market adoption. On the path to mass adoption, 
trust and influence will be the two major factors at play in the new search engine 
results, and it is these factors, along with the success of the platform, which could 
force the relationship between search and social to become closer than ever.

Executive Summary

The impact of this personalization has  
the potential to mix up the search space  
by changing the way consumers interact  
in today’s plugged-in world
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Personalized Search first launched as part of Google Labs in June 2005 and 
at launch was an opt-in service. Since 2005 Personalized Search has been through 
much iteration designed to both enhance the level of personalization and to in-
crease the user base. Key phases included:

2005	 My Search History is launched in Google Labs

2005	 Personalized Search is launched in Google Labs

2007	 Anyone signing up for a Google account will automatically 

		  have search history and Personalized Search enabled

2007	 Google Search History expands and re-brands as Web History 

2009	 Personalized Search changed to be an opt-out feature

2011	 Google launches ‘News for you’ (a layer of personalization 

		  added to the News results)

2011	 Google+ launches and adds a social layer to personalized results

The idea behind Personalized Search was always to provide users with a more 
relevant set of results based upon their individual search history. Social data 
was seen as a way to further refine search results by altering them based upon the 
data shared by your ‘friends’ within their social networks.

However, there was still a huge hurdle to overcome as you needed to be signed 
in to Google, and only a tiny fraction of users were. To overcome this, Google 
made Personalized Search opt-out with the social interaction layer still requiring 
sign-in. Needless to say, this was less than ideal due to the small percentage of 
users actually signing in. 

Today, when signed in to Google, social plays a key part in personalized results. 
With Google+ and the +1 button, you are now able to see the total number of 
+1s for each search result and which of your friends +1ed the website. This is illus-
trated in the image below:

1. History of Personalized Search
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This enhanced level of personalization which incorporates social activity adds 
another interesting and vitally important layer into the mix: trust. Seeing that 
your friends have endorsed a website via the use Google +1 button will most 
likely have a big impact on which result a user clicks on and, in all likelihood, this 
addition will mix up the click-through rates for each result and reduce the domi-
nance of a position one ranking.

The signed-in dilema

Google has long been vying to tailor the search results to a user based on their 
search behaviour – i.e. the sites they visit and the influence from their social cir-
cles. However, to implement this, Google needs to track your search history and 
integrate with your social networks.

For a long time, a prerequisite of Personalized Search was that you needed to be 
signed in to Google and this was a problem as, pre-Google+, roughly only 25% of 
users actually signed in. 

This promoted a move to two levels of personalization:

• Level 1: all users now see personalized results based purely on their search 
history –regardless of whether they are signed in or not. Personalized results 
are only based on your search history for the last 90 days. Social factors are 
not taken into account for non signed in users. It is possible to opt-out of 
this via an option in the web history preferences:

• Level 2: full personalization based on a users search history and influence 
from a user’s social networks. This is the ultimate goal for Google, but re-
quires users to be signed in. 

So why not kill two birds with one stone? Google’s determination to succeed with 
their own social network was also the solution to increasing the number of signed 
in users as, to use Google+, you have to be signed in.
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With the recent public launch of Google+, usage figures have begun to soar; 
a trend that is likely to continue. This trend will result in a vast increase in the 
number of users signed in to Google and, indeed, users who receive fully per-
sonalized results. 

Whilst the launch of Google+ was primarily focused on building a social network 
to rival the likes of Facebook and Twitter, the resulting impact of increasing the 
number of signed in users certainly goes a long way to helping achieve the 6 year 
project of providing truly Personalized Search results.

Looking to the future, building a large user base of signed in users could lead 
to further developments in the search and analytics space. One such develop-
ment could potentially be to provide a partial solution to cross device tracking 
and attribution.

Google+ was created to make it easier for people to share content online with 
friends, colleagues and family. Within the social network there are different ways 
to share content and information with various people – by creating circles, join-
ing hangouts, uploading pictures and choosing who to share it with and receiving 
recommendations from Sparks based on your personal interest. 

Google+ also has a feature that turns multiple conversations into one commu-
nication hub, so everyone can participate in the conversation, in one centralised 
environment. 

However, from a search perspective, with Google+, Google has the ability to 
build up social graph for every user. They will know which other social networks 
a user is on and their profile name for each network, the people in their circles 
that influences them the most, and the content that they share. When this data is 
linked to your search results, Google has the ability to tailor the results in a data 
driven fashion and be certain that they are improving the search experience by 
providing each user with a unique set of results that will be more relevant than the 
standard non personalized results.

2. Social influence with Google+

This enhanced level of personalization 
which incorporates social activity adds 
another interesting and vitally important 
layer into the mix: trust
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+1 button

The Google +1 Button is an endorsement or stamp of approval that allows you to 
share recommended content, websites and information with friends, family and 
contacts. When your friends search on Google, they can see your recommenda-
tions which will help them find the most relevant and interesting information on 
the web. 

There are two elements to the +1 button:

• The first is the button you see in the Google results as shown below. In 
this format the +1 button allows users to directly +1 a webpage from the 
Google results, which is slightly odd as it implies that users would +1 a site 
they are yet to visit.

• The second side to the +1 button is ‘+1 for websites’. In this format you 
are able to add a +1 button to a website as you would a Facebook Like but-
ton or Tweet button. The image below illustrates the implementation of the 
+1 button on Mashable.com.
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Whether you realize it or not, search results have been personalized for quite 
some time now and only if you opt-out will you stop seeing these results. Howev-
er, as mentioned in an earlier section, the ultimate goal here is to provide person-
alized results that incorporate social signals from your social circles. The goal of 
providing personalized and socially influenced results requires two things:

1. The success of Google+

2. Users to sign in to Google

Google is focused on ensuring that Google+ is a success; at every level of the 
company there is a concerted effort to push the product and integrate aspects 
of it with other products in the Google family. Until mid-September, access to 
Google+ was on an invite only basis, but now it is open to everyone and this – in 
conjunction with the subtle marketing activity (illustrated below) – will ensure the 
user base of the platform grows rapidly.

3. Getting personal

Conversations can also be shared in the Google+ network, to get conversations 
going about products, services or any other recommended information through 
your trusted circle of friends.

Recently, SEOmoz undertook some testing on the impact of the Google +1 
button and other social signals on rankings. The results of the tests concluded 
that the +1 button and other social factors, in addition to a strong technical ar-
chitecture, strong on-site optimisation and quality inbound links, are playing an 
influential role in Google’s algorithm as one of the factors for ranking a site in the 
Search Engine Result Pages (SERPs) for various keywords.
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With the rise in Google+ users (currently estimated at 40 million and growing) 
comes with it a rise in signed in users, which has been the over arching goal since 
Google first launched Personalized Search as a labs product back in 2005. 

The big question is: why is all this important? The answer is simple. When a 
user is signed in, Google can apply its full range of personalization to the results. 
This helps to deliver their overarching goal of providing a better user experience 
by serving users results that are tailored specifically to them and that integrate 
social ‘trust’ signals from social circles.

Whilst it’s still early days for Google+ and their new signed-in user base, we’re 
starting to see the effects across our clients with an increase in referrals from re-
sults pages that have been personalized. This indicates that results are becoming 
ever more varied from user to user – based on a combination of the sites they 
have previously visited, the activity of your social circles (now cleverly tied into 
Google+), and the real-time data gathered from the +1 button. 

Another aspect to the Google+ and signed-in user combination is that click-
through rates for each ranking position now begin to widely vary as Google plays 
the trust card by showing who, from your social circles, has recommended a site 
or web page via the +1 button. You’ll start to notice results similar to the screen-
shot below, where you can easily be influenced as to which results to click based 
on who in your social circles +1’d or shared that article. 
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Circles at the heart

One of the key features of Google+ is ‘Circles’, its system for managing your 
network of friends. It has been made clear right from the top of Google that the 
Circles functionality is going to play a key part across Google products. As elud-
ed to in a recent interview on Wired, Google+ will integrate with all the Google 
products:

“But Google+ is Google itself. We’re extending it across all that we do—search, 
ads, Chrome, Android, Maps, YouTube—so that each of those services contrib-
utes to our understanding of who you are.”

At the heart of this integration are the people you share with; your friends or Cir-
cles. This wider plan to integrate Google+ across all aspects of Google suggests 
that social will play an even greater role in Google’s algorithm.

This complete integration may be some way off, but it sends a clear message 
about how important Google+ and social is to Google. 

The social landscape is currently a battle ground, with the likes of Facebook, Twit-
ter and Google competing against each other for market share. Whilst Facebook 
remains a long way ahead of Google+ in terms of users, Google+ is growing fast 
and, arguably, Google has more at stake in this battle as it needs to make its so-
cial offering work in order to evolve its core search product.

Google’s organic and paid search results have historically been ranked quanti-
tatively through algorithms, keyword bids, and quality ratings. There has been 
little intervention from people to decide on rankings and positions on both paid 
and organic search. With the rise of people, and socially dominated sites like 
Facebook and Twitter, Google realized that search needs to get more social and 
incorporate trust factors. 

At present, you may optimise paid search ads and organic listings based 
click through rate (CTR) through tailoring the message you provide. CTR is 

4. Trust me

This complete integration may be some way 
off, but it sends a clear message about how 
important Google+ and social is to Google
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the relationship between how many times your ad has been shown and the times 
it has been clicked. It is one of the many factors that determine paid search ad 
position and to a lesser extent organic ranking in the SERPs. With the launch of 
Google+ CTR is about to be redefined with a social touch. 

In the past, when searching for any keyword, the trigger would be the relevancy 
to the query searched for. However, with +1, the potential new social trigger for 
clicking a sponsored ad or organic result would be your friends. When I search for 
“Google Plus One”, there are users from my circles on Google+ who have +1’d 
the results. This endorsement or vote of confidence adds a trust factor, which in-
creases my intentions to click the result. There can be no better recommendation 
than one from somebody you know and trust. 

The benefits site owners may gain from this new button are therefore likely to 
be huge and reduce the dominance of the position one ranking. In addition to 
this there is the very real possibility that in non price sensitive sectors the pur-
chase funnel will shorten as users are selecting the sites they visit with the aid 
of endorsements.

This is essentially word of mouth digitalised on Google with +1. Google 
claims that Google+ aims to make sharing on the web more like sharing in real 
life. With the increased user base, Google+ is likely to have an impact on CTR 
for your Google advertising campaigns and SERPs. This impact will be positive 
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Personalized results and Google+ aren’t just about the organic results; they will 
have just as much impact on the paid advertising side of Google.

Paid search works because it delivers relevant ads based on the user search query 
and captures the current demand and, as a result, generates increased revenue 
for advertisers. Paid search advertising campaigns are usually optimized based 
on performance, typically metrics like ROI, CPA, and sales volume; whereas the 
ad copy is optimized towards CTR and the conversion rate. 

Google+ brings a plethora of opportunities within paid search. It creates a con-
nection between search and social by centralising what users do and where they 
spend their time online. 

+1 impact on CTR

Social connections influence what we do in our lives, from buying to sharing to 
searching. Searching is one of the most popular activities that we undertake on 
daily basis. Google+ allows users to influence paid search ads through +1 and, as 
a result, this will have a direct impact on which ads users will click. This impact is 
expected to be positive as you are more likely to click something if someone you 
know recommends it; however, at the same time, this will reduce the dominance 
of the position one paid listing.

5. Impact on Paid Search

as searches will be +1ing content, Google results and paid ads all over the web 
under Google’s umbrella. 

Google is the top most visited website globally and this social adoption will have 
a tremendous impact - not only on the look and feel of the SERPS, but also on how 
users interact with Google and social media. The user experience that Google 
offers is strongly tied to the quality of results that it returns and there is no bet-
ter way to improve user experience that adding the recommendations from your 
friends - the people you place a huge amount of trust in.

The benefits site owners may gain from this new 
button are therefore likely to be huge and reduce 
the dominance of the position one ranking
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Ad delivery based on behavioural targeting 

As mentioned previously, with Google+, the targeting options are expected 
to evolve based on audience. This allows targeting opportunities within paid 
search advertising campaigns to serve the right message to the right audience at 
the right time. This will result in increased relevancy and will potentially feed in to 
quality score indirectly. 

Once Google releases +1 analytics data in Adwords, advertisers will be able to 
optimise based on influence metrics. Furthermore, there is potential for Google 
to offer enhanced targeting options in Adwords based on ‘Friends’ and ‘Look-a-
Likes’ options. This will certainly progress the search industry and add advanced 
functionality on how advertisers optimise ad campaigns. 

New formats on Adwords for Google+

Google+ presents opportunities for Google to invent new social formats like 
Facebook’s ASU ad units, sponsored stories etc. These formats can integrate 
both text and visual elements of an ad to enhance the user experience. If Google 
chooses to go down the route of monetising Google+ (which is no-doubt a long 
term aim), it has the potential to display interactive ad units within the Google+ 
environment that can be managed from Adwords on auction basis.

This is, again, an enormous opportunity for paid search marketers as it poses 
further prospects within Adwords on how we deliver the message through the 
platform to gain relevant audience.



© 2011 Media Contacts 14

Now it’s personal. From dIscovery to trustMedia Contacts Insight

There are a vast range of tools and solutions that measure tweets, Facebook 
likes, recommendations and other social interactions. One of the best ways to 
measure the impact of social interactions is by reviewing your site analytics 
platform. Free analytics platforms and tools like Google Analytics and Google 
Webmaster Tools have a “+1 Metrics” section, which provides reports on the 
impact of the +1 button on search, click-through rate with +1, click-through rate 
without +1, +1s per page, and geographic and demographic data about users 
that have +1’d your website’s content.

There is also a social plug-in for Google Analytics that allows you to see the im-
pact of different social media signals such as Tweets, Facebook Likes and shares 
and other social interactions. By drilling down in the reports, you can track metrics 
like time on site, page views, bounce rate and actions. It is also possible to com-
pare web pages based upon the number of social actions they are receiving. This 
insight is invaluable as it allows you to identify your most socially active pages. 

Social campaigns can also be measured with SEO insight platforms like 
BrightEdge, Covario, or SearchMetrics. All three platforms have intuitive tools 
that monitor and compare social activity, in addition to providing insight, which 
can help to improve your social media campaign. There are a number of web 
based tools like Socialscan.com that monitor link popularity from the most im-
portant social networks. However, they do not provide as much detail information 
as web analytics or SEO insight platform. 

Another way to measure the impact of social media is by keeping a timeline of 
when you promoted your webpages before social interactions and after so-
cial interactions. This will allow you to gauge the impact of social media’s effect 
on traffic and rankings and find out if your social media campaigns had a positive 
effect on your PPC or SEO efforts. 

6. Measurement

One of the best ways to measure the  
impact of social interactions is by  
reviewing your site analytics platform
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Social is becoming an ever more integral aspect of Google’s algorithms and, 
when you combine this with the social elements of Personalized Search, you ab-
solutely have to stop thinking about search in a silo. 

The key to this integrated approach is socially focussed content. However, as the 
lines between search and social blur it is becoming ever more difficult to define 
social content and its role. Is it to engage the user, it is to gain a social share or is 
it to drive links? Ultimately it should be all three. 

A socially focussed content strategy should be at the heart of the integration, and 
the target audience should be at the heart of the content strategy to ensure that 
the right audience are being targeted and are interacting with the content. There 
are a wealth of content formats and tactics available that will tie search and 
social together through social sharing and link building, including:

• Blogger outreach

• Guest posting

• Online PR

• Infographics

• YouTube videos

• Competitions 

• Engaging advertising creative

Successfully crafting engaging content across a variety of formats forms a big 
part of a successful strategy, however the key lies in finding the right mix of sites 
to publish the content. It is vital that selected sites have a user base that embrace 
social and social sharing. Having great content that sits on socially inactive sites 
just won’t cut it.

If you continue to approach search in a silo, campaign performance will suffer 
in the short term through missing out on the opportunities that other channels 
present, a lack of social endorsement with the SERPS and, ultimately, through a 
disjointed approach. In the longer term the impact will be significantly greater as 
older optimisation tactics will become less effective which will negatively impact 
campaign performance and you will end up playing catch-up to competition.

7. An integrated future
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At Media Contacts, we recognised this trend early and, for the last few years, 
we have been focused on providing fully integrated search campaigns that tight-
ly integrate social, online PR, display, communication strategy and offline media. 
This innovative approach was recognised in early 2011 when our UK SEO team 
became the first SEO team to win the Revolution award for the Best use of Search 
for their work in the Social SEO space.

So, what does this actually mean for your business? In essence, it is quite simple: 
ensure all channels (especially social and SEO and PPC) are working together. 
This approach will not only ensure that your search and social campaigns are as 
future proof as they can be, but you will see improvements in the performance 
of the site.

The key to this integrated approach is socially 
focussed content. However, as the lines between 
search and social blur it is becoming ever more 
difficult to define social content and its role
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The search landscape has changed dramatically over the past 10 years as Per-
sonalized Search and Social Media have played an increasingly influential role in 
Google’s algorithm. This combination has the potential to revolutionize the way 
we interact with search and social as consumers. We believe trust and influence 
will, in the future, play a major role in how users interact online. Google+, 
in effect, allows you to +1 any content, site and search results online – indicating 
your recommendation to your social ‘Circles’ on Google+. This is digitalisation of 
word of mouth; one of the most influenced forms of marketing.  

This move towards trust and influence will in some cases lead to a compressed 
purchase funnel as users arrive at a website with fewer concerns about the cus-
tomer experience and reliability of the company and as such there should be a 
reduction in the number of people leaving the site to look at reviews. There will 
still be a number of instances where the purchase funnel won’t be shorted as us-
ers are purely focussed on finding the best price. 

Personalization and Social Search will continue to have an impact on paid and 
organic search as the Search Engines continue to incorporate social interactions 
into the SERPs and look for ways to further integrate online social ‘conversations’ 
into their results. Currently, Google are leading the way in incorporating trust 
metrics into their results, but you can be fairly certain that others will up their 
game as, ultimately, users are interested in endorsements from trusted friends 
who recommend content in today’s connected world.

The future is integrated and integration is the future. Incorporating social me-
dia into your search strategy can ensure that your search and social campaigns 
continue to perform well in the organic and paid search result pages, in addition 
to attracting more endorsements, traffic and increasing brand awareness. One 
thing we can be certain of is that this space won’t stand still; evolution will be fast 
and continuous. However, we can be sure that personalization will be the key in 
delivering the right message to the right audience.

Summary
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We encourage you to contact us directly to discuss, in more details, any concerns 
you may have regarding this Media Contacts Insight issue. We will be happy to 
assist you.

· david.freeman@uk.mediacontacts.com 
· winston.burton@mediacontacts.com 
· danish.bagadia@uk.mediacontacts.com 
· rob.griffin@havasdigital.com 
· mark.egan@havasdigital.com

Media Contacts ARGENTINA
Humberto Primo 101, Capital Federal. C1103ACC, Ciudad Buenos Aires, Argentina phone +54 11 5777 7400  

fax +54 11 5777 7401 country manager Germán Abaroa EMAIL german.abaroa@havasdigital.com

Media Contacts AUSTRALIA
address 1 Level 16, Town Hall House. 456 Kent Street, Sydney NSW 2000 phone +61 2 8094 7517 fax +61 2 9283 9024 

address 2 113 York Street South, Melbourne VIC 3205 phone +61 3 9693 8107 fax +61 3 9690 5706  

country manager Nick Behr email nick.behr@au.mediacontacts.com

Media Contacts belgium
Rue Maurice Charlent, 53. 1160 Auderghem, Belgium phone +32 2 349 1560 fax +32 2 349 1570 

country manager Julie Tinant email julie.tinant@be.havasdigital.com

Media Contacts BRAZIL
Rua Luigi Galvani 42, 11º Andar. Conj. 115. Brooklin 04575-020. São Paulo, Brazil phone +55 11 2889 5650  

fax +55 11 5506 4753 country manager André Zimmermann email andre.zimmermann@havasdigital.com

Media Contacts canada
473 Adelaide Street West, Suite 300, Toronto. Ontario, M5V1T1 phone +1 416 480 8692 fax +1 416 480 6666  

country manager Chris Williams email chris.williams@ca.mediacontacts.com

Media Contacts CHILE
Almirante Pastene 333, Floor 7, Of. 701. 7500506 - Providencia, Santiago, Chile phone +56 714 8000  

fax +56 9 865 3083 country manager Gonzalo Parra email gonzalo.parra@havasdigital.com 

Media Contacts CHINA
address 1 Room 8011-8012, 8/F, Novel Building No. 887, Huaihai Zhong Road. Shanghai, China, 200020 

phone +86 21 6467 6368 fax +86 21 6467 6369 address 2 Room 2001, 20/F, Tower B, Global Trade Center No.36, 

Dong San Huan Road, Dongcheng District. Beijing, China, 100013 phone +86 10 59232702 fax +86 10 5825 6173 

country manager Leon Lu email leon.lu@cn.mediacontacts.com

Contact details

Media Contacts COLOMBIA
Carrera 7, No. 71-21, Torre A, Piso 12. Edificio Avenida Chile. Bogotá, D.C. Colombia phone +57 1 317 3010  

fax +57 1 317 3010 country manager Sandra Quintero email sandra.quintero@havasdigital.com 

Or contact your Media Contacts LOCAL OFFICE:

mailto:rob.griffin@havasdigital.com
mailto:mark.egan@havasdigital.com
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Media Contacts ESTONIA
Maakri 19/21. 10145, Tallinn. Estonia phone +372 669 1000 fax +372 669 1001 

country manager Kaarel Oja email kareel.oja@ee.mediacontacts.com

Media Contacts FINLAND
Antinkatu 1. 00100, Helsinki. Finland phone +358 4 0746 1441  

country manager Ismo Tenkanen email ismo.tenkanen@mediacontacts.com

Media Contacts FRANCE
11 Square Leon Blum, Puteaux Cedex, F92806 France phone +33 1 46 93 33 33 fax +33 1 46 93 35 37  

country manager Pascal Dasseux email pascal.dasseux@havasdigital.com 

Media Contacts GERMANY
Hedderichstrasse 49. 60594 Frankfurt, Germany phone +49 69 603 292 404 fax +49 69 603 292 470  

country manager Joerg Manthey email joerg.manthey@de.mediacontacts.com

Media Contacts HONG KONG
32 Floor, Chinachem Building. Exchange Square, 338 Kings Rd, Northpoint. Hong Kong, China phone +852 2590 1814 

fax +852 2516 5411 country manager Jason Kwong email jason.kwong@hk.mediacontacts.com 

Media Contacts HUNGARY
1117 Budapest, Alíz u.1 (hrsz.3990/5) Office Garden Building, 5th Floor (Szerémi; u-Hengermalom u.corner) Hungary  

phone +36 1 799 1820 fax +36 1 799 1821  

country manager Ágnes Kovács email agnes.kovacs@havasdigital.com

Media Contacts INDIA
address 1 30, Hauz Khas Village, 3rd Floor. New Delhi – 110016 India phone +91 11 398 444 00/11  

fax +91 222 491 5766 address 2 Brady Glady’s Plaza, Unit 1, 2nd Floor. Senapati Bapat Marg, Lower  

Parel, Mumbai – 400 013 India phone +91 22 300 364 00/33 address 3 6-3-899/I, Second Floor, R.V.’s  

Kamala Castle. Somajiguda, Hyderabad – 500 082 India phone +91 40 664 178 80 / 81  

address 4 5th Floor, Tower A, Building 9. Dlf Cyber City, Phase III. Gurgaon – 122 002, India  

country manager Rajeev Balasubrahmanyam email rajeev.bala@sg.mediacontacts.com 

Media Contacts italy
Via San Vito, 7. 20123 Milano, Italy phone +39 02 6744 3201 fax +39 02 6744 3222 

country manager Cosimo Ferrara email cosimo.ferrara@havasdigital.com

Media Contacts latvia
Kr. Barona Street 36-9. LV 1011 Riga, Latvia phone +371 2961 5655 fax +371 6728 5666 

country manager Jevgenijs Kazanins email jevgenijs.kazanins@mediacontacts.lv

Media Contacts LITHUANIA
Savanoriu Ave 1. 03116 Vilnius, Lithuania phone +370 5 213 23 54 fax +370 5 213 11 25 

country manager Vytautas Kubilius email vytautas.kubilius@lt.mediacontacts.com 

Media Contacts malaysia
3A-22 & 3A-22A, Janlan Pju 8/3. Perdana Business Centre, Damansara Perdana. 47820 Petaling Jaya,  

Selangor Darul Ehsan, Malaysia phone +603 7628 6658 fax +603 7628 6777  

country manager Dinesh Sandhu email dinesh.sandhu@mediacontacts.com 

Media Contacts DENMARK
Jagtvej 169B, DK 2100. Copenhagen O Denmark phone +45 7733 4300 fax +45 7733 4433  

country manager Soren Bronee email soren.bronee@mediacontacts.com
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Media Contacts peru
Av. Victor Andrés Belaunde 147, Torre Real Uno, Oficina 902. Centro Empresarial San Isidro, Lima – Perú  

phone +511 611 8800 fax +511 611 8803 country manager Gonzalo Parra email gonzalo.parra@havasdigital.com 

Media Contacts PHILIPPINES
Yehey.com 38/F Discovery Center. 25 ADB Avenue Ortigas Complex, Pasig City, Philippines phone +632 689 8012  

fax +632 910 6420 country manager Eduardo Mapa email eduardo.mapa@ph.mediacontacts.com

Media Contacts spain
address 1 Avda. General Perón, 38, 14ª. 28020 Madrid, Spain phone +34 91 456 90 50 fax +34 91 770 15 86  

address 2 Dr. Fleming, 17. 08017 Barcelona, Spain phone +34 93 205 87 71 fax +34 93 414 72 13  

address 3 C/ Roger de Lauria, 19-4c. 46002 Valencia, Spain phone +34 96 353 08 74 fax +34 96 351 15 69  

country manager Javier Navarro email javier.navarro@havasdigital.com 

Media Contacts Poland
Marynarska 15 str, 02-674 Warszaw, Poland phone +48 22 843 66 60 fax +48 22 843 66 61 

country manager Robert Bernaciak email robert.bernaciak@mediacontacts.com 

Media Contacts Portugal
Avenida Duque de Ávila, 46 - 5ºAv. 1050-083 Lisboa, Portugal phone +351 21 791 3388 fax + 351 21 791 3340  

country manager José Frade email jose.frade@havasdigital.com 

Media Contacts singapore
137 Amoy Street, #02-02 Far East Square, Singapore 0499065 phone +65 6645 4700 fax +65 6645 4701  

country manager Rajeev Balasubrahmanyam email rajeev.bala@sg.mediacontacts.com

Media Contacts thailand
Jasmine City Building, 19th Fl. 2 Sukhumvit 23, Klongtoey Nua, Wattana, Bangkok 10110, Thailand phone +66 2 259 9030 

fax +66 2 259 9499 country manager Rajeev Balasubrahmanyam email rajeev.bala@sg.mediacontacts.com

Media Contacts uae
Dubai Media City, CNN Building. Number 2, Office 511, 5th floor. PO Box 21448 Dubai, UAE  

phone +971 4366 4100 fax +971 4391 8001 country manager Joe Hanoun email joe.hanoun@mediacontacts.com

Media Contacts USA
address 1 101 Huntington Avenue, 16th Fl. Boston MA 02199 USA phone +1 617 425 4100 fax +1 617 425 4101 

address 2 195 Broadway, 12th. New York, NY 10007 phone +1 646 587 5000 fax +1 646 587 5005

address 3 36 East Grand, 5th Floor. Chicago, IL 60611 phone +1 312 337 4400 fax +1 312 337 3898 

address 4 5301 Blue Lagoon Drive, Suite 850, Miami, FL 33126 phone +1 305 377 1907 fax +1 305 377 1906

Managing Director Fernando Monedero email fernando.monedero@havasdigital.com 

country manager Andrew Altersohn email andrew.altersohn@havasdigital.com 

Media Contacts uk
11 Great Newport Street, WC2H 7JA London, UK phone +44 (0) 20 7393 9000 fax +44 (0) 20 7393 2525 

country manager Paul Frampton email paul.frampton@uk.mediacontacts.com 

Media Contacts NETHERLANDS
Burg. A. Colijnweg 2. 1182 AL Amstelveen, Netherlands phone +31 20 54 50 580 fax +31 20 54 50 581 

country manager Freek de Steenwinkel email freek.de.steenwinkel@nl.mediacontacts.com

Media Contacts mexico 
Prolongación Paseo de la Reforma 1015, Torre A, Piso 24. Col. Desarrollo Santa Fé. 01376 México DF  

phone +52 55 9177 6081 fax +52 55 9177 6005  

country manager Arnaldo Hernández email arnaldo.hernandez@havasdigital.com
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