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ACCESSIBILITY

ANALYTICS & ATTRIBUTION

Content Authority * Crawlability « Landing page

Architecture Link-building + Indexing + User Experience FSC tracks all efforts to quantify successful growth and progress
HTML

Social - Page speed + Site spee: towards our clients goals. We analyze their data and de\"elonpt:|
itle tags, meta engagement + Robots.txt + CTAsanc i for continually improving ROI.
ggéecrié:)?ions Re?/ie%ws » htaccess Conyersions strategy to optimize performance

i « Navigation
Schema, markup Citations + Design
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Innovate

Accelerate your return
on innovation.

theDMA.org/Advocacy ”RH%J: (-f%)

Transform your
potential into
performance.
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- The Shift to “Data-Centricity” is Real—And Changing the Way
Marketing Is Done

;7';5—%)9¢1L\I§”’\0)$§ﬁli~ REIX—TTIVITZEZEAD

To what extent is your organization “data-centric” today?
How data-centric do you expect your organization will be two years from now?

EDREFRHFRAE T EPLERTIN? 2HRICEFIEIBYETMN?

59.4%

' Today ™ Intwo years

25.7%
20.0%

0.0% 0.0%

Not at all data- Not very data- Somewhatdata- Fairly data-centric
centric centric centric

Extremely data-
centric

: Data & Marketing
DMA Membership Dmn Association



Innovate | Data Strategies Growing Ubiquitous, But Results Still Lag

T—RERRIEIEFEREN, BREF-TLVEN

95.7% are rolling out strategies to ...but few have
support data-centricity... yet generated
95. 7% M T—RHRILADBITEEBEL TS, . . results €57 T

EDIEDTHIE

38.6%
28.6%
17.1%
11.4%

4.3%

No strategy and no No strategy today but Strategy is being Strategy has been  Strategy has been

plan to develop planning to develop developed but notyet developedand developed,
implemented implemented butis implemented and is
not yet deliving deliving results
results

D m Data & Marketing
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Innovate | The Challenge: Tear Down the Silos

w0 (5B ZTHIRT

Dissolving silos between business/functional

groups 58.5%
"What ECRREFEY R ITH /O (D8 Shi=T 2D &
atong Standardizing key performance indicators and }
changes would other metrics 482"
be most KPIZ DIEEDHE i

important in Standardizing protocols for sharing and using o,
helpi data across our org

elpingyour  wppcnF—sERUEROEEOEEL
organization Centralizing ownership of data and its

n : 30.8%

derive value infrastructure

T—ANEBEDHRERILEZTDA2TF gl

from its future Designating a “chief data officer” to oversee

” 0
use of data? data sourcing and use 26.2%
F—EHTHl BET—SERE OREISESTSENLER
EZEL/=0HD Centralizing storage of all data assets 24,.6%

RBHEF? FrREODREDEE
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Innovate | The Approach: Assess Need, Build Better Business Cases

770—F FiliL. KYKWEDRRTr—XERE

"“In what ways
could your org
best leverage
marketing
technology to
optimize the value
it generates
through the use of
auvdience data?”

BET—RFEH
LIGHEZ EL /=8
DV—TT74>0
Bz ;ZHT 875
Z(t?

Formalizing an ongoing technology assessment
function to identify and prioritize organizational
needs/potential solutions

60.0%

B ——X/BENV) 12—V ERTET 51012, BIFO RO EHEZERXIET S

Developing more clear investment cases to support
selection/use of marketing technologies

R—T7 T4V T RMORR, EREY RS E-ODREETILOERE
Leveraging the support of third parties (consultancies,

agencies, etc.) to support our use of marketing
technology

60.0%

45.0%

=l FA T EHERE Y R—r T B —R /S —T— (T )L REEZ) OER

Centralizing technology management with a
department outside of IT (e.g. marketing, operations,
etc.)

ITERFILASY (B : 7 — 4 T4 | EEEFIF) [CEHRMAIR—D AV

Assembling a custom “stack” of various technologies
offered by various providers

ZHOTONAT =D RESHDEMD“IIFEAH"EHAILTS

38.3%

31.7%

DMA e
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- DMA'’s Structured Innovation Council
DMAD A /R—a A )L DiEE

Navigating the
ecosystem of next-
gen solutions can be
costly and risky.

IAHARBT DIER
YRETHDIT=
2 B0 Y R

7 b\

Our Structured
Innovation program
identifies advanced
solutions efficiently.

B I IHTHTD Y

Ja— g /2y

DMA Memi.=:<hin

DMA'S
STRUCTURED INNOVATION
IDENTITY COUNCIL
* Identity Council — Where * Cross—Device ID Council —
leaders across the industry move Accelerating marketers’
the needle on the most pressing ability to achieve and
identity challenges. measure cross-device
identification of their
e Attribution 1Q — Working with customers and deliver more
industry leaders to fulfill the relevant content.

billion dollar promise of
multichannel attribution.

DMA e
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Innovate | DMA Cross-Device Identity Solutions RFlI Template
DMADYRARTINLRIDY)1—23> DT TL—k

DIMA s

DMA CROSS-DEVICE
IDENTITY SOLUTIONS
RFI TEMPLATE

FUPVATIVG THE VA BCHTIACH FOR IORNTITY A 0
MAKCHT NG, VDU AND CLATOMIR FOmATINGIL

Elevating the marketplace for cross-device
marketing, media and customer experiences.

HYARTINARATDI— T4 . TINM R,
BEARBREZNZESES

 Common terms and guidelines — enables clarity on goals and
expectations for marketer campaigns

« BEMGREEAANIA——T T4 T FvoR—2D
BREEHARFEDHEL

* Questions that marketers, agencies and publishers should be
asking cross-device vendors — ensures better selection of the

best choice for their needs

o Y= — REE, HIRHEDNSD VAT /AL XD EERE—
BoD=——XIZHAD I I pomssrieing
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Think ?
FrFIVBT—FF 1 I FHE TIRWI—T T4« 7 FHAR
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>4 x '

24.1%

15.8% -
44% KT Z b
F ¥ RILITEST.
TOARIE FaZATLT
i 19.7%
r E—)
16.4%
2k V= ¥ib
20.1% 22.1%
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,gg"% 20.5%
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88 Lead with Data... Followwith Pring, Infotrends 2016




Advancing Standards
BELLZTEDD

62.6%

would support universal
standards as a way of
establishing a "level

playing field”

62.6% N IZXEM T EEDEL

m_%ys“‘**ﬁ'ziﬁ”&«%%
L% 1

DMA Membership

To what extent do you feel that universal attribution
standards would support your organization’s ability to better
attribute its marketing efforts?

E%ﬁ%@ﬁﬁéﬁﬁTme\&whrv Ty
JHRETHIEa— 2Tl
S

ENDELIZDEMNEE

i m Significantly
' help

i H Help

Neither help
nor hinder

i m Hinder

20.2%

B Significantly
hinder

.0%
Not at all sure

D m Data & Marketing
Association



What would you say are your organization’s most important
objectives with respect to marketing attribution?
=7 T4 T T EA—2av DRIEELGBEIIEIN?

Attribution is About
Improving the

Optimize our customers’ “journeys” across

Customer Experience
FRYE2—23 0 LFEE
RRZTENLSEEFE

eib 53.3%

say optimizing the customer
Journey is their most

9}?3%4/#’5%0);’}7\9? =St dgemm i

L R T RENMEEE EO

 BE. BEREOERERDOS

touchpoints

Optimize our overall media mix across channels

Validate that our various marketing investments
add value

Become more data-driven in all decision making

 BRREETSEALTD

erstand more about our customers and
prospects

Prioritize the allocation of resources/budget

53.3% |

i IL | —

53.3%

L Fr R LRIKISEBTBAT AT IV AN BB

50.5%

] . 5 : d b 40.2%
important objective for  mramoyy—2. F SRR BRI
attribution Optimize our allocation of resources across 34.6%
533% PP 21— 3> DBEEELE : BRI —R, %%%%@@%%@qu
LB EFEEEDENLLEZL /-, : Boost recognition of the most sophisticated

DMA Membership

and/or data-driven departments/brands

LB IEEEN T — A2 S O B ) RAN K
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Educate DMA Education —Video & Micro Learning
DMADEBE TR S L—ETHKIA(IAS—=2Y

DMA e o = e e

Share and Compare with the best that Marketing has
to offer. Online and on demand intelligence that you

can consume. DMA 360

What We Are Talking About

The v B 78
DMA 360 ECHO g /' /
THROWDOWN | )

ASme co =" _ ™ '
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Educate Trend - Video & Micro Learning

Humans are 75% more likely to watch a video than read text.

ANIXEZF O LYLENEZRH5FZT75% L EIFE

Your brain processes video 60K x faster than text.

A@Huliiacﬁb)%@] 75*675{%‘5(&553'6

75% execs watch work ated videos as least 1 x week.

75%DFEEE., ETEEEDEEZDLELELEIR TS

Source : LearningPlanet.com

D m n Data & Marketing
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