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A Brief History of Digital Advertising
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State of Digital 

Advertising
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Fraud
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eMarketer Digital Marketing Fraud Projections

Source: www.eMarketer.com
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Measurement Errors
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Numerous ‘Road Shows’ with Industry Leaders 
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Digital Marketers’ Biggest Challenges 

According to eMarketer

Source: https://www.emarketer.com/content/podcast-the-ad-platform-marketers-biggest-measurement-challenges
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Classification of Key Challenges

Plan

Drive for digital marketing 
effectiveness & efficiencies

• Targeting

- Contextual, keyword,      
location, retargeting

- Targeting w/o cookies

- First party data 

• Brand Experience

- Ad units

- Digital storytelling best 
practices

• Programmatic

- Set-up

- Ongoing Management

Protect

Protect brand and digital 
investment

• Data Integrity

- Ad verification

- Brand safety

- Data privacy

• Transparency

- Third party audits

- Agency disclosures -
fees/mark-ups

- Ad tech services fees

• Upskill Talent/Tools

- Data science expertise

- Ongoing digital governance

Measure

Ensure proper              
digital valuation

• Standardization of 
Digital KPIs

- Key metrics and norms

• Marketing mix modeling 

- Benefits and limitations

• Omnichannel data 
attribution

- Key considerations

- Real-time optimization
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Project Statement

As marketers lean more into digital to reach today’s connected 

consumer, there is increasing pressure to demonstrate ROI.

Yet shortcomings in the quality, delivery, and measurement of certain 

areas within digital lead to a lack of transparency and confidence in 

digital’s true contribution. 

The project will continue to identify the key challenges to Digital 

Marketing Accountability so that marketers can make informed 

decisions about the planning, execution and measurement of digital 

investments.
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DMA Project

Project 
Digital Marketing Accountability

(Ford & Papatla)

Project 

Objective

Expected

Outcome

Practical validated guidelines for how to 

plan, protect, and measure digital 

marketing investments and their returns

Issue

Addressed
Shortcomings in quality, delivery, & 

measurement

Identify key challenges and propose 

solutions

2021-2022When

Strategy:

Start with a 

measurement  

framework for 

digital marketing 

investments
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Timeline – Major Milestones

JANUARY

•Identify list of
challenges to 
address and 
suggested 
outcomes

FEBRUARY

•Present at 
Winter Summit 
and establish 
Project Purpose

•Conduct Poll to 
help prioritize 
key challenges

•Solicit Members 
to join 

MARCH/APRIL

•Continue to recruit 
Project Members

•Conduct more 
formalized survey 
to validate 
framework, including 
prioritization of key 
challenges & agreed-
upon outcomes

•Hold first Team 
meeting in April

SEPTEMBER

•Target first  
presentation to 
coincide with 
Fall Summit

•Knowledge 
share with ANA, 
4As, and ARF, 
etc. - TBD      

QUARTERLY -
ongoing

•Deliver 
quarterly 
papers/    
presentations 
on guidelines 
as they develop 

•Deliver full scope 
by Sept 2022
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Invitation for Participation

1. Welcome additional involvement from those with 

experience in the fields of digital marketing, finance, and 

analytics

2. Provide input on framework and author key pieces

3. Promote the project results on social media and in-

person events

4. Provide or help acquire data to validate framework, 

challenges and solutions

Contact Information Can Be Left In Exit Survey
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