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MASB DMA Project

Strategy:
Start with a
measurement
framework for
digital marketing
investments

. Digital Marketing Accountability
[ Project ] (Ford & Papatla)
Issue Shortcomings in quality, delivery, &
Addressed measurement
Project Identify key challenges and propose
Objective solutions
Expected Practical validated guidelines for l)ow to
Outcome plar!, prptect, and measure f:llgltal
marketing investments and their returns
| when | 2021-2022

MASB




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.

MASB



Project Work Structure: 3 Task Forces

Plan Task Force « Each task force is
Targeting creating deliverables
Brand Experience aligned with the needs
Programmatic of that challenge
« Central Team will
coordinate across

Protect Task Force Measure Task Force
Data Integrity Standard Digital KPIs
Transparency Marketing Mix Models

Upskill Talent/Tools Omnichannel attribution

MASB



Classification of Key Challenges

Plan Protect Measure
Drive for digital marketing Protect brand and digital Ensure proper
effectiveness & efficiencies investment digital valuation
e Targeting e Data Integrity e Standardization of
- Contextual, keyword, - Ad verification Digital KPIs
location, retargeting _ Brand safety - Key metrics and norms
- Targeting w/o cookies - Data privacy e Marketing mix modeling
<First party data e Transparency - Benefits and limitations
* Brand Experience - Third party audits e Omnichannel data
- Ad units - Agency disclosures - attribution
- Digital storytelling best fees/mark-ups - Key considerations
Rl ees - Ad tech services fees - Real-time optimization
* Programmatic e Upskill Talent/Tools
- Set-up

- Data science expertise

MASB - Ongoing Management - Ongoing digital governance



Poll Results From MASB 2021 Summer Summit

Please Choose the TOP 3 challenges facing Marketers today in managing
their digital investment (% Respondents Choosing ltem):

<= Targeting 25% >
m Brand Experience 25%

m Programmatic 25%
<= Data Integrity 50% =
m Transparency 33%

m Upskill Talent/Tools 0%

m Standardization of Digital KPls 75%

m Marketing Mix Modeling 17%
® Omnichannel Data Attribution 42%
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First-Party

Data
Primary Ways in which to Capture %

Data Identity

Third-Party
Cookies

Today we use multiple ways to track
someone’s identity for targeting
purposes. Some examples are:

Browsing
Behavior:
Contextual

Browser
Attributes:
Fingerprinting




CONSUMER SENTIMENT

Balancing Data Privacy Concerns with Desire for Relevancy

PRIVACY CONCERNS

86% feela growing concern

about data privacy

expressed fearsaboutthe

75%

amount of data being collected

want greater transparency

about howtheir datais used

Source: KMPG, Corporate Data Responsibility: Bridging the Trust Chasm, April-May 2021

OPPORTUNITY

75% wantto buy from brands that offer
personalized experiences (Yieldify)

72% claimthatthey respondto marketing

messages that are exclusively crafted to

their choices (SmartHQ)

60% will share personal information for

offersand messages that suit their personal

interests (Deloitte)


https://f.hubspotusercontent20.net/hubfs/418621/Personalization%20Report%202020/Yieldify%20Research%20Report_Personalization%20After%20COVID-19.pdf
https://smarterhq.com/privacy-report
https://www2.deloitte.com/us/en/insights/industry/technology/digital-media-trends-consumption-habits-survey/summary.html

KEY FACTORS IMPACTING THE FUTURE OF TARGETING

Driven by Regulation and Privacy Concerns

Louis Montulli invents
web cookies while
working for Netscape

Google Mozilla/Other

Announces plan to Privacy-centric
browsers announce

Google deprecate third- .
Announces changes party cookies by they will not support
to Chrome 2022 Google FLoC
Sept
Mozilla’'s Abple
Firefox PP ANA
Announces Opt-In for ANNOUNCES

Blocks third-party

cookies by default

IDFA-App developers;
need to ask users
permission to track Apple’s
mobile ID for ad targeting

Programmatic RFP to
drive greater
transparency,

including targeting
data



KEY FACTORS IMPACTING THE FUTURE OF TARGETING

Driven by Regulation and Privacy Concerns

IAB
Google Projects 8% growth in Facebook

co0slE S

A . attribution to be C ;
nnounces delay in ceplaced by machine are fleeing “bad ad- targeting changes to
end of third-party placed by supported media offset Apple ATT
. . learning models . )

cookies until 2023 experiences effects

Sept

2021

Google

Announces testing of
FloC and FLEDGE
delayed until Q1 22,

Facebook

Acknowledges it
has encountered
difficulty measuring

following (perhaps Aew campaiens due anp
coincidentally) critical . palg . -
blog post from Criteo to impact of Apple In Q3 report, announces its advertising
ATT (App Tracking business disrupted by changes to iOS

dat ientist
St Transparency) ad tracking/ATT - stock drops 25%



PROLIFERATION OF
IDENTITY SOLUTIONS

» Will evolve as cookies phase out
 Brands will use one or more options

» Complexities sure to arrive with lack
of standardization between solutions

* Industry ripe for consolidation
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Deterministic & Probabilistic requires a cocktad/portfolie of Deterministic, Probabiiatic, & Contextual
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Should we be that worried about
cookies going away?



truth{set}

In Q2 2021, Truthset scored consumer demographic attributes from 16 large scale data
providers. Before looking at the accuracy of the attribute assertions, Truthset took a look at
agreement rate AMONG the data providers to determine if the industry rumor/understanding

that “the data is all the same” is true.

The data is NOT all the same:

Agreement Rate among Any Data Provider

B Gender [ Age

For Gender (male/female), among any
two data providers in the group, the

data only agrees 86% of the time.
Across any 3 data providers, the rate

100%
86% of agreement drops to 76%, all the
76% way down to agreement of 43%
5% 69% .
54% 62% across 12 providers.
% s o 1% One would have to pullin 13+
sk §o% © A% 4a% 439, 4gs a3%. 45% HH providers to start seeing the
37% . .
. agreement rate increase again.
26% v
5% T e T 15% 83%
15% Ri% Gox fox [so. - For Age, where more ranges are
available, we start at any 2 data
m6 . .
roviders only agreeing 64%.
\b"é’ (0@" ,(o"‘ o F & Qof' ‘3\0" 48 ée“ é-ﬁ (@é‘ beé‘ K&é\ &ee‘\ P y g g )
& e F & & F &S Even with all of our 16 providers
& stating age, the agreement never

Source: Truthset Q2 2021 Quarterly Truthscore Index Report

rebounds.

Excerpt from MASB 2021 Fall Summit
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MASB History Sponsoring Large-Scale, Pressing Research

” ? MASB mn‘;o. accounting The
S standards, and mergers F
and acquisitions:
IM PROV| NG "me Morlbuml Effect”
SPONSORSHIP :
ACCOUNTABILITY | o —
METRICS imperative|g=a

Why Brands Must be Valued in Financial Te

JUNE 2021

- 4o @

MASB ©2022mAsB 15




And Delivering That Learning to Practitioners

Research r ta) Moy
Most Marketers Have No Standard namc: % E ; s“? nked Mo hetng
For Measuring 'Return’ On T. Bettina Cormve
N MASB Sponsorshlps
IMPROVING i
art 1 providas an overview of the current state of
SPONSORSHIP [ . sizes
ACCOUNTABILITY B3
METRICS pAieca
Sponsorship Measurement Needs
Improvement: ANA/MASB Study

NEW YORK (Jaty 10, 3018

MASB



MASB Approved Project on Targeting Accuracy

MASB and Truthset have partnered to further dissect the level of
accuracy of data sets used for demographic targeting/media
investment

Truthset’s mission is to measure the accuracy of record-level
consumer data so that companies can make more informed decisions
to produce better business outcomes

Truthset will score data sets based on their level of accuracy of key
demographic attributes used for media investment: gender, age,
household income, etc.

Two Phases: Accuracy and ROO/ROI Impact

MASB



Phase |: Accuracy (Active)

Dispel the rumor that “all the data is the same” in the ecosystem
Share Truthset Benchmarks on accuracy

Quantify the change in accuracy with improved practices
No advertiser input is required for this first phase of the project

Truthset will work directly with existing data providers, DSPs, etc.

Impact on spend/costs calculated (i.e. potential for “wasted spend”)

For the first time the Marketing Industry will definitively know the current
state of targeting capabilities and how much will be gained by adopting
improved practices

MASB



Phase | is “Compatible” with Other Initiatives

How Accurate Are the Demographics in Your Data Set?

Startup Truthset scores
demographic accuracy in big data
sets, It has developed
demographic probability scores
assoclated with over 850 million
hashed emails, sourced from over
a dozen widely used commercial,
individual-and household-level,
commercial databases.

The ARF is collaborating with

Truthset to offer members a free evaluation of one of their big data sets, be It
CRM, panel or smart TV data. After an initial consultation, the owner of the data set
draws a representative sample of 10,000 records from the member's database and
sends that to the ARF, using a hashed email match key. The ARF will then provide an
accuracy score for each of the demographics submitted, while members’ samples will
be kept in the strictest of confidence.

Contact ARF CRO Paul Donato at pdonato@thearf.org for more information.

MASB

Similar initiatives underway
for other stages of the
marketing process

For example, the ARF has
launched the “Panels and
Big Data” project looking at
accuracy within research
data sets

MASB encourages
participation in these
initiatives to ensure
end-to-end quality



Phase Il: ROO/ROI Impact

Measure the activation for individual live campaigns

Actual post-exposure impressions

Campaign run using segmentation as they exist today and against
segments that have inaccurate records removed (i.e. A/B test that
isolates and balances the two groups)

Compares the outcomes to demonstrate lift in key ROO and ROl metrics
(i.e. clicks, site visits, on-target rates, brand measures, sales, etc.)

3 to 6 advertisers (depending on number with multiple brands)
Represent diverse categories using targeting (CPG, financial services, etc.)
Campaigns with minimum of 50M impressions across two months or more

More details will be released in coming months
MASB



Kelly Barret Karie Ford Brian Hamilton
Truthset The LYCRA Company Double Check Advertising

Pillar 1 Project
Contributors

MASB Scott McKinley Joe Plummer Kevin Richardson

Truthset Sunstar External Consultant, Nielsen



Thank You!

Marketing Accountability Standards Board
of the Marketing Accountability Foundation




