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Adform is inherently a positive company. We are 18 years young and born of the idea
that there is always a better way to do things. We have a vision that acts to empower
our clients, that is about doing the right thing, and that is dedicated to moving our
industry forward as a whole.

Although we are “ad tech,” we are very much a business built to solve marketing pro-
blems in service of the CMO and wider marketing function. We are a champion of
marketing as a core business discipline and driver of profitable long and short-term
growth. The management consultant and author, Peter Drucker, probably defined this
best, saying:

“Because the purpose of business is to create a customer, the business enterprise has
two--and only two--basic functions: marketing and innovation. Marketing and inno-
vation produce results; all the rest are costs. Marketing is the distinguishing, unique
function of the business” Peter Drucker, Peter Drucker on Marketing, 2006

In the following white paper series, we examine how CMOs can navigate the marketing
landscape as it continues to evolve dynamically. We believe in empowering ‘CMOs for
all seasons, leaders who are ready to adapt and thrive amidst uncertainty and change.

Connecting Data -
Enabling a Single
Source of Truth
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Daunted by Data

/70N

In our previous white paper - Trust, Metrics and Meaningful Measurement - we explored some of the challenges that marketers
face, including the declining trust in the CMO role. Harvard Business Review research found that 80% of CEOs did not trust or
were unimpressed with their CMOs - a trend driven by gaps in accountability and understanding.

For CMOs to inspire trust in the marketing function, they need to demonstrate accountability to the rest of the organization by
reporting on the success of their various campaigns. Good data practice, that can provide effective measurement and activation,
ensures that marketing teams are equipped to reveal how their advertising campaigns performed.

However, implementing a good data strategy is easier said than done. Here are a number of potential barriers that
prevent CMOs from taking control of their data.
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Scale

There is an expectation that marketers
should know their audiences and custo-
mers intimately. That with every interaction,
marketers learn more about the likes, needs,
wants, and preferences of their audience.
Achieving this level of knowledge requires a
holistic view of the customer journey which
can seem a daunting task in a world where
people consume media through a number
of channels and devices.

The sheer scale alone of data points from
which to build an overall picture can be truly
overwhelming. According to IBM, 90% of the
data in the world today has been created in
the last two years alone, with 2.5 quintillion
bytes of data produced a day.

Effort and
Resources Required

IBM estimates that 80% of all online data is
dark and unstructured and can’t be read or
used in computing systems. This “dark data”
is a barrier to progress, causing advertisers
to miss out on insights, understanding, and
actions. Many Advertisers may feel that they
do not possess the resources or technology
to effectively collect, measure, analyze, and
activate data from multiple sources.
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https://hbr.org/2017/07/the-trouble-with-cmos
https://hbr.org/2017/07/the-trouble-with-cmos
https://www.ibm.com/blogs/cloud-archive/2015/11/future-of-cognitive-computing/
https://www.ibm.com/blogs/cloud-archive/2015/11/future-of-cognitive-computing/
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Knowing the Value of
Quality Data

A recent report from Nielsen found
that data quality was a low priority -
considered important by just 28% of
respondents.

The study also revealed a cognitive disso-
nance among marketers; respondants were
happy to invest their ad dollars in a chan-
nel despite not having faith in the quality
of the data. Data from traditional channels,
by contrast, was held to a higher standard.
This disregard for data quality could be wa-
sting valuable ad dollars and is something
that advertisers need to address.

Data Management

Today, often the predominant challenge
for most businesses isn't a lack of data—
but choosing which numbers to focus on.
Solving these problems is not easy as more
data can very often lead to more problems
- for example, a tradeoff between accuracy
and utility.
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Siloed Data,
Siloed Thinking

With data siloes come differing definitions,
taxonomies, and interpretations of data.
Within companies, different departments
struggle to work with data in a co-operati-
ve way. eConsultancy reported that 40%
of companies say each department has its
own agenda.

If we take social media data, for examp-
le, the same data from the same platform
might be used differently by:

« Marketing: A department that’s focused
on views and engagement metrics from
paid campaigns.

« Market Research: A team that seeks to
understand the broader conversations
around a brand.

« Customer Service: Exposure to direct
customer sentiment and messaging.

Too Much Tech

On average, businesses use more than 12
marketing reporting tools or platforms. The-
se different technologies are likely to be in
competition with each other, have different
methodologies and algorithms, along with
differing compatibilities and interoperabi-
lity. There may be, for instance, differences
in how close the platform can operate to
real-time, how many sources it tracks, and
how many languages it supports.

Often differences can come down to when,
where, and how the data is collected, as well
as the settings and processing within the se-
parate tools
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https://www.thedrum.com/news/2020/01/15/nielsen-report-finds-marketers-betray-double-standards-between-digital-traditional
https://econsultancy.com/customer-experience-40-of-companies-say-each-department-has-its-own-agenda/
https://econsultancy.com/customer-experience-40-of-companies-say-each-department-has-its-own-agenda/
https://econsultancy.com/customer-experience-40-of-companies-say-each-department-has-its-own-agenda/
https://www.forbes.com/sites/brentdykes/2018/01/10/single-version-of-truth-why-your-company-must-speak-the-same-data-language/#3e0d06471ab3
https://www.alexbirkett.com/too-much-data-problems/
https://www.alexbirkett.com/too-much-data-problems/
https://blog.hubspot.com/agency/tools-data-complexity-marketing-technology
https://blog.hubspot.com/agency/tools-data-complexity-marketing-technology
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What Do We Mean by a Single Source of Truth?

In essence, a single source of truth is a technical concept; it is a data storage principle that allows for the retrieval of data from
one point of access.

When data comes from many locations and from different providers that can’t communicate with each other, the promised land
of a single source of data becomes more-and-more elusive.

Having multiple and competing versions of the truth is confusing, and this disjointed view of business performance often leads
to poor measurement and decision making. Having inconsistent and contradictory data is a guaranteed way to erode trust in
numbers and reporting.

So why go through the pain? Obtaining a single source of truth is critical as it ensures that the data being used for communicating
with audiences or reporting results, is reliable, accurate, and comparable. It has the benefit of providing management with a
holistic overview of their strategies and enables teams across an organization to speak in the same data language.

THE BENEFITS:

~

Reliable and > With a single, carefully managed data source, it is possible to ensure
Accurate Data consistent quality and standards to fuel confidence in its application

Common data sources lead to common definitions, and therefore
Comparable . . .
Data common understanding across reporting (and the decisions that follow.)
Breaking > Great data can forge alliances and bridge internal siloes because it acts
Down Silos as an inarguable point of reference in measuring performance

As we have explored in previous white papers, trust in marketing is in
decline. Data that is indepenently verified and reliably sourced can help
inspire trust in marketing activity.
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https://site.adform.com/knowledgecenter/webinars/mastering-cross-device-advertising-to-maximize-your-budget/
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https://www.informationweek.com/it-leadership/how-to-get-one-version-of-the-truth/d/d-id/1101181
https://www.informationweek.com/it-leadership/how-to-get-one-version-of-the-truth/d/d-id/1101181
https://www.informationweek.com/it-leadership/how-to-get-one-version-of-the-truth/d/d-id/1101181
https://www.informationweek.com/it-leadership/how-to-get-one-version-of-the-truth/d/d-id/1101181
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Strong marketing . —
leaders seek to both ‘
obtain a single source of truth
for their organizations, and
create the conditions to
manage that data effectively.
Ultimately, this improves the
effectiveness and efficiency
of ad campaigns and, in turn,
business goals. Good data
practice can help CMOs
effectively validate the value
contribution of their marketing

activity.

i Connecting Data — Enabling a Single Source of Truth
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With more than 18 years of expertise in digital advertising, Adform is the technol-
ogy partner for strategically executing advertising campaigns across the world’s
leading digital media platforms. Powered by Odin, its premier Al for paid-media
activation, Adform’s media agnostic approach empowers the bidding and exe-
cution of digital campaigns across traditional and emergent channels including,
online display, video, audio, connected TV and digital out of home. Through its
Integrated Advertising Platform, Adform’s advanced measurement, reporting and
analytics tools help advertisers and agencies maximize the impact of their cam-
paigns while leveraging exceptional activation, dynamic creative optimization,
and cross-device capabilities. Headquartered in Copenhagen, Denmark, Adform

has 26 offices with global market coverage.

Learn more at www.adform.com
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