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If you want three themes

from this year’s dmexco,

they were:
1 The walled gardens of Facebook and Google are being 

challenged by the entire industry

2

3

Consumer centric marketing and the need for better ads 

Navigating ad:tech solutions and the brand perspective
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1

The walled gardens of 

Facebook and Google are 

being challenged by the entire 

industry

Facebook and Google are effectively a duopoly in the 

digital advertising world, taking around 60 percent of all 

internet advertising spend in the US. Their scale gives 

them a power and dominance that leave a resounding 

cry from the industry for new competitors who will 

challenge the status and fuel a more open landscape, 

specifically across areas of accountability, data, 

verification and business attribution.

Google are not denying that they have a walled garden. 

They do however feel it is unfair criticism by the industry, 

as they are acting in the best interest of their users, 

justifying their actions by suggesting there wouldn’t be 

any users without the protection from a walled garden. 

Facebook also challenges the fairness of the criticism 

and points to the fact that they are now a lot more open 

to third-party. 

Tim Armstrong, CEO of AOL took to the stage with 

Stephen Allan, MediaCom’s Worldwide Chairman and 

CEO, to discuss the merger with Yahoo!, reaching 

another billion users and offering simple solutions to 

challenge Facebook and Google. Armstrong said “We 

have to be a challenger brand and one way we will do 

that is by having an open data strategy” promising a new 

way forward.

Some media owners are already taking steps to reduce 

their reliance on the big online players. Shane Smith, 

Vice's co-founder and CEO, was very explicit on stage 

about Vice’s interest in diversifying offsite traffic to not 

be held "hostage by Facebook" and other dominant 

players.

For brands, it is essential to have an optimised portfolio 

play where the money follows the consumer 

engagement.

http://www.kpcb.com/internet-trends
https://www.youtube.com/watch?v=CCyuv1e_7Z4
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Consumer centric marketing 

and the need for better ads 

2
dmexco is a technology show but the technologists that 

attend recognise that technology alone is not the 

answer. When technology becomes the driving force in 

the relationship, then opposition will emerge and the 

rise of adblockers is the result of a technology led 

ecosystem that has lost focus on creativity. 

The two overarching and competing stories in this area, 

were amplified by two global announcements. First, the 

news that Adblocking Plus plans to sell advertising 

where it blocks ads and takes a cut for the new, 

Ablocking Plus approved ads. The second, the arrival of 

the Coalition for Betterads.org, a group backed by the 

likes of GroupM, IAB, Unilever and World Federation of 

Advertisers, designed to increase consumers’ 

experience with online advertising.

The promise from the industry is that advances in 

technology, data and artificial intelligence, combined 

with machine learning and cognitive computing, will 

allow smarter use of consumer intent signals in both 

targeting and content. The marriage between data and 

tech on one side, and creativity on the other, will reduce 

the incentives to block by creating better experiences for 

the consumer.

Ruud Wanck from GroupM Connect, stated the ambition 

clearly in an interview with Mediatel “once digital 

advertising truly embraces the art of creative, then 

adblocking will fade away into obscurity, simply because 

it will be relevant to the user on all metrics”.

A final thought on data, that has dominated recent 

weeks, has been the degree to which targeting is 

appropriate. Procter & Gamble recently announced 

plans to reduce its use of targeting on Facebook and the 

consensus is that the level of targeting should vary 

according to where the consumer is in the purchase 

funnel.

For example, building awareness or consideration, 

particularly for regular purchases but also in other 

categories, requires much wider targeting than the push 

to buy. Serendipity still has a role in our targeting, 

although data can also make that moment more 

effective.

http://www.betterads.org/
https://www.youtube.com/watch?v=6szTTmqrYiQ
http://mediatel.co.uk/newsline/2016/09/19/dmexco-special-report-the-future-of-digital-marketing/
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Navigating ad:tech solutions 

and the brand perspective

3
Walking the halls of dmexco is certainly hard work on the 

feet but it can also be hard work on the brain. The many 

ad:tech solutions present at dmexco suggest just how 

mind-blowingly big and fragmented our industry has 

become. 

Ad:tech is an industry that has grown out of technological 

possibilities, rather than consumer and marketing needs, 

which is key from a brand perspective. That divergence of 

motive can make it difficult to see the immediate benefit 

or relevance as a marketer.  

The sheer volume and rise of solutions also indicates that 

buy out/venture interests in catching the next unicorn 

have been a huge driver of ad:tech. The consolidation 

that has been predicted in recent years doesn’t appear to 

be happening any time soon, although at some point, the 

logic of scale suggests that it will have to. 

The current fragmentation means that there is still some 

ways to go before even the most tech-savvy brands will be 

able to navigate this space and tailor-make their own mix 

of tools to match the need of a marketing organisation. 

The importance of preferred vetted suppliers and 

agencies to navigate the bias of sales pitches has never 

been more relevant.

The next wave of ad:tech solution providers will likely spin 

off from VR, AR and machine learning which were also 

hot topics this year adding yet another layer of complexity 

to the ad:tech decisions for brands.
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Conclusion

The ad:tech industry has become a bit of an echo 

chamber of late, evaluating offerings against each other 

without answering the big question – “how does this 

solution either improve the marketing mix or solve a 

business challenge”. This has happened against a 

backdrop of an explosion of choice in the ad:tech space 

which for marketers, is both overwhelming and confusing 

and resulting in homogeneity of solutions. 

This year’s dmexco was a reminder of how important it is 

for ad:tech companies to differentiate around marketing 

or business objectives. To have longevity, future 

conversations need to be framed around the demands of 

the CMO rather than the CTO.

That said, there is still much that brands can gain from 

ad:tech, including an open mind, better navigation from 

their agency and application against business issues, 

which will deliver a digital-first future and better 

marketing. 
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