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DMEXCO is two days of ad:tech and digital. 
It’s intense, informative and a great place 
to catch up on current thinking around all 
things digital.  
 
Since it was established in 2009, the 
attendance list has transformed from 
those who tweak and tune the engines 
of the digital revolution to include those 
advertisers and holding companies that 
now rely on it to power their businesses.  
 
DMEXCO has joined CES and Cannes as  
a must-do event for many marketers. 

This year was no exception, and as with  
any major event, it’s worth distilling the 
key learnings. We believe that 2017 
highlighted four key learnings that all 
marketers need to take on board: 
 
Firstly, and ironically, brands need to look 
beyond the technology and empower and 
involve their people if they want their digital 
transformation to be effective. 
 
Secondly, successful digital requires  
real rigour.  
 

Thirdly, metrics are improving, but there  
is still a need for the next-generation 
to think about how they can work in a 
connected world. 

Finally, we are on the cusp of a world of 
data-powered creativity. The first gains 
are already being seen but the real 
revolution in data-driven storytelling  
is just around the corner.
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As tech transforms our world, brands need to keep pace

Digital is moving from spiky start-up to mature medium 

New measurement models are creating new opportunities (and limitations)

Data-powered creativity is still in its infancy
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New tech is enhancing brands’ abilities  
to connect the right messages, to the 
right consumers, at the right times,  
by increasing the number of digital  
touchpoints they can use. As Christi  
Olso, Microsoft’s Head of Evangelism  
put it, by “amplifying human ingenuity”,  
we are empowering both employees  
and consumers in the digital age.  
 
Getting this right, however, is about  
more than just the latest toys and tech;  
at DMEXCO there was also a great deal  
of focus on how to affect the change 
needed to be truly transformational  
as well as tactical advice from industry 
leaders who are taking their companies 
through this transformative time.  
 
A recurring theme was the necessity  
for an organisation to set out its vision 
and to bring its people along. Jean-
Marc Pailhol, Head of Global Market 
Management & Distribution at Allianz, 
talked about setting a vision people 
believe in and can get behind, while  

Allen Blue, one of the co-founders at 
LinkedIn, explained that a company  
can leapfrog if you know where you  
are going to jump to.  
 
Certeo Marketing Director Alexander 
Ketxler supported these points and 
talked about how it’s necessary to 
bring management along – not just 
senior management but also middle 
management – if transformation is
truly going to stick.  
 
Chris Curtin, Visa’s Chief Brand and 
Innovation Marketing Officer, explained 
how everyone in the organisation has  
a key role to play in transformation.  
To illustrate his point, he shared an  
anecdote about John F. Kennedy. 
  
While visiting the space program at NASA, 
President Kennedy approached a janitor 
sweeping up in the area where the rocket 
was being built. “What’s your role?” the 
president asked. “Mr President,” the 
janitor proudly replied, “I’m helping put  

a man on the moon.” Everyone at NASA felt 
involved with this massive project.
 
Collaboration, within the organisation and 
with partners outside the organisation,  
is also key in this new world of marketing. 
Pailhol and Curtin talked about the 
partnerships Allianz and Visa have entered 
into and why.  
 
For example, both companies are Formula 
E partners, and Allianz has a five-year 
partnership and an equity stake in the 
Drone Racing League as it views drones 
as a key part of its business growth.  
 
DMEXCO reminded us that change requires 
more than just technology; it requires people 
too. Each company will find its own way to 
involve staff at all levels and such efforts 
are critical if transformation is to be more 
than just a slogan.

_As tech transforms our world, brands need to keep pace
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“
“
“

“

Our Digital revenue is  
growing 25-30% yearly.

Video is going to  
continue to explode.

China is leading innovation  
in Silicon Valley. We have a  
lot to learn from that market.

We know that change will 
continue to challenge us.

MARK THOMPSON 
CEO, THE NEW YORK TIMES

MICHAEL JASCHKE 
CEO, GLOMEX

ALLEN BLUE 
CO-FOUNDER, LINKEDIN

SHERYL SANDBERG 
COO, FACEBOOK
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Transformation was a key theme at this year’s DMEXCO. Understandably, because new 
technology is transforming the industry, consumer behaviour and the way we market brands. 

L E A R N I N G  P O I N T  # 1



However, with this dominance comes 
greater responsibility. While brands  
and agencies can be flexible around  
test and learn spending, growth  
means that digital spend must  
now meet the highest standards. 
 
Over the last 12 months, we have seen 
many digital publishers and practitioners 
questioned over the quality of media they 
buy and sell, and whether that media has 
been as effective as they lead brands  
to believe. 
 
Although there is still more to be done,  
the events of the last 12 months have 
forced the reappraisal of how to measure 
and report our spending and a rethink  
of what role digital plays in the wider 
media mix.  
 
P&G’s Chief Brand Officer, Marc Pritchard, 
used his DMEXCO opening night keynote 
to outline the steps his company are 
taking to ‘clean-up the industry’ and  
the impact they are having.   

These included: adopting one viewability 
standard; getting third-party, accredited 
verification; eliminating fraud; and 
ensuring brand safety. At DMEXCO, 
Pritchard said the journey is only 60% 
complete, but the actions being taken 
have had an immediate impact. 
 
This ‘back to basics’ approach resonated 
strongly in Cologne and was evident in 
other key speeches from exhibitors and 
presenters. Many ad tech exhibitors, for 
example, had a strong focus on inventory 
quality and transparency, and the impact 
of General Data Protection Regulation 
(GDPR) – the new legal framework for  
the use of personal data in the EU –  
on their business. 
 
DMEXCO reminded marketers – if they 
needed reminding – that digital needs 
rigour as well as excitement.  
 
At MediaCom, we are working with our 
clients to generate maximum returns  
on their digital spends – and ensure  

their ads are seen in the right places,  
at the right times, and critically,  
by people, not bots.  
 
Underpinning our approach is the 
knowledge that the fundamentals of 
media planning and buying must be 
maintained if we are to move forward 
and embrace the new opportunities 
digital providers. 
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The past 20 years have seen digital evolve from a niche, performance-focused media channel to  
a dominant form of advertising; in many major markets, it has now surpassed TV spend. In fact,  
the IAB announced at DMEXCO that 50.1% of all EU digital spend is now programmatic. 

L E A R N I N G  P O I N T  # 2

_Digital is moving from spiky start-up to mature medium 

“

“

“

On GDPR: Fines are not your 
biggest fear - your biggest fear 
is breaking consumer trust and 
brand transparency.

We take very seriously 
our responsibility to earn 
and maintain the trust of 
people and businesses. 

We’re at the starting  
line of the next wave  
of brand building.

STEPHEN LOERKE 
CEO, WORLD FEDERATION OF ADVERTISERS

SHERYL SANDBERG 
COO, FACEBOOK 

MARC PRITCHARD 
CHIEF BRAND OFFICER, P&G 



Media owners were called out to stop 
‘marking their own homework’, while 
demands for transparency and verified 
bot-free traffic were all hotly debated. 
 
Facebook made a timely release of the 
details of the second phase of its MRC 
audit and focused squarely on brand 
safety and third-party measurement. 
 
Ultimately, it was evident that the 
industry was responding to the demands 
for better brand experiences – for both 
brands and consumers.  
 
On the smaller stages and the start-up 
halls, there were demands for new 
measurement models. As digital 
marketing shifts towards technology-
enabled marketing, current digital 
measurement models appear 
increasingly inadequate as ways  
of assessing brand interactions. 
 
 

The challenge will be to measure mobile 
interactions like swipes, pinches and 
taps, for example. Brands will want  
to track when cameras are activated  
for augmented reality or used for 
360-experiences. And they will want  
to know if they are turned into Virtual  
Reality devices (via peripherals).  
 
What measurement criteria lies beyond 
impressions, clicks and views? 
 
What happens if consumer actions lead  
to interactions in the Internet of Things 
(IoT) world and device-to-device interactions. 
While much progress has been made 
on today’s measurement challenges, 
DMEXCO reminded us that we need to 
continue preparing to track consumers 
from end to end.  
 
New technology is creating new exciting 
opportunities for brands, but until we  
can develop standardised measurement 
models, there will be new limitations too.
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“

“

Let’s unleash our innovative 
power to create better consumer 
experiences, usher in the greater 
good, and drive market growth.

We are the most distracted  
society in history.

MARC PRITCHARD 
CHIEF BRAND OFFICER, P&G

B. BONIN BOUGH 
HOST OF CNBC’S CLEVELAND HUSTLES,  
AND MARKETING LUMINARY
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Measurement remained a central theme at DMEXCO 2017. Key discussion points included the potential for 
new standards on viewability, the use and requirement for third-party measurement, and whether existing 
measurement metrics would continue to be sufficient as the world becomes ever more connected.

L E A R N I N G  P O I N T  # 3

_New measurement models are creating new opportunities (and limitations)



While we are used to seeing new VR and 
mobile/video ad products from vendors, 
this year, many DMEXCO talks revealed 
the consumer messaging that went into 
those products – particularly around how 
to use data in a creative sense, and to 
increase personalisation.  
 
Our experience shows us that the 
increasing variety (and quality) of  
data has helped us deliver drastic 
improvements in messaging  
performance and personalisation  
(we know personalised messages  
deliver approximately double the  
brand metric score uplifts versus mass  
message creative). Automating creative 
decision making (via processes such  
as Dynamic Creative Optimisation) is  
also reducing production costs and  
trafficking times.  
 
The bottom line, however, is that we 
still haven’t reached the point of true 
data-powered creativity – one where a 
variety of new data signals enable better 
ad triggering, or improved segmentation 

allows for more customised messaging. 
Companies like Spotify and IBM (The 
Weather Channel), as well as ‘purchase 
data’ firms such as Visa, are providing 
agencies and brands with new types of 
data that might improve what currently 
exists via third-parties, without  
breaching GDPR. 
 
MediaCom is increasingly using 
behaviour, emotions and mood data  
as a better way of representing 
consumer profiles – an opportunity that 
was celebrated by brands at DMEXCO.   
 
P&G’s Marc Pritchard and Alison Lewis, 
Chief Marketing Officer at Johnson & 
Johnson, both spoke about how new 
developments in data are unleashing  
the next powerful transformation of  
brand building: “Mass One-to-One 
Marketing”, a personalised message  
to a large-scale audience. 
 
In his opening DMEXCO keynote, IBM’s 
Chief Digital Officer Bob Lord discussed 
how data and AI can improve the creative 

process by seeing the data opportunity as 
collaboration and enhancement, rather 
than a replacement. “We think of AI as 
augmenting human intelligence,” he said. 
“It’s a way of extending your capability…” 
and “man and machine have never been 
more of a team.” 
 
Not everyone, of course, can see the 
opportunity. Creative agencies seemed to 
take a different standpoint, even though, 
arguably, it’s those teams who have the 
most to gain. “Tech is only useful from a 
creative standpoint if it makes our lives as 
advertisers easier, or it helps to facilitate 
a better connection with customers,” 
argued BBH’s Sir John Hegarty. 
 
We believe that the opportunities to use 
data to fuel creative are here, and they 
are getting better. There has never been  
a better time to start.

BLINK_report
Published by MediaCom

Page
07

It was refreshing to see digital creativity emerging as one the key themes of DMEXCO 2017. 
In previous years, the conference has focused heavily on programmatic and tech, muting the 
conversation we need to have about messaging.

L E A R N I N G  P O I N T  # 4

_Data-powered creativity is still in its infancy

“
“

“

Data is the enabler  
of experiences.

We try to use (data) to inform 
everything we do when it  
comes to creative on Spotify.

I don’t look at it as there’s data  
over here and creativity over  
there. There is data everywhere  
and creativity everywhere and it’s 
how you build those things to  
create the best set of experiences 
that makes the difference.

KRIS BEYENS 
VICE PRESIDENT, OPERATIONS, EBAY

MAUREEN TRAYNOR 
GLOBAL DIRECTOR OF CREATIVE SOLUTIONS, SPOTIFY

ROBERT SCHWARTZ 
GLOBAL LEADER OF AGENCY SERVICES AT IBM IX
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_Actions for advertisers

Stay agile (to stay ahead 
of the competition) 

Digital disruption has well and truly 
arrived, and the brands that are 
fending off competitors best are 
those that have introduced more 
agile ways of working. 

In the short term, think about how 
you can structure your teams 
to take advantage of new tech. 
This might include making 
infrastructure changes to become 
more agile in the digital space, 
and being more fluid with budgets. 

Long term, new tech will enable 
you to employ new business 
practices. This might force you to 
consider wholesale departmental 
changes. You’ll need to stop 
working in silos across sales  
and marketing, understand 
broader business and marcomms 
challenges, and implement a 
program to experiment with risk. 

Reassess how tech  
fits with your brand 
 

Great tech-focused initiatives  
or activations always start with 
consumers. Ask how is new tech 
changing the world around them? 
How can your brand use tech to 
enhance your overall marcomms 
ecosystem? As systems thinkers, 
we believe all good planning starts 
with the consumer, the brand/
product, and the business  
problem to solve. 

Make sure your brand stops and 
thinks about the potential role 
of voice, VR, AR and other 
opportunities in your marcomms 
mix (and the role of the brand  
in it) before jumping in. 
 
For the future, consider what tech 
would solve a consumer problem, 
or provide a business need; what 
would it look like? Always be on 
the lookout for the new.

Ensure your media  
is effective 
 

It’s important to ensure that your 
media has a fair opportunity to be 
seen by humans in a brand safe 
environment and to validate it 
using third-party verification tools. 
Performance measurement is also 
critical and can be validated using 
third-party studies. 
 
Closing the loop to sales/purchase 
data remains the holy grail for many 
markets, but data quality and volume 
must be scrutinised before being 
seen as an immediate substitute for 
traditional measurement models 
like Market Mix Modelling.

 
The ‘next best’ options to end to 
end sales include tracking from 
geolocation, app-based tracking,  
or other tools, all of which can  
be used to obtain a better picture  
of how advertising is driving  
footfall/sales. 
 
 

Use your data to  
fuel your storytelling 
 

While the ‘data’ revolution has,  
for better or worse, had a huge 
impact on consumer targeting,  
it has still had relatively little impact 
on messaging or storytelling.  
 
The creative process so often 
happens in a silo from the media 
planning process, and the brands 
doing leading work in the data/
creativity space are understanding 
what the possibilities are before 
providing the agency toolkit. 
 
Data is just information – but the 
tools and tech now available allow 
for greater volume and variety of 
information to be processed at 
speed to facilitate better audience 
understanding and provide more 
relevant messaging. 
 
 
 
 
 

Get back  
to basics 

You can’t build an amazing house 
without solid foundations. For all 
the incredible technology, brilliant 
case studies and inspiration talks 
at DMEXCO, it was the digital 
fundamentals – safety, quality, 
measurement, privacy – that were 
the hot topics of conversation 
across the booths and social media. 
 
It’s important for all brands to 
ensure they adopt a trading 
framework and tools suite that 
allows for tracking of media  
quality and tools to prevent your 
ads from appearing in the wrong 
places. The time to act is now.
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For more information about DMEXCO  
and other digital trends, please contact:

DEIRDRE MCGLASHAN
GLOBAL HEAD OF DIGITAL
deirdre.mcglashan@mediacom.com
 
HANNAH MIRZA
GLOBAL HEAD OF MEDIA PARTNERSHIPS
hannah.mirza@mediacom.com
 
LIAM BRENNAN
GLOBAL DIRECTOR OF  
INNOVATION PROGRAMMES
liam.brennan@mediacom.com


