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Ad Exchanges Due To Take-Off In Late 2009 and 2010 in 
Asia-Pacific Region Says CEO Robbie Hills of GroupM 

Robbie Hills is CEO of GroupM Search businesses across the 
Asia Pacific region. GroupM is the parent company to WPP media 
agencies including MAXUS, MediaCom, Mediaedge:cia and 

Mindshare.  

AdExchanger.com: How would you characterize the state of 
the online media business in the Asia region currently? Any 
affects from the global economic slowdown? Any surprising 
strengths? 
RH: In one word - Robust. Online advertising in Asia is at varying 
stages of maturity depending on the market. Japan, Australia and 
Korea are very advanced in both the types of online marketing 
that is being implemented and actual dollars being spent on 
media. These markets however are the three most affected by the 
global financial crisis. The large and emerging markets of China 
and India, while not as advanced as others, have been more 
resilient in the face of the global financial crisis. We are seeing 
increasing spends across the board in all markets but both China 
and India are showing really good growth. 

Not really a surprising strength for those in Asia (but for maybe 
those who are not) mobile advertising and mobile search is very 
strong in India, Japan, Korea and increasingly China. This will 
continue to be the case. 

You head Search in Asia for GroupM, but are you seeing traction with ad exchanges internationally? 
Without a doubt. As there is an ever increasing amount of inventory available and becoming more available, 
exchanges provide a way for clients and agencies to effectively target and buy it. In APAC we are yet to see the 
various exchanges take off, however there is no doubt that they will in late 2009 and 2010. 

How do you see SEO or SEM search campaigns and display ad exchanges working together? Do you think 
display can provide positive ROI lift to paid search campaigns when used simultaneously? 
I do not see exchanges playing a role in the implementation, execution and optimization of Paid Search and 
especially SEO. I do, however believe that there is a very strong link between display advertising and search 
marketing effectiveness. 

In fact, our agencies have conducted data analytic projects for various clients which shows the relationship 
between not only search and online display but the interrelationship between search and above the line or 
traditional media. 

Are brand awareness dollars moving to Search? Or will it always be direct response? 
I think there has been brand dollars in search for a while. The large CPG and Auto companies have been using 
search for years. Have they been investing correctly? Probably not. I don't think they are looking at search to drive 
reach and frequency necessarily but they are using search to drive engagement and awareness. 

Unilever and P&G are two examples of companies in APAC (and globally) who are doing just that. They 
fundamentally realise that since they invest a great deal of dollars in the communication of their brands they need 
to be present in the one place where their customers are looking for them - Search. 



 

 

14 

Where are the challenges in the agency model as digital media evolves? 
The main challenge we face in APAC is one that is faced globally in search: talent. Finding qualified search 
professionals that understand Search Marketing is a challenge, SEO most especially so. We have great teams in 
China, Japan, Korea, Australia, India, Hong Kong, Singapore and Taiwan but finding them has been a challenge. 
We look to train as many as we can from an entry level in paid search, but SEO is a skill you usually arrive at from 
another job such as web development or copy writing. 

How difficult is it for western companies to leverage their specializations in China - whether media 
agencies, ad technology companies, ad networks or the like? Or do you need local expertise? 
The China experience for many is littered with failed efforts, just ask Ebay, Doubleclick (prior to Google) and 
Yahoo. You absolutely need local expertise no matter what service you are selling/providing. China is also the one 
country where local companies are beating their more well known western equivalents. 

Baidu is way ahead of Google in search for both query share and revenue (I am guessing here). Likewise Taobao 
is the dominant ecommerce/auction player. 

Companies need to take the time to understand the China consumer as well as the way to conduct business. 
Thinking that what works in the US, UK, Australia, etc., will work in China is setting up for guaranteed failure. Do 
your research. 

Any concern that Google effectively owns paid search? Do you feel handcufffed? 
Not at all. Google is a great partner for GroupM in APAC and globally. We work with their teams across the region 
in a very collaborative manner. 

APAC is also the one market where Google does not dominate. They are a distant second to Baidu in China, a 
closer second in Japan to YHOO, not even close to Naver in Korea and the same to Yahoo in Taiwan. They do 
have the market sewn up in Australia, India and Singapore however. 

We utilize all the search engines across the region and are certainly looking forward to the growth of Bing from 
Microsoft over the rest of 2009 and beyond. 

Are you using media trading platforms at GroupM for digital media buying similar to Havas' Adnetik, 
MDC's Varick Media or VivaKi's Nerve Center? Is it easier to build out internally or outsource? 
We obviously don't use trading platforms for search. We do however use 24/7 Real Media's Search technology, 
Decide DNA to bid manage, optimize and report on the majority of our clients search campaigns. It is the best tool 
for us in APAC as it is double-byte enabled (can handle Asian languages) and has interfaces for Japanese, 
Simplified/Traditional Chinese and Korean 

Any thoughts on who gets disintermediated down the road, if anyone - agencies or ad networks? 
This question often gets asked with Google in mind. I believe that clients will always value an agency as they can 
provide a view that is not myopic in nature. We look at communication from all angles not just from a search view 
or an ad network view. So, I think agencies are here to stay. 

Ad networks is an interesting one, though. Across the globe and certainly in APAC there has been an explosion of 
the number of ad networks repping inventory. Often the same inventory. I think there will be either consolidation of 
ad networks or disintermediation. I am not sure which. Both Google and Yahoo have their own exchanges and I 
am sure there are some that will emerge in China, Japan and India. Disintermediation is certainly possible for ad 
networks. 

Follow Robbie Hills (@robbiehills), WPP (@WPPonline) and AdExchanger.com (@adexchanger) on Twitter. 
 

June 9, 2009 
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Hill Holliday SVP Cahill Says Clients Are Cautiously 
Optimistic About Exchanges 

Adam Cahill is SVP, Director of Digital Media at Hill Holliday, a full-service communications agency. 

What trends are you seeing from your digital media 
clients today? 

Two of the more interesting trends are social media 
listening and rapid response marketing, and although 
clients have been asking for these independently, they’re 
actually closely related. Our clients want to use listening to 
generate insights that can impact marketing activities. At 
the same time, many of our clients have a need to be in 
market with relevant messages much more quickly than 
they have in the past. 

As a result we’ve begun using listening in a very action-
oriented way. We identify opportunities through social 
listening and then quickly deploy marketing programs. 

Is Hill Holiday pursuing a demand-side buying platform 
strategy? Why or why not? 

We are. From an operational point of view, being able to 
access multiple pools of inventory through one platform 
makes a lot of sense. And from a technology point of view, 
when you think about real-time bidding and the challenge of making decisions in milliseconds, appending third 
party data, etc. it’s hard to imagine how that could be done effectively without a demand-side platform. 

What is your view on ad exchanges? And your clients' view? 

I’m a big believer in exchanges. My team actually makes fun of me because I talk about exchanges all the time. 
But when I look at some of the core characteristics of exchanges - the auction model, data overlays, and real-time 
bidding - it’s pretty clear that this represents an opportunity to deliver much stronger results for clients. 

Separate from what exchanges have the ability to do, I look at the sheer size of the opportunity. I know you’ve 
written about the Think Equity research on this market. If you dig into some of the tables in their May 2009 report 
you see that they estimate that 90% of all ad impressions are non-premium, meaning, not sold directly by publisher 
sales forces. So exchanges represent a potential entry point into 90% of the marketplace (some day), which is a 
big reason I’m so focused on them. 

In terms of how clients perceive exchanges, I think you could characterize their reaction as cautiously optimistic. 
The biggest issue on their minds is transparency. Without something approaching total transparency, clients will 
perceive exchanges as just some new spin on networks. 

Does it make best sense for agencies to build, buy or license ad technology in-house? Why? 

My view is that licensing, or even more generally, forming partnerships with key, trusted technology providers, is 
the way to go. There is just so much innovation going on, with different technology companies approaching 
problems in different ways. It’s important to have the flexibility to use the right solution for the right client problem. 



 

 

16 

How important is educating the client for digital media agencies today? 

I think education is extremely valuable, both to clients and agencies. It’s so hard to find time in the day to day blur 
to talk about bigger trends and their implications, and setting aside time for monthly lunch and learns or similar 
programs gives you the forum to do that. 

It gives agencies the opportunity to showcase their thought leadership skills, it helps clients get up to speed on 
important themes, and it’s also actually a great way to learn. When I’m on the hook to teach someone else about a 
topic, I often find that I end up learning a great deal in the preparation. 

Are creative partners using interactive to its fullest potential? What needs to happen here? 

I know there’s a lot of frustration with online creative, but I think it’s a complicated topic to tease out because online 
creative takes so many forms. 

On the one hand you can point to really fun, noticeable work like the Apple takeovers on the NY Times. At the 
other end of the spectrum you have data and optimization-driven creative powered by the Tumri’s and Teracent’s 
of the world. In a completely different category you’d have a campaign that people might experience as text that in 
their Facebook feed. So how do you look at that kind of variation and say that online creative is good or bad? 

I think what people really mean when they make those kinds of comments is that as a viewer online creative 
usually isn’t as immediately gratifying as a television commercial. 

Two thoughts on what needs to happen: 

1. Henry Jenkins coined the term ‘Transmedia Storytelling’ a few years back in Convergence Culture. The 
gist of the idea is that there’s an opportunity to tell a story across multiple forms of media. Each of the 
media complement each other to tell the overall story, as opposed to a model where each piece of media 
is essentially telling the same story over and over. He was mainly talking about movies and games, but a 
lot of people (like Faris Yacob in particular) picked up on how this could work for brands as well. If we 
entered a campaign thinking about the entirety of the story the brand was trying to tell, and then thought 
about what parts of the story could best be told online and in what ways, I think that’s a powerful way to 
improve online creative. Because at that point you’re no longer trying to recreate a TV experience, you’re 
thinking about complementing it. 

2. The second bit is boring. It’s measurement. Today we don’t know nearly enough about the impact that 
online advertising has on real-world sales. Once we can know in something approaching real-time the 
offline impact of online advertising, we can say factually whether the creative is good or bad. At that point 
the judgment is no longer relative to TV but to outcomes. 

What do you think of real-time bidding (RTB)? Hype or an important new feature? 

I think it’s an important new feature. The exchange space as it exists today is often thought of as "display as 
search." When you introduce impression-level bidding and have the ability to pinpoint-target your message and 
strip all waste from your program, I think the analogy changes. At that point I think the comparison is no longer just 
to search, but also to CRM. 

What recommendations would you make to publishers? What would you like to see more of from 
publishers? 

Total transparency is my answer to both of those questions. 

It’s a recommendation because I really believe that publishers can make more money if their inventory is 
transparent in the exchange environment. If publishers are going to try to monetize the unsold inventory, it has to 
be transparent in order for it to have the highest value to the buyer. 
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The reason that I’d like to see this happen is something I mentioned earlier: I think the exchanges represent an 
exciting change for the industry, but I don’t believe they will ever take off without full transparency. I think 
transparency is what is going to determine whether exchanges ultimately represent an incremental or fundamental 
change for the industry. 

How will the digital media buying agency model need to change to remain competitive in the future? 

I read the Q&A you did with the Quantcast CEO and really liked the way he drew a distinction between property-
based and audience-based planning. I think that’s right. On the agency side we need to be expert at both, and 
they’re quite different. Since the focus has historically been on property-based planning, it’s the audience-based 
skillset that needs to be developed. 

I also think agencies will need to be much more nimble and responsive to the market. We have access to so much 
real-time information that can be acted upon, but as an industry we’re still guided by fixed-duration campaigns. I 
think we’ll have to break down silos and move toward a model where we have small, empowered, cross-functional 
teams making collaborative decisions and executing immediately. 

In your estimation, what are key drivers in bringing brand awareness advertising budgets online? 

Two things come immediately to mind. 

The first is the wider availability of interruptive formats. This is starting to happen, and I think we’ll see more and 
more of this, the 15-second spot that a user can’t avoid. These units will give brand advertisers the kind of creative 
canvas they’re used to working with, and also be able to guarantee that X million people actually experienced the 
ad. 

Secondly, I think brands need to continue to get comfortable with social environments. This is where people are 
spending much of their time, so if you want to build a brand you clearly need to invest in social. But the challenge 
is, how do you best build a brand in a social space? 

It used to be that the big concern for advertisers was about losing control of the conversation or being adjacent to 
something inappropriate. At this point I think the challenge is more about building programs that have some level of 
predictable scale and impact, which is difficult when so much depends on what happens after people experience 
the campaign. 

Follow Hill Holliday (@hillholliday) and AdExchanger.com (@adexchanger) on Twitter. 

September 24, 2009 – 6:16 am 
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UK Slow To Move To Exchanges But Infectious Media 
Plows Ahead 

 Email This Post  

Andy Cocker and Martin Kelly are co-Founders and 
Managing Partners of UK-based, Infectious Media 

Ltd. 

AdExchanger.com: How does the UK 
advertising marketplace perceive exchanges 
today?   What can be improved?  

IM: There's still a lot of misinformation being 
peddled in the UK around Ad Exchanges. Some of 
this comes from Networks who probably feel that 
exchanges threaten their business model, and 
some comes from agencies, who again, either feel 
threatened, or have tried to trade on exchanges 
with limited success. 

We also think there is a popular, mis-informed belief 
that exchanges only aggregate 'bottom of the barrel' 
remnant inventory, and a naivete around the power 
and importance of data in the whole exchange 
model. 

The interesting thing is that now, advertisers are pushing their agency partners to innovate and develop into this 
space, and many of them are struggling to do so through lack of understanding and experience. 

Collectively the exchanges and their partners need to do more to educate advertiser and agency communities on 
the benefits their platforms can offer. We think there has been an over-focus on serving the needs of the publisher 
and network community in the UK and existing exchange product and service offering reflect this. It's now time to 
re-balance, and address the needs of the advertiser and agency community. 

We think the anticipated imminent arrival of Google Doubleclick Ad Ex 2.0 in the coming months, will draw the 
whole ad exchange debate out into the open, which will be a welcome opportunity for us all. 

What drew Infectious Media to the ad exchange model? How do you differentiate among other digital 
agencies? 

An efficiency revolution is taking place in digital advertising; the implications of which, should not be 
underestimated. Ad Exchanges are the enabling platforms for this revolution in display advertising. It's fascinating 
to see the impact these platforms are having on the eco-system of our industry, and how a whole new universe of 
associated businesses and services are emerging around them. 

We were attracted to the 'ad exchange model' because we believe it represents a transformational opportunity for 
media agency businesses and the advertisers they represent. We think we're very well placed to develop a next 
generation agency model that sits within this new eco-system and harnesses the power of data across exchange 
platforms for the benefit of our clients. 
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The trend towards 'real time' targeting, procurement and optimization of audience as opposed to advanced 'over 
the phone' site bookings, impacts the agency model on multiple levels. It challenges existing 'value' propositions, 
skill-sets and business models, and requires a new data and technology centric infrastructure. We started 
Infectious with the philosophy that it's quicker and easier to build a new type of agency from scratch, based on 
these new infrastructural and value requirements, than to re-engineer the operations of a large, legacy business. 

We believe that in the next 3-5 years, up to 85% of all digital media will be traded across auction model platforms. 
As this happens, the old agency value proposition of 'we're bigger, we can buy it cheaper', becomes less 
relevant/appealing. In next generation agency models, value proposition is less about 'buying power' and more 
about 'processing power', and 'aggregated data' is, (to a certain extent), the new 'aggregated spend'. 

At the moment we differentiate ourselves from other agencies on the basis that we are 6-12 months ahead of other 
players in the UK and Europe. Most of the advertisers we work with are frustrated at the inability of their existing 
'network' agencies to provide the service offering that Infectious does. Of course it's not always going to be like 
this, but we believe we're well on the way to developing a strong and specialized enough data and technology 
driven offering, to differentiate ourselves in the years to come. 

Are you using any buying platforms today - if so, which ones? Where do you buy?  

We are continually developing our own proprietary platform called Impression Desk, which integrates smart data 
and multi-exchange management solutions. There are several powerful buying platforms out there, but most of 
them have been operationally developed for the US market, and whilst conceptually that's fine (from a platform 
point of view), operationally a different network, publisher and data infrastructure is required over here. Impression 
Desk is our own platform built for the UK and European market and is a bespoke combination of technology, 
process and infrastructure. 

Right Media currently has the lions share of liquidity in the UK exchange market place, and Google/Doubleclick 
has been relatively slow to take off here (although Ad Ex 2.0 looks set to change that). There is also a very heavy 
reliance on network buying by media agencies, even though many appear to add little in the way of value. 

Impression Desk currently operates across Right Media and Google Doubleclick exchanges, and aggregates 
audience from carefully selected networks and direct publisher partners within these. As the market evolves and 
the platform develops, we will continue to build in additional supply sources, including Open X and Appnexus, 
which we hear are starting to scale in the US. 

How's business? Any trends you can share for Infectious Media and the UK online ad market, in general? 

Business is great, thanks, and we've been staggered at the speed with which the business has grown in a little 
over a year since our inception. There is a real appetite for greater ROI efficiency from advertisers, and growing 
disillusionment with existing approaches to online display media targeting and procurement. Advertisers want to 
take control of the data they generate and act intelligently on the insights it provides; our platform and approach 
allows them to do this. We're really lucky to be working with some of the largest advertisers in the UK now, either 
directly, or alongside their existing digital media agencies, and we've proven that our approach works. 

Holding companies are pushing new platform strategies such as VivaKi Nerve Center, Cadreon and Varick 
Media.  Are UK agencies "on-board" with the idea of platforms? 

It's a good question. Our experience is that there are a handful of smart senior holding company executives who 
realize that they need to evolve their offering in this space. Conceptually they are 'on-board', but there is a big 
difference between being on-board, conceptually, and being in a position to operationally roll-out such platforms 
across their networks in the UK and Europe. There seems to be a pretty large disconnect between what the groups 
are doing strategically in the US vs what's happening on the ground in the UK. It's going to take time for the big 
groups to evolve, develop and re-train, and that creates opportunity for smaller more agile businesses like ours. It's 
a situation not unlike 6 years ago, when we first saw the emergence of specialist SEM agencies. We're going out 
of our way to build an agency business with a very non-traditionally skilled team. We're looking for smart, 
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analytical, data and tech capable people, and our last two hires came from analyst backgrounds in the banking 
sector. 

Like the U.S., the U.K. seems to be loaded with ad networks.  Why?  

Frankly, much of it is to do with lazy planning and buying on the part of media agency buyers, and their inability to 
adopt data and technology driven solutions to aggregate and optimize audience. There are some smart networks 
out there, with great technology which adds value and they will continue to flourish, but I'd be pretty worried if I 
were one of the networks that simply aggregates supply adding very little apart from a hefty price mark up. 

Where is the sweet spot for Infectious Media - brand, DR, video, display, search? 

Our sweet spot is in using data to deliver goal-focused advertiser solutions across auction model markets. This 
includes both display and search (PPC & SEO) channels, in an increasingly integrated way. The reality is that this 
type of data optimized offering currently works best for 'DR/ performance' type objectives, although we're sure that 
tracking will evolve to allow near real-time optimization towards more brand-focused metrics in the future. 

There's more talk in the U.S. about cross-channel attribution - though it would seem to remain a significant 
challenge.    Is cross-channel marketing with attribution important to UK advertisers?  Or does advertising 
happen in silos? 

This is as big a question in the UK as it is in the US, unfortunately however we are no closer to a definitive answer. 
 There's no doubt that at a micro level, different digital media (search, display etc) have a beneficial impact on each 
other and there are different ad-serving/ smart tagging solutions that can help to make sense of this such as Atlas 
Engagement Mapping or (our fellow Brit mates) 'TAG-MAN' tags which give advertisers real insight and control. 
 Before these type of solutions existed, many advertisers became overly reliant on search and focused budgets 
here which had a negative impact further up the 'funnel' and over time has made search less and less effective. 
 Whilst it's good that we're getting a better understanding of this as an industry we're only measuring an element of 
the wider media mix.  On that macro level it's also clear that different media such as TV and Radio have an impact 
on the performance of digital media, for instance without brand terms a lot of search marketing budgets would be 
much smaller.  Econometric modeling can help advertisers to understand the underlying role that different media 
play within the mix, but the reality is that this only applies to a very small minority of the very largest (by UK 
standards) advertisers and most rely on their agencies media planning capability, which varies hugely in quality. 
 The most enlightened advertisers we've come across are those that understand the inherent difficulties in 
separating out any one element and view performance as an output of their entire budget. 

What insights are you providing about the consumer to your clients? Any examples that you can provide? 

In the platform trading space, you have to unlearn a lot of the planning methods that have been the foundations of 
media planning since it's inception.  The insights we work on generating are those that are actionable through the 
platforms we are working with.   A lot of 'traditional' demographic audience metrics, whilst useful to know, are not 
recognized currencies across these platforms.  So for example, search is keyword driven and on display 
exchanges it could be contextual, or based around recency and frequency of exposure to an ad.  We base our 
planning around a strong analytics process which takes in data from a number of sources and rebuilds custom 
audience segments within the constraints of the platform at the start of a campaign.  The reality, however, is that 
most campaign insights are produced once a campaign is live and generating useful data. 

Follow Infectious Media (@infectiousmedia) and AdExchanger.com (@adexchanger) on Twitter. 

August 4, 2009 – 5:38 am 
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Media Buyers Will Become Media Traders Says Pres Barry 
Lowenthal of The Media Kitchen 

 Email This Post  

Barry Lowenthal is President of kirshenbaum 
bond + partners' The Media Kitchen. 

AdExchanger.com: Why will measuring 
effectiveness as well as understanding how 
to monetize "earned" or social media be a 
key for advertising in the future? 

BL: Measuring effectiveness of social media is critical, if simply because money flows to the most measurable 
media. It's why we spend so much money on Nielsen research. Nielsen helps justify the billions of dollars in TV 
investments. It's also why more money is flowing online during this recession when marketers are being held 
accountable for every dollar they spend. 

One of the reasons TV garners so much money from advertisers, is because it's still the best channel to drive 
people into the purchase funnel. It's an awareness and familiarity-driving channel. Traditional online and social 
media tends to engage customers further down the funnel. As we learn more about how sites like Hulu engage 
consumers I'm curious to see where those dollars are sourced from, that is from which channels along the funnel. I 
bet they'll come from TV and radio budgets. Proper measurement will be key to support growth of these types of 
media. 

Will agencies need to become, in part, technology companies in order to compete with and differentiate 
from the standalone technology companies and service providers? 

All agencies will have to become data-driven. Unfortunately most agencies have no idea how to mine and manage 
data nor do they know how to build an infrastructure to easily use data. Today we can precisely target customers 
using data; we can use data to better understand consumers; we can better optimize our messaging using data. 
But we can only do these things if we know how to manipulate the data and build communication plans that 
capture data. And I'm not convinced most agencies do. 

We often talk about a time, in the not to distant future, when every creative team will be partnered with a data 
analyst who can tell them what's immediately working and why. That's a vision and I'm not sure anyone, either on 
the agency side or the technology side, is there yet. 

The big difference between the standalone technology companies and the agencies is that the standalone tech 
companies really don't understand marketing and the creative professions. They don't understand how to develop 
communications that inspire customers. But I'm still not sure whether it's easier for technology companies to 
become creative or creative companies to become technologists. 

Are you seeing the much-discussed trend that clients are moving to the digital space versus traditional 
media due to its accountability or is there still reluctance? 

Absolutely. More and more clients are allocating more and more money to digital media. In fact many of our 
clients, across categories and demos, are allocating as much as 25% of their budgets to online media. That's a big 
increase. 

As online media can deliver customers throughout the purchase funnel, the channel will earn even more budgets. 
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I'm particularly excited about the growth of online video at the top of the funnel and biddable display via exchanges 
towards the bottom of the funnel. 

Additionally, social media is exploding. I think we're going to look back at the Susan Boyle YouTube video as a 
watershed moment in the social media space. That fact that her video was watched close to 100MM times in the 
span of two weeks is extraordinary. 
 
Can exchanges play a part in the transformation of the digital media agency? For example, is the exchange 
model a key to addressable media? 

We think that most standard display will be bought on the exchanges through companies like Varick Media 
Management. VMM offers marketers extraordinarily precise cookie-level targeting very economically. Since VMM 
is automated it requires less human resources to execute so the cost of buying display plummets and the benefits 
soar. 

I think most of the people I have buying digital media will morph into producers, very Mark Burnett-esque. They'll 
be spending their time creating and buying premium and unique site integrations. The same thing will happen on 
the publisher side. They'll sell most of their display on the exchanges and have their sales teams, which will be 
fewer and more experienced, focus on the high-CPM large-scale site integrations. 

What can agencies do to bring brand dollars online? 

I think the question is really what can agencies do to bring awareness-driving dollars online. All budgets are spent 
supporting the brand. 

TV is still the biggest awareness-driving medium. TV reaches the most people at any one time. Online continues to 
have problems delivering instantaneous awareness. When I reach people online there is still a perception, as a 
viewer, that I am being reached and no one else is being reached at exactly the same time as I am. In order to 
drive awareness it's important for the customer to feel like he or she is being educated about the brand at the same 
time that all of his or her friends are. It's what we call having social currency. TV has always provided brands with 
social currency. I think the Susan Boyle phenomena changed that. 

There was so much chatter online about her that everyone felt they were participating in the discovery at the same 
time. I think agencies will bring awareness budgets online when there are opportunities to reach lots of people 
quickly. Social media is the big hope. Social media allows consumers to participate in a conversation while the 
issue is happening. Until now, we haven't been able to do that online. 

With technological insight in advertising, it appears that the audience is more important than the 
placement. Agree? 

Absolutely. I always believed that context was king. I always said that context gives a brand meaning and 
credibility. When I ran an ad in Vogue my brand had fashion credentials. But now I can deliver a fashion 
experience to a fashion-involved customer using rich media so the placement itself is less important. My brand has 
fashion credentials because the person I reached is intimately interested in fashion and, as a brand, I knew that. 

Additionally using the exchanges the cost to reach a specific audience that has exhibited purchase intent costs 
much less than buying direct from the fashion site. When the overall performance of buying audiences on the 
exchanges is far superior than buying specific placements the value of context becomes less and less. 

When the lift from buying audiences is 2X or 3X, I have a hard time justifying buying placements/context when the 
lift is only X. 

As a buyer, what would you like to see more of from web publishers? And, what can agencies do better for 
publishers? 
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Web publishers are in a tough spot and will remain so until they figure out the best way to manage their inventory. 
With that said, The Media Kitchen works with some terrific publishers. The best ones are the ones that take the 
time to learn our client's business and bring us original ideas. 

Looking into your crystal ball, what happens 5 years from now generally speaking? For example, are you 
concerned with growing monopolies such as Google's current search ownership, or agency 
disintermediation with the advent of increasingly effective self-service models or fragmentation of media 
trading experts such as ad networks? 

In 5 years the exchange driven businesses that all the agency holding companies are building will be huge. What 
we're building now is the advertising industry equivalent of the 20th century brokerage house. My clients are 
coming to me for advice on how to buy (and sell) online media in real time (shortly). I am combining the best 
creative minds and data intelligence to deliver the best portfolio of results. 

When all media is served over the Internet the volume of business that is traded on the exchanges will be 
enormous. We will no longer be known as media buyers. Instead we will become traders. I think the last time we 
saw this kind of paradigm shift in the advertising business was when we started putting ads on TV, and I think that 
shift pales by comparison. What we're seeing now is much much bigger. 

Follow Barry Lowenthal (@barryl530), The Media Kitchen (@theMediaKitchen) and AdExchanger.com 
(@adexchanger) on Twitter. 

May 4, 2009 – 7:36 am 
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Mediabrands’ Brunick Sees Improved, Client Campaign 
Performance and No Arbitrage In Cadreon’s Future 

Michael Brunick is VP, Media Technology Director at Mediabrands Worldwide, a media buying and planning unit of 

Interpublic Group. 

AdExchanger.com: In your opinion, what is driving creation of agency buying platform strategies? 

MB: Agencies have more control and insight into how media dollars are spent for their clients. They also have 
access to more sensitive information and data that can be used for targeting and actual data-driven decisioning 
based on real-time ad calls, ad serves, etc.  

Cadreon sees itself as being in a better position to execute on the concept of audiences instead of inventory, and 
to drive operational efficiency, marketing effectiveness and 
business results. 

We can also provide an intermediate layer for making better 
decisions coming out of what the exchanges can offer. 
Cadreon makes use of the exchange platforms, but there 
really needs to be that layer of intelligence in the middle to 
execute smartly on top of what those technologies can 
provide. 

What are your thoughts about the idea of arbitrage and 
that agencies are getting involved in it? 

That's a big one, and it's something that we very much want 
to take the high road on. It's also another reason why many 
of the agency platforms have come about: there's quite a bit 
of margin and arbitrage that occurs in the ad network 
business today, which means there's inherent waste within 
the system. Networks have provided a great technology 
service in being able to aggregate lots of inventory into one 
place and execute on top of that, but at a 40-45-50% 
margin, that model can't sustain itself much longer. We see 
no reason for that middleman to exist if we can do the same 
thing with our own technology platform, and then reinvest 
that excess margin back into a campaign. 

Cadreon will not pre-buy inventory and allocate it out, nor 
will we mark up the cost of inventory. There are services we 
can layer on top of that purchase execution which provide 
greater value and benefit to the client, such as campaign 
strategy as it relates to the broader media campaign, 
optimization strategy, tagging strategy and implementation, the technology offering, the analytics, the back office. 
There are many pieces from a service standpoint that agencies can provide - and there's money to be made - but it 
shouldn't be on arbitrage. 

What about building a platform versus buying a platform for agencies? 

Certain agencies will be better at data management and data aggregation, others at analytics, others at the 
concept of buy execution or buy management workflow. It's about finding platforms that fill the gaps of what a 
particular group may not be as strong at. From our perspective, there's going to be some build, some bolt and 
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some buy, and we really wanted to create a flexible technology ecosystem that can offer the best of breed solution 
in each segment of the business, while at the same time providing us the ability to grow and evolve as new 
technologies become available. 

When do you see the buying platform strategy "hitting" for clients? When does this become something 
clients incorporate as an important part of their marketing strategy? 

Today! There is a lot of pent-up demand in the marketplace, and we have been aggressively pushing towards it for 
a while now. We have some clients that really get it. A large technology client has run over 60 campaigns through 
our system, in a beta-state for the better part of year and a half, and in a fully live state for the past nine months. 

Sophisticated digital marketers will understand the value and benefit sooner - the ones that understand the power 
of things like tagging and tracking, have very sophisticated websites and website analytics, or use data for 
targeting and impression valuation - they'll be the ones that will adopt it first. It may take a bit longer for others that 
may not be as sophisticated with the digital space, but the proposition is absolutely compelling to any marketer. 

As these platforms grow beyond display and start incorporating multiple types of inventory - we're working to 
incorporate mobile, digital out-of-home, digital television right now - as the offerings expand, the client base will 
widen as well. 

Make the case for the brand marketer using agency buying platforms - and I'm talking about the brand 
awareness marketers. 

Right. People inherently look at a platform like this and say "performance marketing" or "direct marketing." While 
that's very true and Cadreon started in a performance marketing landscape, there are absolutely benefits for 
marketers who are looking for broad reach and brand awareness. There are certain things you can do from a 
business intelligence standpoint in trying to decide what creatives and what types of buys are going to respond 
best. So you can do things like that in a pre-testing environment prior to launching a large campaign and ultimately 
save money on things like production costs. 

For example, you don't have to build out thousands of versions of a display ad if you're doing creative testing or 
you're turning on dynamic creative, which is harder for today's typical digital teams to do. There are also certain 
things you can measure within buys, such as embedding in-banner or in-buy surveys to assess brand-lift, which is 
very easy to do in a dynamic ad serving environment. Then there are the targeting capabilities - when you're 
making a buy and blasting a message out to a lot of people, there are so many who won't want to see a particular 
message because it's not relevant to them. When you're doing a home page takeover for example - that is 
fantastic for reach, but how much of that is ultimately wasted impressions? 

We actually did a comparison on one campaign of the inventory that ran through Cadreon versus a sample-set of 
the inventory that was bought on the broader digital buy, and by our estimates 36% of their buy was "wasted": 11% 
of the impressions came from outside of the U.S. and 25% of the inventory was off target. A message like that will 
absolutely resonate with a brand marketer - using a platform like Cadreon can be more efficient for them. 

What strategies should agencies be putting into place to stay relevant in the future? 

I would say this answer can be applied to both agencies and ad networks, and ultimately it's an expansion and 
refinement of services offered. 

In the agency realm, the model used to be about creating a big media plan - that was prepared over the course of 
several months - and then let the plan run. Those days are basically over, as sophisticated marketers are asking 
their agencies to focus on creating smaller base plans, then changing them significantly over time with continuous 
evolution and optimization. 
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Our clients are also demanding new models and new services, so we are looking at expanding our offering to 
include new capabilities for our clients that go well beyond media planning and buying to represent full portfolio 
management, as well as true marketing and strategic services. 

Offering technology-based services similar to those ad networks have today also makes sense. A lot of ad 
networks were based on technology offerings originally, and as their core focus on inventory shifts or gets reduced, 
there will be opportunities in the technology and data spaces. 

What is Cadreon? Is it being pushed out to all of your partner agencies? 

The initial plans is to utilize the two large Mediabrands agencies as pipelines and offer it to the clients of those 
agencies first. We're working very closely with both UM (Universal McCann) and Initiative - the digital leadership of 
both agencies were involved in the initial business planning for Cadreon - to speak with their clients about the new 
offering in a slow, steady approach. We'll look at rolling out beyond those agencies at some point, but that is not 
our focus right now. 

What does Cadreon mean? 

There is a Latin or French word "cadre" which means group of people. Since the sell is audiences instead of 
inventory, it was a natural fit. 

How do you differentiate between yourselves and other agency buying platforms? 

There are two big differentiators right now: 1) we're not pre-buying inventory and allocating it out. There are some 
agencies that are approaching that model and buying in aggregate to get really cheap rates, then allocating it out 
to participants of their platform. 2) we're not operating in arbitrage, either, as some platforms are. 

We're also spending a large amount of time tweaking and fixing the algorithm so that the inherent goal is to 
maximize campaign performance. In a lot of platforms today, the goal is to maximize margin for the publisher set - 
we're investing that margin back into the campaign, so that campaigns ultimately perform even better. We want our 
algorithms to be as flexible as possible - offering infinite variability - with unique instances for each client. 

Can agencies effectively leverage a client's historical campaign data through buying platforms? 

Yes, definitely. There's always going to be value in what's worked and what hasn't - certainly two years ago is 
going to be less relevant than two weeks ago - but there's a certain training of the algorithm which makes it 
important to incorporate a client's or campaign's historical data. For example, we like to tag a client's site early - 
before a campaign even goes "live," so we can get a sense of what types of people are visiting the site and start to 
understand their behaviors. Over time performance gets better, so why not leverage the inherent learnings from 
data on what has worked and what hasn't? It's also very important to create segmented silos of data for each 
client, so that the algorithm can stay pure and a client can be ensured only their data will be used for their benefit. 

What's your view on impression-level, real-time bidding? Will this be an opportunity? 

Absolutely - we are making decisions on an impression-by-impression basis today. None of the big real-time 
bidding platforms are 100%, truly real-time today, although they are all going there and we'll be very happy once 
they do get there, provided we have the right decisioning engine to take real advantage of them. The name of the 
game will be the ability to evaluate an impression as it's being served and decide what you're willing to pay for it - 
then do the same with the next impression, and the next, etc. It's the way we all should be looking to go, and I'm 
personally looking forward to when this type of model gets to inventory sources like TV at scale. We will get there - 
it's just a matter of time. 

Let's seque into attribution - How are you solving cross-platform attribution? Is it solve-able? 
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Yes, it's solve-able. It's certainly been a big challenge and something we've talked about a lot as an industry, but it 
doesn't make logical sense for the last click to get credit for everything - you know that people have seen other 
messages before. It's just a matter of coming up with the right model to share that value out. The Atlas Institute has 
definitely made a great deal of headway in this space, and this is an industry issue - something that we should all 
be collectively looking to solve, and as an opportunity to collaborate together. In some way, it's a matter of getting 
all the right data in one place so that you can even have the ability to make an accurate evaluation from a stream 
of data such as "they saw this TV ad, then they heard this radio ad, then they saw this banner ad..." while layering 
in answers to questions as "How long ago did they see it? How far back should we look?" Etc. 

Where is the advertising industry with addressable media in digital today? 

We are doing it today with display, and to a certain extent with online video, mobile and digital out of home, too. I 
think that's where it ends when you're talking about scalable platforms, but we'll get there with things like digital 
radio and TV. It's just a matter of the infrastructure being in place to be able to deliver truly addressable media at 
scale. 

If you were a publisher today, what sort of strategies would you be putting in place to make sure you?re 
successful and profitable down the road? 

Better information around who my audiences are - who the people are that are visiting my site. It's a great thing 
when you have real, rich information around your user base - that will be of value to advertisers and agencies, and 
should help provide a better experience for visitors. 

I also don't believe that CPMs will inherently "fall" as a result of this type of change in direction. There may be a bit 
of a net loss at the beginning as these agency platforms are sorting themselves out. But, over time you're going to 
see one brand that will be willing to pay significantly more for a particular audience or impression than another, and 
everyone will end up gaining from that model. I think the industry as a whole should eventually see a net gain, we 
are just in a bit of a pricing dip right now as publishers are certainly feeling the effects of ever-increasing 
fragmentation. 

What is going to happen to the creative agency? What can digital media do for the creative side that 
they're not doing today? 

There are untapped resources in the creative space today, and they are our publishers and media vendors. They 
have incredible creative ideas, great access to resources, top-notch producers and fantastic content. If you can 
bring in those partners early in the process and give them a sense of what your goals are, they can come back 
with really great ideas in the creative space, and those types of activities can typically be thrown on top of a media 
plan. 

Dynamic creative is also something that is becoming more and more interesting to clients and agencies, 
particularly as the demand to execute on the depth and breadth of creative duties increases. We are working 
closely with our creative partners to showcase the capabilities and deliver on the true benefits and promise of 
dynamic creative. 

There are new buying platforms popping up everyday such as MediaMath, Turn and Invite Media. Are you 
using these types of platforms? How do you evaluate them? 

Yes, we are using those types of platforms today. We made a decision to centralize our offering around a handful 
of core providers, and we continue to test and evaluate several others - particularly in other media types such as 
mobile, digital out-of-home, video networks, etc. We as a company want to be in a constant state of evolution and 
growth, trying out new things so that we can determine the best new capabilities to integrate into our core 
platforms. We have a belief in maintaining that flexibility, while focusing on generating predictability in results and 
outperformance for our clients. 

Can you identify certain data points that use for evaluating buying platforms? Is it the ROI, service?? 
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For us, it's about how does the campaign perform - which speaks to three things. One is the decisioning engine 
itself and the ability to make the valuation of the impression and decision on the ad call - again, at scale. The 
second is the use of data in ultimately making that decision. Finally, the quality of the algorithm and the inherent 
focus of that algorithm on campaign performance. 

What sort of changes do you expect to see in digital in the next 12 months? 

If I were to speculate, I would say we will continue to be a large shift of ad dollars to the digital space, but the 
actual value of that shift will depend greatly on what you consider to be "digital." Once TV becomes a real, scalable 
player in digital media, that will be a true game-changer. 

We also see consolidation continuing in the ad network ecosystem. As the agency holding companies venture 
farther into that space, they will be managing the demand for those services to a certain extent - and if we are able 
to provide a more robust offering at an inherently better value, our clients are going to feel more comfortable 
working with us as partners. Clients will also be more at ease providing us with sensitive data that can enable 
better targeting and optimization decisions, provided we are taking all the necessary measures to ensure that each 
client's data stays private, separate and secure, which we will continue to work very hard on doing. 

In regards to the big, broad reach ad networks, I think their business model will evolve further, and the truly good 
ones will grow and adapt their businesses into new spaces. The networks we like to work with will provide us with 
digital acquisition of inventory in an elegant way - with greater control over that inventory; access to the audiences 
we want; and work with us as collaborative partners to help drive results. The vertical ad networks will also remain 
- providing deep niche audiences - and ad networks of all sizes will continue to provide a great service and offering 
for middle and smaller advertisers. 

It's certainly an interesting time to be a part of, and we are excited to be at the forefront of helping solve some of 
these challenges for our clients, and for the industry. 

Follow Mediabrands (@mediabrands) and AdExchanger.com (@adexchanger) on Twitter. 

September 1, 2009 – 7:29 am 
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Mediasmith CEO David Smith Says Brand Safety Remains 
Top Concern With Ad Exchanges 

 

David Smith is CEO of Mediasmith, a digital advertising media agency. 

AdExchanger.com: What trends can you share with us regarding 
the media buying you're doing on behalf of clients today? 

DS: There is a lot of change happening in the area of digital media 
strategy, planning and message distribution. Please notice that we've 
walked away from the term buying as we are increasingly in the 
message distribution business. That includes media buys, but also 
includes "owned media", a client's own assets, including their web sites, 
blogs, newsletters, etc. and earned media. What used to be PR but is 
increasingly in the hands of media as it is digital and measureable. 

The incursion of social media into the messaging that goes on to 
consumers, among consumers and is also driven by consumers back to 
the companies they do business with represents a whole different world 
than the world of push media.  

See my Fastcompany.com blog Media Tech for a look at this visually.  

Social messaging is rapidly becoming the majority of impressions that 
consumers take in. So we must not only be involved in using social 
media for paid messaging, we must figure out how to become part of the 
conversation with the customers of our clients, as well as monitor the 
discussion in the blogosphere, twitter, social sites, etc. There are a 
number of new tools that are being used to do everything from deploy 
media (third party content servers) to measure media deployed and also 
to measure the consumer conversation. As such, the world of metrics is getting much more complex. 

Are ad exchanges changing the digital media plan? Does brand safety remain a concern? 

Brand safety is absolutely a top concern relative to ad exchanges. So is content relevancy and the reverse, 
adjacency to content that is considered detrimental to the client message. Overall transparency remains an issue. 
Exchanges need to implement technology solutions that block malware, negative content and provide greater 
transparency. Most of them claim they do this but the effect of their efforts is poor at best according to some 
monitoring reports I have seen. For the efficiency and performance parts of our plans, we feel more comfortable 
with marketplaces (defined site lists) and transparent networks with proven track records. 

Do you see the potential for ad networks to disintermediate agencies? 

Not really. They cannot provide the cross media strategic planning capability, account management (so much of 
dealing with clients is not the annual plan or buy) or other service issues required by a client as they generally 
represent only a small part of the solution. They can be important, depending on the strategy but content remains 
the gold standard in targeting against which you layer other services and targeting methodologies. Lastly, the 
networks are not equipped to do the kind of cross media or cross vehicle tracking, optimization and reporting 
required by clients. 
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Are you focused on media trading, yet? And your clients - do they "get" media trading or do they just need 
to know that ROI goals are being achieved? 

ROI cannot be achieved in a vacuum. If content did not matter, we could run ads on porn sites which are very 
cheap and can be very effective. Media trading needs to be improved and made more transparent before it 
becomes mainstream for the advertiser concerned with their brand image. 
 
Do your clients accept view-through conversions as a metric? 

It really depends on the sophistication of the client. If the client is a marketer, the odds are better. But if they are a 
web group driven by Omniture or Web Trends, which do not do well relative to advertising evaluation (view 
through, clickthrough and engagement), the are sometimes against it. It is growing in its acceptance though. 

Are you satisfied with attribution models currently available? See any potential solutions out there? 

Not satisfied at all with the attribution models. They seem to have given us ten times as much data with little to 
recommend in the way of proven algorithms by which to evaluate and tweak the data. If someone has a 
methodology, we are all ears. Once that gets solved between web and search, we'll need to rope in everything 
from newsletters to mobile and digital TV. So there is a long, long way to go. 

Has your company been using data exchanges? If so, have you been happy with their performance? Any 
insight you can provide on the complexity of implementing a "data-infused" campaign? 

We certainly use data relative to our campaigns. In reality the most effective "data infused" campaign is retargeting 
using our own cookie pool. This is an efficient way to get that additional frequency needed against someone who 
has interacted with our campaign in a contextually appropriate environment. That said, we are about to begin 
testing Quantcast for this purpose as well as some social targeting data options. For the right client, there is also 
the capability to target current customers with upgrade and additional item offerings. 

Do monopolies concern you as it relates to online advertising? For example, there are primarily two major 
ad serving companies - DART and Atlas. Do their "parents" pose a risk to the agency? Or has it been 
blown out of proportion? 

Actually, we look forward to the infusion of capital, innovation and technology updates that Google and Microsoft 
can provide DoubleClick and Atlas. Both platforms were in need of serious makeover, in addition to integrating web 
serving capability with that of other media, marketplace and exchange backbones, rfp and housekeeping systems, 
dashboard for all media, etc. The standalone companies simply did not have the capital to make the necessary 
improvements in the category. And there are always a lot of other options out there, including smaller 
agency/advertiser oriented ad servers, a new generation of ad tagging (4G) that could eliminate the need to had 
third parties serve the ads and more technologies that could leapfrog both services as they are today. Out of 
proportion, definitely. BTW-prices are lower than ever. 

How can digital media planners and buyers position themselves today for a successful digital media 
buying career? 

Don't let them put you in a silo. Learn how to be strategic and plan. Question everything, but back it up with 
numbers. For example, for more than half of the clients that come into Mediasmith, we provide evidence for them 
to refine or even change their target audience. This ads value to your clients and ensures long term employment. 
 
Follow David Smith (@mediadls), Mediasmith (@MediasmithInc) and AdExchanger.com (@adexchanger) on 

Twitter. 

June 16, 2009 – 6:18 am 
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Neo@Ogilvy COO Smith Says The Advertising Agency 
Model Needs To Drop -Advertising- From Its Title 

Greg Smith is COO at Neo@Ogilvy, a full-service digital 
and direct media company and division of OgilvyOne 
Worldwide. 
 
AdExchanger.com: What trends are you seeing on 
the client-side in 2009? How will 2010 take shape in your opinion? 

GS: Clients are discovering ROI, metrics, data. 2010 will look more like 2008 than 2009. 

Does media deserve a bigger seat at the strategy table with the client and creative agency? In your 
experience, have DR metrics made it (or should they) into the high level, strategic conversations with 
clients on target segmentation and brand positioning? 

Media and data are more important than creative. The first validates creative, the second represents the largest 
investment. 

Is placement and context less important than audience? What has spurred the move towards addressable 
media? 

All work together. For CPA, response rate matters the most. For branding, the right context gets the right audience. 

In the future, what challenges must the agency model overcome in order to remain relevant its client base? 

Drop the word "advertising" from its title. Marketing is much bigger and consumers are better at avoiding 
advertising. 

How does the ad exchange model uniquely provide opportunity for advertisers? 

It doesn't. Just another way to commodify cheap inventory. 

What are your thoughts on demand-side optimization and real-time bidding (RTB)? An opportunity for 
advertisers and agencies? 

Another tactic, but I'm not sure it's a game-changer. 

Is attribution still a challenge? Is the view-through conversion accepted by your clients? Any solutions out 
there that show promise for solving attribution - whether internal or external? 

We're using more reliable data feeds and advanced analytics to improve measures of direct/indirect attribution. Still 
a long way from perfect. 

Can you discuss Neo's experience with B3, WPP's trading network? Is this the technology platform 
Neo@Ogilvy needs for a future that includes the trading of online media through an exchange? 

Can't discuss. 
 
What recommendation would you make to those beginning a career in media? What skills need to be 
acquired to insure future success? 
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Understanding of numbers, analytics. Good communication skills. 

Follow Neo@Ogilvy (@neo_Ogilvy) and AdExchanger.com (@adexchanger) on Twitter. 

June 11, 2009 – 7:49 am 
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OMG Has Advertiser’s Interest At Heart Says Omnicom’s 
Donahue 

John Donahue is Global Director of Business 
Intelligence Analytics for Omnicom Media Group. 
 
AdExchanger.com: From your agency perspective, 
what trends are you seeing in the marketplace? 

JD: Digital up, TV down. 

I think we're in a position where the economy is causing 
everyone to seize up their budgets. What's going to be 
interesting is not what's going to happen in this year on 
the agency-side – it will be all about what happens on 
the client-side. As marketers go to the CEO and ask for 
their budget back a year from now, the CEO is going to 
say, "Show me what I'm going to get for it." And, that's 
where the role of the agency will get very, very different. 

So, the big trends we're seeing are people are 
continuing to cut budgets and digital is continuing to 
grow because it's a measurable platform. I think digital 
will lend itself to not being a media type but more of a platform as we look to digitize other media types in the next 
year to 3 years primarily because advertisers are going to demand it in order to get their budgets back. 

There's a sense these days that digital needs to fit in with the traditional models of attribution, audience 
and buying. Does digital media need to embrace reach, frequency and GRPs in order to receive a larger 
slice of the overall media pie? 

Digital can benefit greatly from being reach based. Everywhere we look we're looking at – from the point of 
segmentation, MRI segmentation, to whatever part of the process – everything is reach based. Digital does need 
to embrace it. But does digital need to move toward a TV model? No. 

No GRPs, then? 

You could translate them, but they're not equivalent. But there's nothing wrong with different currencies. The more 
trading currencies, the more opportunity. To shift the TV GRP methodology to digital is, frankly, a bit silly… it's a 
completely different experience. 

For example, with Hulu, TV.com and experiences where you're sitting and passively engaging on your couch and 
you're watching, it's engaging you through your heart more than your mind. This is a completely different 
experience from "I'm clicking on the news and there's something intruding into my experience." 

When do brand awareness dollars come online and get a larger slice of the media pie? 

When the experience is comparable. For me, I'm someone with a computer science degree, grew up in the age of 
the Internet and, effectively, grew up a very digital child. I was very active in computer security and the data 
warehousing community and landed in the agency world on a whim and I could tell, not being a marketer, that my 
experience on TV versus my experience trolling Slashdot and CNN and other places I go are very different. Giving 
me the ability to consume content the way TV allows me to consume content will ultimately come to digital as it 
continues to embrace video. We just have to figure out how to get more and more premium content - such as the 
new episode of show X is going to be on there and people are going to watch it. 
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Do brand awareness campaigns work in standard IAB-sized display advertising? 

I think so. Generally speaking, a rich media unit will work more for an awareness campaign whereas a standard 
leaderboard, etc., will work great for a CPA or bottom of the funnel campaign. I think there are places for it. But 
again, we're talking about someone passively engaging with the media to consume content when they're in a 
passive or passion-driven state versus active (think "clicking" and "surfing"). Digital needs to prove itself in that 
"passive" light and the content and experience need to get better. It requires a more passive role from the 
consumer. When I'm watching TV, I'm open. It's clear in my mind. TV still has the top notch ROI. 

So when will awareness campaigns roll into digital? When the experience is up to par. It's experiential. 

What are your thoughts on current attribution models in the digital space? 

Anyone who has an attribution that is strictly in the digital space is not acknowledging or focusing on the whole 
picture. 

I was on a panel recently about digital analytics – to me that makes no sense. How are you going to do analytics 
without non-digital channels? It doesn't make sense. The fact that we grew up in a world where the traditional 
media folks were afraid of digital because it was technology-focused – led to it being run by the "the valley" and not 
the TV networks, it landed as a separate practice. It shouldn't be. 

Anyone who has a separate digital analytics practice that is ignorant to the other media activities doesn't really get 
it. There are specific analytics you need to do within digital on an optimization basis, and that's really digital 
operations, to insure you're doing it right in digital optimization. But, analytics without considering what else is 
going on across media channels is short sighted. 

Who's doing it "right" currently with attribution? 

Outside of us? I don't know. Just kidding, but I really don't know. We have clients that are doing some amazing 
work in the space but I am not privy to release more information on that matter 

So, your attribution models and metrics are a homegrown product? Is that the way it has to be done? 

Yes. There is potential to do it on an industry or categorical basis because the way consumers engage with 
products is going to align like that. But, there are also massive differences within any category. For example, the 
way a consumer engages with telecom is much different than computers even though it's all "high tech." 

I don't think there's an opportunity to create the ultimate attribution model, primarily because it doesn't exist. You're 
trying to attribute based on consumer behavioral which changes based on what you're offering the consumer - who 
has very different buying habits from person to person. A Toyota customer is going to ask different questions than 
a Chrysler customer, for example. 

Let's talk about agency holding companies starting their own buying platforms. What's occurring there? 

What's occurred is that agencies let ad networks go out and cobble together readily accessible inventory – and I'm 
speaking about the ones that primarily buy remnant and not "long tail" where they're actually performing a function 
that's valuable - and ad networks are/were buying up remnant, and overlaying data and marking it up. And, you're 
asking me why agencies (us) are trying to create our own solution? I think it's pretty clear. That's not a "cool" 
model. Effectively, the value they're providing is something we can get done with technology plays. 

So whether it's Omnicom Digital's CEO Matt Spiegel announcing our solution or it's the WPP, VivaKi or Havas 
solution, it's necessary to have a platform because we (agencies) are going to be able to do it better than shifting 
off the yield management to ad networks primarily because when we're focusing on increasing yield we're doing it 
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with our advertiser's interest at heart. The publisher, or for that matter, the ad network are doing it with their margin 
at heart. That's the best model for the advertiser. If there's a 40% margin existing in ad networks on average, then I 
(the agency) should be able to perform that much better than an ad network doing it themselves. 

So, these platforms are all about ad networks? Where do ad exchanges fit in here? What's your view on ad 
exchanges? 

Ad exchanges are ultimately valuable if you're buying direct inventory. I'm not a big fan of buying re-packaged 
inventory on ad exchanges from the networks. 

I think data-driven buying is extremely valuable. Being able to list a piece of inventory and slice it by a series of 
DNA attributes is ultimately of value to me because I should understand what DNA attributes are impacting an 
advertiser. 

It's necessary for agencies to embrace exchanges, but we're still in the area of inventory scale and quality not 
being up to par. But, in the same token, there's opportunity for us to do well for our advertisers and embrace it. 
There's definitely a place for exchanges. 
 
What are your views on demand-side optimization and real-time bidding (RTB)? 

That would be awesome. 

So RTB is my dream world in that it allows me to ride micro-trends, eliminate waste and it gives me opportunity. If 
agencies get it right, RTB will allow us to solely control yield because we'll have an actual understanding of what is 
going on. I think agencies are terribly smart and have learned from the past and what happens when you don't 
control yield. 

The challenge for the agencies will be the people. If you look at the standard agency model, it's marketing people 
creating technology plays. The marketing strategists should focus on what they do best…strategy. The fact that 
digital is not run by technology people in the agencies is a little odd to me. It's a technology play. Understanding 
how we can leverage RTB, for example, will depend on leadership and real-time bidding will force that card 
meaning it's not all about experience, it's becoming important to understand the technology. 

Any players in the world of exchanges with RTB that has your "eye"? 

One of the things Omnicom Media Group prides itself on is neutrality. We're going to stay completely agnostic. 

I'm just trying to get your sense of the current market of exchanges with RTB. 

RTB is still in the womb. It's not really there, yet. I think there are opportunities to do it, but not at scale right now. 
RTB will be a great enhancement to ad exchanges. One of the biggest things I'm worried about right now with ad 
exchanges is that ad networks become data networks - primarily where people are repackaging information and 
marking it up for agencies to act against in. One of the biggest things I'm worried about right now is ensuring that 
we don't empower someone who has effectively shifted the ad network model to a data network model since they 
smell that the ad network model has fallen off. 

What is Omnicom doing about its own platform? 

If you look at the Behavioral Insider article on June 24, our CEO, Matt Spiegel, was clear that we're engaging in a 
platform. We haven't as of yet gone out and made an acquisition of any sort of technology play. For now we remain 
neutral and will have the advertiser's interest at heart as opposed to some sort of technology driven arbitrage 
opportunity. We could go out and buy technology today, but it might be second-tier technology tomorrow and that 
would be an awful situation for our advertisers. We're looking to embrace technology, create platforms and focus 
on the service business. 
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Let's talk about addressable media. Is it all about audience these days and placement doesn't matter? 

Oh, that's rubbish. It's about the right target, the right place, the right message, in the right context. 

It's plain wrong to think it's black or white – for example, behavioral targeting or contextual – that's insane. It's 
about having all the targeting options together, and this will show the best results. Audience is important and we're 
setting up deals to capitalize on audience data that is out there across a wide range of providers – again with a 
neutral approach. But, it's not solely about audience. 

What tips do you have for those just getting started in the media agency business so that they can build a 
successful career? 

It's critical to understand the role of technology and operational strategy. However, it's important to understand that 
media is the ultimate platform to understand how consumers are engaging, and re-empower the conversation with 
the marketer. Strategy is always king. 

Any roles that might give them the right experience? 
 
It's cross-media-type roles – digital, non-digital. Also, multi-national roles that provide understanding of 
international media buying such as buying cost per day in China. 

They should build a data practice – understand how to view information and gain insight from it. But, don't get 
caught up in data for data's sake. Understand technology, as I said. And, understand every step of the strategy 
and planning process. 

Follow AdExchanger.com (@adexchanger) on Twitter. 

July 14, 2009 – 6:13 am 
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OMG Digital CEO Matt Spiegel On The Future 
Buyer/Planner 

Matt Spiegel is CEO of OMG Digital. This is the first part of a two-part interview. 

AdExchanger.com: Can you characterize what the buyer/planners of the future will look like? It would 
seem they have a math skillset and are focused on consumer insights - not just looking over an ad 
network plan and reporting the click-through rate. 

MS: Absolutely. I think the concept of a money manager - an 
investment manager - is a really good one here. To me, this is 
where the search and display worlds are coming together. 
You'll take many parts of what you have in traditional 
planner/buyer roles in display and marry them to the skills you 
have in the search buyer/analyst.  

In display today, much of the work is done pre-buy. And in 
search, most of the work is done post-buy. I think those skills 
come together. So, it's beyond simple site analysis, with 
audience compositions - the new role includes really good 
insights into who is the target audience and where do they 
exist. 

Now, the data will exist for us to be able to really look at a 
granular level and say, "Who do I really want to reach? And 
what are the behaviors that I think are indicative or my target 
audience?" 

Separately, pre-planning can be tied to in-market buying on a 
real-time basis, or near real-time and, ultimately, move the 
dials and the money from one site to another, from one 
audience to another, from one placement to another, all in ways that improves performance. 

Performance can be tied to direct response metrics or brand metrics. If you're going to be able to optimize the 
money, spend it most efficiently to gain the best performance, you will have to be comfortable with data. 

Specifically, you have to be comfortable with taking raw data, and then be able to tell a story from it such as 
identifying trends in the data that suggest future performance or future opportunities. 

So, yes, the buyer/planner will need to gain skills in math and finance, if they don't typically have it already. 

Right. Let's drill down on that. If someone was considering starting a career in media, how should they 
prepare? So, it would seem math and finance skills are important. 

Yes, that's certainly a piece of it. I do think, though, what we get lost in - and I'm as guilty as anyone else - is we 
that think about the new almost instead of the old. I don't think that's right.  

It's more additive, than it is replacement. We're not going to become an industry which is solely science - there's 
going to be art and science. Art is still going to be relevant because math equations, for example, can't tell you that 
a client is launching a new product and they have inventory to move. 
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As an industry, we need to make sure we don't go too heavily into science and forget the art. So, from a young, 
media career candidate's perspective, if you're saying, "I want to be in the media business," as in the media buying 
business, I would say they will absolutely need skills in and the ability to understand data and make decisions from 
data, but also recognize that this is still a creative medium.  

You have to be able to understand business beyond what basic statistics can tell you. You have to be able to judge 
and have a certain level of intuition about how a client, how a marketer, actually goes to market and makes money. 

And that isn't just about buying media. That's about a much broader set of skills around product packaging, 
customer service and PR. I'm not saying you have to be experts in those things. But, if you don't have some sense 
on how your role fits into that bigger pot, you're not as valuable as you could be. 

October 16, 2009 – 7:14 am 
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OMG Digital CEO Matt Spiegel On The Agency Model And 
Buying Platforms 

Matt Spiegel is CEO of OMG Digital. This is the second part of a two-part interview. The first is here. 

AdExchanger.com: Given the speed of technological innovation today, some might say that media 
agencies will need to be more entrepreneurial, but they're going to have a hell of a time because they're 
just not built like that. What's your reaction? 

MS: No big business moves as fast as any small business. 
That's just the nature of having scale in your business. So at a 
certain level, new startups are going to have the advantage of 
being able to take a look at the new and get there sometimes 
faster than we can as a big holding company. However, we 
have the advantage of when we move, we can move really big 
and move really strong. So our job isn't necessarily to be 
anyplace first, but to be there a close second if we're not going 
to be there first. And when we get there, to bring our size and 
scale to the marketplace. 
Will any of the big agency companies be the most 
entrepreneurial startup environments? Probably not. But that 
doesn't mean that we're dinosaurs. We've got plenty of 
opportunity. And I think folks like myself, sitting in the agency, 
are going to be a tribute to that reality. 

I think what's great that we do at Omnicom is we incubate a lot 
of the entrepreneurialism. So again, we won't be as quick and 
nimble as a five person startup, but we're pretty nimble for a 
large agency. 

Regarding scale, why are demand-side buying platforms 
making sense in the agency world? 

There are a couple of reasons. The first is control. 

One of the things that we know happens today is that agencies turn to a lot of ad networks, and those ad networks 
take a fairly large commission for providing us access to reach some type of audience. Great, that's a been a 
valuable exchange for us from a buy-side perspective for many years. The challenge, though, is that we don't have 
a lot of visibility into what those decisions are that those ad networks make for us. We tell them targeting, and 
certainly rules, and we decide from a broad perspective what we're buying. 

But when it comes into, "Hey, listen, I need better performance, Mr. Ad Network. Change something," we don't 
really see what happens there. We don't' really get a lot of reporting out of the ad networks. It's more like, "You're 
running this many impressions, you got this many clicks, you've got this many transactions." 

Now, none of that's bad, but that doesn't really help us from a future-state perspective. It keeps us very reliant on 
ad networks. 

So, the exchange technology enables us to become a more direct buyer of that inventory, because now it's on a 
technology platform that we can directly tap into. When we do that, all of the sudden we have much more visibility 
into what's going on. We can see the audiences we're buying, we can see the contextual relevancy that we're 
buying. 
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And, we now make the decisions on how to optimize the dollars in a much more visible and transparent way. This 
this idea of control, is directly linked to visibility. 

I think another reason that demand platforms make sense is the need and want for buyers to bring to the table 
much better, more advanced targeting. Again, now with the exchange technology enabling us, enabling the 
industry to separate inventory and targeting criteria, it allows us from an agency perspective to look more broadly 
with clients' data and with historical performance data, and judge what types of audience and context we need to 
buy against. 

And so as that happens, certainly as strategic advisors to our clients, we've got to be in a position to house that 
information. And "house" I use loosely. I don't necessarily mean technically house. But, we have to have that 
information -and at our fingertips. 

If we're going to be these investment managers, if we're going to have people sitting behind terminals moving 
money around, then we have to have a direct access to that information which makes those decisions. And the 
way to do that is to create a buy side platform. 

How do you make the pitch about utilizing your buy-side platform for your clients display ad campaigns? 

Generally speaking, our view is that what we're uniquely good at is leading marketing strategy and marketing 
exeuction. Our job on behalf of our clients is to improve their media performance. And we know how to do that - 
strategically - through data analysis, through our creativity, through our understanding of their business. We also 
know that to do that we have to leverage technology. 
But, we don't we don't need to build it. So, let me use this search analogy again. We can't be good search buyers 
without bid management tools. There are a ton of bid management tools in the marketplace and we, from a search 
perspective, have not built our own bid management tool and don't plan to. 

I look at the demand platform space as the exact same thing. There are plenty of technology companies that are 
out there spending millions of dollars in inventing and creating technologies that manage the direct access to 
media, the realtime bidders, the algorithms. Great, love that. And we want to leverage that in a very deep and 
integrated way. And as a big buyer we'll be able to have unique partnerships with some of those companies. 

We say to our clients, "Our job is to improve your media performance. What we're going to do is develop a service 
layer that has people that understand data and optimization, that are leveraging technology on your behalf." 

And ultimately we say, "Let's take a look at where your best performing media source is and decide where your 
media dollars should go." Certainly, in many cases the low hanging fruit is to compare ad network buys to that of 
the inventory that we can acquire on more open trading platforms like the exchanges." 

And we're seeing lift. And so I think that's the message to clients, and clients love it. 

What are you hearing from clients in terms of pushback? Brand safety? 

The brand safety conversation is certainly out there. But I don't think that for most marketers it is any different than 
the brand safety issues that already exist. For examples, we don't have any clients that want to run on prohibited 
content (gambling, adult content, etc.). Well, with ad networks this issue has been addressed. Now, we'll have to 
address that same thing within the exchange space. I think there are good tools to protect brand safety. But clearly 
the industry needs to continue to evolve, which is something we will continue to monitor.  

There's another level of brand safety which is important to discuss. What I mean is marketers getting comfortable 
with the fact that as a marketer you’re not running on a branded site. That's a large part of a "brand safety" 
conversation, I believe. It's really more a comfort level with the idea that for purchasing an ad unit there’s no 
difference between the number one site in the sports category, a well-branded site, versus a site called SportsPro 
that you may have never heard of before but enables you to reach your very specifically defined target audience. 
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I think that there's already a level of comfort for direct marketers - which is no surprise. Look at who came into 
search first. The first people on search were direct marketers looking for transactions, and it was wildly successful 
and they spent more money. What happened next? The brands followed. 

I think you'll see a similar trend in this buy-side trading platform space. You're going to have the direct marketers 
go first, and they will be most concerned about transactional and easily measured performance. They are already 
comfortable with the idea of, "I don't care if I run on the top branded site or the 20th site, I just care about 
transactions," with, again, a certain level of brand safety. 
The brand advertisers - clearly will come later, once they see the performance gains reported by more direct 
focused marketers. But to reiterate, and back to your main question, I'm pretty impressed with where we stand 
already with brand safety tools. 

Can you see clients begin to take their media buying in-house - especially as some of these buying 
platforms become commoditized and available to all? 

I think you can break up the marketplace into three, maybe four sections. I believe you'll have some really big 
clients that really have a culture of data optimization and decide to do a lot of their media buying in-house. And by 
the way, this exists today. 

I think then you'll have your next segment of big clients that'll continue to turn to the big agencies. And, yes, I think 
all the big agencies are well-positioned to have unique access into some form of buy-side trading platform. I don't 
think what will make us unique versus the others is that technical infrastructure. I'll come back to this point in a 
moment. 

Then you'll have smaller clients which will use more independent agencies, midsize agencies. Those agencies will 
probably not have custom-built platforms or custom things on top of their platforms like larger agencies will. But 
they'll know the space pretty well and they'll help that next level of clients. 
And then you'll go further down-market and you'll have clients that go directly to Google and self-serve, much like 
you have today. 

So I think all those things will happen. And, none of it's bad for the industry. None of it's bad for us. We just have to 
make sure we'll work with the right clients that have the need for our skills and access, beyond what you could get 
buying directly and bringing the media buying in-house. 
In terms of competitive differentiation, what I think is critical is going to, again, be the tying of planning and insights 
into buying and optimization. Where we have to win - and we're focused on winning - is being able to take that data 
which is available whether it's planning data, research data, performance data and/or client transactional data, and, 
working with our team of experts in research and analytics and insights, come up with a consumer communications 
plan which outperforms the competition. And then our ability to execute on it will be important, but, yes, plenty of 
people will be able to execute on a well designed plan. Do we think that we'll have proprietary opportunities? 
Absolutely. But, we know what we have to win at is the combination of the art and science. 

Our science has to be top notch, but if we don't provide the art to it, then clients won't find the value. And again, 
simply having a platform which enables these things isn't in and of itself interesting over the longterm. 

October 19, 2009 – 6:42 am 
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Razorfish VP Matt Greitzer Says Display Ad And Search 
Channels To Likely Merge At Agencies When Advertisers 
Demand It 

Matt Greitzer is VP of Search Marketing and Head of ATOM Systems at Razorfish. 

AdExchanger.com: What can you tell us about momentum in Razorfish's ad exchange practice? Any year-
over-year comparisons that you can draw? 

We've only been in market for about nine months, so it's too early for year-over-year comparisons, but we've seen 
consistent month over month growth since launch. Initially 
demand was strongest among pure-play direct response 
advertisers, but recently we've started to see real interest 
from more traditional brand advertisers who are intrigued 
by the insight and targeting capabilities they can access 
in the exchange environment. So overall I would say the 
momentum is strong and getting stronger. 

Why are demand-side buying platform strategies 
taking hold for agencies? 

A confluence of events are driving this change, but most 
significantly among them are the emergence of ad 
exchanges as a major inventory supply source. 
Previously if an agency wanted to aggregate demand and 
make that actionable they had to take an upfront position 
in inventory. Most agencies aren't comfortable taking 
upfront risk so they couldn't scale these efforts. The ad 
exchange channel allows for massive inventory 
aggregation while limiting the risk of getting stuck with 
unsold inventory, so the economic barriers are easier for 
an agency to clear. Beyond that, there is a desire to 
reverse the trend of declining media commissions, an increasing demand for insight and repeatability in display 
media buying, and a number of technology players who've emerged in the last 12-24 facilitating agencies' entry 
into this space. 

Tell me about ATOM Systems. What is it? How did it begin? 

ATOM Systems is Razorfish's buy-side demand platform. Our service offering is pretty simple: we aim to provide 
the performance and scale of an ad network with the client-focus and insight of an ad agency. We have a small 
team based out of our New York office and to date we are live with over twenty clients. At present we operate 
exclusively for the Razorfish client base. Interestingly, ATOM Systems began as an exploratory exercise to figure 
out what the heck was going on with the development of ad exchanges and what this would mean for our 
business. Joanna O'Connell on our team, who was a Media Supervisor at the time, was involved in this effort and 
saw the potential for revolutionizing the way display media is bought and optimized. I was interested from the 
search marketer's perspective of micro-segmentation and targeting, and together the two of us got enough buy-in 
from our senior management to let us run with it. We launched our first pilot campaign in November of last year 
with the ready, shoot, aim approach. By January we had a solid business plan, strong client demand, and were off 
to the races. 

Let's talk about billing.. the dark alley of the agency world. Traditionally, holding companies/media 
agencies need to contract with each media source such as an ad network or a publisher when making a 
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buy. Now, the agency is moving to demand-side platform world where different media sources are being 
bought on the fly in a real-time, spot marketplace. Can agencies adapt?  How is Razorfish going to solve 
this issue? 

Some of the exchanges work like a clearinghouse, so there is no need to sort through publisher invoices. For those 
that don't, to date we have been working with platform providers to provide that service for us. Our accounting 
department was acutely aware of how painful this process could be, so we have sought to avoid it as long as is 
practical. Eventually we may have to take some of this on ourselves which will be a resourcing issue, but 
something we think we can support given the additional value we are driving through the ATOM business. We did 
this in past, too, when we built DRIVE so it's not totally foreign to us. 

What do you see as the impact of Publicis' purchase of Razorfish as it relates to the ad exchange practice? 
Will it fall under the umbrella of the VivaKi Nerve Center, for example? 

I know Publicis has been doing some interesting things in the space through the VivaKi Nerve Center. Beyond that 
there isn't much I can say at this point, but maybe we can do a follow up post-close! 

Does search marketing merge with display at some point? How many more case studies on display 
positively impacting search campaigns do search engine marketers need? 

I thought this would happen much sooner, but it hasn't. Interestingly enough, I still don't see the search marketing 
community embracing the ad exchange channel, so now we are in a position where we potentially have three 
different disciplines all executing against the same goal. I'm not sure this is a bad thing as long as there is tight 
collaboration on the tactical side and a uniform approach to data and analysis. Neither of these things are easy to 
do, or do well, but we are working hard at Razorfish to make sure we aren't creating new silos. 

Ultimately, I think it's advertisers who drive this. The minute they demand integration the agency world will respond 
to that. To date they haven't done so, at least not consistently. 

What are you doing to educate your clients in this increasingly automated media trading world? Any 
pushback from clients due to fears about brand safety, etc.? 

Our client base tends towards the quantitative side of the business, so they are naturally receptive to the 
opportunities the exchange landscape presents. The industry is so new and so dynamic that to date we have been 
pretty successful simply educating our clients about the key players in the space and the new capabilities at their 
disposal. We do have a few clients, those in the direct mail space or with rich offline customer segmentation 
schemes, who have been especially aggressive and have helped us to conceive of new executions. That's an 
interesting dynamic because the space is so new if you can demonstrate buy-side demand the platform and data 
providers will often customize to meet the need. The space won't always be this malleable but right now there is a 
huge amount of testing and experimentation going on and I think we've been at the forefront of that. 

In terms of pushback, brand safety is the single biggest obstacle. In almost all cases we have been able to come 
up with some kind of program to alleviate brand concerns, but scale can be limited. This is probably the biggest 
barrier to growth in the exchange industry. Full site transparency would be the best solution, but since that isn't 
likely we see a pressing need for some kind of independent auditor who can vet inventory quality. Entrepreneurs, 
take note. 

Should agencies build, buy or license ad technology in-house? Why? 

Given the early stage of the industry and the pace of innovation in the space I think the licensing option is going to 
be preferable in the short term, and you've seen most agencies adopt this approach. Longer term, assuming the 
agency has the cultural DNA and the tolerance for investment I think building in house is an option, as is buying 
(which is just an accelerated version of the build strategy). We may evolve to a place in the industry where the 
technology (i.e. API connections, real-time bidding capabilities, etc.) is commoditized but the decision making 
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behind the optimization decisions are in-house and proprietary. This would more closely mirror the evolution of the 
financial services industry so if you buy that analogy it's a compelling view of the future. 

Is real-time bidding through exchanges and demand-side platforms a feature that will be a game changer? 
When does it "hit" for clients in your estimation? 

I think real time bidding is an exceptional feature enhancement with myriad befits for advertisers, but I wouldn't call 
it a game changer. The real benefit of the exchange environment is already manifest with biddable supply, at 
scale, in a spot market format, combined with the ability to decouple data and inventory. RTB just allows buyers to 
make better use of these benefits. It's like HDTV versus regular TV. Not game changing, but much, much better. 

Is creative taking full advantage of technology? If you were running a creative agency right now, what 
strategies would you put in place to ensure a successful future? 

Exchanges aside, I think there are some very innovative creative/technology collaborations and from what I've 
seen the creative community is often first to embrace new technologies in the testing and experimentation phase. 
We've done some really interesting and innovative things with advertising on the iPhone, for example, taking 
advantage of the motion sensors built into the device to create an interactive creative experience for the customer. 
If you are talking about exchanges specifically, I think there is much more we can do to align our targeting efforts 
with our creative strategies and executions. Doing this in a cost-effective way can be a challenge, but the upside 
will be huge. 

Looking towards the future, there is always going to be a strong market for relevant, high quality creative that 
connects with the consumer. Creative agencies who are doing this well have nothing to worry about. 

Follow Matt Greitzer (@mattgreitzer), Razorfish (@razorfish) and AdExchanger.com (@adexchanger) on Twitter. 

September 28, 2009 – 6:51 am 
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MDC Partners and Varick Media Leveraging Data and Ad 
Exchanges Says Pres Herman 

Darren Herman is the Founder and President of 
Varick Media Management, the audience and 
media platform backed by MDC Partners, one of 
the world's leading advertising holding 

companies.  

AdExchanger.com: Varick Media 
Management appears to be gaining traction 
according to your press release in January. 
Any updates? 

DH: Our heads have been down at VMM 
focusing on building our business in every 
conceivable metric including revenues, staff, 
relationships, performance, and client wins. It 
seems as the press release we issued in January about the early VMM success really opened the door to some 
big named brands and agencies that have become our clients over time. Since we're a relatively small organization 
trying to manage growth, we have to be picky with the clients that we work with in order to deliver top notch service 
and we have been really fortunate with the client base that we've been serving over the past 8 months. 

Have you seen a change in your clients' thinking as the economy has shifted into low gear in the past 
year? 

I actually would disagree with that question - our clients thinking has remained strong and it's been the job of both 
us and their agencies to push their thinking along. If there is a great time to steal market share, that's now... when 
most brands have their head between their legs and are focusing on not interrupting the status quo. At VMM, we've 
been working with some forward thinking MDC and non-MDC agencies to help them with a few things (not 
mutually exclusive): audience research, media/copy testing, and performance display campaigns. Most of our 
clients find VMM to be a leader in performance (both fiscal and conversion) so at a time when budgets may be 
tight, but thinking may be grand, VMM fits multiple roles within any media plan. 

Do you consider Varick MM, in part, a technology company, or do you see it evolving into a technology 
company in any way? 

There is this sudden rush for advertising agency holding companies to build technologies to help make sense of 
this new digital landscape but the biggest issue I see from years of building digital media companies is that most 
technology companies fail at building technologies. How do agency holding companies who have concentrated in 
the advertising business for so long think that they can succeed at the very first time they build technologies? 
Hmmm.... 

For VMM, we believe that technology is an enabler to maintain the core asset: the client relationship. Clients come 
in two formats to VMM: agencies and brands directly. There is a core piece of technology that VMM will own which 
essentially is a "hub," but VMM has many relationships that will deliver specific tools and technologies that are not 
built by VMM. 

MDC Partners described Varick MM as "an advertising hedge fund," initially. Still true? If so, this makes 
Varick a "trader" of media in the marketplace - potentially buying AND selling media. Is Varick MM selling? 
 
We had terrible timing with the launch of "advertising hedge fund," as this was right before the 2008 Financial 
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Market Collapse. I'd say that we have lessened up on the verbiage of "hedge fund," but that doesn't mean that 
we've stopped offering the buying, selling, and trading of impressions. 

How does the ad exchange model uniquely provide opportunity for advertisers? 

There are many attractions to the ad exchange model for advertisers. One of the most exciting is to be able to 
purchase individual impressions. This means that we are able to score every individual impression that we have 
access to and only purchase the ones that we deem are beneficial to one of our clients. Whoever thought that 
buying impressions by the thousands was smart? 

I also am excited about the ability to bring my own "data" to the exchanges. Not only can I manage and segment 
my clients data, but I'm able to append 3rd party data from a whole suite of VMM partners (we call it Intellidata) 
and purchase different segments and test. 

Instead of creating one media plan that takes months and months to plan which has a fairly static target audience, 
we can use the exchanges and VMM to create thousands of dynamic media plans that optimize in near real-time 
(real-time in other instances). 

What percentage of campaign budgets goes through ad exchanges right now? Where do you see that 
percentage in 18 to 24 months? 

There is no easy way to answer this question. It's fairly safe to assume that many networks are purchasing on ad 
exchanges so that if an advertiser is purchasing media from a network, then there is probability that they are 
purchasing media from the exchanges. I also know that many agencies are testing out "seats" on different 
exchanges like Adsdaq and Right Media, but most are finding it hard to manage the buying of media and the 
operations behind the group, so they are outsourcing it to people like VMM who have full-time yield managers and 
teams who are skilled in real-time bidding. 

Privacy concerns notwithstanding, behavioral data feed providers like eXelate, BlueKai, Lookery, Media 6 
and others have received a lot of attention lately. Is behavioral becoming the most effective form of 
targeting? Or the most scalable? 

We are excited about the promise of these organizations. Any organization who can teach us more about our 
audience segments is interesting to us. VMM has relationships with many organizations in this space and we're 
constantly looking to define and execute additional relationships with companies who can help us. 

How important is it for a media agency to be entrepreneurial to succeed? 
Any company needs to be entrepreneurial to be competitive for the long term, 
however, being entrepreneurial doesn't mean that you shouldn't focus. 

Do you think certain agencies predilection for keeping data proprietary will hurt them with the exchange 
model where transparency is key? 
I think that data should remain proprietary as that is what might differentiate companies like VMM from it's peers. 
Transparency is abound in some exchanges but in others, not, but it's only a matter of time until the majority of 
exchanges are transparent. History typically manifests itself over again and if the ad network business of the mid to 
late 90s is any indication of where exchanges may go, VMM is well positioned. Data can remain proprietary but 
inventory should be transparent. 

Follow Darren Herman (@dherman76) and AdExchanger.com (@adexchanger) on Twitter. 

April 22, 2009 – 8:47 am 
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Real-Time Bidding Infrastructure Needed from Exchanges 
and Publishers Says VivaKi Nerve Center’s Kurt Unkel 

Kurt Unkel is Senior Vice President of Publicis' 

VivaKi Nerve Center. 

AdExchanger.com: What differentiates VivaKi 
Nerve Center from other trading platforms in 
the marketplace? 

KU: To be clear, the VivaKi Nerve Center isn't 
just a trading platform. The VNC is group of 
digital and R&D experts committed to building 
pathways between clients and their most 
important audiences across a digital landscape. 
Our primary function is to find and scale 
audiences that have the best affinity for our 
clients’ brands, and who consequently represent 
the best opportunity for the marketers served by our agencies. 

Our Audience on Demand solution is different from other trading platforms in the marketplace, primarily because 
AOD is all about defining, locating and reaching keenly defined audiences across premium outlets. We start with 
people and insights, create the right passion groups, secure transparent inventory and build pipelines that clients 
can access through a single transaction.  

While other platforms promise low costs, AOD is about adding value and driving results. Other platforms offer 
“blind” purchases that are difficult to track and monitor. AOD provides transparency—our existing strong media 
relationships allows our teams to know exactly what partners are on the plan and how they are performing at the 
most granular levels.  

We leverage the exchange platforms, but only to buy impressions that meet a campaign's criteria. We're not taking 
fixed positions and attempting to squeeze value out of every impression, nor do we want to get into a reseller 
relationship.  

Can you share a sense of current momentum with VivaKi Nerve Center? Monthly impression levels? Client 
campaigns? 

The Nerve Center products and platforms are proprietary to our agencies and their clients. We don’t measure 
impressions but outcomes. We were very much in a build and test mode throughout 2008, and we are now 
enjoying considerable momentum with a growing number of clients. 

How does VivaKi evaluate whether a publisher impression is premium? 

For us, Premium inventory resonates easily in cross-media channel campaigns. Traditionally this has meant top 
branded properties, as we see AOD long-term being about more than just online display. We are already actively 
testing AOD on television. So, we see Premium as being that tier of multi-channel media owners who can bring 
scale to our audience-centric strategies of the future.  

Will ad exchanges play a role in VivaKi Nerve Center? 

Ad Exchanges have been and will continue to be a critical component to AOD and other products the VNC is 
developing to support our agencies (Digitas, MediaVest, Optimedia, Starcom and Zenith). Whether public or 
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private, the functionalities these platforms bring to the market are critical to making audience-centric media buying 
scale across agencies.  

How can ad exchanges move to a more premium and remnant future as opposed to remnant-only? 

I believe ad exchanges have to change their mindset from seeking low cost, bulk inventory to seeking high value 
connections. It’s also a question of media owners providing and facilitating more premium inventory. Consumers 
will ultimately push the levers in this market by making choices and engaging with content they find valuable to 
them. As consumers choose, so will clients, and the money will follow. 

What recommendations would you make to the "Sell" side (publishers)? What would you like to see more 
of from the "Sell" side? 

In the absence of a universal cookie, we'd like to see real-time bidding infrastructures from all publishers / 
exchanges. Inventory is going to increasingly be defined by data attributes associated with the consumer, and in 
order to facilitate that in an effective and efficient fashion for all parties, real-time bidding seems most critical. 
 
What are the challenges for media buying agencies as media trading takes off? For example, is it 
important for agencies to be entrepreneurial? 

The media buying practices inside our agencies are already adjusting their operating models to account for the 
acceleration of media trading and many other influences/developments. It is not only important to be 
entrepreneurial, it is essential.  

When will brand advertising budgets finally come online? 

Brand advertising budgets have been online for quite some time and continue to grow, even in this depressed 
economy. We're quite excited about how Publicis clients have embraced this to date.  

Will VivaKi Nerve Center leverage the Long Tail or will it concentrate on large publishers? 

AOD has been primarly focused on brand-name websites to start, as our agencies represent brand-name 
advertisers who find synergies and safety in such an approach. But we do believe that for audience-based buying 
to work, a bigger pond will give our clients a better chance of finding their audiences. Transparency is and will be a 
critical component to this.  

How close are we to effective attribution models for the "Demand" side? 

The perfect attribution model for the industry is a bit of the Holy Grail. The reality is, each client will define what 
form of conversion matters most to them, and that in turn will differentiate and clarify how critical a particular type 
of media exposure is to each conversion. Factor in the impact offline media has, and the picture becomes quite 
complex.  

But that's what makes exchanges so interesting - each client decides for themselves what the relative value is of 
an impression however they see fit. Insights and transparency drive that, so we plan to continue our focus in these 
areas and help our agencies and clients leverage these powerful platforms.  

Follow VivaKi (@vivaki) and AdExchanger.com (@adexchanger) on Twitter. 

May 6, 2009 – 10:38 am 
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