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Marketers Are Aiming to

Centralize Their Data

People want less friction in accessing information
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ometimes the wonkiest changes make the biggest difference.

Nearly 50% of the marketers, publishers and tech developers in
North America surveyed by Winterberry Group in 2017 said that
centralizing ownership of data would be one of the most important
changes that their organization could make to derive value from their
data. This tied with dissolving silos between groups as the most
popular response.

Changes that Would Be Most Important for Deriving
Value from Their Company's Future Use of Data
According to Marketing Professionals in North
America, 2016 & 2017

% of respondents

2016 2017
Dissolving silos between business/functional groups 58.5% 48.1%
Centralizing ownership of data and its infrastructure 30.8% 48.1%
Standardizing protocols for sharing and using data across ~ 43.1% 42.9%
organization
Standardizing key performance indicators and other metrics 46.2% 33.8%
Standardizing protocols for sharing data with partners 18.5% 33.8%

Establishing clearer guidelines to govern data compilation  23.1% 32.5%
Designating a chief data officer to oversee data sourcing 262% 32.5%

and use
Centralizing storage of all data assets 24.6% 24.7%
Centralizing ownership of related technology 21.5% 15.6%

Source: Winterberry Group, "The Data-Centric Organization 2018" in
partnership with Data & Marketing Association (DMA) and Interactive
Advertising Bureau (IAB), Feb 12, 2018
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These responses indicate that there is a lot of friction in accessing and
controlling data. As programmatic advertising ballooned, marketers
found themselves reliant upon a slew of data-centric vendors such as
demand-side platforms (DSPs), data management platforms (DMPs),
data lakes and ad verification firms. As more companies began to
access a given piece of data, ownership of data became a touchy
subject matter for some marketers.

“Centralizing data ownership has been a big focus as advertisers take
programmatic and data management contracts in-house to gain a
complete view of their consumer,” said David Lee, programmatic group
lead at ad agency The Richards Group. “This has allowed clients to see
where the gaps in their data are.”

To make things more complicated, different brand marketers prefer
different vendors, which means that it isn't unusual for a single ad
agency to use a handful of ad verification vendors. These vendors may
operate in similar ways, but the ad buyer is left navigating five different
dashboards for doing the same task across campaigns. Opening up
additional dashboards sucks time out of the day, which is problematic
for ad buyers that are already suffering from a talent shortage in
programmatic advertising.

Making data ownership and access more seamless will become
increasingly important for marketers since programmatic advertising is
expected to account for four out of five US digital display ad dollars by
2019, eMarketer estimates. The growing influence of data in
advertising was also reflected in the Winterberry Group survey. Only
about 10% of respondents currently classify their organizations as
extremely data-centric, but 44% expect that their organizations will
become extremely data-centric by 2019.
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