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Speaker 1 (00:20):
Hey there. Thanks so much for tapping in to our brave new world's panel sessions. I'm USA today, nationally syndicated tech life columnist, Jennifer jolly. And I'm here to introduce you to our panelists and speakers. Now, for those of you who may not have made it to our brave new world's virtual event in November, let me just tell you it is the marketing and analytics event of the year to prepare for market next chapter. How well by helping you really adapt to the forces redefining advertising in 2021 and beyond our ongoing panel sessions now provide you with an easy and quick way to learn from some of the top marketing minds in the entire industry. Today's session is entitled test reinvest and Reba, how marketers are really redefining their media strategies in the face of disruption. Now, we all know the challenges that marketers face from ID deprecation to privacy legislation, but what are marketers actually doing to protect their business and their bottom line?
Speaker 1 (01:20):
Our panelists in this session tackle the methodologies best practices and unknowns that marketers must contend with to build a media strategy, to stand the test of time. What can we do as an industry and as individual contributors to test new solutions, to know where to reinvest media dollars. Also, what will the future of the supply chain look like without cookies or other perishable IDs? It is a super tough problem to solve, but there's no one better to take it on the new star director of product marketing, Allison deets. She's the moderator leading today's discussion. Allison let's roll.
Speaker 2 (02:05):
Hi everyone. And welcome to brave new world's breakout session. Um, test reinvest and rebuild. I have with me a great group of individuals. So I'll start by introducing everyone. So Ben Havanas from Omnicom. Thank you for being with us. Diana Horowitz from FUO TV, Stewart Schwartz, Zapple IPO and Andrea QuTech from Goodway group. Thank you guys for joining us today. So we're gonna start the session just by, you know, getting everyone kind of warmed up and, and talk a little bit about the disruption in our industry, which is, you know, the key focus of today. So over the past several years, we have seen significant disruption in our industry. What would you say is the biggest threat facing our industry today? Diana, let's start with you. Uh, thank
Speaker 3 (02:53):
You, Allison. It's great to be here. Um, so we're definitely, you know, living in interesting times, you know, we've seen, um, you know, major change, probably more change in the past year than we've seen in the past five years or 10 years in the industry. Uh, you know, with the, uh, the fragmentation of the market, you know, it used to be that, you know, buyers wanted to reach a particular audience. They could just go by, you know, the certain, you know, um, group EV networks made sure they hit those audiences, you know, add, you know, as time went on, add a little digital and they'd be in good shape. Now people are watching on multiple platforms, um, you know, cord cutting of course. And you know, really, and that's one of our main topics today is how do you, you know, measure your performance across all these platforms, you know?
Speaker 3 (03:39):
Sure that you're, you know, getting your region frequency and reaching the right audience. So I think, you know, those are sort of the big questions. And, you know, when you look at players like, you know, like FUO TV, we're a great example. You know, we're a cable replacement product. And you know, what we attempt to do is, is really bring together aggregate audiences, um, and provide is my transparency as possible, you know, to, to advertisers as far as who they're reaching on our platform. And then of course, um, and I know we'll talk about this, all of the industry initiatives to actually reach across, uh, platforms and, and, and partners, uh, to make sure that we're providing that transparency and measurement. But I think, you know, that's probably the biggest question to I, we have, you know, Nielsen that was, uh, that may be moving off the scene. Um, so that gives a lot of challenges, but also it's really an opportunity to create, you know, a truly addressable, um, you know, advertising base for, for brands to really reach their specific target audiences.
Speaker 4 (04:38):
Yeah. I mean, our, our perspective is certainly, um, thematically aligned with what Diana was just saying. Um, which I think was all spot on. I, I think just to, to be very direct about it, um, from our perspective, the biggest threat is that through some combination of poorly designed regulation and coordination failures in the private sector, we could miss out on a potential golden age of addressable and cross platform advertising. We have a primary research team. Um, we do a lot of consumer surveys to see how consumers are thinking about, um, advertising and, and their experience of it and what they do. And don't like, and whenever we do these surveys, we see that consumers prefer ads that are relevant to them and that are not repetitive. And, and so, you know, if you think about that, a world without consistent and identity is gonna make it impossible to honor those preferences. Um, so the biggest threat is that we end up without that.
Speaker 2 (05:27):
I mean, advertising is gonna consider, continue to exist. It's the way in which we consume content. So I think it's interesting to hear that consumer perspective as that we wanna make sure it's relevant and that it's not, you know, over an abundance, you started to talk a little bit about opportunity. So what do we think is the biggest opportunity Stewart?
Speaker 5 (05:46):
Yeah, I, I think the biggest opportunity is for the industry to finally have more than one currency to work off of and for innovative alternative currencies to finally have their time to shine and their time to step up and potentially be transacted on at scale. I think that's one big opportunity, a huge opportunity, and IPOT is working hard to be a part of that conversation, um, alongside other players. Um, I also think in core operating outcome, further upstream into how media is bought and sold is another opportunity that big data affords right with, with the affor mentioned alternative currencies. We have the ability to finally have outcomes start working its way farther upstream when we're actually negotiate, not as an afterthought after the deal is finished, then the campaign is already run. Right. Um, so I think, I think those are the, the two biggest opportunities that we're excited about here at IPOT.
Speaker 2 (06:48):
It's interesting. You mentioned outcome, obviously outcome is, is a big focus for us at NewStar. It's something that we help. A lot of our clients understand the impact associated with their marketing spend. So, you know, I agree that I outcome, you know, continues to be a key, a key role to have a key role to play. Um, I think, you know, it's been also been something that has, has changed in terms in the last year, in terms of what outcomes matter most for clients, you know, I'm kind of curious, Andrea, do you think how often seen media strategies change in the last year?
Speaker 6 (07:16):
Yeah. Our client strategy team has seen significant changes over the last year into different ways to reach those audiences, um, in the right time in the right place. Uh, a couple of those different changes are the campaign flighting. So a lot of our brands are shifting, um, and so a more fluid, uh, by, based upon their supply and demand, uh, with the different, um, supply chain starts and stops. That's been really affecting when the campaign should run. Um, a lot of our folks are also leaning in on, uh, publisher data, um, and more first party data strategies versus what they've been using before with cookie, uh, targeting. And we've really seen a shift in the consumer, uh, purchase journey. So a lot of the strategies are moving heavily into more brand awareness and consideration to really win those brand loyalists back. Um, the generations have changed. You've noticed that there's really not much of that loyalty sticking around.
Speaker 2 (08:25):
I mean, inventory's interesting, you're talking about product inventory, I assume. And, and that's something that has been a key focus, um, for a lot of brands that we work with as wow. You know, it's, there were so many ebbs and flows that relates to inventory over the last year and a half, you know, around the pandemic and, and continues to be an issue if anybody's reading the news, you know, as it relates to the holidays in the holiday season, you know, inventory is something that has been, you know, a key, a key focus as, um, as we close out 2021. Um, what services or solutions do you think are best poised to really enable addressability in the future?
Speaker 4 (09:02):
Um, I guess I can kick this one off. Uh, so I don't want to name any names or, or specific standards here cause that's, that's not what I'm here to do. Um, but in overall we think that interoperability is going to be more critical going forward than it was in the past. Um, just because if you think about what's going on in the consumer space, there's increasing fragmentation of consumption. Um, and so in order for us to stitch together a wide reaching audience, we need to have an identity signal that can work across the targeting and delivery platforms of a variety of cell. Um, so essentially being able to stitch identity across various standards and inventory sources is going to be very important in the future even more than it is today. Um, of course, uh, considering where I work, I have to take this moment and plug Omni so that that's our Omnicom agency operating system, and it was built with interoperability as a core, a principle. So the premise is that it works with a variety of ID solutions, um, not just one to create audiences and then push them out to activation platforms. So we think solutions like that are gonna be essential as the ID ecosystem matures over the next few years. Um, Stu and his remarks was talking about, you know, the importance of being able to work with a variety of different identity standards. And we completely agree with that view.
Speaker 3 (10:18):
I, I would just, um, later on Ben to what you said, um, a moment ago and, and Stu as well about the importance of being interoperable and, and being, you know, part of, um, participating in a variety. I mean, we're, you know, as FUO, you know, we, um, participate, we're the, actually the first CV CTV partner to and unified 82.0, um, we just, um, you know, uh, launched our partnership with D on the Ram one platform, you know, we'd love to, you know, work, uh, then with you guys as well. You know, we're very, we know it's very important for, um, brands to your point to be able to reach our audience through these different, um, uh, platforms that enable identity tracking and, you know, obviously fully privacy, um, privacy, uh, confirmed, but, you know, to, to reach our first party addressable audiences, I also wanted to come back to what you mentioned about, um, you know, the importance of contextually relevant advertis.
Speaker 3 (11:17):
And I would add to that, you know, so that's the benefit of, of all of this, you know, we are able to, you know, um, in the case of a subscription service, you know, really understand what our viewers are doing and, and behavior, but also, you know, provide in addition to, um, you know, addressable targeting on that level, contextual targeting. Um, so, you know, know, again, I think that's one of the big opportunities in this new brave new world as it were, um, that we're talking about is that we really do have that premium television content, you know, watched on the, the CTV screen. I mean, to me, when I look at, you know, my years in the industry, that's, that is the biggest change is that, you know, you can have all of this type of addressable targeting within that premium content in that optimal viewing environment, um, where you have the greatest engagement. So, um, I think, uh, you know, bringing together the ability to target, you know, content and identity, um, that's a really a winning combination for brands and consumers. Yeah.
Speaker 2 (12:18):
You touched on contextual and it's interesting, you know, being in sort of the TV space, it feels like, you know, TV has legacy been so sort of a contextual environment, you know, I know we, we leverage agent demo. Um, but it, it really is, you know, about making sure or that you're in the right on the right TV platform, the right shows in the right place, you to be relevant and to, to still be contextual. And it does feel very similar kin to the contextual world we're talking about on digital, Andrea, I, I wanna kind of circle back to something, you know, we've talked about, we're talking about identity already, um, which is something I wanted to, to touch on, but you mentioned first party, um, data and PE and, and real relationships with first with, with publishers, I'm curious, you know, how do you think about the role of identity as it relates to, you know, a future where, you know, there is a focus and an emphasis on first party data.
Speaker 6 (13:03):
So, yeah, we're, we're definitely seeing that shift into how marketers in advertisers are leveraging their first party data. It's really important to ensure the consent mechanism and gaining that party data. Um, there's many different platforms and tools out there to help marketers with that, um, with just managing it. Um, we've seen a wide variety of, of marketers not having enough first party data. So I think as we move into this new world, marketers do need to kind put this effort full steam ahead into collecting the right type of first party data is gonna help them with their business outcomes. Um, and really just to find that proper value exchange, um, with the consumer to collect that data, to make it more valuable for them, um, publisher to data is another one that we've really leaned heavily into with some of our clients. And they've realized the benefit of the data that the publishers have.
Speaker 6 (14:04):
Uh, they are, you know, in their own way, collecting their data, whether it's contextually or email based. Um, they have this wealth of knowledge that they're very protective over, which they should, but we're able to tap into that and find audiences on the right, um, sites that attract our audiences. And, you know, finally knowing who we're, we're contacting without having, uh, to use first party data. Um, so there's just a different, you know, variety that they can different ways that they can attract new audiences and kind of grow that first party data without having a huge amount to start with.
Speaker 2 (14:40):
Maybe this one goes to Ben and Andrea, but how do you see brands managing and protecting their own data and this new ecosystem? Yeah,
Speaker 4 (14:48):
I think I would just build on what Andrea was saying. Um, I guess I had a, had a couple points about this. Um, so, and maybe this is obvious, but just if brands are collecting more and more PII based first party data, then that means that information security becomes more important for them because the consequences of leaking out a bunch of PII are much more significant, um, legally and otherwise, and the consequences of losing, losing control of a cookie pool. Right. Um, and then the second piece is exactly what Andrea was saying, which is just consent management is critically important, um, because not only is there, uh, increasingly strict regulation of consented data, but also there's a lot of variety across markets. And most of our clients operate in a, a wide variety of markets. And so, um, because of that, clients need to be more vigilant than ever about how they collect, manage and use customer PII. So, uh, we offer our clients a consent audit and diagnostics to make sure that they're meeting their legal obligations wherever they operate, while also enabling the use of this data for appropriate and advertising purposes.
Speaker 5 (15:53):
Just to build on that, I, I feel like there's coming from the measurement perspective. I feel like there's a comfort level and an education process that's constantly in play right now with all this first party data at our fingertips. You know, all of the, the networks and the brands that we work with are constantly battling with one another to try to get permission to place pixels and to do server to server integrations. Right? But like the truth of the matter is if we want to use this first party data to drive an outcome story, there is permissioning needed, right. And client clients, whoever those clients may be need to raise their comfort level and their education level about what's what what's okay. And what's not okay. I think most brands that a network approaches will say just out of instinct know to having pixels place, but like they're kind of important, right? So there is a right way to drop a pixel there's a responsible way to drop a pixel. Right. So I just think, I think there's a lot of progressive brands and networks that are doing this at scale now and agencies. Um, but I think there's also an equal amount that are afraid of it and don't know enough about it. So I think that's important. Are
Speaker 2 (17:13):
There innovations that you've seen come to bear as it relates to, you know, addressing that privacy, that anyone in this group that would wanna be, you know, would wanna speak to that you think are, you know, interesting and, you know, um, taking a forward looking approach to privacy by design.
Speaker 3 (17:29):
I mean, I think these different identity, um, initiatives really take that very much, you know, into consideration. I mentioned unified ID 2.0, um, being one example, but I, you know, uh, I think that is a, a key point to making those usable, um, you know, and then just speaking from the, the publisher perspective, I mean, everything on our end is, is opt-in, you know, um, that's a huge, important component as a subscriber service that we protect the data of our viewers and, and ensure that, you know, um, there is the full opt-in, uh, to, to receive, you know, any kind of targeted advertise, anything of that nature.
Speaker 2 (18:10):
Yeah. It's definitely making the industry is definitely making it easier for consumers to, to opt in to, um, to be aware of, you know, what, they're, what they're, self-selecting into. Um, I'm curious, like, let's just take a little bit of a deep dive into TV since, you know, we've got two TV experts on the phone. Um, how has ID deprecation and privacy rug regulation impacted TV in particular?
Speaker 5 (18:31):
I don't know about you guys, but I think one thing that I've noticed is is that there is literally a new identifier popping up almost every single day, right? It's like some, some of them perhaps more credible than others, but I think what it points to is massive fragmentation and just more complex in arriving at the measurement that our clients need and want. Right. And what, you know, open ID, you know, is, is one of the more recent announcements and certain people are siding with them. Certain people are siding with other IDs. So I just think to me the, the impact from a measurement standpoint is around complex to be, I think I'm not saying it's not necessary to protect what needs to be protected, but it does make things a lot more complicated. <laugh>
Speaker 2 (19:19):
Yeah. And Ben and Andrea, do you have thoughts on how you're helping brands navigate that? I mean, that it does feel very complicated and every time I talk to an advertiser, they, they almost wanna just, you know, hide under the covers and, and until things sort themselves out. So I'm curious, how are, how are you guys helping brands navigate through that fragmentation and that confusion?
Speaker 6 (19:37):
So we're doing, um, a lot of testing and learning right now, um, with the various identifiers, just so we can get a better understanding on how to, you know, guide our consumers or guide our clients, um, into using them. <affirmative> CTV in general is just complex on how to buy it. So when you layer on that identifier, it's just, we're, we're just really helping them through it and supporting them through it and just testing and learning to make sure that we're just as knowledgeable to help provide the best recommendation to our clients. Um, I think the other thing that's common, they hear our clean rooms so that, you know, those environments are, um, a place that we're able to help our clients see more into the, you know, holistic buy with all these different identifiers. So that's been a really, um, good learning experience for us and for our clients.
Speaker 4 (20:27):
Yeah. I would certainly echo the clean room point. Um, Omni has integrations with all of the major clean rooms. Um, we just announced a, a clean room partnership with Disney recently, so yeah, a hundred percent. Um, we're so we're working towards resolving the fragmentation issues and measurement that have been created by the changes in the landscape. Um, and, and yeah, beyond that, we've come out and publicly endorsed the U I D too, as our, as our preferred identifier, primarily cuz it's interoperable with, uh, some of the other existing AMI. Um, because, so we talked about the measurement side, but on the buying side, uh, resolving fragmentation is just as important, right? Because it, it's only of limited help to us if we can merely see overlap and exposure after the fact, what we want to be able to do is control that exposure in the first place. And so, um, we're encouraging our cell side partners to align around that ID standard and, and ones that are interoperable like open AP so that we're getting the best results for our clients and minimizing waste.
Speaker 3 (21:28):
I mean, I, I would just add, you know, from, from the cell side, um, and from the TCTV side, you know, one of our core objectives is, is to make it easy to, to buy CTV and to, you know, um, find your way through all this. So, you know, we have multiple ways, um, you know, as I mentioned, you know, um, we can advertises, can target, um, you know, our audience through our data. You know, we, we have an integration as well with live ramp so we can create, we create custom segments, you know, in market auto buyers or, or that type of, of targeting. Um, if it's a programmatic buyer, they can also bring their own data, um, to their DSP. So, you know, we're, and in that case they can bring their own data and then target textually on our platform. Um, and then, you know, again, you know, U I D 2.0, and, and we're really very open to operate with, with any platform.
Speaker 3 (22:23):
We, we still take Nielsen, dark, you know, someone wants to run a campaign on a, on a new else guarantee. We will do that. You know, so I think that's part of the partnership really between the sell side and, you know, between us and, and our agency and, and, and, um, client partners is to really make it easy to find that right audience, you know, watching that exact type of content in that mindset, that's really gonna, um, you know, be beneficial to the brand and, and to try to look at it in that way, simplify it by talking about goals and objectives and not get lost in, um, too much of, you know, the complexity find the right solution for the objective and, and really focus on that, you know, from our perspective.
Speaker 2 (23:08):
So you're starting to talk about TV buying, which I find really interesting. I I'm curious, this is maybe, um, a contentious question, but I'm curious, you know, do we, do you think the upfronts will continue to evolve? How do you think TV buying will continue to change Stewart?
Speaker 5 (23:24):
Yeah, I think at upfront, at, at the upfronts coming up, I think you're gonna see more cross lot form kind of selling efforts than you've ever seen before. I think last year kind of teed things up, but I think it's, it's gonna explode this year because all of these O T T kind of companion brands to the major networks have massive targets against them for this upcoming year. Right. They need to start shifting eyeballs from linear to digital, as the migration from cable becomes more, um, persistent, right. And, and, and with that comes really big sales targets. Um, so I think you're gonna see more cross-platform integration in how the networks announce things. Um, and I think, you know, Diana not to put words in your mouth, but right, for, for companies like, like Diana's, that are gaining more and more traction in the marketplace, you're gonna see them coming in aggressively talking in about how unique their audience is above and beyond linear, the unique value those audiences provide above and beyond linear. And, and, and to take that one step further, the efficiencies that those audiences provide above and beyond linear, cuz it's not always about reaching a net new audience. Sometimes it's about reaching the same audience more efficiently. So that would be my prediction.
Speaker 3 (24:47):
I'll just ladder onto that a little bit. And thank you. That was definitely a good, uh, summary of our, of our, uh, positioning. Um, but yeah, I think we already saw even this year, you know, we participated in the new fronts, um, and you know, there was, we had, there were TV brands in the new fronts, there were digital in the front. So I think it really is merging. And I think it really is, you know, I mean, group M put out that study, um, earlier this year about one in five TV dollars are now going to a CTV, what they call, you know, CTV, uh, plus. So any kind of nontraditional linear platform and, you know, and again, it, you know, comes back to that idea that at, you know, um, at this point TV, doesn't no longer owns the premium content and doesn't own the big screen.
Speaker 3 (25:35):
So, you know, FUO, you know, 94% of our viewership is, is on a CTV device. You know, 90% of it is live. That sounds a lot like TV and you're watching sports. You're watching, you know, your, your favorite, uh, regional sports networks. You're watching your favorite shows in first run. Um, and at the same time, as Stu said, you're getting that efficiency, you're really targeting the audience. You're, you're not getting, you know, the quote unquote, um, waste that you might get, uh, buying on a traditional, uh, G R P. And, um, you know, you're, you're really getting your brand message right, right. To the right person at the right time, you know, in the right content. So, um, you know, we're definitely seeing that on our end and, and I agree, I think there's just a lot of, you know, additional value. And then of course that ability, as I mentioned to, to buy all that, uh, programmatically, you know, so that you're, you're really automate, um, and, and getting the most out of, out of every, uh, every dollar fuel that you're investing.
Speaker 2 (26:34):
And so what do we anticipate for TV buying in 2022? You guys are talking a little bit about some changes in terms of how things are gonna merge together in terms of the upfronts Ben and Andrea, what do you think in terms of, from the agency side and in terms of, you know, how TV buying will change in 2022?
Speaker 4 (26:51):
Yeah. It's, uh, it's always fun speculating about the future, right. Um, cuz uh, people have to wait a while to tell me that I was wrong. Um <laugh> so what we're we're trying to do anyway, is, is, uh, continue to break down the budget silos that have historically historically kept, uh, linear dollars out of the digital space. Um, I think we all agree, those distinctions are making less and less overtime. Um, but it's a conversation we have to have, uh, with each of our clients individually, because a lot of the time that's driven by internal client budgeting processes. And so it has to be worked out on by sides. It's not like we on the agency side can just snap our fingers and change the allocation rules. Um, but what we're trying to do overall with our narrative is just encourage people more and more to think about TV as just being a screen. Um, and like it could be populated with content that's delivered via traditional MVPD, or it could be through, you know, FUO on a Roku, whatever. Um, it's just a screen. Uh, and so like, like anything else, like mobile or TV or mobile or PC, um, as opposed to being a specific set of partners that TV budgets traditionally flowed to over a certain period of time. So that's the, uh, that's the change we're trying to make? I don't think we're gonna get a hundred percent of the way there next year, but we're making progress.
Speaker 6 (28:09):
Yeah. I would just echo that. Um, the hope is that more of the traditional and digital buying, uh, kind of are together in one room and kind of have a full plan holistically to reach that audience. Um, and Diana you mentioned automation. I think that that's really going to be a huge shift in 2022 with, um, some of the new funds upfront shifting into programmatic. I mean, the fact that you can buy for a live, you know, sports event programmatically a couple days before it shows is pretty impressive. So I think, um, marketers are gonna start to lean more heavily into that as last minute changes come up or last minute promotions. Um, so I do see a lot of that, all, um, evolving in the buy.
Speaker 3 (28:52):
I'll just add just one thing on, you know, we're, we're very, um, we're very bullish on programmatic and, and to your point, Andrea, Andrea would really, really see it as a premium buying, um, platform. And, you know, we really run the blue chip national brands through, through our programmatic partners and it, and it really it's, it's just a more efficient way of, of, um, placing your media, you know, couple of days, day of during, you know, it really gives so much flexibility. We mentioned the data, the ability to bring in your own, your own data without any having to sign up really with anyone, you know, so it just gives so much ease. And, and I actually heard, you know, head of a big media company saying that, you know, they're, they're looking at, you know, 30% of their inventory being fully automated, you know, in three years. And you know, you look at any of the streamers, you know, us included, you know, it's a hundred percent automated now. Um, so I really do think, um, as that evolves and you know, it just creates so much more opportunities as you mentioned, so completely agree on that.
Speaker 2 (30:02):
So while we're making predictions for the future, I know everyone's so comfortable doing that. What other disruptions might be a ahead for us in 2022?
Speaker 5 (30:11):
I have a good one. Can I start go
Speaker 2 (30:14):
For it?
Speaker 5 (30:15):
So I am slightly terrified by the number of new, new television, new televisions coming to the market, right? Roku has a TV Amazon's coming out with a TV. Comcast has a TV coming out. They already have it selling in, in, in, uh, in Europe. And I believe they're bringing one here as well, right? With, with all of these is nothing against any of those companies. They're all amazing companies, right? But all the fragmentation that we've already talked about in this discussion is gonna just get worse right now. That just means more Walt gardens, right? They're they're coming out with a television, not because they're so interested in hardware, they're coming out with a television so that they can <affirmative> control the audience and serve ads to that audience. And, and again, getting the data around that is gonna be more difficult. So transparency is not gonna go up. It's gonna go down, right. Complexity is, is gonna go go up as well. So I'm, I'm a little bit nervous about all of these, um, all of these, um, streaming players coming out with hardware.
Speaker 2 (31:25):
That's an interesting one that, you know, I haven't heard a lot of people talking about. Um, so it's interesting that you mention it Stu because, you know, I, I personally can't see myself buying a new TV, but you're talking to the wrong person in this, in my household in terms of the TV purchaser. So, um, it'll be interesting to see how much adoption rise for those, because, you know, there is some established brands and that's a, that's a competitive space for them.
Speaker 3 (31:48):
I'm gonna say, it's a great point, cuz you know, every time a new TV comes out, we then we then, uh, as FUO, you know, we need to integrate. So, you know, we, we LG Visio, you know, um, what's next,
Speaker 5 (32:00):
<laugh>, that's a great point. It's more work for, for you as well. Right? Cause you need to be pre your, your app needs to be present in that environment. Yeah.
Speaker 3 (32:09):
Yeah. I mean, that's not necessarily a bad thing, but to your point it's, it's, it does create more and that's more hands and more, more data. Um, I mean I think, you know, one thing that we're seeing across the market and it's actually benefits, um, you know, um, folks like us and, and, and, you know, is, is the, um, the expansion or the fragmentation of sports rights, you know, again, you used to go to, you know, you knew where the super bowl was. You knew where the, where the world series was. You knew where you were gonna watch Thursday night football, Monday night football. Now it's in, you know, a lot of different places. Um, so that's something obviously that we watch very closely. Um, you know, as I say, we benefit like, you know, we had the, um, we got the exclusive rights streaming rights for the, um, south American and soccer world cup, um, qualifiers for comic ball, which is great. But at the same time, you know, I think that's definitely something to keep an eye on. Um, and something that will even further the migration from traditional television, cuz sports, definitely something that is what keeps people tied to their table, their cable, um, you know, subscriptions and when they can find their regional sports teams and other teams elsewhere. Um, I think we're gonna see a lot of that, you know, obviously, um, when Amazon's done with, with Thursday night football. So that's kind of something that we're keeping an eye on. Um, on our end,
Speaker 2 (33:34):
We face that in Chicago, when the cubbies went, um, off of their, their local Chan over the many years and they, they granted their own channel. So I, I know exactly what you're talking about.
Speaker 3 (33:45):
Diana, you can watch that on
Speaker 2 (33:47):
<laugh> <laugh> any other thoughts from the group in terms of, you know, what we might be ahead for us in, in the year ahead. I just think
Speaker 6 (33:55):
There might, in terms of, you know, opposite of more fragmentation, I do think we might see a little bit more of consolidation with platforms, um, that might make it a little bit easier, but that's a wish, I think more than, um, what's to happen.
Speaker 2 (34:12):
We have to keep the end in mind, right? We have to keep the, the, what is the goal that marketers are trying to achieve? You know, we're talking about IDs, we're talking about clean rooms, we're talking about all these things, but the, the real focus is what marketers are trying to achieve, which is, you know, reaching their intended, intended audiences at the moments that matter most and then being able to measure so that they can determine whether or not what they're doing is working or not working. And I think you're right. Measurement and attribution continue to be, um, a, a big focus because, you know, marketers wanna make sure that they're, they're doing the right things and they're, they're, they're leveraging data and insights to help them make better decisions in the future. And so, um, you know, any other thoughts in terms of, you know, from the group in terms of what, what should be the top focus for marketers in, in the year ahead, we, we talked about disruptions, but what about their focus? What should they be emphasizing in their own business?
Speaker 4 (35:02):
Yeah, I can, I can go first on this one. Um, I think the number one thing for marketers is to figure out a way to test and learn into a durable identity strategy. Um, I, you know, we see reports now on the trade press of, you know, some advertisers have started to test and learn with U I D too, and, and other intraop identifiers. Um, but that doesn't mean it's a settled question because there's so much more scaling that has to happen before those become viable solutions. So what we're encouraging our clients to do is start testing and just keep testing. Um, certainly through the end of 22 and into 23, because that's when we expect the most rapid period of maturation is going to be for these identity standards.
Speaker 2 (35:46):
I agree. And, and that kind of circles back to a topic that we've already discussed here today, which is, is test and learn and the idea of, of, you know, taking that first step forward. You know, there is a lot of disruption in the industry. There's a lot of change happening. Um, I think the one thing that is constant is that change. So, you know, what we really wanna see is, is how we help, um, you know, the industry take that next step forward and, and the path ahead for us. And, and I really appreciate all of you guys joining us today to chat about, you know, the industry, the disruptions that we're facing and what's ahead for us. So thank you again for your time and, and, and really appreciate the, the session today.
Speaker 1 (36:27):
So much interesting information. Thank you so much, Allison and team. And thank you for joining us today. We'll see you again for next brave new world's panel sessions in the coming weeks till then be well.

	BNW - BO2 - Test Reinvest Rebuild V2 (Completed  12/13/21)
Transcript by Rev.com
	Page  of 



