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State of the Industry: Digital Ad Operations
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INnnovation = fragmentation = complexity
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Question: In how many systems does your campaign data reside?

Over 70% of publishers see data In 90% of agencies see data In
3+ systems 2+ systems

Number of Publisher Campaign Systems Number of Agency Campaign Systems
40
300

150 20
75 10
0 0
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Excel sheets

Web-based project
tracking tool

DOne centralized dashboard
into which sales and
operational reports ar. ..

Internal project
tracking tool

And the winner is . . . Excel.

19.3 % (63)

242 % (79)

What's the primary way you keep track of the status of ongoing campaigns?

31.0 % (1071)

AWe have a patch
and tracking platforms....So you
add that layer of multi-channel
touch-points and it can become
al most unmanagea

- Cathleen Ryan, Chief Results Officer - MEA Digital
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