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1. The Problem

2. The Solution

3. Operative
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ñThe greatest opportunities for survival in this new 

ecosystemðand, in the end, securing leading positionðall 

relate to making the system itself less complex.ò

- Marketing & Media Ecosystem 2010 survey and Booz and Company Analysis
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State of the Industry: Digital Ad Operations
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Innovation = Fragmentation = Complexity
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Less money
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LǘΩǎ gonnaget worse
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Question: In how many systems does your campaign data reside? 

90% of agenciessee data in 
2+ systems  
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Why is this happening?
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Question: is 
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And the winner is . . . Excel.

ά²Ŝ ƘŀǾŜ ŀ ǇŀǘŎƘǿƻǊƪ ƻŦ 
media and tracking 
platforms....So you add that 
layer of multi-channel touch-
points and it can become 
almost ǳƴƳŀƴŀƎŜŀōƭŜΦέ

- Cathleen Ryan, Chief Results Officer - MEA Digital
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Question: To what extent do the following situations or demands strain your 
current digital ad operations?


