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Evolving Media 
Measurement:

From Outputs to 
Outcomes



A bit about Splash 
Media





SPLASH MEDIA

● Implementation 
Strategy 

● Biddable Media
● Trading, optimisation and 

reporting

MINDSHARE

● Connections Planning
● Traditional Media
● Activations
● Publisher Partnerships

HYBRID MODEL

● Transparency
● Data ownership
● Understanding of brand requirements
● Speed
● Mindshare a key strategic partner and traditional media 

buyer

Hybrid Model



Simplified Workflow

MINDSHARE

CONNECTIONS PLANNING IMPLEMENTATION STRATEGY EXECUTION & REPORTING

Effective and efficient distribution of budget 
across channels to maximise brand objective.

Mindshare to lead with Splash in supporting role.

Understanding local media environment. 
Engaging the best digital media partners to 

deliver on our brand objective

Implementing campaigns, conducting QA, 
ongoing assessment, reporting

SPLASH 

LEAD SUPPORT OFFLINE ONLINE OFFLINE ONLINE



Team Capabilities

SOCIAL SEARCH RETAIL PROGRAMMATIC DIRECT CONTENT OFFLINE GUIDE

Meta Google Amazon (onsite) BVOD & Publisher 
Video Spotify Publishers

(i.e. Native Content) Linear TV EXECUTED

Snap Bing Citrus (onsite)
(WW, Coles) Display Amazon Commercial Radio NOT EXECUTED

TikTok* MixIn (onsite)
(EG) Native Print NOT IN SCOPE

*Awaiting lifting of 
alcohol restriction.ETA:

Late 2024

Zitcha (offsite)
(EG)

Digital Radio & 
Podcasts

OOH
(direct buys)

Uber Eats (in-app) pOOH

In-Game



Outputs



An obsessions with efficiency

Die 
Slow Thrive

Die 
Fast Survive

Effectiveness

Ef
fic

ie
nc

y



Efficiency

SUMMARY KPI DELIVERED

CHANNEL VOLUME PERFORMANCE VOLUME PERFORMANCE

META 8,333,333 impressions $3.00 CPM
13,431,540 impressions $1.86 CPM

% Difference % Difference

CTV 997,975
impressions

$70.14 CPM
1.025m impressions $70.79 CPM

% Difference % Difference

YOUTUBE 875,000 completed views $0.04 cCPV
1,122,171 completed views $0.03 cCPV

% Difference % Difference

ONLINE VIDEO 1,290,000 $0.04 cCPV
720,474 $0.07 cCPV

% Difference % Difference



Better Efficiency

CHANNEL 1 CHANNEL 2 CHANNEL 3 CHANNEL 4 CHANNEL 5

CPM $              28.65 $  4.13 $                 4.64 $                 12.23 $              53.01 

vCPM $              29.68 $           49.94 $              18.41 $                 13.00 $              53.72 

vPM

(viewable seconds per 
1000 impressions)

23,863 198 1,225 7,849 20,312

vCPS

(cost per 1000 viewable 
seconds)

$                 1.24 $  252.06 $              15.02 $                   1.66 $                 2.64 



Outcomes



Towards Outcomes

Media Principles
Codify and standardise 
our media decisions

Measurement Framework
Define how we measure 
media

Measurement 
Capabilities
Define and fill gaps in 
measurement



Media Principles



Strategic Principles

Principles

Sacrifice

Invest

Optimise

Innovate

Overview

Pick your champion brands and be clear about objectives
Consolidate ATL

Apply ESOV thinking to grow market share

No brand campaign overlap in TPB

>$500k of working media per brand brief

Use 70:20:10 framework as guidance

Guidance

<2 objectives per brief

Brand or sales brief 
– can't be both

Reduce competition, dark periods and frequency

Test and learn new channels and tech



Objectives



Planning Principles

Integrate Owned, Earned and Paid media channels to extend reach

Improve cost effectiveness & maximise reach with a multi-channel approach

Principles

Targeting

R&F&A

Placement:

Integrated

Overview

Target category buyers for brand campaigns, segment for sales campaigns.

Maximise +1 reach and optimise channel selection for attention.

Maintain and grow market share by being on for most of the yearContinuity

Guidance

Category Target: 18+ Alcohol Drinkers // 
Segment – As per Horizon

2-3 impressions per week

4-8 channels per campaign

Use integrated planning tool

Aim for 39+ weeks



Channels



Measurement Principles

3
4

Media Brand Business

GOAL

Buy Smarter Build Smarter Invest Smarter

How efficiently is media being bought?
 How well is media being executed?

How is media driving brand outcomes? How is media driving business outcomes?

Efficiency
Volume Performance Volume Performance

Volume Performance

Reach Impressions CPR CPM

Absolute Lift Incrementality Cost Per Unique 
User Lifted Cost Per Point Uplift Sales Incremental Sales ROAS iROAS

Campaign 
Frequency

Viewable 
impressions vCPM aCPM

Video 
Completions Attentive Seconds cCPV CPC

Execution

Est Lifted Users Leads Spend ROI || mROI CPLFlighting & budget correct? QA process?

Brand safety & suitability? Other regulatory requirements?

Audience

Media Agency/ Lead  || Brand Manager Brand Manager || CMO CEO || CFO || Head of Sales

Vendor / Capability

Viewability / Brand Safety Brand Health Tracking MMM

Attention Measurement Omnichannel BLS Conversion Uplift

Fraud Prevention Creative Pre-Testing Attribution



Measuring Media 
Through A Brand Lens



OminChannel BLS

Desktop & Mobile

Control
(did not see ad)

Respondents surveyed simultaneously with 
the same survey during ad campaign

Exposure Groups are Compared to Control Baseline to 
Determine Media Effect

Exposed
(Saw ad)



92

38
18

82

52
62

94

48

25

81

56

Unaided Awareness Brand Awareness Ad Awareness Message Association Favorability Purchase Intent

Control (n=240) Exposed (n=450)

60

Brand Uplift



28
23 24

3634
27 30 30

Attribute 1 Attribute 2 Attribute 3 Attribute 4

Control (n=240) Exposed (n=450)

Attribute Uplift



CTV YOUTUBE META

Brand Metrics Control ∆ Control ∆ Control ∆

Unaided Brand Awareness 55% 1% 56% 2% 55% 2%

Aided Brand Awareness 89% -4% 91% 4% 93% 2%

Online Ad Awareness 35% -3% 32% 7% 40% 8%

Message Association 24% 0% 20% 9% 25% 5%

Brand Favorability 82% 1% 81% 3% 83% 1%

Purchase Intent 55% -2% 52% 8% 54% 5%

Brand Attributes

Attribute 1 33% 3% 32% 4% 30% 2%

Attribute 2 38% 1% 34% 8% 39% 3%

Attribute 3 33% -2% 34% 6% 37% 1%

Attribute 4 34% 0% 37% 2% 30% -6%

Sample Size 80 150 80 100 80 200

90% sig increase

No sig change

80% sig increase

90% sig decrease

Note: Not real data. Actual report may vary based on media plan and sample sizes.

Note: Premium and Standard level Brand Lift Insights includes up to 5 channels. Additional 
sites subject to add-on fee. 

Channel Uplift



Measuring Media 
Through A Business 

Lens



Measurement & Attribution

CAPI

Improved targeting 
and attribution

LIVE

Enhanced Conversions

Improved attribution 

LIVE

UID2.0

Improved targeting 
and attribution 

across programmatic 
activity

FY25

Server-Side Tracking

Improved targeting 
and attribution 

across all channels

TBC

Omnichannel Brand Uplift

Cross channel 
measurement for 

brand uplift studies

FY25

MTA & Incrementality 
Testing

Enhanced MTA 
platform & 

incrementality 
testing

FY25



Conversion Uplift



Brand data into sales data
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Shirofune Case Study

Double ROAS in Half The Time



Mitsu Kikuchi
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About the
Presenters

FOUNDER & CEO
SHIROFUNE

Stephen Fagan
DIRECTOR

MEDIA REPUBLIC
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Mitsu
Kikuchi

The Shirofune Story
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Kikuchi

The Shirofune Story • . 
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Mitsu
Kikuchi

The Shirofune Story

Shiro-Fune (White-Ship)

Kuro-Fune (Black-Ship)
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Kikuchi

The Shirofune Story



Sh
iro

fu
ne

 C
as

e 
St

ud
y

3

Mitsu
Kikuchi

The Shirofune Story



Sh
iro

fu
ne

 C
as

e 
St

ud
y

3

Mitsu
Kikuchi

The Shirofune Story
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Managing over $1B 
in Annual ad spend in Japan

Ad Agencies In Japan
Trusted By All Major

Shirofune

AdNote

Adobe Advertising Cloud Search (Efficient Frontier+OMNITURE)

Marin Software

91% Market Share in Japan
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What is Shirofune?
Shirofune automates majority of the professional ad manager’s work

Auto-Bidding
Budget Control

Auto-Analyzing
Report

Optimization
Suggestions

Performance Data
Integration
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Auto-Bidding
Budget Control Never exceed your 

monthly budget

Adjust Daily Budget/
TargetCPA/ROAS
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Optimization
Suggestions

Automatically populates 
daily recommendations
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Auto-Analyzing
Report

Automatically analyzes performance results 
and populates commentary
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Performance 
Data Integration



Shirofune Case Study
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Dentsu reduced overall man-hours by  54%
while maintaining the performance level
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WHERE did the reduction come from?

Ad Optimization Operation

Auto-
Bidding/

Budgeting

45% 
Reduction
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WHERE did the reduction come from?

Report Creation

Auto-
Bidding/

Budgeting

Impressions Clicks CTR Avg. CPC Cost Revenue Rev / Conv. ROAS Conversions Conv. Rate Cost / Conv. Revenue Rev / Conv. ROAS Conversions Conv. Rate Cost / Conv.

1,258,335 12,009 0.95% $1.74 $20,853.54 $66,921.92 $147.73 320.91% 453.00 3.77% $46.03 $91,501.51 $153.09 438.78% 597.68 4.98% $34.89

Impressions Clicks CTR Avg. CPC Cost Revenue Rev / Conv. ROAS Conversions Conv. Rate Cost / Conv. Revenue Rev / Conv. ROAS Conversions Conv. Rate Cost / Conv.

1,167,485 11,905 1.02% $1.95 $23,176.95 $99,669.32 $170.08 430.04% 586.00 4.92% $39.55 $122,834.40 $168.09 529.99% 730.75 6.14% $31.72

1,204,102 11,129 0.92% $2.09 $23,243.03 $73,735.49 $139.12 317.24% 530.00 4.76% $43.85 $96,728.97 $144.24 416.16% 670.61 6.03% $34.66

1,091,358 10,746 0.98% $2.17 $23,308.84 $91,490.61 $159.67 392.51% 573.00 5.33% $40.68 $107,949.34 $159.56 463.13% 676.53 6.30% $34.45

1,139,353 10,730 0.94% $1.86 $19,984.69 $72,916.06 $147.90 364.86% 493.00 4.59% $40.54 $81,733.70 $141.98 408.98% 575.69 5.37% $34.71

1,180,545 10,433 0.88% $1.81 $18,865.02 $66,635.01 $156.79 353.22% 425.00 4.07% $44.39 $79,027.76 $158.95 418.91% 497.17 4.77% $37.94

1,075,401 10,562 0.98% $1.90 $20,056.32 $67,057.46 $155.95 334.35% 430.00 4.07% $46.64 $89,585.21 $166.50 446.67% 538.06 5.09% $37.28

757,178 9,339 1.23% $2.06 $19,212.63 $69,130.38 $164.60 359.82% 420.00 4.50% $45.74 $84,353.33 $166.18 439.05% 507.59 5.44% $37.85

989,161 9,962 1.01% $1.95 $19,456.96 $60,817.99 $153.19 312.58% 397.00 3.99% $49.01 $78,288.42 $151.56 402.37% 516.54 5.19% $37.67

885,182 9,936 1.12% $1.74 $17,297.75 $52,362.02 $165.70 302.71% 316.00 3.18% $54.74 $78,158.42 $162.74 451.84% 480.27 4.83% $36.02

828,645 8,500 1.03% $1.64 $13,913.13 $19,429.23 $136.83 139.65% 142.00 1.67% $97.98 $33,733.71 $141.01 242.46% 239.23 2.81% $58.16

2,158,790 13,207 0.61% $1.87 $24,739.19 $34,209.92 $156.93 138.28% 218.00 1.65% $113.48 $90,770.05 $169.66 366.91% 535.00 4.05% $46.24

822,449 10,197 1.24% $1.80 $18,378.42 $65,477.07 $148.14 356.27% 442.00 4.33% $41.58 $93,504.60 $153.71 508.77% 608.31 5.97% $30.21

1,491,545 13,829 0.93% $1.77 $24,439.05 $79,652.68 $147.73 325.92% 539.18 3.90% $45.33 $108,594.78 $153.04 444.35% 709.59 5.13% $34.44

Impressions Clicks CTR Avg. CPC Cost Revenue Rev / Conv. ROAS Conversions Conv. Rate Cost / Conv. Revenue Rev / Conv. ROAS Conversions Conv. Rate Cost / Conv.
51,452 5,561 10.81% $2.10 $11,658.63 $49,444.16 $160.01 424.10% 309.00 5.56% $37.73 $43,675.94 $153.24 374.62% 285.02 5.13% $40.90
51,452 5,561 10.81% $2.10 $11,658.63 $49,444.16 $160.01 424.10% 309.00 5.56% $37.73 $43,675.94 $153.24 374.62% 285.02 5.13% $40.90

Mobile phones 41,209 4,629 11.23% $1.89 $8,739.06 $32,981.14 $140.95 377.40% 234.00 5.06% $37.35 $29,868.52 $138.27 341.78% 216.01 4.67% $40.46
Computers 8,598 875 10.18% $3.19 $2,790.96 $16,007.72 $219.28 573.56% 73.00 8.34% $38.23 $13,352.12 $199.26 478.41% 67.01 7.66% $41.65

Tablets 1,645 57 3.47% $2.26 $128.61 $455.30 $227.65 354.02% 2.00 3.51% $64.31 $455.30 $227.65 354.02% 2.00 3.51% $64.31

Current Progress

March Search・Display Ads Summary （Period: 03/01/2023 - 03/27/2023)

1 Monthly Results

GA Revenue GA CV G/F Revenue G/F CV 

03/01 - 03/27

GA Revenue GA CV G/F Revenue G/F CV 

Feb 2023

Mar 2023 (Forecast)

2 Monthly Results Graph (Conversion Metrics︓GA Revenue )

3 Search Ads Results  ※There may be an error between the total and the sum of the results for each device due to media specifications

Jan 2023

Results (Forecast)

Mar 2022

Apr 2022

May 2022

Jun 2022

Jul 2022

Aug 2022

Sep 2022

Oct 2022

Nov 2022

Dec 2022

03/01 - 03/27
Search Ads Total

GA Revenue GA CV G/F Revenue G/F CV 

Google

0.00%

100.00%

200.00%

300.00%

400.00%

500.00%

$0.00

$20,000.00

$40,000.00

$60,000.00

$80,000.00

$100,000.00

$120,000.00

Revenue

ROAS
0.00%

100.00%

200.00%

300.00%

400.00%

500.00%

$0.00

$5,000.00

$10,000.00

$15,000.00

$20,000.00

$25,000.00

$30,000.00

Cost

ROAS

62% 
Reduction
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WHERE did the reduction come from?

Strategy/Planning

Auto-
Bidding/

Budgeting

41% 
Reduction



Shirofune Case Study



● Increase budget

● Increase traffic/clicks/sales

● While maintaining their target CPA ($60)
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Clients Goals



● Reduce the time needed to manage to increase 

productivity
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Our (Agency) Goals
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Remarkable Improvements

Clients Results
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Our (Agency) Results
w/o Shirofune

Frequency Time Spent Monthly Hours

Paid 
Search

Budget Control
Check spend to see if the current spending is on track for the set monthly budget Weekly 1.00 hours 4.3 hours

Make necessary adjustments based on the assessment above. Weekly 3.00 hours 13.0 hours

Search Add and remove keywords based on the query report. Monthly 2.00 hours 2.0 hours

Display
Add new or pose existing targeting criteria based on the report Monthly 1.00 hours 1.0 hours

Based on the placement report, pose the placements on underperforming sites

Common

Check the performance on each creative/ad copy Monthly 1.00 hours 1.0 hours

Create new or replace with existing creatives\ad copies Monthly 1.00 hours 1.0 hours

Other operational task if any

Report
Collect data from multiple data points and create a consolidated numerical reports Weekly 1.00 hours 4.3 hours

Create reports for your clients with narratives Weekly 1.00 hours 4.3 hours

Paid Social

Budget Control
Check spend to see if the current spending is on track for the set monthly budget Weekly 1.00 hours 4.3 hours

Make necessary adjustments based on the assessment above. Weekly 3.00 hours 13.0 hours

Audiences
Add new or pose existing targeting criteria based on the report Monthly 2.00 hours 2.0 hours

Based on the audience performance, establish which groups may need to be expanded or paused Monthly 2.00 hours 2.0 hours

Data Sources
Check if there are any data errors from pixel sources Monthly 1.00 hours 1.0 hours

Check for any disapproved catalog items and submit for reviews

Common

Check the performance on each creative/ad copy Weekly 2.00 hours 8.7 hours

Create new or replace with existing creatives\ad copies Monthly 4.00 hours 4.0 hours

Other operational task if any

Report
Collect data from multiple data points and create a consolidated numerical reports Weekly 1.00 hours 4.3 hours

Create reports for your clients with narratives Weekly 1.0 hours 4 hours

74.8 hours
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Our (Agency) Results
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Before After

• Decreased team member churn

• Increased salaries

• Better overall agency profit

Our (Agency) Results

59％ Reduction in Time



Special Offer 
for the attendees of  



Exclusive for 
IAB ad tech & ops summits attendees





indexexchange.com

Taking a Stand: Eliminating MFA 
Sites and Fostering Quality 
Journalism
Adele Wieser, regional managing director, APAC



Why has MFA become a hot button issue?

Industry reports

DECEMBER 2023 ANA.NET

PROGRAMMATIC 
MEDIA 
SUPPLY CHAIN 
TRANSPARENCY 
STUDY

COMPLETE REPORT

PLAYBOOK 
SUMMARY 

PAGES 
20–26

Association of National Advertisers
2023 Report



IAB Australia definition of MFA

• A category of websites built on catchy headlines, 

clickbait, and controversial content to drive traffic 

and ad revenue.

• Often sacrificing content quality, these sites 

inundate users with intrusive ads and pop-ups in 

pursuit of revenue.

• Aggressively look to scale through paid traffic whilst 

profiting from ad arbitrage.

https://integralads.com/insider/detect-avoid-made-for-advertising-sites/


What did these reports highlight?

More carbon emissions 
produced than a 
standard website

02

Scope3

of programmatic display 
budgets are wasted on 
MFA websites or $20 
billion annually in the US*

01

ANA 2023

0387x23%



Why has MFA persisted?

• MFA sites achieve campaign KPIs – inventory is ”gamed” to be highly viewable.

• Unlike Invalid Traffic (IVT), there are actual individuals on sites.

• Overloading websites with ads can also lead to inadvertent KPIs like clicks & video views.

• MFA sites are very cost efficient, so KPIs on an MFA site brings campaign efficiency.

• Short-term revenue is hard to pass on (especially for public companies).

• Zero-sum game mentality – if I cut MFA, my competitors will still offer, and that’s revenue lost for me.



An industry call to action

Sell-side Peers

ü Terminate contracts with MFA publishers

ü Remove their seats from the exchange

ü Prevent them from transacting

ü Remove their ads.txt file

ü Purge each entity from all sellers.json files

Join us in eliminating MFA publishers

Buy-side Partners

ü Check the site’s sellers.json to determine the root 

publisher in place of block lists

ü Utilise established standards like sellers.json for 

identifying quality publishers

ü Engage only with publishers that are worthy of their 

ad spend. 





FROM CTR TO 
MARKETING
Moritz von Sanden

Audience360
Ally Cooney 

Spark Foundry





We believe that despite 
digital taking a growing 

share of spend, it remains 
heavily undervalued in 
the world of marketing



MEASUREMENT
The promise of one-to-one targeting & measurement

CTR/CPA/CPL Attribution

Misrepresentation of technological capabilities

The cookie yeti monster



PRIVACY
Of course I was going to talk about this

Privacy compliance is a bare minimum requirement but 
we are terrible at self-policing

Privacy Act review can lead to unintended consequences

Probably not why we work in media, but it is vital



SAVE THIS FOR L ATER



Source: eMarketer 2023 https://www.insiderintelligence.com/content/worldwide-digital-ad-spending-2023
Digital Information World 2024: https://www.digitalinformationworld.com/2021/04/30-percent-increase-in-screen-time.html 
Mi-3 2024 – Satista: https://www.mi-3.com.au/09-02-2024/digital-advertising-spend-hit-740bn-2024-search-ads-dominating. 

Excluding work,  40% of 
our day is spent looking 
at internet-connected 
screens but we only 
receive 34% of media 
budgets

https://www.insiderintelligence.com/content/worldwide-digital-ad-spending-2023
https://www.digitalinformationworld.com/2021/04/30-percent-increase-in-screen-time.html
https://www.insiderintelligence.com/content/worldwide-digital-ad-spending-2023


THE MARKETING 
FUNNEL

Awareness

Consideration

Conversion

Repeat



THE DIGITAL 
FUNNEL

CTR/CPL

CTR/CPA

CTR/CPA

CTR/CPA



Awareness

Consideration

Conversion

Repeat

Radio
“Over 66% of people recall radio advertisements”

Source: https://blog.gitnux.com/radio-advertising-statistics/

Out of Home
“People exposed to OOH are 2x more likely to 
act”
Source: https://www.oma.org.au/out-homes-strengths

TV
“TV drives 3x greater sales volume than any other 
media”
Source: https://thinktv.com.au/why-tv/



Awareness

Consideration

Conversion

Repeat

Radio
“Over 66% of people recall radio advertisements”

Source: https://blog.gitnux.com/radio-advertising-statistics/

TV
“TV drives 3x greater sales volume than any other 
media”
Source: https://thinktv.com.au/why-tv/

Out of Home
“People exposed to OOH are 2x more likely to 
act”
Source: https://www.oma.org.au/out-homes-strengths



Elevate the conversation so the top understand what we can contribute

Digital loses the emotional element of marketing which is the traditional language of 
marketers

Our work mostly happens in silos that are all specialities. It's a challenge to bring this 
all together for CMOs or CEOs

C-suites want predictable results in a world that isn’t predictable. Digital gives the 
illusion of measurability 

It can sometimes feel like we're shovelling snow with a teaspoon whilst we're 
expected to stay across the blizzard of new technology emerging



LET’S TAKE 
A SEAT







THE BRIEF IS JUST THE START
Think beyond the brief

We’re not the heroes

Just because you can, doesn’t mean you 
should

Think outside of your specialty and make 
brand outcomes your expertise



AUDIENCES
1st, 2nd, 3rd party audiences

3 choices, all of them have their place



IAB DATA LABEL



Data Provider Name: Audience 360
Data Provider Contact: info@audience360.com.au

DATA TRANSPARENCY FACTS

AUDIENCE SNAPSHOT

AUDIENCE CONSTRUCTION

DATA SOURCE

Branded Name: AFL Fans
Standard Segment Name: Interest | Sports | Australian Rules Football
Audience Description: Loyal AFL content consumers
Geographies: Australia

Audience Count: 1,345,160
Precision Level: Individual
Activation ID(s): Cookies & Mobile IDs
Audience Expansion: No
Cross-device Expansion: No
Audience Refresh Cadence: Daily
Event Lookback: 30 days

Source ID Description: Consumers that have visited the afl.com.au web-
site, or used the official AFL app, at least 3 times within the past 30 days
Source ID Contribution: 1,345,160
 Precision Level: Individual
 ID Key: Cookies & Mobile IDs
 Source Event: App Usage / Web Usage
 Inclusion Method: Observed / Known
Source Refresh Frequency: Daily
Event Lookback Window: 30 days

WHO
Provided the 
Data Segment

1

HOW
The Segment 
was Constructed

3

WHAT
Audience 
Segment the 
Label Describes

2

WHERE
The Original Data 
Components 
were Sourced

4

AFL CONTENT AUDIENCE



ID SOLUTIONS
Deterministic

Inferred

Cohort

Resources such as the ID 
explainer handbook are available



COLLABORATION
Don't overload the convo with digital jargon

Am I prepared?

Collaboration - a rising tide lifts all

Integrity, knowledge, consider your 
clients – and set standards

Have I left space for discussion?



MEASUREMENT & REPORTING



MEASUREMENT & REPORTING
Measurement in marketing isn’t about CTR

Bring the emotion to your language

  Signal loss creates the opportunity 
 to speak the language of marketers 
 and stop the illusion of one-to-one 
 attribution

  Digital is taking over traditional 
  channels, let’s keep their language



LET’S JUMP IN



FIVE TAKEAWAYS
1. Think beyond the brief and consider the bigger 

picture

2. Transparency is key when it comes to audiences 
but really, always!

3. UID’s are a technical solution, not a new 
buzzword

4. Collaboration all the way to the boardroom

5. Marketing isn’t about spreadsheets

I’m your 
friend!


