






35%

62%

4%

0% 1-15% 16-25% 26%-50% 50% or more



5.4

5.2

4.9

4.7

4.5
4.4

4.2 4.2

3.9
3.8

5.6

5.4

5.2

4.9 5.0

4.2

4.8

4.5



•

•

•

•

•

•

•

•

•

•

•

https://wfanet.org/knowledge/item/2020/01/31/Transparency-in-global-production
https://wfanet.org/knowledge/item/2019/05/09/Global-Content-Production-Ecosystem-2018
https://wfanet.org/knowledge/item/2018/12/14/Webinar-Content-Production-Strategy-Framework
https://wfanet.org/knowledge/item/2019/11/21/Webinar-Digital-Asset-Management
https://wfanet.org/knowledge/item/2018/03/01/Benchmark-Sourcing-production-consultants
https://wfanet.org/knowledge/external-partners/item/2018/07/13/Benchmark-on-Production-Pre-payments
https://wfanet.org/knowledge/item/2019/08/20/Advertising-production-payment-guidelines
https://wfanet.org/knowledge/item/2019/01/07/Global-Agency-Remuneration-2018
https://wfanet.org/knowledge/item/2019/11/15/Achieving-greater-financial-transparency-with-your-agencies
https://wfanet.org/knowledge/item/2019/04/16/Benchmark-Category-management-pass-through-or-3rd-party-costs
https://wfanet.org/knowledge/item/2019/12/17/Benchmark-Fixed-fees-for-creative-assets
https://wfanet.org/knowledge/overview
https://wfanet.org/connections/events
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QUESTION

What are the main barriers to adopting technology in your organization?

a. Lack of Technology

b. Lack of skills

c. Difficulty in collaboration with agency partners

d. Creative limitations



ENGAGED AUDIENCES

LARGE CREATIVE INVESTMENT

LIMITED AUDIENCE TARGETING

LOW MEASUREMENT

SLOW

T R A D I T I O N A L  A D V E R T I S I N G



T H E  A M A Z I N G  E C O S Y S T E M  W E  H AV E  T O D AY

PUBLISHERS CAN 

MAKE THEIR AD 

INVENTORY AVAILABLE

ADVERTISERS

CAN BUILD

CUSTOM AUDIENCES

I N  R E A L  T I M E



Dynamic Creative 

Optimisation



Creative X

User A – Credit card page

DCO

First-party Data 

User B – Mortgage page

Creative Y



Secondary 

Data 
DCODCO

Secondary 

Data 



C O N T E X T U A L  A D V E R T I S I N G

TIME LOCATION WEATHER DEVICE

HOLIDAYS EVENTS

SEQUENCE

KEY WORDSPAGE 

CONTEXT

LANGUAGE EXTERNAL 

FEEDS
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Decision Tree Example – TUI

BEST PRACTICE 



B R A N D  A N D  P E R F O R M A N C E  T R E N D S

BRAND

PERFORMANCERepurposed Content

High Volume

Tactical

Strategic

New Content

Wide Audience

THE WAY WE EXECUTE 

BRAND AND PERFORMANCE 

MARKETING ARE CONVERGING

TRADITIONAL
ADVERTISING

BRAND

DCO

PERFORMANCE

TRADITIONAL
ADVERTISING

BRAND

DCO

PERFORMANCE



THE MEDIA 

ADVERTISING 

COMMUNITY 

BE LIKE



THE

CONSUMER’S

EXPERIENCE OF 

DCO



WE THE PEOPLE



Adblockers

social media today

30%
of all internet
users use



Banner Blindness

Marketing Week

76% of consumers who viewed
online ads didn’t see them



Regulation

California Privacy Act

Third Party Cookie Restrictions

GDPR



Consumers love 

to share content 

they value

Consumers engage 

with personalized 

brand experiences

Consumers still 

want free services
More channels are 

programmatic than ever

Serendipity 

is good but no one

likes to be stalked



2019

109

129

TRADITIONAL

DIGITAL

% PROGRAMMATIC

2018

114

108

2020

107

151

2021

104

172

84.9%83% 86.3% 87.5%

C r e d i t :  e m a r k e t e r

US ADVERTISING SPEND ($bns)



QUESTION

How is your programmatic media managed at present? 

a. Exclusively by the media agency

b. As a collaboration between media and creative agencies? 

c. In house

d. All of the above



SO, WHAT IS INVOLVED

IN GETTING IT RIGHT?
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Creative Must Regain Its Seat at the Table

PRE-2010

Creative Leads

Media Distributes
1

TODAY

Media Leads

Creative Fulfills
2

NEW PARADIGM

Media-Creative

Collaboration
3

DCO



OPERATIONS

EFFECTIVENESS

DATA

OPTIMIZE

CONTENT

Enablement

TECHNOLOGY

Content, Quality, Execution

CREATIVE
Identity, Objectives & Data

YOUR BRAND

Audience, Measurement

MEDIA

D C O E X E C U T I O N

N I R VA N A



TEMPLATE SYSTEM DESIGN



TEMPLATE SYSTEM DESIGN
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O P E R AT I O N A L  C H E C K L I S T

CHOOSE GREAT TECHNOLOGY

PLAN FOR THE QC CONUNDRUM

MANAGE THE COMPLEXITY OF DELIVERY



RECOMMENDATIONS



CONTENT SHOULD BE 
PRODUCED SPECIFICALLY

FOR DCO



QUALITY CONTENT MATTERS



MEDIA AND CONTENT
NEED TO BE IN HARMONY



T H E  S T R AT E G I C  C O N T E X T

DCO



Claire Randall Consulting Ltd

Advertising Production Consultants

5th Floor, 7-8 Market Place

London

W1W 8AG

+44 (0) 207 580 3888

claire-randall.co.uk 

—
Vat No: 119 5684 86

Registration No: 7685673

MAKE THE MOST OF 

DYNAMIC CREATIVE 

OPTIMIZATION


