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The leading provider of ad analytics,  

delivering actionable insight to improve 

the performance of online advertising 
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About Adometry 
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Why Adometry? 
Lots of vendors hyping “verification” and/or “attribution” 

• Better data 
  Built on a verification platform 
  Analyzes 100% of display impression data 

• Better science 

  Data driven attribution via data mining, predictive modeling 
  Dynamic cross-channel fractional attribution 

• Actionable 
  Specific, campaign-level recommendations 
  Automated optimization, projected results 

• Full service, no upcharge 
  Implementation, customization, interpretation 
  Weekly, monthly, and/or quarterly reports 
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Interactive Marketers Crave Solutions That 
Provide Richer Performance And Audience 
Insights 

Joanna O’Connell, Senior Analyst 
 
July 13, 2011 



Interactive marketers using 

display advertising are hungry 

for better performance and 

audience insights 



Key Findings 

• Display advertising continues to mature, with 
adoption and investment on the rise. 

• A lack of measurable results and a dearth of media 
and audience insights hamper further investment. 

• Current technology point solutions address these 
challenges in a limited or disjointed way. 

• Marketers would benefit from a robust, flexible suite 
of technology solutions. 

Forrester’s study yielded the following key findings: 
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Display Continues to "Grow Up" 



Display Budgets Primed to Grow 



Display Isn’t Just For DR Advertisers 
Anymore 



New Audience Targeting and Format Options Abound 

• Full-page Takeovers 

• Synched Ad Units 

• In-banner video experiences 

Display has graduated beyond the 468x60 pixel restrictions of years past:  
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Marketers are Hungry for Insights 



Marketers Limit Display For Several Key 
Reasons 



Reporting and Audience Insights Top Buyers 
‘Needs’ List  
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Current Tech Solutions Meet Some Needs, 
But Not All 



Current Tech Solutions Only Take 
Marketers Part of the Way 

• Campaign verification tools help large marketers 
feel more comfortable with Display advertising 

• There remains an unmet need with respect to 
“insights” 

• Multi-channel attribution is a goal.  But few 
interactive marketers are there yet. 



Current Verification Tools Lack 
Measurement Capabilities and Audience 

Insights 



Interactive Marketers See a Need for Multi-
Channel Attribution Analysis 

61% 

25% 



Key Takeaways 

• A baseline of brand safety 

• An additional layer of audience and measurement 
insights 

• Multi-channel attribution 

Marketers would benefit from a robust, flexible suite of solutions: 



Recommendations 

• Assess your own needs and review available 
resources 

• Perform an audit of current technology and media 
partners 

•  Consider a provider with a flexible suite of solutions 
to fill gaps 
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Thank you 

Joanna O’Connell 

+1 212.857.0718 

joconnell@forrester.com 

@joannaoconnell 

http://blogs.forrester.com/joanna_oconnell 

www.forrester.com 
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Appendix 



Demographics: Job Titles 



Demographics: Spend 


