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Data Center of Excellence Mission

 Mission

To define boundaries, reduce friction, and increase value along the data chain, for consumers,
marketers, and the ecosystem that supports them

« Governing principles include:
- Consumer first mindset (do no harm; create value)
- Global (often by being local)
- Long-term orientation (vs short-term needs)

» Operating Principles

- Not a directly commercial orientation to the agenda, goal is not to "sell more data” (bright
lines, increased value, reduced friction will accomplish that, but as a consequence)

- Hire, aggressively partner, train (and perhaps acquire) to achieve goals
- Initiatives may not create equal value for each constituent, but none should be harmed and

value should be balanced over the portfolio °
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Data Center of Excellence — Board Companies
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Current Projects

Open Data 1.0 - Standardize Data Nomenclature. Create a translation layer
between agencies, marketers, platforms, and publishers to create a seamless
transition via ETL

Data Maturity Model — Whitepaper + Tool which outline different levels of
maturity in data use and tool to determine where an organization fits in the
outlined spectrum of maturity

Research : Data Centric Organization — IAB/DMA Winterberry Group study on
what makes up a data centric organization

Data Rockstars — program to highlight leaders in the data field

Data specialist certification program — Certification exam focused on data use in

digital marketing and advertising o
iab.
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OpenData 1.0

 What is OpenData 1.0?

* OpenData will address an industry need highlighted by a proposal from MediaSmith earlier this year
to focus on data field nomenclature normalization and accompanying products and guidance to
reduce friction in the industry.
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IAB Data Maturity Model Launched

|AB Data Maturity Model

Data Maturity Model for

Digital Advertising
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IAB Launches Data Maturity Model

July 11 2016

In New York, the Interactive Advertising Bureau (IAB) and its Data Center of Excellence have launched a
benchmarking system called the IAB Data Maturity Model, enabling users to determine how 'sophisticated’ is

their use of data.
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Launched in January, the Data Center of Excellence is an
independently funded unit within IAB, with a remitincluding the set-up
of research projects, hosting of events and development of best



Data-Centric Organization Study
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Data Rockstars
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IAB Digital Data Solutions Certification

and Training Programs

Overview of DDSC Program:

« Empower individuals, business units and companies in the digital advertising
industry by providing education and benchmarks for best practices and standards of
digital data solutions.

Results of the + 93% of certification participants said that the IAB Certification
IAB Digital program increased their knowledge of the industry.

Data

Solutions * 91% of certification participants said that they would

Certification recommend it to their colleagues and peer organizations.

Program have

been Some Of Our Participating Organizations ,

promising. ORACLE AOl. TheNewllorkTimes M| dun&bradstrect i)
NBCUniversal om @] neustar PANDORA Experian

*Statistics from Q1 2016 Certification survey I
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Projects in the pipeline

» Research: Data Revenue report — Define the marketing and advertising data
industry and establish value for the components and the total a la Internet
Advertising Revenue report

» Data quality project — define data sources and elements of segments, establish
criteria for buyers to assess and value data

« Data T's & C’s and buying tools — update existing T's & C’s and develop tools to
make buy and selling data more efficient

iab.
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Scope

* Proposed scope includes sizing all data and data-related solutions that are sold throughout the digital advertising
ecosystem, and which compliment in some way a company’s existing proprietary data.

* Not in scope are any 1%t party proprietary data that are not sold or made available to outside parties such as advertisers,
publishers, ad exchanges, or any other potential customers. This would be data such as a company’s customer sales
history, churn scores, LTV/NPV estimates, loyalty card information, etc.

« Supplemental customer / HH information:

PwC

« Publisher and ad network side behavioural data:
« Social (Facebook, Twitter, YouTube, LinkedIn)
* Media sites (Yahoo, WSJ, NYT, CNN, etc)
« Other content sites (Bravo, Food Network, etc)
+ Direct marketing entities:
*  GroupOn, etc
+ Data aggregation / onboarding suppliers:
+ Acxiom LiveRamp, etc
+ Location / geo targeting data:
+ MaxMind, Google, Digital Element, etc

Experian
Acxiom
Equifax
Nielsen Claritas
Neustar

VisuallQ

+ Marketing Mix solutions:
+ MarketShare
+ Analytics Partners
+ ThinkVine
+ Ninah
« Cross-Channel Attribution solutions:

i + Nielsen/IRI POS
i + Nielsen/IRI Panel
: « Polk

|- IMS,ITG

i « NPD
]

]

1

'

I

]

1

Media exposure:
+ Digital (comScore, Experian Hitwise, etc)
+ Addressable TV / Set Top Box (TRA, MSOs, etc)

| * Oracle Marketing Cloud ]
1

|+ SFDC Marketing Cloud 1
| Adobe Marketing Cloud 1
. 1

-1 * Google Marketing Cloud ]
!« DMPs (Krux, MediaMath, Neustar, Adobe AM, etc) :

*Not in scope



Data Maturity Model for
Digital Advertising
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Why do we need a maturity model?

- Emerging and rapidly evolving discipline

- Limited information and concrete advice on what specific investments should be
made to systematically increase a company’s data capabilities

- Data capabilities mean very different things on different sides of the ecosystem

- Scale, variety and pace of change of data sets that are generated across digital
channels warrant the design of a specialized data maturity model that can evolve
as new channels and uses of customer data become apparent.

- Both client-facing and internal tool



What does the project entail?

- Whitepaper outlining the data maturity model and individual self-assessment checklists
for publishers, brands, agencies, and data providers.

- Team of IAB Data Council members who provided input and guidance to initial
documents across several review phases

- Core team included representatives from Facebook, Xaxis, Magnetic, Lotame,
Buzzfeed, Pandora, Match Media, Connexity and Google

iab
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1 - INITIAL

One-off projects

Unclear
ownership &
direction
Tactics vs
strategy

2.
EVOLVING
Projects span
more than one
channel

Data policies &
usage rights
developed
Internal data
champions
emerge

LOW MATURITY

3 - DEFINED

Executive
awareness &
support
Workflows and
standards
created &
documented
Technical
partners
identified
Expanded
partnerships

MEDIUM MATURITY

4 - OPERATIONA

Clear ownership
at executive
level

Channel silos
eliminated
Multi-functional
teams involved
Value of data is
articulated
through benefits
to business

5 - OPTIMIZING

Company
culture
embraces data
Focus on
ongoing
optimization or
technology &
processes

Exploring new
arenas

ADVANCED MATURITY
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What’s next?

- Developing detailed recommendations to transition to a higher level of maturity

- Evolving and further customizing the maturity model
* By vertical
* By company size
» By country/region

- Collecting case studies from companies applying the framework

- Tying into current and future IAB projects like:
« Data quality
+ Certification

iab
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