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‣ A look back: 2017 Media/Marketing Trends 
‣ Digital Video 
‣ Influencer Marketing 

‣ A look forward: 2018 Media/Marketing Trends and Best Practices 
‣ Attribution 
‣ Personalization 
‣ Advanced OOH Targeting 
‣ Device ID Targeting 

‣ Q&A
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2017 TRENDS +  
WHERE ARE THEY NOW?
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Source: ThinkWithGoogle
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‣ Don’t be intimidated by production costs 

‣ Cater video content to devices and audience interests 

‣ Incorporate compelling content and imagery within the first three seconds of videos 

‣ Pay by view or completion to keep impressions and conversions high 

‣ Tell your story with and without sound

DIGITAL VIDEO: BEST PRACTICES

V I S I T  D E N V E R  |  2 0 1 8  D I G I T A L  T R E N D S  P R E S E N T A T I O N  T O  M A C



9

V I S I T  D E N V E R  |  2 0 1 8  D I G I T A L  T R E N D S  P R E S E N T A T I O N  T O  M A C



10

V I S I T  D E N V E R  |  2 0 1 8  D I G I T A L  T R E N D S  P R E S E N T A T I O N  T O  M A C



11

‣ Look beyond reach 

‣ Respect the Influencer’s Contribution 

‣ Be Flexible 

‣ Remember that the Influencer is Not Your Target

INFLUENCER MARKETING: BEST PRACTICES
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2018 DIGITAL TRENDS
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(CONNECTING ONLINE AD EXPOSURE TO OFFLINE BEHAVIORS)

ATTRIBUTION
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CONNECTING ONLINE INVESTMENTS TO OFFLINE BEHAVIOR
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HOW IT WORKS
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THE POWER OF BETTER ATTRIBUTION
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(UNLOCKING THE POWER OF HYPER-RELEVANCE)

PERSONALIZATION
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‣ Start small 

‣ Link your data sources (websites, newsletters, mobile apps, loyalty programs and 
other touchpoints) 

‣ Listen to your customers

PERSONALIZATION: HOW TO
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(TECHNOLOGY FUELS RENAISSANCE IN OOH ADVERTISING)

ADVANCED OUT OF HOME
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HOW TECHNOLOGY IS FUELING A RENAISSANCE IN OOH 
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1.  BRIDGING THE DIGITAL + PHYSICAL WORLDS 

2. MESSAGE RELEVANCE + REAL TIME CREATIVE CAPABILITIES 

3. BETTER AUDIENCE TARGETING
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‣ Meet with inventory owners in your target markets to understand capabilities before 
creative concepting 

‣ Understand upfront and longterm investments

ADVANCED OUT OF HOME: HOW TO
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(THE DEATH OF COOKIE-BASED DATA)

DEVICE ID TARGETING
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HOW DEVICE ID-BASED TARGETING IS 

DEVOURING 
COOKIE-BASED TARGETING
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A mobile device ID is an identifier that can be attributed to a specific, unique mobile 
device, which can typically be accessed through opt-in mobile apps. By tracking an 
individual’s mobile device ID, marketers can be sure that personalized consumer profiles 
are linked to verified mobile users to target them more effectively.

DEVICE ID TARGETING: WHAT IS IT?
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‣ Combat Fraud 

‣ Gain Actual Audience Insights 

‣ Harness the Power of Personalization + Retargeting 

‣ Drive Conversions

DEVICE ID TARGETING: WHY
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Q&A
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THANK  YOU


