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Executive Summary
Programmatic marketing — the application of technology to automate and optimize the
planning, purchasing, execution, and analysis of digital marketing across channels and across
the enterprise — is exploding as a field of interest for marketers around the world. And,
many marketers are already voting with their wallets — according to AdExchanger, a majority
of marketers manage at least 20% of their ad budgets programmatically, and two-thirds are
planning to double that spend over the next 12 months.
Why the increased spend? Programmatic technology promises:

Greater marketing performance, transparency and ROI for marketing budgets
Ability to drive closed-loop, sequenced messaging across all channels and devices
throughout the entire consumer lifecycle
Continued optimization based on real-time insights on every consumer interaction across
the entire lifecycle
In short, “programmatic” enables marketers to drive business outcomes — in a quantifiable
manner — with greater control and transparency.
Yet, despite this promise and the rising adoption and interest, there is a significant
knowledge gap about what programmatic is and what it does. For this report, The CMO
Club and MediaMath surveyed 225 marketing executives, representing a wide variety of
industries to understand their awareness of, and investment in, programmatic. Through
our research and interviews, we found that those CMOs who have adopted programmatic
strategies started in similar places in preparing their organizations for the adoption of this
new, more efficient and effective means of driving marketing ROI.
This includes:
§§
§§
§§
§§

Aligning the organization around programmatic
Establishing a customer-centric, data-driven approach
Setting measurable goals
Adopting a culture of testing
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High dollars are at stake and with the lack of industry standardization, any decision to invest
in programmatic will require company-specific buy-in that should be made at a senior level.
Furthermore, although not completely contingent on the use of external data, programmatic
technology promises a much greater return when you are able to apply data to your
strategies. Lastly, one of the beauties of programmatic technology is the ability to test until
you find what works best.
The CMOs interviewed for this guide know this and as you learn more about the benefits
of programmatic marketing and begin to consider investing in it, applying their learnings
covered within this guide will establish the foundation you need for success.

The Evolution of
Programmatic
To better understand the “how” and “why” behind programmatic we need to start with a
brief history of digital advertising. When publishers first began to monetize their websites
they used a one-to-one model similar to magazines, selling page inventory on specific
properties to a specific advertiser [Figure 1]. This got the ball rolling for online display
advertising but had some pronounced drawbacks including:
§§ CONTEXT: Advertisers often had little to no idea what content would be on the
page they had paid to advertise on (e.g. a website’s home page topics might change
significantly day to day)
§§ SCALE: It was difficult for both advertisers and publishers to scale the model as every
website required a separate agreement, transactions, and reporting.

ADVERTISER /
AGENCY

PUBLISHER

Figure 1 - Direct Advertiser to Publisher Relationships
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Rise of the Networks
To solve some of these problems ad networks evolved, signing deals with groups of
publishers to sell some of their ad inventory [Figure 2]. The networks allowed much more
scalability, however many publishers used them simply to sell their “remnant inventory.”
Despite these advancements, business relationships with ad networks were considered
“opaque.” The most common challenges in this earlier world of ad networks related to
transparency, both in terms of ad placement and the economics of advertising. There was
no simple way for advertisers to optimize their bidding across multiple networks, resulting in
inefficient price points and wasted ad spend.
AD NETWORK
PUBLISHER

PUBLISHER

PUBLISHER

PUBLISHER

AD NETWORK

ADVERTISER /
AGENCY

PUBLISHER

PUBLISHER

PUBLISHER

PUBLISHER

AD NETWORK
PUBLISHER

PUBLISHER

PUBLISHER

PUBLISHER

Figure 2 - Ad Networks Allow Scalability

Programmatic Arrives
In 2007, demand-side platforms (DSP) began to emerge, changing the way digital media
is purchased, and creating a new, more efficient way for advertisers to reach consumers,
individually, at scale [Figure 3]. Demand-side platforms allow advertisers and their agencies
not only to bid across a great diversity of publishers, but they also provide powerful ways to
identify and locate specific target audiences, no matter where they are online. Furthermore,
they employ sophisticated tools and machine learning capabilities to automatically optimize
advertisers’ spend over time, based on which sites, context, and audience information
converts best. And, they allow advertisers to target look-alike audiences to quickly expand
their target market reach.

ADVERTISER /
AGENCY

DEMAND SIDE
PLATFORM

AD EXCHANGE

SELL SIDE
PLATFORM

PUBLISHER

Figure 3 - Modern Advertising Exchange
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The Promise Of Programmatic
Programmatic allows marketers to manage the new, non-linear consumer path-to-purchase
across all addressable media channels – social, display, search, video, mobile, connected
TV - in a scalable, automated, and continually optimizing fashion to drive ongoing, one-toone consumer experiences that result in greater ROI for the advertiser and a more relevant
experience for the consumer. It would be a mistake to dismiss programmatic technology as
just a set of tools that support process automation, or simply as a real-time auction through
which online media is bought and sold. Rather, it represents the culmination of decades of
innovation in technology, data, and addressable media – a holistic approach through which
media buyers and sellers may align organizational processes with automation technology in
support of ongoing, channel agnostic customer engagement (and to allow for the continuous
optimization of that effort as business strategies evolve).

Key Benefits of Programmatic
Enables marketing to “cherry-pick” consumers across channels & devices in an
individualized, sequenced way
Activates data to optimally connect media, audience, and creative to achieve
marketing goals
Enables greater reach and access to all digital media inventory from display to social to
video to mobile to any addressable media
Creates a greater ability to track digital ROI, helping marketers be more accountable for
bottom-line results
Enables you to optimize across the entire marketing program to drive
greater performance
Marketers who employ programmatic technology are able to drive business results by leading
with a customer-centric marketing approach. By activating consumer insights to understand
who their best customers are, what their path to purchase looks like, and what messages are
most relevant to them along the way, marketers engage only those customers that are most
likely to convert.
Furthermore, marketers can increase the likelihood of conversion with customers by
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employing dynamic creative optimization to connect with customers through personalized
messaging. This kind of bespoke messaging can be achieved by targeting customers based
on their offline purchase history, age, and where they are in their customer journey. And by
activating their own data, as well as third-party data, marketers can engage consumers with a
more cohesive and relevant story across channels.
And equally as important, some programmatic technology will uncover what influences
conversions along the consumer journey through algorithmic attribution - measuring
the partial contribution of each marketing touch-point across all the media channels to
appropriately give credit to the various touch-points that lead to a conversion. Not only
does this allow for better ROI optimization over time (by not just crediting last touch points
for conversion), but it also gives you a broader understanding of your consumer and what
influences them along their path [Figure 4].

Email

Display Ad

Search

Display Ad

10% Credit

20% Credit

10% Credit

60% Credit

$
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Figure 4 - Path to Conversion
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Programmatic Adoption
Reports vary on the overall adoption of programmatic, but all indicate a steady growth in
the use of programmatic in digital media strategies. In May 2014, Ad Age reported that
American Express issued a Request for Proposal indicating the company planned to shift
100% of its media buys to programmatic and asking responders to

demonstrate to us how they can become our programmatic buying solution
based on their expertise, services, and technology that will enable American
Express to achieve their vision.

One month later, Procter & Gamble said it would spend 70-75% of its digital media
programmatically by the end of this year, and, in an August 2014 Brian Harrington, CMO
of car-sharing company ZipCar, said 100% of the company’s display advertising is already
bought programmatically.

At least fifty percent of our advertising is going to be driven through
programmatic buying, and that’s going to cover both TV and web.
I firmly believe that’s going to happen. It might not be 2015, it might be
2017, it might be 2018. But that’s going to happen.
Richard Marnell
Senior Vice President of Marketing
Viking River Cruises

Performance Reimagined. Marketing Reengineered.

info.mediamath.com/contact | mediamath.com
©2014 MediaMath, Inc.

9

The CMO Solution Guide to Programmatic Marketing

Presented by MediaMath and The CMO Club

Media agencies, meanwhile, are employing programmatic buying at even higher rates.
According to Forbes, “more than two-thirds of agencies use automated ad buying for at
least 20% of their budgets, and more than a third use it for 60%. Nearly half of them expect
to use programmatic for 60% of their budgets by 2015.”
But many times, brands aren’t even aware that their media budget is being spent
programmatically. “If you’re operating in a traditional agency model, some of your
advertising is already being executed via a programmatic model — whether you have that
level of insight or not — because the agencies are on board with it,” says one marketing
executive at a leading retailer.

Magna Global’s Advertising Report supports this indicating that more than half of all display
advertising in the U.S. is bought programmatically.
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In The CMO Club survey of 225 marketers [Figure 5] only about a third are currently aware
they are using programmatic in their digital advertising. Of the majority who are not sure
or not using programmatic, the majority are only somewhat or “not at all familiar” with the
concept. Given the growing influence and benefits of programmatic that’s a significant
knowledge gap, especially considering how many dollars are expected to flow in this
direction.
C

M

O

2/3rds
not using
or not sure

1/3rd using
programmatic
marketing

88%

of CMOs not using programmatic
were only somewhat or not at all
familiar with programmatic

of CMOs that employ
programmatic
technology do so
through an agency

78.5%

70%

44%

using CRM/
ﬁrst-party
data

47%

leveraging
third-party
data

of CMOs using programmatic
weren’t sure about the
combination and type of
technologies used to execute

9%

DSP
technology

Figure 5 - Results from the CMO Club Study (July 2014)

Three-quarters of all respondents (78% using programmatic and 73% claiming not to use
programmatic) rely heavily on their agencies for digital campaign optimization, which could
mean that in fact, programmatic strategies are being put to use, unbeknownst to the client.
“My guess is in many cases you’re already spending some money via programmatic,
whether you know it or not. It would be good to take some ownership and understand what
drives it,” says one retail marketing executive.
“If you’re a CMO in charge of growth acceleration, programmatic is one of the areas you
need to understand because this really puts you in a position to be more responsible
towards revenue generation,” says Tim McDermott, Chief Marketing Officer of the
Philadelphia 76ers NBA team.
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The CMO’s Role
in Embracing
Programmatic
The role of the Chief Marketing Officer has changed significantly over the past few years.
CMOs and their marketing departments are under increased pressure to demonstrate
measurable impact to a company’s bottom line, return-on-investment, cost-per-acquisition,
and other critical metrics upon which business performance is gauged.
At the same time, consumers have rising expectations about how brands meet their needs.
Fueled by the real-time engagement of digital, social and mobile media and “always
on” connectivity, consumers control the type of relationship they have with their favored
companies. Consumers expect companies to identify and remember them throughout the
purchase lifecycle, whether its online research, scanning a mobile bar code, or shopping
both online and in-store. They want marketers to remember their past purchases, anticipate
when those purchases will need to be replaced, and recommend other products, all
with personalized deals and communication tailored to their interests and expectations.
The modern CMO must create those programs, mine data within their current customer
relationship database (first-party data), as well as from outside sources (third-party data) to
develop targeted, relevant, communications on a constant basis.
The proliferation and fragmentation of media channels, websites and publishers vying
for consumers’ attention has created an incredibly competitive environment for brands
seeking to reach those consumers. As such, CMOs are faced with a nearly infinite number
of channels attracting consumers’ attention, and struggle to find the best — and most
profitable — ways to regularly connect with consumers in the one-to-one manner they
desire.
Programmatic can be a powerful arrow in a CMO’s quiver to find their target audiences
amidst this ever more fragmented mediascape, engage them in relevant, resonant
communications and produce measurable bottom-line results for their brand.
To get started, consider heeding the advice of your peers in aligning the organization
around programmatic, creating data & measurement strategies, and adopting a culture
of “test & learn.”
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Align the Organization Around
Programmatic
One of the most common ways that promising programmatic initiatives fall apart is due to
a lack of organizational alignment. And creating that alignment starts at the top – the CMO
must engage with her or his C-level peers to obtain buy in and support.
“I think this is one of the easier sells a CMO has. Because at the end of the day, this is much
more in line with what a finance person would want to hear,” says the 76ers McDermott.
“You can actually go in and say, ‘If you put down x-dollars, you can track back what you’ve
got on a return on investment.’ There’s a science behind it.”

How tight is your relationship with your CIO or CTO?
Hopefully it is good and getting better. Why? Because:
§§ Marketing is becoming increasingly technology based
§§ Harnessing and mastering Big Data is now key to achieving competitive advantage
§§ Many marketing budgets already are larger –and faster growing –than IT budgets

O

O

CM

Gartner predicts that within the next
few years the CMO will spend more on
technology than the CTO

CT

51%
Forrester reports that the precent of
CMO’s who see the CIO as a crucial
working relationship has risen from
30% in 2011 to 51% in 2013
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Engage
the C-suite

Meeting of
the Minds

Define Partner
Relationships

The CEO, CFO, and CIO
all have different concerns/
questions and perhaps
objections to bringing a
new technology on board.
Driving alignment for this
investment requires you
as CMO to understand
the different concerns and
explain the value of the
investment based upon
these concerns. Keep your
CIO in the loop even if you
are outsourcing the work
and technology as there are
still data sharing and integration components that
are important to maximize
success.

Meet with the person or
people who control your
transaction data and CRM
data and your technology
integrations. Get these
people in a room together— oversee the conversation with attention to
making sure the marketing
agenda is taken into consideration when decisions
are being made by these
people. If there is a disconnect, it means you and your
company are missing out
on opportunities.

Sit down with your current
or prospective programmatic partner(s) and expressly go over what they
need from your organization to maximize success.
Discuss technology integration, data sharing, process,
decision making, goals
and how you will measure
success. Create a realistic
timeframe for getting started. Be sure you allocate
time for internal staff training, process/role changes,
technology integration, and
test phases.

The CMO also has to align the marketing department around programmatic. While
some may be wary about how the technology will help them do their jobs better, or have
concerns about control or results, ultimately your team needs a solid understanding of the
fundamentals of programmatic and the role they, and it, will play in achieving marketing
success.
“You have to have the realization that this is only going to get more important, and it’s
only going to grow, and I’d better make sure I execute it. Don’t marginalize it and not use
it to its full capabilities,” says Triad Retail Media’s CRO, Brian Quinn, “If the CMO is truly
making a sea-change alteration to have programmatic at the center of digital buying, they
have to be sure it’s done across the board. Otherwise it doesn’t mean anything.”
While programmatic is an answer to improving efficiency and ROI, it only works when it
is tied to goals that drive business outcomes. And the entire organization must buy into
what success looks like in order to evaluate the investment in the long run.
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“CMOs are accountable for outcomes. It’s important to make sure goals are clearly set,
metrics are clearly identified, and progress is carefully tracked,” says Justin Schuster, Vice
President of Marketing for data onboarding company LiveRamp.
But the beauty of programmatic is in its flexibility and scalability - as your business
objectives change over time, your programmatic strategies can easily be adapted to new
goals.
“Our measurement is cost-per-action based. So it’s entirely driven by what we feel is
a conversion metric that makes sense for the brand and the channel,” says 3M Vice
President of Global eTransformation Raj Rao. “We set that goal at a certain level. And if
we do better than that, great; if we don’t, we switch it off.”

Establish a Customer-Centric,
Data-Driven Approach

DATA TYPE

CRM / 1ST PARTY

INTEGRATED DIGITAL MEDIA BUYING
WITH CRM DATA

For all the promise and excitement marketers have about big data and its ability to
offer consumer insights, they’re still surprisingly behind the times when it comes to
incorporating that customer data into their current marketing programs. According to
The CMO Club survey, fewer than half of marketers using programmatic are incorporating
their own CRM and first-party data into their marketing programs [Figure 6]. Among the
marketers that were not using programmatic, more than half (57%) answered that they had
not integrated such data into their digital media buying at all [Figure 7].
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Figure 6 - Data Types Used by Programmatic

Figure 7 – Non-Users of Programmatic and Their
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“The CMOs of the future need to really understand what first-party data they have and
how to best put it to work. That requires understanding how to connect that data, activate
it, and enrich it through third-party data.” says Schuster.
To truly drive customer-centric marketing, it’s crucial for a CMO to be familiar with the data
they have, the data they can acquire, and how it can be used for optimal execution.

Inputs

Core

Outputs
AD

Online & Ofﬂine Action

AD

AD

AD

House File Data

AD

Media Execution

Online & Ofﬂine
Conversion Data
First & Third Party Segments

AD

Centralized Repository
for Campaign and Audience Data

Reporting

Figure 8 - Leveraging your Data to Maximize Programmatic Results

Locate your Data Stores and
Inventory your Data
Start by determining what data your organization has access to: offline and online data;
conversion/transaction data; CRM data; and more. This data might not all reside in the
marketing department so create a cross-departmental steering committee to determine
what other customer-centric data resides in the organization and determine how you can
use it.
Identify where each repository of your data puzzle is stored, map that to where it can be
applied, and determine if you need additional data to augment it. Each transfer of data
between disparate systems may require integration costs as well as data security review.
If possible, establish a single master system for your data so that you don’t get caught in
spiraling delays and costs of an integration and maintenance whirlwind. Ultimately, using
a single platform that acts as a central repository for all campaign and audience data
enables deep data analysis and real-time execution.
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Set your Measurable Goals
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Programmatic technology allows marketers to drive true outcomes. From brand awareness
and engagement, to direct response and conversion, to loyalty and retention throughout
the full customer lifecycle, establishing goals at the onset of any marketing program is
essential to being able to successfully measure the return of your investment [Figure 9].
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Figure 9 - Goal Based
Marketing
Goal-Based
Marketing

Goals need not be financial in nature, but they do need to be measurable in some
capacity.
And by establishing measurable goals, you will drive insights from your programmatic
strategies that can be applied in real-time across the entire business.
For example, if you’re a retailer with both online and offline stores, the insights you
uncover from your online campaign could be extremely helpful in understanding how to
market to your customers in your brick and mortar stores. For example, you may think
that buyers of Product A would have a high propensity to buy Product B, but your online
purchase data shows that in fact buyers of Product A, tend to buy Product C and not
Product B which you’d been displaying alongside Product A in store.
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Adopt a Culture of Testing
With its ability to track multiple variables in real-time, programmatic allows marketers
to measure the impact of distinct campaign elements such as how different creative
approaches are received by different audiences, or how timing similar campaigns during
different parts of the day or timing different offers against each other impacts results.
There are no limits on the opportunities for testing; the key is to test early and test often.
“The choices can be paralyzing. There’s infinite opportunity,” says Marnell of Viking
Cruises. “The pitfall would be to overcomplicate things such that you don’t get a clear
understanding of what’s happening. Start simply and get the data flowing as quickly as
you possibly can. The best thing you can do for yourself is test, test, test. Test the benefit
of doing programmatic, the creative, the segmentation. There’s a lot to be learned.”
To be most effective, a culture of testing must become part of the company’s corporate
culture. At Kimberly-Clark, which has been running programmatic advertising for several
years, the company has stopped using what it calls a “big bang approach” to digital
marketing, and instead has begun testing smaller programs in the real world, says Mayur
Gupta, Global Head of Marketing Technology and Innovation at Kimberly-Clark.
“We’re learning how to focus on more testing and learning and experiments, and
operating like a startup whenever possible,” Gupta says.
“Being effective is a continuous process,” says 3M’s Rao. “If you’re not getting better at it
all the time, then you’re stagnating.”

Channels
Identify the goals you are
looking to achieve and then
test which channels work
best against these goals.
Programmatic ad buying has
rapidly grown from a narrow
set of channels to now cover
a broad variety of digital engagement mediums. Be sure
to explore newer channels as
part of your mix including:

§§ Video
§§ Mobile
§§ Social

Performance Reimagined. Marketing Reengineered.

Partners

Strategies/Tactics

Identify and test the most
valuable partners in the adtech ecosystem to help you
achieve your marketing goals.
Engage in discussions with
partners in each of the following areas:

§§
§§
§§
§§

Data
Supply
Analytics
Attribution

Change strategies and tactics
based on real-time feedback
from testing. Review your
strategies in each of the areas
below:

§§
§§
§§
§§
§§

Prospecting
Retargeting
Creative sequencing
Message sequencing
Audience segment
creation
§§ Custom attribution
modeling
§§ CRM onboarding
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How To Enable
Programmatic
Embracing programmatic requires adopting new sets of technology, processes, and
expertise to yield the best results. From a media agency’s trading desk to digital agencies,
to bringing the technology in-house, there are many options from which to choose when
moving forward with programmatic.
To get started, you may want to sit down with your CIO/CTO to help compare and
contrast the benefits of each approach. You are going to need to think about data
integration/ownership as well as the skillsets needed to be successful. Ultimately you
will need to look at different models and determine if you want to directly invest in the
technology or outsource it. Do you want:
1. Greater control deploying ﬁrst-party data?
2. Better integration with internal systems?
3. Normalized measurements across disparate media and campaigns types?
4. Immediate insights and reporting?
5. Full control of the platform of choice?

2 (or less) “yes” 3 (or more) “yes”

use an agency
and their
technology
platform

bring
technology
in-house

#1
manage
yourself

3rd party
management

#2
technology
partner
management

#3
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Use an Agency and
their Technology Platform
The advantage of this approach is that you can get
started quickly, as your agency partner is doing all the
heavy lifting. They already have their own in-house
proprietary platform(s) and the skillsets and roles to be
successful. Moreover, brands are able to leverage their
agency partner’s internal tools, pooled media buying,
and trading best practices. Recognize that with this
approach, you will have limited opportunities to react
in real-time to the insights your campaigns are netting.
If you choose the route of an agency partner, it is likely,
however, that as the CMO, you will not have the time
on a day-to-day basis to manage the partnership and
will require an internal deputy who is in charge of
programmatic strategies and works directly with your
agency partner.

Manage Yourself
#2

BRAND - AGENCY

BRAND

AGENCY

AGENCY TECH
PLATFORM

BRAND - DIRECT

In this case you will be selecting your own technology
platform and have a direct relationship with that
technology vendor. In addition you will be bringing
your own staff up to speed on all things programmatic.
Keep in mind that programmatic marketing requires
new roles for proprietary modeling and optimization
approaches, among others. For this reason you may
want to start with temporary management and training
assistance from your technology provider with a
transition plan that ramps over time.

BRAND

TECH
PLATFORM

The right technology partner should be able to help
you identify the roles, train your staff, and manage
the process alongside you until you’re ready to take
it all on yourself. Some technology providers even
have formal training services and courses as well as
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programmatic strategy optimization consultants to
help you derive insights, deliver best practices for
campaigns, give advanced campaign analysis
The 76ers’ McDermott agrees, “If it’s not the CMO,
then they need to have really great people that they’ve
surrounded themselves with that are experts in the
area. And they can’t be afraid to hire incredibly sharp
people who, quite frankly, might know more about
these areas than the CMOs do.”

Technology Partner
Management
#3

BRAND - DIRECT

This is very similar to #2, as you still need to select
your technology platform. However, in this case your
technology partner will be managing the day-to-day
optimization and strategies around your campaigns
and reporting the results to you. If that is the case,
choosing the right partner is even more critical
because in this scenario, you will only be seeing the
results of the efforts and have less visibility into the
“how” and “why”. Make sure you understand every
aspect of how your partner creates your strategy,
executes your media buying, and spends your
budget.
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Agency Partner Management of
Tech Platform – The Triumvirate
#4

While this scenario has a more
involved relationship there are a
number of advantages that marry
the benefits of having a direct
technology relationship (such as
greater comfort deploying firstparty data, better integration with
internal systems, and normalized
measurement across all media/
campaign) with the benefits of
having an agency relationship (such
as data-driven creative services and
pooled media buying).

TRIUMVIRATE

BRAND
BRAND

TECH
PLATFORM

AGENCY

AGENCY

Keep in mind that your technology
partner should be able to help you
identify the right additional partners
for your goals and business. Some
technology partners have portals
that enable access to agencies, data
partners, supply partners, and even
apps to assist in the management
and execution of programmatic.
Agency partners can also help
you to identify the most effective
process, roles, and skillsets that are
needed on the brand side to work
most effectively with them. The right
agency partners will also help you
get educated on what you need to
know for the brand/management
side of programmatic.
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Recommendations
As the organizational leader for their team and, increasingly, for the technology
they leverage to accomplish their jobs, the CMO has to drive innovation and
change, and embrace new and more effective methods to do their jobs. If you are
serious about transforming your organization around programmatic here are some
steps to get started:
Identify the cross-organizational teams that you need to engage
Anticipate their concerns and questions and be ready to address them
(your technology partner should be able to help you with this)
Convene the heads of all of your marketing groups, from the CRM team to the
traditional advertising team to the digital marketing team and align on goals
across the entire department
Determine the roadblocks and how to overcome them – existing technologies
that need to be sunset, new processes that need to be implemented, etc.
Create a Data Strategy Team inclusive of people from other parts of the
organization and begin to map out all your data inputs
Identify technology providers to engage
Draw up a timeline for implementation

Embracing programmatic as a new strategic imperative will get you closer to your
customer, help you maximize your marketing dollars, and enable you to drive more
accountability for the marketing organization as you show tangible, bottom line
results for your programs.
We hope this guide can help you get started.
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Contributed
Interviews
Mayur Gupta,

Global Head of Marketing Technology and
Innovation, Kimberly-Clark
As a Global Head of Marketing Technology & Innovation for Kimberly Clark (KC),
Mayur leads the global marketing technology vision, strategy, planning & budget as
well as KC’s global digital innovation lab, driving towards $1B in online eCommerce
sales. Mayur successfully pioneered and established a global marketing technology
organization that drives KC’s marketing & business objectives across brands with
enterprise, emerging and innovative technologies. Mayur played a leading role
in establishing the global digital innovation footprint which includes a network
of strategic partnerships with VCs, start ups, incubators and accelerators across
the globe, which were needed to drive innovation across PRODUCT, PROMISE &
CHANNEL. He heads the technology & media innovation practice within KC’s digital
innovation lab, managing innovation portfolio from inception to commercialization.
He also heads up t KC’s global content curation & distribution model.
Before joining Kimberly Clark, Mayur spent 12 years at SapientNitro as a Director
of Marketing Technology in different capacities. As part of the Marketing Services
Leadership Team Mayur architected & delivered all around digital marketing
solutions & platforms that bring the brands on par with ever changing customer
needs & market trends. Mayur has lead many successful digital marketing &
eCommerce initiatives with cutting edge solutions for clients such as Coca Cola,
Unilever, ESPN XGames, Mars, Chrysler, FIAT Abarth, Cisco, Motorola, Burger King,
VisitFlorida, Celebrity CruiseLines and others.
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Richard Marnell,

SVP Marketing, Viking Cruises
Richard Marnell is the senior vice president of marketing for Viking Cruises,
overseeing the brand, growth and marketing direction for the company’s awardwinning river cruise line and new ocean cruise line, which will launch in 2015. Since
he joined Viking in 2007, the company has grown exponentially, increasing its North
American market share from 19 percent to an estimated 50 percent in 2015. Much of
that growth can be attributed to Viking’s marketing efforts, including its highly visible
sponsorship of PBS’ MASTERPIECE.
A Boston native, Richard caught the travel bug early in life and has spent more than
20 years in the industry. A post-college backpacking trip in Africa led to a position
at Overseas Adventure Travel, marketing the company’s small group tours on the
African continent. He then spent nearly a decade at Grand Circle Corporation,
ultimately serving as vice president of circulation & product marketing. Just prior to
joining Viking, Richard was the vice president of direct marketing for J. Jill.

Tim McDermott,

Chief Marketing and Innovation Officer,
Philadelphia 76ers
As the Chief Marketing and Innovation Officer for the 76ers McDermott is
responsible for strategizing and managing all marketing, advertising, merchandising,
digital media, broadcasting, game entertainment, community relations, PR, and
brand extension efforts for the team.

Justin Schuster,

VP Marketing, LiveRamp
Justin is VP Marketing for LiveRamp. Previous roles included senior marketing and
product positions at Lithium Technologies, MarketTools, and Symantec. Justin holds
an MBA from the Haas School of Business.
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Brian Quinn,

Chief Revenue Officer,
Triad Retail Media
Brian Quinn joined Triad Retail Media as Chief Revenue Officer in July, 2010, where
he oversees all sales and marketing activities for the company’s digital retail site
partners, including Walmart, Sam’s Club, eBay, Sears, ASDA (UK), CVS, Toys”R”Us
and Dollar General. Prior to joining Triad, Quinn was Vice President/General
Manager, Digital Ad Sales at The Wall Street Journal. He joined The Journal when
Dow Jones acquired CBS MarketWatch in 2005, where he served as Vice PresidentEastern Sales.
Most of his early career was spent at Advertising Age, where he led east coast ad
sales, prior to launching and managing the publication’s digital business.
Quinn was the founder and first President of 212, New York’s Interactive Ad Club and
currently serves as co-chairman of the IAB’s Sales Executive Council.
A graduate of the State University of New York at Albany, Quinn resides in Fairfield,
Conn. with his wife Michelle, three daughters and one male dog.

Raj Rao,

Vice President,
Global eTransformation, 3M
Raj is a native of Bangalore, India. His passion is the work he does at 3M, leading the
global organization through transformational Digital programs. There is a significant
emphasis on strengthening 3M’s customer connections through new Marketing and
sales technologies, empowering employees through Social tools and deploying
enhanced commercial models. Over the past 5 years, 3M’s inspired teams have
executed exciting eCommerce, Social engagement and responsive design programs
that stretch globally, and involve functional areas such as R&D, Sales, Marketing,
Supply chain, Finance and Legal.
Raj lived and worked in West Europe, Middle East, Asia and North America
experiencing the diversity inherent in today’s interconnected cultures. His
professional foundation is in Marketing and Financial analysis, and Procter & Gamble
is his alma mater.
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About MediaMath
MediaMath (mediamath.com) is a global technology company
that is leading the movement to revolutionize traditional
marketing and drive transformative results for marketers through
its TerminalOne Marketing Operating System™. A pioneer in the
industry introducing the first Demand-Side Platform (DSP) with the
company’s founding in 2007, MediaMath is the only company of its
kind to empower marketers with an extensible, open platform to
unleash the power of goal-based marketing at scale, transparently
across the enterprise. T1 activates data, automates execution, and
optimizes interactions across all addressable media, delivering
superior performance, transparency, and control to all marketers
and better, more individualized experiences for consumers.
MediaMath, which has experienced triple-digit year-over-year
growth since inception, has a seasoned management team leading
12 global locations across five continents. Key clients include every
major agency holding company, operating agencies, and top
brands across verticals.

About CMO Club
The CMO Club is the world’s most engaged and inspired
community of Senior Marketing Executives who help each other
solve their biggest challenges, within a candid, trusted, and sharing
environment. Collaboration fueled by inspiring events and within
the members-only Digital Solutions Clubhouse raises the standard
for what is required to be a successful Chief Marketing Officer.
With more than 800 members and a no vendor selling policy, The
CMO Club is the go-to center for today’s Senior Marketer for peerbased personal and career success support. For more details on
membership or becoming a thought leadership partner, please visit
www.thecmoclub.com
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