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WHAT IS A DMP?
& WHY DO YOU NEED ONE?



“AUDIENCE BASE ENABLES BRANDS AND 
PUBLISHERS TO CAPTURE CONSUMER-SPECIFIC 

DATA IN ORDER TO CREATE TAILORED
ADVERTISING CAMPAIGNS AND CONTENT 

STRATEGIES ACROSS CHANNELS IN ORDER TO 
DRIVE MORE REVENUES”

(AT THE LOWEST COST)



WHAT CHALLENGES DOES A DMP SOLVE?
ALL YOUR DATA IS FRAGMENTED

Sources
Data is fragmented across a long list of non-unified platforms, like DSPs, CRM, CMS, email, 
(e)commerce, social, etc and screens, like desktop, mobile, TV, etc

Taxonomies
Data is fragmented across data classifications and thus hard to compare, making it complex to compile 
into the perfect audience to activate

Usage
Data is fragmented across activation platforms, internally, like email, social, commerce, etc teams and 
externally in the eco-system of (connected) platforms, like DSPs and CMS

Insights
Data is fragmented across silos and it is almost impossible to get insights across platforms and 
understand, at scale, customer journey, attribution and audience performance

Possession & 
Ownership

Data is fragmented across ownership, which means different stakeholders might own different parts of 
‘your’ data, and who has access (possession) to use ’your’ data
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HOW DOES A DMP SOLVE THE CHALLENGES?
DELIVERING VALUE ACROSS THE WHOLE DATA JOURNEY

Collect & Identify
Bring together many fragmented offline and online audience data sources onto 1 single platform, 
defragment identifies and unify user profiles across devices

Define, Filter, 
Build & Enrich

Define, filter, group and process users into addressable audiences, enrich with additional 2nd and 
bought 3rd audiences and combine (and, or, not) into new micro audiences

Extend & Discover
Extend audiences across devices, find and append lookalike's and discover new relevant audiences and 
properties through overlay’s with 3rd party branded data

Deliver & Activate
Deliver audiences to any platform of choice and activate on any channel, media, screen or device to 
deliver the right message, at the right time to the right person

Understand
Generate insights and analysis of audience ingestion, delivery, activation, performance (ROI) and 
composition to increase knowledge and define optimization strategies
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BEST PRACTICE 1:
IT’S ONLY AS GOOD, AS HOW 

MUCH YOU PUT INTO IT



INGESTING YOUR DATA INTO THE DMP PLATFORM
FULL FLEXIBILITY IN IMPORTING DATA TYPES AND TAXONOMIES

Type of Data Ingestion Process Ingestion Timeline

1st Party online interactions 

Examples: Sites, apps, search, social, campaigns, 
sweepstakes, etc

Tracking tags
Typical 1-2 week for integration and active 
immediately

1st Party offline data

Examples: CRM, loyalty, product, purchase history, etc
File, API or via 3rd party

File: first configuration 1-2 week(s), after that 
ingestion starts on every delivery immediately.
API: 2-4 weeks to configure. After that real-time.
3rd Party: Assuming already integrated, 1 week.

2nd / 3rd Party Branded Data Tags, file or API 

Typical 1-2 week for integration and active 
immediately
File: first configuration 1-2 week(s), after that 
ingestion starts on every delivery immediately.
API: 2-4 weeks to configure. After that real-time.



Audience Base

CONNECT ALL TO BUILD RELEVANT AUDIENCES
SET CLEAR TAXONOMIES TO REFINE, COMBINE AND OPTIMISE FURTHER

3rd Party 

Branded Data

2nd Party & Market 

Research

Web & App Data

CRM & Loyalty 

Data

Campaign & 

E-mail Data

In-Market / Intent

Interest

Campaign Impressions

Creative Engagement

Started Shopping Basket

High Value Shopping Basket

3rd P. Qualified Leads

Search & Social Data



EXAMPLE AUDIENCE TAXONOMY
TARGET INTEREST, IN-MARKET AND OWNERS WITH TARGETED CAMPAIGNS

End Model 

Configuration

Automotive 

Blogger

Own other 

VW-Model

Core 
Audience Prospects

Brand 
AdvocationAll owners

Gt. than 
Holding 
Period

Automotive 
Journalists

End of 
Warranty

Service 
Reminder

Mileage 
Service

Social 
Channel

Car FinanceCar 
Research

Searching 
for Dealer

Leaving 
Model Page

Consideration

Awareness and Familiarity

Purchase

Start Model 

ConfigurationReviews

EXAMPLE ONLY



BEST PRACTICE 2:
BUILD AROUND YOUR FUNNEL 

& MESSAGE WATERFALL



3rd

party
data

YOUR AUDIENCE FUNNEL STRATEGY
DELIVER THE RIGHT MESSAGE AT THE RIGHT TIME

2nd

party
data

2nd

party
data

1st

party
data

1st

party
data

1st

party
data

REACH

RE-TARGETING

RE-TARGETING

DISCOVER

INTEREST

INTENT

BUY

BUILD BRAND

DRIVE INTENT

GROW & SELL

UPSELL & LOYALIZE

CONVERSION



STORE FRONT PAGE
CUSTOMIZED CONTENT AND MESSAGING BASED ON AUDIENCE DATA



STORE PRODUCT PAGE
CUSTOMIZED CONTENT FIRST AND TRACK SHOPPING BASKET INTERACTION



MESSAGE WATERFALL
CUSTOMIZED MESSAGING BASED ON INTEREST SCORE, RECENCY AND VIEW CAT



DISCOVER
FIND THE RIGHT PROSPECTS, AT SCALE, BUILD BRAND AND DRIVE INTEREST

REACH

BUILD BRAND

MORE THAN 150K 
AUDIENCE 

AVAILABLE TODAY



DISCOVER
CREATING AUDIENCES OF HIGHLY RELEVANT PROSPECTS TO TARGET

REACH

BUILD BRAND



DISCOVER
COMBINING 1ST & 3RD PARTY DATA TO APPLY A GLOBAL FREQUENCY CAP

REACH

BUILD BRAND

3rd Party Branded Data

1st Party Campaign Data



INTEREST
COMBINING 1ST & 3RD PARTY DATA TO REDUCE WAISTE

RE-TARGETING

DRIVE INTENT



INTEREST
CAMPAIGN CLICKS ENRICHED WITH DEMOGRAPHIC DATA FROM CRM

RE-TARGETING

DRIVE INTENT

1st Party Campaign Data

1st Party CRM Data



INTEREST
GLOBAL CAMPAIGN FREQUENCY COUNTING

RE-TARGETING

DRIVE INTENT

1st Party Campaign Data



RE-TARGETING

DRIVE INTENT

INTEREST (HIGH)
SEARCH KEYWORDS (ADWORDS & BING)

1st Party Search Data

1st Party Intent Data



IN-MARKET / INTENT
AUDIENCES THAT HAVE PROVEN INTENT TO BUY YOUR PRODUCT

GROW & SELL

CONVERSION



IN-MARKET / INTENT
FUNNEL - ADDED ARIEL INTO SHOPPING BASKED BUT DID NOT COMPLETE 

PURCHASE

GROW & SELL

CONVERSION

1st Party Basket Data

1st Party Conversion Data



PURCHASE
TRACK YOUR MOST INVOLVED CUSTOMER TO FIND INTENT SIGNALS

RE-TARGETING

UPSELL & LOYALIZE



PURCHASE
HIGH VALUE CUSTOMER WHO ARE NOT A LOYALTY CARD MEMBER YET

RE-TARGETING

UPSELL & LOYALIZE

1st Party Purchase Data

1st Party Loyalty Data



PURCHASE
PROMOTIONAL EMAIL OPEN BUT NO APP DOWNLOAD

RE-TARGETING

UPSELL & LOYALIZE

1st Party E-mail Data

1st Party App Data



PURCHASE
RE-ACTIVATE FREQUENT BUYERS BASED ON EXPECTED REVENUE

RE-TARGETING

UPSELL & LOYALIZE



BEST PRACTICE 3:
ANALYSE, UNDERSTAND, DISCOVER & OPTIMIZE



BASED ON YOUR OWN AUDIENCE DATA
DISCOVER OVERLAPS OR HOLES IN YOUR OWN AUDIENCES AND REACH



BASED ON YOUR OWN AUDIENCE DATA
DISCOVER INTENT AND INTEREST VIA 3RD PARTY BRANDED DATA



BASED ON YOUR OWN AUDIENCE DATA
DISCOVER DEMOGRAPHIC PROPERTIES



AUDIENCE COMPOSITION BY SOURCE OVER TIME
UNDERSTAND WHERE THE USER ID’S ARE COMING FROM



AUDIENCE COMPOSITION BY GEOGRAPHY
UNDERSTAND WHERE THE USER ID’S ARE COMING FROM



AUDIENCE COMPOSITION BY RECENT ACTIVITY
UNDERSTAND HOW ACTIVE AND RECENT YOUR AUDIENCES ARE



AUDIENCE COMPOSITION BY DEVICE
DEVICE AND PLATFORM

Audience by OS Name Audience by  OS Language Audience by  Browser Name



WRAP UP

Define Strategize and define upfront your funnel, message waterfalls, expectations and goals

Collect
Bring together as many offline and online audience data sources onto the platform, to use for audience 
building

Build
Define, filter, group and process users into addressable audiences, enrich with additional 2nd and 
bought 3rd audiences and combine (and, or, not) into new micro audiences

Use
Deliver audiences to any platform of choice and activate on any channel, media, screen or device to 
deliver the right message, at the right time to the right person

Optimize
Generate insights and analysis of audience ingestion, delivery, activation, performance (ROI) and 
composition to increase knowledge and define optimization strategies
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