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About MediaSense
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First things first

Technology used by advertisers and agencies to buy, manage and measure 

digital advertising

What is AdTech?
01

Technology can enable and enhance better performance through the digital 

channels

Why should we choose it carefully?
02
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You have surely 
heard the news…
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Although not much 
has changed…
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There is still confusion around Martech & Adtech

AdTech

Martech

Adtech
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But they are different…

Source: WHICH-50 & Adobe

Ad server DSP

Verification Bid Mgmt

Ad server SSP

Ad Exchange Publishers

Data 

Visualisation
SEO

eCommerce Tag Mgmt

Content DAM

CDP/DMP/

CRM
Email
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AdTech is complex & vast

Source: LUMAscape

Serves different industries

(e.g. Retail, Travel, Sports, 

Healthcare, Software)

Expands in multiple 

directions (e.g. Specialisms, 

Cross channel)

Big players can have 

multiple solutions (e.g. 

Alphabet, Amazon, MSFT)

Regulation changes and 

M&As are constant in the 

ecosystem
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Why is the technology stack important?

Sources: WARC, What is working in tech-enabled marketing”, “Capgemini, A New Playbook for CMOs”

“For the CMO of the future, 
it comes down to marrying
the use of intelligence and 
technology, with the art of
brand-building and creative 
expression”

“Technology helps decide 
how to better spend money 
to deliver more gross profit 
from its marketing globally”

“Brands are 
viewing 
advertising 
technology as a 
key component of 
their business 
growth”

Save time and resources on

repetitive tasks

More Automation

More accurate targeting resulting in 

improved performance 

Better Performance

Ability to reach new audiences &  

acquire new customers

Higher Reach & Scale

Track and analyse the return on

marketing investments

Improved Measurement
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Four-fifths of marketers are 

dissatisfied with the tools that they 

have to measure ROI, while only 

36% are happy with how they 

measure business impact.

However, Martech budgets are 

under increasing pressure as the 

industry fragmentation demands 

more than what advertisers are 

looking to invest.

Are businesses adequately 

equipped to take the most from 

marketing investments?

Sources: “WARC, The Marketer’s Toolkit”, “Harvard Business Review”, “Gartner”

Martech: A key element for 
success
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CMOs acknowledge the need to 

empower their marketing teams 

with technology and data.

These stats point towards a shift 

from the past when speed & 

agility were top priorities for 

most organisations.

Customer data insight is seen as 

a competitive advantage and 

technology can be the enabler.

Source: “Gartner’s State of Marketing Budget and Strategy 2022”, “CMO 2022 Report”

Leadership’s view
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Tech is (always) evolving

Platforms such as Data Clean 

Rooms seen as critical for 

activation 

Data

Media fragmentation leading 

to the surge of new digital 

creative solutions

Creative

Increased number of 

marketplaces and closed 

ecosystems

Walled Gardens

(Re)Emergence of new & old 

formats (Contextual, CTV, 

Retail Media, etc.)

New Media

Constant attempts to be on 

the front foot of digital 

measurement

Measurement

Dead of 3rd PC led to the 

emergence of multiple 

technologies

Cookies

2021 -

2017 -

2015 -

2020 -

2016 -

2013-

2024?
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Following the evolution of marketing & media

Expanding ecosystems

Devices, platforms, Web3, streaming, tech, regulation 

Changing audience & behaviour

Gen Z, commerce, influencers, gaming

Maintaining brand 

equity & reputation

Greater integration 

across media 

disciplines 

Broader & different 

capabilities

Continuous 

validation & 

adjustment

Dichotomy of 

people & place

Adapting brand 

behaviour

Scale & cost 

Responsible media

Sustainability, D&I, privacy, cancel culture

Meta trends ImplicationsTensions
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As a result, skills also need to evolve

T-shaped talent is now the most in-demand

Source MediaSense 2025

“One thing I don't need is suits.

It's much more about people who 

understand the digital world, 

understand outcomes, understand 

performance, understand technical 

conversations, who can talk about their 

analytics, what tech they should be 

using”
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BUT WHO MAKES THE DECISION?

WHO SHOULD BE INVOLVED IN 

DEFINING THE TECH STACK?
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A task force to lead the decision making

Digital specialists to 

test & verify digital 

capabilities 

Specialists

To lead the project 

and guarantee 

transparency and 

independence

Procurement 

To validate technical 

features & look for ability 

to integrate with other 

technologies 

Data & IT

To ensure the 

partner complies 

with Legal & Security 

requirements

Legal & Security

To support and 

sponsor the decision, 

enhancing the 

adoption

Leadership
Decision 

Makers
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Criteria when selecting your tech stack

Scale & Operations

Model

Strategy & Vision

Ecosystem

Technology & Features

Capabilities

Footprint

Coverage

Support

Infrastructure

Privacy

Future Roadmap

Data Partners

Inventory

Targeting

UX/UI

Cross-device

Performance

Data Security

Cost

Innovation

Integrations

Match Rates

Analytics

FlexibilityTransparency Add-on Features



2121

Do you have integrations with 

partners X and Y?

Integrations

What would be the onboarding plan 

and how long does it take? 

Onboarding

Will we have full (admin) access to 

the platform?

Transparency

Are you able to customise your 

platform so it incorporates X and Y?

Customisation

01

02

03

04

What is your availability for support 

across regions? I.e., troubleshooting?

Support

What is the input we would have into 

your feature tech roadmap?

Roadmap

Do you have privacy-compliant methods 

to target and capture user insights?

Privacy

Can you deliver real-time activation 

and reporting?

Measurement

05

06

07

08

8 Questions you should ask your vendors
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2323 Source: Marketer’ Toolkit 2023 – The Global trends Report

Analyse traffic coming to 

your site to identify patterns, 

issues and opportunities

Measure

Essential technology to 

enhance automation across 

main digital channels

DSP / Bid Mgmt / FMP

Tech & Data partnerships 

to enable increased reach 

and ability to scale

Partnerships

Track, monitor and control 

traffic data from multiple 

sources

Adserver

Analytics

Adserver

Activation

Scale

Start with the basics

Marketers need to cut through the hype and return to the 
fundamentals of marketing. What can we do that would appeal 

to consumers, not because it’s a shiny new toy but it makes 
their lives simpler, helps them connect to their passions…“

Kauveri Khulllar, VP Marketing Mastercard
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Summary

➢ Technology is here to stay despite the headwinds

• Disruption can be an opportunity 

• Tech should solve problems and enhance opportunities

➢ MarTech and AdTech strategies must be integrated

• Crossover is augmenting, and alignment can drive further efficiencies

• Leaders recognise the value that tech can bring to organisations

➢ New Media and Tech require a different skillset

• Media ecosystem is continuously more fragmented

• T-shaped talent in high demand to better scope the opportunity

➢ Selecting a partner is a business commitment

• Important to involve the right stakeholders in the decision making

• Start from the basics and drive education across the organisation 
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