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Liz Salway, Head of Media, CPGs
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Digital 
Disruption:
Opportunity for CPGs?
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Digital Media Spend and market disruption

What that means for CPGs

What’s possible – the in-housing continuum

Key takeaways
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Top Global Advertisers

$72BN 
Based on 2021 Spend 
Source: Statista  
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Top Categories
THE OPPORTUNITY

CPG

$35.5BN

Automotive

$12BN

Telco, Media & Other

$12BN
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Environment fraught with digital disruption

D2C

Identity

Retail Media

Sales and Marketing have to work together 

Lack of first party data, demise of 3rd party connective tissue 

How much to spend and where?  Where does it come from?

Measurement How much can I measure and how much should I model?
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Why are we here and where are we going?

20th Century 2000 2010 2020 2025-30
Media Planning and Buying used to be more 
straightforward:

Channel Planned, Channel bought, Channel 
measured. 

Everyone lived with the lack of integration 

Digital share grows and Programmatic 
becomes a way of trading with data and 
scaled supply

Suddenly things are measurable in digital 

Channels remain planned, bought and 
measured in silos

But Advertisers take note of the data 
opportunity and begin to build bridges 
between martech and adtech.

Walled gardens, ad fraud, murky supply 
chain, lack of transparency, media wastage 
cookie deprecation, first party data 
obsession all result in:

In-housing becoming a hot topic

Advertisers become jaded with the lack of 
integration in media planning and buying, 
measurement and reporting from their 
agencies

Tech stacks become proprietary, customized 
solutions and move to more and more 
control 

*Kepler report 2021 150 senior marketers across automotive, retail, finance

More ownership and control 
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This is a hot topic – there is appetite for better control driven by tech

WH Y AD VERTISERS  WANT TH IS

”the agency are an external partner 
distant from the day-to-day needs 
of the brands”
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Advertisers who plan to in-house 
media planning and buying 

63%
Based on Kepler survey 2021, 
150 senior marketers 
>$10BN in revenues
Automotive, Retail and Finance.  
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3 Big Pain Points for Global Advertisers: 
What they are saying:

Measurable Reach, Frequency & 

Actionability

“The deprecation of the third-party cookie is 

making my marketing use cases incredibly 

challenging to activate across a disconnected 

walled garden ecosystem.”

“I understand the promise of first party data 

to deepen engagement and insight of my 

consumers, but scale is a huge challenge”

”There is so much data, but it’s not organized 

in a way that I can easily use it to intelligently 

scale effective brand marketing and connect 

the funnel for a seamless user experience.”

Murky Supply Chain

“Programmatic is great but it’s added layers 

of tech and cost between the brand and the 

media owner, and ad fraud is a major 

concern.”

”I want to disintermediate supply so I can 

work more smartly with large premium 

media owners who can align their targeting 

to my objectives – and for the substantial 2nd

party data opportunity that partnership 

affords me.”

Data as Challenge and 

Opportunity

“I have to live with certain realities with 

multiple walled gardens unwilling to share 

reach and frequency measurement 

holistically, but can I do it better?”

“How can I be more agile in moving budget 

around to maximize the value of my 

investments according to my objectives”
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Market leaders are responding with a common approach

AdTech + Martech integration

Multi-vendor ecosystems

Integrated products

Customised technology

Siloed AdTech/MarTech

Monolithic tech stacks

Solutions per use case

Off-the-shelf platforms 
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The building blocks of an integrated product approach

Data Collection and 
Management

Segmentation  
(Audiences)

Activation and 
Campaign Execution 

Optimization and 
Measurement 
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And how does it address the challenges marketers have?

Provide environment for 1st ,2nd & 3rd Party data 
ingestion, normalization, modelling, insights and 

segmentation to be pushed back into media

Provide an environment where past performance 
data can be modelled to predict future performance, 

audiences can be enhanced by Open DMP to be 
pushed back into media

End-to-End audience creation, forecasting, planning 
and buying interface for planners to manage entire 

process
Solutions

Large CPG 
Advertisers:

Common 
Challenges

Modules DMP & Identify Graph

1. Marketing Use Case challenges 
(cookieless/browsers/Apple)

2. Need for responsible Privacy policies to be 
enacted in media

3. Identity fragmentation 
4. Scaling first party data 

1. Disconnection of audience 
insights into planning 

2. Agency trading agreements 
(disintermediated investment 
decisions)

3. Supply chain opacity

1. Reach and frequency in walled 
gardens

2. Retrospective performance data
3. Siloed buying teams
4. Lack of cross channel 

optimization

Audience 
Modelling

Performance 
AI

Campaign Management

Foundation Privacy-first compliance & governance

Audience 
Creation

Data Planning Buying

Measurement and Optimisation
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Data 
Collection and 
Management

Maturity/Complexity/Cost

V
al

u
e

Segmentation  
(Audiences)

Activation and 
Campaign 
Execution 

Optimization 
and 

Measurement 

What about cost/benefit



CONFIDENTIAL. Copyright © 15CONFIDENTIAL. Copyright © 15

$2BN in Advertising @ 5% saving

$100 MN 
Based on 2021 Spend 
Source: Statista  
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My advice to you

Raise this cross functionally in your org

Review your current set-up

Assess how much control you have over data, and how well you are leveraging that into media

Make incremental changes showcasing value along the way
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Thank you

Liz Salway, 
Head of Media, CPG
EPAM Continuum
Liz_salway@epam.com
07789914426

mailto:Liz_salway@epam.com

