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Digital Content Next

@ DCN’s Unique Role

@ Seeking Trust

@ How We Succeed Together
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Digital Content Next

Intelligence of a Think Tank with
the Voice of a Trade Association
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Advancing the Future of Trusted Content
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The Trust Principle: Digital Content Can’t Thrive Without Trust

September 17, 2014 | By
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Diguta | media has three ma sta«e“oldc”' consumers, marketers and publishers. None of them are happy. Marketers
are fru ’*'ud by Frau d a lack of measurability and questionable attribution. Consumers are increasingly distrustful in the

ace oF ickbait, privacy le 3'\% and ethical tapsm smuuwahw*« Publishers are Faced with piracy, copyright infringement
and a wor \d n which brand advertising for content companies has barely grown since 2010.



Shots Heard Round the Marketing World

56% of Digital Ads Served Are Never
Seen, Says Google

Advertisers to lose $6.3 billion to fraud in 2015

According to new research, advertisers are being swindled out of billions by
cybercriminals looking to cash in on Internet advertising.

An incredible 56.1% of ads on the inter|

by humans, according to ¢

"With the advancement of new techno|
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By Charlie Osborne for Zero Day | December g, 2014 -- 10:06 GMT (02:06 PST) | Topic: Security




Transparency: Another Shot Coming
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Percent of Complete / Somewhat Trust

G

i

1h
)

(

—-

b

4
‘I

)

\

)

o~

(

)

g
<

fe-\
<

{

P
;
<=

o

f;/l
&

s

%

4

FORM OF ADVERTISING ‘

~
>N
!

1's

) €

OC

§

= V) gy

=

)

1)
4

/,
&

o
oL
-

Q

cial networks

Source: Nielsen Global Survey of Trust in Advertising: 2013 &

DIGITAL CONTENT NEXT



| Wonder Why...

Ghostery TrackerMap™
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Consumers Seeking Solutions

So they seek tools to protect themselves

Please indicate which of the following tools you use...

D0 0t ek Seltings In e DrOW S | — 201

‘Do not track’ plug-in for your browser 9%
(e.g. DoNotTrack, Blur) (= ——sn ] A

Online cookie trackers 8%
(e.g. Ghostery, Collusion, PrivacyFix) I 4%

Identity masking tools
(e.g. Disconnect, MaskMe, Privowny) NG 8%

2013 - Base: 5,012 US Online Adults
= 2015 - Base: 6,743 US Online Adults (not all answers shown)

Source North American Technographics Media and Advertising Survey, 2013, North Amencan Consumer Technology Survey, 2015



A Worst Possible Outcome

Adblocking growth

PageFair and Adobe. 2014 Adblocking Report.



Display Ad Market Pressures Continue

S14.0
B Industry (I1AB)
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We Need a New

“Church and State”

in Digital
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Summary

@ DCN Has Momentum

@ Trust Drives Opportunity

@ Together We Can



