


① DCN’s Unique Role

② Seeking Trust

③ How We Succeed Together

Digital Content Next



Intelligence of a Think Tank with 
the Voice of a Trade Association

Digital Content Next





Advancing the Future of Trusted Content





Shots Heard Round the Marketing World



Transparency: Another Shot Coming
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Source: Nielsen Global Survey of Trust in Advertising: 2013 



I Wonder Why…



Consumers Seeking Solutions



A Worst Possible Outcome

PageFair and Adobe. 2014 Adblocking Report.



$0.0

$2.0

$4.0

$6.0

$8.0

$10.0

$12.0

$14.0

Q1
2010

Q2
2010

Q3
2010

Q4
2010

Q1
2011

Q2
2011

Q3
2011

Q4
2011

Q1
2012

Q2
2012

Q3
2012

Q4
2012

Q1
2013

Q2
2013

Q3
2013

Q4
2013

Q1
2014

Q2
2014

Q3
2014

Industry (IAB)

DCN estimate

- Declining CPMs
- Viewability
- Fraud
- Shift to Mobile

Display Ad Market Pressures Continue



Last 12 months: 25+ Op-Eds



① DCN Has Momentum

② Trust Drives Opportunity 

③ Together We Can

Summary


