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① DCN’s Unique Role

② What Makes a Publisher Premium

③ Succeeding In Mobile

Digital Content Next



Advancing the Future of Trusted Content



① Defend open internet

② Grow consumer trust

③ Shine a light for marketers

④ Voice of premium publishers

⑤ Trusted forum among members

Trust Principles



① Mobile Isn’t a Device, It’s The Rest of the Day

② Different Screens, Same and More Challenges

③ Trusted Brands (Will) Matter

④ It’s Still Early, All Innovation and Upside

Succeeding In Mobile







Trust in Adverting



Real $ Cost Per Page on Mobile



A Hint At Things To Come…







AdBlocking: Owning The Conversation
AdWeek: Why Adblock Plus Is Meeting Publishers and Agencies in New York Next Week
Mashable: Ad-blocking is so widely loathed that one company held a peace summit about it
Digiday: What ad blocker users say makes them boycott Web ads
AdWeek: If Marketers Are Worried About Ad Blockers, They Should Throw More Cash at Mobile
WSJ: Apple’s Ad-Blocking Is Potential Nightmare for Publishers
AdExchanger: Content Blocking In iOS 9: Where Some See Doom, Others See Opportunity
CNBC: Are Apple's ad blocking moves aimed at Google?
AdAge: Confusion Reigns as Apple Puts the Spotlight on Mobile Ad Blocking
Fortune: Dear ad industry: Suing ad blockers and cutting off readers is not a great strategy
Wired: The Paradox of Apple News and iOS 9 Ad-Blocking
NBC News: Are Apple's Ad-Blocking Moves Aimed at Google?
AdAge: Ad Blocking Is a Growing Problem. What's the Fix?
Fortune: Between intrusive ads and outright fraud, the online ad industry is a mess
WSJ: Apple’s Ad Blockers Rile Publishers
WSJ: Ad Blocking Could Be Coming to Apple’s Mobile Browser
AdExchanger: 71% Of Ad-Block Users Would Consider Whitelisting Sites That Don’t Suck
WSJ: ‘Do Not Track’ Compromise Is Pitched
Digiday: Publishers beware: ad blocking has gone mobile
Tech Times: Ad-Blocking Feature In iOS 9 May Cripple Mobile Advertising Industry
AdExchanger: Are Direct Buys The Only Way To Keep The Industry Fraud Free?
MarketingDrive: Mobile is no longer a safe haven for the ad block-averse, at least not on Apple iOS 9
WARC: Publishers consider ad blocking options
MediaPost: Lawmakers Call For Stronger Do-Not-Track Standards
Folio: Advertising’s Existential Moment
BusinessInsider: Don’t let digital innovation be a threat, make it your opportunity
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89% less bot traffic in video; 75% less in 
standard display impressions on premium 

publisher sites

DCN 2015 ANA 2014

Top-Line Results



Transparency: Another Shot Coming





• Platforms:
– Cardboard
– Apple Watch
– More Wearables

• UX
– Instagram negating photo orientation
– Snapchat changing video orientation
– Tinder impacting gestures

Innovation Abound



① DCN Has Momentum

② Mobile Is Everything 

③ Endless Opportunities

Summary


