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I posit: Everyone is measuring but most of the focus is 
on what people did, not on the user experience, what 
they were shown but they didn’t click. 



Content 
from CMS

Advertisement 
from Ad Server

Performance and rendering

Behavior 
from 
Analytics



Analytics register:
• visit
• pageview
• click event 
• an internal referral 
• next page pageview.

Metadata: show page, the kitchen, lead page



Analytics register:
• visit
• pageview
• exit



What
works best 
where and 

with 
whom?

PEOPLE

Registrations
Social

Sweepstakes
Omniture

DSPs
DMPs

ecommerce

CONTENT

Video beacons
Content metadata
Page data
Module data
CMS
Modules

ADVERTISEMENTSDFP, Yieldex, Operative One, FreeWheel





CDM

Gigya

DMP

Redshift:
Storage, cleaning, analysis

Tableau/R:
Reporting, analysis

AAM/CQ
DFP

ESP

Video 
Event 

Tracker

Batch 

Speed Layer: Ulive

Non-PII

HW, WF,ES,Internal

AIM

Hearst
Media Morph

FN Store

Broadcast Schedule

Video Recipe DB

DSP (Axciom)

Data 
Lake

Community Data

Analytics

Shareablee

FW

It requires bringing in information from many platforms



Taking data from just giving you metrics to making an 
impact

It Opens Doors for Data Driven 
Innovation 



Understanding Experience
• Understanding what performed better: audience buys or content buys or combination



Understanding Performance
• And relaying performance back to advertisers. 
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Driving to What Works
• Taking over your own recommendation algorithms for improved results

We Recommend For You:



It Means...
• Data driven personalization for marketing efficiency



It Means...
• Data driven insights to help sales 

partnerships.
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Days Prior to Holiday

Holiday Search Visits by Days Prior

Halloween July 4th Valentine's Day Superbowl Thanksgiving Christmas

• Christmas and Thanksgiving planning starts 25 days in advance of 
the holiday.

• Halloween is planned for the entire month of October.  
• Our users plan for July 4th and Superbowl about a week in 

advance
• Valentine’s Day is planned about 2.5 weeks before.



Ketchup

Diced tomatoes

Tomato paste
Bell pepper

Jalapeno

Salsa

Tabasco

Tomatoes

It Means...
• Creating new products to better the experience and enhance utility. 



A Multiplatform Strategy 

• Must consist of a flexible data framework.

• Can’t assume throwing everything in will deliver new 
perspectives and insights- have a strategy in mind.

• Understand holes in the data and what the data means –
collection is a critical component.

• Be prepared for supplementing non-existent data. 

• Be thoughtful on what to outsource versus not. 


