
Thanks for joining, we’ll begin shortly.



WE HAVE DELIVERED

GREAT RESULTS FOR
Over $2BN+ digital media spend via Basis

700+ Centrons in 41 offices

Innovators in ad technology

2,000+ Agencies

6,000+ Brands

200,000+ Campaigns
Commitment to education
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THE FUTURE
OF TARGETING
Contextual, Semantic and Cookies
Mario Diez, CEO, 



WHY 
WE’RE 
HERE 
TODAY

To talk about:

• The current state of the targeting market

• What the future holds

• What you can do now

You’ll learn:

• The role that semantic and contextual 
technologies can play

• How to rethink current targeting tactics

• Practical steps you can take



WHAT’S DRIVING
THE CHANGE

CURRENT STATE



SIGNIFICANT 
MARKET DRIVERS
Dramatic changes 
to sentiment and 
awareness of data usage  

GDPR
Approved by

EU Parliament in 2016

Enforced on
May 25, 2018

CCPA
Signed by Gov Jerry Brown 

in June 2018

January 1, 2020
tentative

enforcement
date

DATA
PROTECTION

BROWSERS
ITP/ETP driven browser changes 

significantly impacting
third party cookies



Consumers are now initiated…

PRIVACY CENTRIC 
PRODUCTS



…AND 
BECOMING 
MORE AND 
MORE 
EDUCATED.



3rd Party Audience Pools
Scale is decreasing and prices are increasing

WE ARE 
ALREADY 
STARTING 
TO SEE 
IMPACT

Cookie Targeting Tactics Under Pressure
Staples like retargeting and behavioral shrinking

Walled Garden Pricing and Sensitivity
Increase pricing and brand suitability concerns



THREE MAJOR TRENDS

How will my data 
strategy for targeting 

need to adapt?

TARGETING

Is my brand authentic 
and what content

is suitable?

SUITABILITY

Do my data strategies 
and partners align with 

our coming privacy 
standards?

COMPLIANCE 



PREPPING FOR 
THE NEW WORLD



MAIN AREAS BUYERS ARE INVESTING IN

Future proofing your data strategy…

1st Party
Onboarding
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MAIN AREAS BUYERS ARE INVESTING IN

Future proofing your data strategy…

1st Party
Onboarding

Direct Publishers
& Enrichment 

Performance
& Prospecting



SHOPPING
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THE RIGHT
CONTEXT CAN
DRIVE MEANINGFUL 
PERFORMANCE 

TECHNOLOGY

CVR Average
CVR

Contextual Categories

SCIENCE

Recent case study research 
identified dramatic lift in 
performance with correct 
contextual signals



GOING BEYOND TOP-LEVEL CATEGORIES WILL 

REFINE PERFORMANCE FURTHER

Found that sub-level 
categories insight of 
technology pin-
pointed what works 
as well as what 
doesn't.
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INTRANET

DON’T FORGET ABOUT THE
QUALITY OF AD ENVIRONMENT

Context of the environment (page signals) proved to reduce eCPA over 50%
while also alerting to negative performing segments

Ad Stats
AdCount

Low
Quality
Bundle

Flash
Games

Social 
Media 

Activity
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AdStats
AdCount

Social 
Media 

Activity

Comments

High

Very
High

High 7+ Medium 
4-6

Home
Index 
Page

Viral
Trending

Above
Average

QUALITY

eCPA Cost Average
CVR

Transport
Inventory

UGCAd 
Clutter



WHY WILL CONTEXTUAL 
PLAY AN IMPORTANT ROLE?

Match the moment 
of the reader at 
scale

CUSTOMIZABLE

100’s of millions of 
pages are created 
every day

SCALE

100% supportive 
for compliance 
data strategies

COMPLIANT

Context is a stable 
data assets that 
does not change

DETERMINISTIC 



WHAT IS IT AND 
WHERE’S IT GOING?

CONTEXTUAL



TO UNDERSTAND 
CONTEXTUAL...

key word vs.

context vs.

semantics



Keyword Targeting

pressure

HOW CRITICAL 
SEMANTICS ARE...

Semantic Analysis

Health : Conditions & Diseases



ONE WORD 
Four completely different environments



WHY IT REALLY MATTERED THIS YEAR

Keyword 
Blocklist

About
Coronavirus

Semantic Negative
Coronavirus



NEARLY 50% 
OF COVID 
CONTENT 
UNLOCKED

At its height, global traffic 
for corona related content 
was 1 in 5 impressions.  

Nearly half of that 
was suitable content  

Only 11.7%
classified as being 
negative Coronavirus

20.3%
of all global traffic classified 
having Coronavirus on the page



THE TAKE-OUT SITUATION
Restaurant launching curb-side 

Keywords by themselves 
often can be taken 
out of context…



ADVANCES IN CONTEXTUAL - SENTIMENT  
The conversation around A.I. has many different tones... 

Positive

Mixed

Negative



EMERGING 
SOLUTIONS
We're in the 1st inning of 
a broadening of cookie-
free market.

Alternative contextual
Emotional context, journalistic quality, social 
sensing

CTV
Solving for content, channel and fragmentation

Mobile signals and quality
Advancements to supplement for iOS14 
changes

Planning and Performance
Expanded use cases for contextual 
intelligence 



NO SILVER 
BULLET



HOW TO
GET STARTED 
Framework to add 
contextual intelligence  

What environment 

will matter for this 

campaign?

Environment 
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HOW TO
GET STARTED 
Framework to add 
contextual intelligence  

Don’t over-block, take a 

nuanced approach to what 

content and apps are suitable.

What environment 

will matter for this 

campaign?

What moments will the 

customer be most receptive?  

Will they be reading a page or 

engaged with an app?

Relevance

Put the consumer first and 

evaluate data strategies that 

are compliant and will survive.  

Compliance

Suitability & Safety

Environment 



EVERYTHING STARTS WITH THE BRIEF
Cookie Free / Contextual Mapping 

Targeting Criteria:
● Luxury Electric conquest

● Eco Friendly

● Healthy Lifestyle

● Tech Adopters

Targeting Criteria:
● Truck segment

● Outdoor

● DIY

● NFL/College Football

AUDIENCE
BRIEF Examples



EVERYTHING STARTS WITH THE BRIEF
Cookie Free / Contextual Mapping 

SUITABILITY SIGNALS TARGETING

CONTEXTUAL
Mapping Framework

Semantic:
● automotive: electric vehicles

● environment: green living

● health: diet & fitness

● technology: green tech

+ Sentiment

Target:
● high viewability

● medium / low  ad count

Avoid: 
● Negative Auto

Avoid: 
● Negative Auto

Target: 
● high viewability

● Medium ad count

● Content rich 

environments

Semantic:
● automotive: truck

● sports: outdoor recreation

● home & garden: DIY

● sports: football

+ Sentiment

Targeting Criteria:
● Luxury Electric conquest

● Eco Friendly

● Healthy Lifestyle

● Tech Adopters

Targeting Criteria:
● Truck segment

● Outdoor

● DIY

● NFL/College Football

AUDIENCE
BRIEF Examples



KEY 
TAKEAWAYS



FRIENDLY REMINDERS

Semantics Matter
Let the technology and the advances work for you.

Keep these things in mind >>>

Keywords need context
Don’t get “Taken-out”

Unique moment to build learnings
We’re on the clock – good time to test



QUESTIONS?
THANK YOU!


