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Welcome To The

About Us

Unified helps marketers make informed and impactful decisions with the industry’s only business 

intelligence platform purposely designed for social advertising. With experience collecting and enriching 

nearly 3 billion dollars of social investment data, Unified is passionate about providing Fortune 2000 

brands and agencies greater transparency into their many teams, tools, and strategies. The Unified 

Platform and service teams are specifically built to ensure data quality, optimize investments, and 

answer critical business questions. Unified has offices in New York City, San Francisco, and Los Angeles.

Quarter 2, 2018
Which comes f irst—social advertising data ownership or transparency?

The truth is , i t ’s no longer practical to use topline, siloed intelligence for strategic decisions. 
To truly win the social adver tising race, brands must not only see the big pic ture across 
all brands, par tners, and vendors, but also how it changes over time. In other words, not 
all transparency is made equal. If you (or your par tners) are stil l st itching together Excel 
documents or relying on wrap-up repor ts that exclusively show the top per forming ads and 
tactics but omit what didn’ t work, you are doing yourself a disser vice. 

While just 90.5% of U.S. businesses¹ are expected to adver tise on social in 2018, only 8.0% feel 
conf ident they have the transparency they need to be successful². In fact , i t will take even the 
largest brands years¹ to get it r ight. One key reason is due to volume, which is why we decided 
to focus this edition on how social adver tising is “Approaching Crit ical Mass.”

As the tit le suggests, in “Social Adver tising Volume Will Reach Crit ical Mass in 2018” we take 
this topic head on. Unif ied CEO Jason Beckerman breaks down exactly how data exhaust can 
be either a blessing or a curse, depending on how marketers approach it and prepare. 

In “Price And Value: The Yin And Yang For Customer Conversion,” Beckerman explains how CRM 
data and mobile are a match made in direct response heaven for brands and retailers seeking 
to drive traf f ic in store. Af ter all , with 46.4% of U.S. consumers star ting their purchases 
on social at least once per month¹, data ownership and transparency may ver y well be the 
dif ference between making or missing business goals.

If real l i fe examples are more your thing, good news—we have two of them! “A For tune 500 
CPG Brand Used Transparency To Streamline $50MM Of Budget And Nearly 8,000 Ads” unveils 
how marketers ensured 6 teams, both internally and externally, were able to signif icantly 
simplif y an extremely complex campaign. In “A Social-Sav v y Automaker Secured Transparency 
Into $40MM of Previously Untracked Spend,” shows how a brand was able to uncover issues 
they didn’ t even know they had while tracking hundreds of ads in real-t ime.

Finally, we ’ve developed a useful infographic entit led “ The Three Pillars Of Superior 
Social Per formance” to cleanly explain 3 proven areas brands should focus on to improve 
per formance (spoiler aler t : all 3 depend on having data ownership and transparency).

We hope you enjoy this latest edition of Unif ied Quar terly Magazine. If you have any questions, 
reach out via our website or social channels (see page 45). Happy reading!

Rashida Boyd
Assoc iate  Director ,  Market ing

Unified

Social  Industry Summary

Sincerely,

¹ eMarketer’s “Social Media Effectiveness Roundup,” January 2018
² Brand Innovators & Unified’s “The New Age Of Transparency And The Business Intelligence Tipping Point For Social Advertisers Report,” June 2017
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“Platforms l ike Facebook have virtually eliminated organic 

opportunities for brands,  leading to exponential  growth in 

social  advertising.  As a result,  increasingly complex social 

campaigns,  tools,  teams, and data have made it  challenging 

for brands to manage, scale,  and integrate these initiatives 

into the customer experience. If  brands want to secure full 

control of their social  advertising initiatives,  they must 

own their data—which they would insist on for any other 

advertising channel.”

THOUGHT LEADERSHIP

Josh Backer 
President,  Advertising,  SVP, 
Operations and Co-founder

Unified

Social Advertising 
Volume Will Reach 
Critical Mass In 2018

If  2017 was a big year for social  advertising, 
2018 should be a defining one. But before 
marketers can take the keys to the kingdom, 
they’ l l  need to make sure they’re maintaining 
issues around transparency,  accessibil ity and 
data ownership,  writes Jason Beckerman, CEO 
and Co-founder,  Unified

Unless you’ve been hiding from the digital 
world entirely, it ’s hard not to see the massive 
evolution that social media has experienced in 
the past four years. For 
one, you may have noticed 
that organic exposure for 
brands is on a respirator, if 
not dead. In fact, not only 
has organic reach been 
steadily declining year-
over-year, but just recently 
Facebook tested removing 
brand posts from main 
feeds altogether.

By: Jason Beckerman, Co-founder and CEO, Unified

As Seen In:
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These, among many other reasons such as superior tracking and 
targeting, are contributing factors as to why social advertising has 
experienced a massive 184.0% spike in campaigns and is expected 
to increase ad spend 30.0% year-over-year. To pour a little more 
gasoline on the fire, social networks have been keeping up with 
this new demand in stride by continuously releasing new ad types, 
targeting, and measurement capabilities throughout the year.

While this is a lucrative opportunity for brands, the bigger this volume 
gets, the more marketers feel helpless to gain the transparency and 
ultimately the performance they need to drive appropriate ROAS 
and impact the bottom line. After all, social was named the hardest 
channel to execute effectively by marketers1. But there is a light at the 
end of the tunnel, and the marketers who know what challenges and 
trends to look for will be well ahead of the curve in 2018.

Social advertising has experienced a massive 
184.0% spike in campaigns and is expected to 
increase ad spend 30.0% year-over-year

Move Over Content, Data Is King

It ’s time for marketers to ask themselves a critical, yet simple 
question—do I own my social advertising data? The consequences of 
answering “no” or even “I’m not sure” to this inquiry are tremendous, 
and arguably of greater importance than the content itself. After all, 
what good is creative if you can’t track it and adjust strategies based 
on performance data?

Data ownership is the missing piece that significantly impacts a 
brand’s ability to foster true transparency and, ultimately, drive 
performance. The “business as usual” mentality of most organizations, 
where agencies exclusively hold the keys to ad accounts that 
contain financial and performance data, means that marketers are 
beholden to the competence (or incompetence) of their partners. In 
fact, marketers have started to wake up to the importance of data 
ownership, with 38.0% adding clauses to agency contracts to secure 
data ownership and which technologies can be used on their behalf. In 
order to be successful next year, brands need to flip the script on the 
old mentality and take those keys back.

1Ascend's 2017 Marketing Plans Summary Survey ReportQUARTERLY QUARTERLYQ2 2018 - Approaching Critical Mass Q2 2018 - Approaching Critical Mass8 9



Start Strong So You Can Finish Stronger

If last year was any indication, 2018 is almost guaranteed to bring 
many new innovations from social networks and tech vendors alike. 
As marketers continue to increase investments and campaign volume, 
it ’s more critical than ever that they roll back the curtain and identify 
the potential skeletons in their closets as it pertains to data ownership 
and transparency. Those that do, in addition to implementing an 
overarching connected intelligence strategy, will soon find their 
competition in the rearview mirror—all while minimizing media waste 
and supply chain fees.

All in all, if 2017 was a big year for social advertising, and it was, 2018 
should be a defining one.

Saying Goodbye to Murkiness, And Hello To 
Transparency And Portability

Nearly 2 out of 20—or roughly 8.0%—of marketers feel confident that 
they have the transparency and intelligence they need to be successful3. 
This troubling stat isn’t too surprising, however, when the number of 
brands that cannot guarantee that they’re always in control of their data 
remains high.

Transparency is not only important for performance but is essential 
to better understanding the social advertising supply chain. More 
specifically, which teams, tools, and tactics are the most effective, and 
what investments are being made on a brand’s behalf. In short—no 
transparency means no accountability, and with no accountability, there 
could be a lot of waste in the supply chain.

To achieve this, brands must ensure three things. That they own their 
data, that all teams and agencies connect ad accounts into a single 
platform, and that they have the intelligence needed to make sense of 
unorganized, raw data.

Two’s Company, 6.1’s A Crowd

As brands continue to expand their social presence, the scale and complexity 
of their campaigns have increased, and the amount of data generated has 
exploded. As a result, more agencies and teams are needed to execute them 
successfully. Last year alone, research showed that there’s an average of 6.1 
companies work on a single campaign for large companies—a stunning 221.0% 
year-over-year increase2.

These numbers are at the core of why data ownership is more important 
than ever, and are only expected to rise for the foreseeable future. The most 
successful brands will ensure that all teams, both externally and internally, 
will be given access to the same data. This helps streamline reporting 
methodologies, potentially reduce human capital fees, and ensure best 
practices are shared uniformly across their brand portfolio.

2Four Key Inishts That Perfectly Convey The Current State Of Social 
Media Advertising, June 2017 3The New Age Of Social Transparency Report, June 2017QUARTERLY QUARTERLYQ2 2018 - Approaching Critical Mass Q2 2018 - Approaching Critical Mass10 11



F or retailers, the secret to 
acquiring new customers, and 
maintaining them long-term, will 
always come down to price and 

value. With this in mind, it’s critical for 
retailers to leverage the massive social 
media ecosystem to usher customers 
down the purchasing path.

Digital influences and touch points are 
becoming ever-present in the lives of 
shoppers. In fact, a recent study1 found 
that more than half of grocery sales 
are influenced by online shopping. A 
staggering amount of those shoppers 
are using digital coupons as well.

Social media has been incredibly 
beneficial for retailers and grocers. 
Next year, social budgets are expected 
to swell to over $50 billion. Retailers 
of any size and within any industry 
must keep this number in mind as it 

Price And Value: 
The Yin And Yang 
For Customer 
Conversion

signals the explosive growth of social media marketing — and that it’s here 
to stay. By leveraging social media platforms to better understand and reach 
various audiences, these campaigns allow marketers to create strategies that 
efficiently identify potential customers, provide value to the customer in a 
clear way, and ultimately inspire in-store traffic.

As a result, the best way for retailers to ensure their digital strategies 
are driving foot traffic within physical stores is by committing to take the 
necessary measures to convert online searchers into offline shoppers.

$

$

$

$

$

$

$
$As Seen In: 

By: Jason Beckerman, Co-founder and CEO, Unified

1Deloitte's "The Grocery Digital Divide", 
Septemeber 2017QUARTERLY QUARTERLYQ2 2018 - Approaching Critical Mass Q2 2018 - Approaching Critical Mass12 13



Mobile, Mobile, Mobile

Shoppers, more often than not, will turn to the brand or retailer that 
provides the most convenience and ease of use for their interactions. They 
want to be able to reach out to a store whenever they want, from wherever 
they are.

This makes mobile shopping more important than ever, and it’s a trend that 
will only continue to increase as Millennials and Gen Z shoppers grow to 
become the supermarkets’ largest audience.

When a grocer is activating a social media campaign, it’s imperative that 
they ensure that the majority of their ad placements are geared toward 
mobile devices. This gives them the ability to gain maximum visibility with 
shoppers no matter where they are, at any given moment.

Digitally-Minded And Economy-Proof

While traditional supermarkets are economy-proof in theory, demand for 
convenience and price cuts have increased substantially in recent years. 
How do brick-and-mortar grocers compete as Amazon and other online 
marketplaces threaten to crack their foundation?

In order to amplify in-store traffic and overall sales, retailers and grocers 
should be thinking about where their customers, both new and old, are 
spending the majority of their time — online and on their phones. They 
must come up with digital marketing strategies, focused largely on social 
media platforms, that allow them to drum up customer interest and entice 
them to sign up for online accounts with coupons and features that make 
shopping at the store more convenient.

QUARTERLY QUARTERLYQ2 2018 - Approaching Critical Mass Q2 2018 - Approaching Critical Mass14 15



The Price Is Right

To entice the user to click through to a website and take action, 
messaging in a social campaign should be centered around weekly 
coupons. This ensures all messaging appeals to the two main 
drivers previously mentioned — price and value.

Once a customer clicks through to sign up, benefits should be 
listed in five clear bullets, reiterating the savings, along with easy 
online ordering, recipes, and more. This creates a consistent and 
powerful message that appeals to crucial factors, such as price and 
value, for the majority of shoppers.

If a retailer is able to develop a campaign that reinforces their 
CRM on social platforms, meets customers on mobile, and secures 
preferred prices on goods, they should begin to see instant success 
in converting customers through social campaigns. Furthermore, 
by using CRM lists as a means to suppress existing customers, a 
brand and retailer can effectively reach brand-new shoppers as 
needed, regardless of whether they were on-the-go via mobile 
placements.

These tactics will allow marketers to optimize their use of social 
platforms to drive online traffic to their website, and consequently 
increase offline traffic to stores.

Giving CRM Some TLC

The ultimate goal retailers should focus on is acquiring customers. One 
of the most proven social tactics for acquisition and upsell is to tap into 
existing CRM lists, including current account holders, for exact targeting on 
Facebook and other social platforms.

This accomplishes a few different things. First, it ensures that the brands 
can reach exactly who they want including prospects, customers, or 
loyalists with specific content; second, it allows them to build lookalike 
audiences off these lists for new acquisition efforts and increased targeted 
reach; and third, it allows retailers to learn the habits, behaviors, and 
preferences of each audience type.

Once a customer clicks through to sign up, 
benefits should be listed in five clear bullets, 
reiterating the savings, along with easy online 
ordering, recipes, and more.

QUARTERLY QUARTERLYQ2 2018 - Approaching Critical Mass Q2 2018 - Approaching Critical Mass16 17



“Last year alone, we saw a triple-digit  increase in the 

number of companies associated with a single campaign 

l ine item. This rapid influx of teams and partners combined 

with growing data exhaust has left brands vulnerable to 

fragmentation and an incomplete picture of performance. 

That’s why marketers need to strategically leverage the 

software available to them—so they can easily track and 

analyze campaign results,  plus ensure important decisions 

are made based on accurate data.”

SUCCESS STORIES

Matt Silverstone, 
Customer Experience Manager

Unified

What you don't know about 
your social advertising 
business can hurt you.
Learn why you shouldn't assume your 
performance is "just fine.”

Join our webinar on May 17. You’ll walk away knowing:

• How brands are unintentionally putting themselves at risk

• Why you need to uncover the good, bad, and misguided  
  facts about your social advertising performance

• Which facets of your social advertising performance are  
  on a must-know basis

• How you can ensure your investments aren’t at risk

WHAT DOES YOUR SOCIAL ADVERTISING REALLY LOOK LIKE?
WHY MARKETERS NEED A SECOND OPINION

MAY 17, 2018
12 PM ET / 9AM PT

RESERVE YOUR SEAT

QUARTERLYQ2 2018 - Approaching Critical Mass19
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C U S T O M E R  E X P O S É

A Fortune 500
CPG Brand Used 
Transparency To 
Streamline $50MM 
of Budget And Nearly 
8,000 Ads

By: Rashida Boyd, 
Associate Director, Marketing

C O M PA N Y  S N A P S H O T

Budget:

$50MM

Number of Teams:

6
Number of Line Items:

5,810

Number of Ads Deployed:

7,975

O V E R V I E W

S teadily but surely, social advertising has been increasingly eating the lunch 

of display and search—expanding its budget share by 376.0% over the past 

decade. However, this impressive growth is not only isolated to digital budgets 

alone, but also to the number of teams and external partners brands employ to 

launch their campaigns. In fact, we’ve seen a 221.0% increase in the number of 

individual companies that are involved in a single campaign over the past two 

years. This trend makes it critical for companies to streamline their intelligence 

in order to gain better transparency and consequently, improved performance.

QUARTERLY QUARTERLYQ2 2018 - Approaching Critical Mass Q2 2018 - Approaching Critical Mass20 21



The CPG Brand’s 
Media Team

The CPG Brand’s 
Strategy Team

The CPG Brand’s 
Analytics Team

The Agency’s 
Media Team

Unified’s Managed Advertising Service Team

The CPG Brand’s 
Community 

Management Team

The Agency’s 
Analytics Team

T R A N S PA R E N C Y ,  R E D E F I N E D

L et’s face it—most companies have at least a little bit of insight into the 

performance of their campaigns via spreadsheets and/or presentations. 

However, the depth , breadth , and speed in which they receive crucial 

intelligence can be the difference between ROI fortune and fail. In this case, 

there were multiple teams that were essentially focused on different functions 

touching the same campaigns. In a more traditional “hands off” type of brand-

to-agency relationship, agencies work in a vacuum and are gatekeepers to 

performance, which results in high potential for inconsistencies, inefficiencies, 

and missed learning opportunities.. 

Working with Unified, The Brand plugged all ad accounts into the Unified 

Platform and ensured all teams had the access necessary to track various 

performance metrics in real-time, share learnings, and enable all parties to 

work off of the same overarching strategy while performing against their 

individual goals. As a result, The Brand was able to cultivate their KPIs, make 

real-time adjustments as needed, and ease an often tedious reporting process.

6 7,975
Teams Connected Into 
The Unified Platform

Ads 
Deployed

As a Fortune 500 company that is well-versed with this challenge, a Leading 

CPG Brand worked with Unified to connect the multiple teams, both externally 

and internally, that were working on their social advertising campaign 

initiatives. There were six teams total, which included:

QUARTERLY QUARTERLYQ2 2018 - Approaching Critical Mass Q2 2018 - Approaching Critical Mass22 23



C L E A N E R ,  C U S TO M  K E Y 
P E R F O R M A N C E  I N D I C ATO R S 
( K P I S )

I t’s no secret that each social network has painstakingly developed its own 

standard reporting. Typically this comes complete with off-the-shelf KPIs 

like CPV, that cover only some of business needs. But what happens when 

you need something a little more custom like the cost per 50% view or swipe 

ups per impression?

Finding themselves in this exact situation, marketers wanted to better 

measure the virality of their messaging, and leveraged Custom KPIs within 

the Unified Platform to make this process seamless.

The Teams That Benefited

The CPG Brand’s 
Media Team

The CPG Brand’s 
Strategy Team

The CPG Brand’s 
Analytics Team

The Agency’s 
Media Team

Unified’s Managed Advertising Service Team

The CPG Brand’s 
Community 

Management Team

The Agency’s 
Analytics Team

How It Helped The Brand

Prior to leveraging Custom KPIs within the Unified Platform ,  this 

viral i ty metric was manually  calculated and added to reporting after 

the fact.  Now this is  metric-calculated and displayed effort lessly in 

an easy-to-read reporting dashboard within the platform. This not 

only streamlined their  processes,  but el iminated the effort  needed to 

calculate i t  by hand, which typical ly leads human errors.  Addit ional ly , 

The Brand’s community managers were able to better assess the 

success and reach of their  engagements.

~8 150+
Hours Saved Per 

Analyst
Reports 

Impacted

QUARTERLY QUARTERLYQ2 2018 - Approaching Critical Mass Q2 2018 - Approaching Critical Mass24 25



How It Helped The Brand

Not only did the Pacing Dashboard  replace the previous tedious 

process,  but i t  also al lowed media teams to see when campaigns are 

l ive and easi ly monitor performance by l ine item.

5,810 $50MM
Line Items 

Paced
Budget Dollars 

Managed

PA C I N G  C A M PA I G N S 
W I T H  P R E C I S I O N

F rom the very moment a campaign starts, the need to understand 

performance in real-time becomes critical. After all, if you overspend, 

your costs are too high, or if you underspend, you may get less budget 

allocated for the next promotion. Typically, this involves several team 

members going into each individual campaign, exporting performance data, 

then stitching the numbers back together so experts can add formulas to 

uncover pacing for a specific timeframe (e.g. 3 days, 1 week, 1 month, etc.). 

With the potential of running a large number of campaigns, sometimes 

simultaneously, The Brand needed a more efficient and turnkey solution. 

Using Unified’s user-friendly Pacing Dashboard , marketers were able to 

access color-coded, intuitive visualizations that allowed them to know the 

status of each campaign in real-time with a mere glance.

The CPG Brand’s 
Media Team

The Agency’s 
Media Team

Unified’s Managed Advertising Service Team

The CPG Brand’s 
Community 

Management Team

The Teams That Benefited

QUARTERLY QUARTERLYQ2 2018 - Approaching Critical Mass Q2 2018 - Approaching Critical Mass26 27



S M A R T  L A B E L S  F O R 
S M A R T E R  I N T E L L I G E N C E

Y ou don’t have to be a neurosurgeon to know that the more manual a 

reporting process is, the greater chance for inconsistent methodologies, 

errors, or extended prep times. In fact, according to Forbes , approximately 

90% of spreadsheets have human errors—a troubling statistic given 

executives are making crucial decisions based on this intelligence. 

To avoid such pitfalls, The Brand utilized Unified’s Smart Labels feature, 

which allowed them to auto-generate labels to consistently and effortlessly 

categorize paid media data. This was particularly useful due to the fact 

that The Brand ran media on multiple channels for many business lines, 

initiatives, and sub-brands.

C O N C L U S I O N

I n this case, the CPG Brand had several operational issues to overcome 

before marketers could see meaningful progress in their ROI. The first 

goal was to gain data ownership, which lead to increased transparency 

that marketers used to make the adjustments that they didn’t originally 

know they needed. This was paramount to overall success, and 

significantly increased desired outcomes, saved time, and improved cost 

efficiency.

How It Helped The Brand

Not only did the Pacing Dashboard  replace the previous tedious 

process,  but i t  also al lowed media teams to see when campaigns are 

l ive and easi ly monitor performance by l ine item.

25 300+
Hours Saved Per 

Month
Reports 

Generated 

The CPG Brand’s 
Media Team

The Agency’s 
Media Team

Unified’s Managed 
Advertising 

Service Team

The Teams That Benefited

QUARTERLY QUARTERLYQ2 2018 - Approaching Critical Mass Q2 2018 - Approaching Critical Mass28 29
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C U S T O M E R  E X P O S É

A Social-Savvy Automaker 
Secured Transparency 
Into $40MM Of 
Previously Untracked Spend

C O M PA N Y  S N A P S H O T

Untracked Spend:

$40MM

Vertical: Number of Campaigns:

314+

Number of Agencies:

3

Automotive

By: Rashida Boyd, 
Associate Director, Marketing

QUARTERLY QUARTERLYQ2 2018 - Approaching Critical Mass Q2 2018 - Approaching Critical Mass30 31



O V E R V I E W

I n the continuous mission to reach the next biggest, baddest, social 

advertising goal, marketers are now realizing that a concerted focus 

on data and transparency is critical to success. However, when it comes 

to social, data ownership is 100% needed to achieve true transparency 

and better performance. And for a global company, the consequences 

of not addressing this issue could be colossal. For a Top Auto Brand, the 

stakes were especially high as they sought to streamline operations and 

eliminate all inhibitors in achieving optimal ROI.

T H E  P O W E R  O F  D ATA  O W N E R S H I P  

E ssentially, data is only as good as its ability to help brands make better 

decisions—and this is typically what marketers think of when they talk 

about their “data problem.” However, there is a slightly more sinister issue at 

work when it comes to social advertising, and that is data ownership.

Changing The Marketer Mindset

Since the dawn of digital  advert is ing,  the brand-agency relat ionship has 

pretty much operated in the same way.  Brand hires agency,  agency works 

independently in a black box (control l ing ad accounts,  data,  and select 

partnerships related to The Brand’s campaigns) ,  agency creates custom 

reporting to communicate performance to brand. However,  this s ituation 

is  a l i tt le bit  l ike having a checking account,  but without any access to an 

online dashboard that shows transactions and fees.

If  you’re l ike me, then the implications of the checking account example 

probably gave you just enough anxiety to make it  a s ituation you 

would avoid at al l  costs.  Similarly,  brands l ike this Top Auto Brand are 

beginning to real ize that their  relat ionships with their  agencies need to 

change if  they are to truly make informed and intel l igent decisions about 

their  social  advert is ing—the fast-paced channel that marketers have 

named as most diff icult  to execute successful ly.  Essential ly ,  they must 

demand access to and control  of  their  social  data.

QUARTERLY QUARTERLYQ2 2018 - Approaching Critical Mass Q2 2018 - Approaching Critical Mass32 33



When Ad Accounts Add Up

As many of you are aware,  ad accounts are connected to a brand 

page on a social  platform, and al low marketers to create,  deploy,  and 

optimize campaigns.  These accounts are crit ical  because they not only 

contain valuable real-t ime performance and audience data,  but also 

key f inancials such as budget totals,  various costs,  and benchmarks.

In fact ,  many large brands have mult iple teams, partners,  and 

agencies working on their  social  advert is ing campaigns,  each creating 

disconnected ad accounts in si los.  Case in point,  the Top Automaker 

had employed three such agency partners to run their  campaigns 

across Facebook and Twitter.  The agencies,  one focused on creative 

and the other two on media,  had indeed created ad accounts to 

faci l i tate campaigns—ad accounts to which The Brand did not have 

access.  Instead,  performance was relayed through Powerpoint wrap 

up reports that were prepared manually and received weeks—often 

months—after the f l ight had ended.

Mi Data Isn’t Su Data

The situation The Brand found itself  in was concerning to marketers 

for several  reasons;  however,  one fear in part icular became more 

apparent when The Automaker decided to change one of i ts  agencies. 

The process of tracking down logins to the ad accounts this partner 

created while simultaneously attempting to st itch together fragmented 

raw data sets could’ve been a long, tedious,  and, frankly,  unsuccessful 

process.  However,  s ince each agency had connected its accounts into 

the Unified Platform ,  i t  became seamless.

48
hours to transition enriched, 

historical social advertising data, 
performance, and learnings from old 

partner to new partner

VS.

2,000+
hours to transition historical search and 
display data , performance, and learnings 

to the new partner

QUARTERLY QUARTERLYQ2 2018 - Approaching Critical Mass Q2 2018 - Approaching Critical Mass34 35



A C H I E V I N G  T R U E  S O C I A L 
A D V E R T I S I N G  T R A N S PA R E N C Y

D ata ownership, as we just explored, is just one important primer for 

brands who are looking to make a significant impact on their social 

advertising ROI. Another key component is transparency. When we use the 

term transparency, it is the ability to always know what was spent, who spent 

it, and how it is performing. This increases communication, allows for best 

practices to be shared, and holds all parties accountable for their activities.

Inconvenient, Inconsistent Reporting

The Auto Brand, who init ial ly  worked with 3 agency partners,  was 

experiencing the consequences of having l i tt le to no transparency. 

While each partner was doing their  best to execute business goals, 

The Brand itself  was left  in the dark in terms of how their  campaigns 

were being set up and corresponding real-t ime analyt ics.  Remember, 

each agency provided brand marketers with Powerpoint wrap-up 

reports to relay performance,  which were often del ivered some t ime 

after the promotions had already ended. What ’s  more,  each partner 

used a different methodology when calculat ing reports,  leading to a 

skewed and incomplete picture of performance and an inabi l i ty to track 

performance accurately against benchmarks.

A Communication Conundrum

Bring Light To Skeletons In The Closet

Another key issue with transparency came with execution.  Since the 

creative agency was not effect ively communicating with the media 

agencies,  The Brand experienced many campaign execution errors. 

In fact ,  there were many situations where the wrong creative was 

implemented with objectives (e.g.  photo ads were launched with an 

engagement objective)  that were not wel l -suited for the goal ,  leading to 

mediocre results.

Once al l  teams were connected within the Unified Platform , 

communication was greatly enhanced, mistakes were mit igated, 

and Brand marketers were able to do the fol lowing:

314+

$40MM

1

3

Campaigns Tracked In Real-Time With 
A Consistent, Normalized Methodology 

Over The Course Of A Year

In Budget And Spend Made 
Fully Transparent To Marketers 

At The Top Auto Brand

Agency Removed Due To 
Practices That Were Not In 

Line With The Brand’s Goals

Years Of Performance Data 
Seamlessly Accessed And 

Transferred To New Agency
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G R E AT  P E R F O R M A N C E  R E Q U I R E S 
I M M E D I AT E  I N S I G H T

Imagine for a moment that your CEO calls you into his or her office 

to ask you an impromptu question about how your social advertising 

campaigns or initiatives are performing. Now as if that’s not stressful 

enough, you’re still in a traditional relationship with your agencies. 

This means that you rely on them to give you such insights, which at 

minimum, if your ask is straightforward, would take 60 minutes from 

when you submit your request. If it ’s a complex question, forget it—now 

you’re staring down the barrel of 24 hours minimum. The problem? 

You’re in your CEO’s office now, they want answers now—likely because 

a board member asked a similar question of them.

This was the very situation executives at the Top Auto Brand found 

themselves in repeatedly, and as you can probably envision, this was a 

very frustrating experience. Marketers struggled to answer seemingly 

simple answers about their social advertising performance, such as how 

much budget was spent that day, or which agency was most successful 

in helping them reach their goals. 

What’s more, executives were left feeling as if they had one hand tied 

behind their back in the fight for better performance. After all, how can 

you fix what you don’t know? And with the speed that social moves, this 

ability (or lack of) can make or break campaign goals.

Fixing The Problems They Didn’t Know They Had
Another positive consequence of data ownership, and ultimately transparency, 

is better performance. Once The Brand was able to connect their data into the 

Unified Platform , they were always plugged into what was going on. So when 

anyone needed answers, marketers were able to log into the platform then and 

there to give them.

Additionally, this also allowed marketers to make adjustments to campaigns 

immediately as needed, which had a significant impact on the success of their 

campaigns. As a result:

2x

New Questions Were Able To Be Answered

the budget was allocated to social 
advertising, which ultimately outperformed 

other channels with better intelligence

Examples:

How is this 
campaign performing 
against benchmarks?

Which initiative(s) 
is working best 

this quarter?

Is the new creative 
from the agency 

working?
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C O N C L U S I O N

I n this case, the Auto Brand had several operational issues to overcome 

before marketers could see meaningful progress in their ROI. The first 

goal was to gain data ownership, which led to increased transparency that 

marketers used to make the adjustments that they didn’t originally know 

they needed. This was paramount in overall success, and significantly 

increased desired outcomes, saved time, and improved cost efficiency.

“Brands that treat social  l ike any other advertising channel 

wil l  lose.  Marketers must realize that they can’t  run social 

l ike traditional channels such as TV;  a “set it  and forget 

it”  mentality simply won’t produce the results they need. 

Instead, marketers need to make real-time optimizations—

and use technology to integrate,  organize,  and visualize 

their data to provide transparency that helps develop 

actionable intell igence. It  is  this transparency that allows 

brands to capitalize on the ebbs and flows of audience 

inventory,  creative nuances,  and market demand.”

SOCIAL 101

Denise Yanez, 
Customer Success Maager

Unified
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The Three 
Pillars Of 
Superior Social 
Performance Actionable

Intelligence
Additional 

Optimization

Three Billion 
Dollars Of 
Expertise

Definition: 
Meaningful, real-time 

data

Definition: 
Action of making 
campaign spend 

efficient

Definition: 
Skilled social 
professionals

Goal: 
Provide transparency 
into vital investment 

and strategy decisions

Goal: 
Capitalize on budget

Goal: 
Improve performance 

while lowering 
staffing costs

Although social is a lucrative channel, marketers have named it the 
#1 most challenging advertising type to execute successfully. Why? 
Because while it’s clear that intelligence, optimization, and expertise 
are the three pillars of excellent social campaigns, most marketers 
are still struggling to master them. 

Once you are sure you own your data, these pillars can be put into 
practice easily—if you understand what they mean and have the 
right tools to implement them.

Our infographic walks you through this vital information, describing 
the what and why of the three pillars of superior social performance. 

Hungry for more? Check out our video. 

SUPERIOR SOCIAL 
PERFORMANCE

By: Sophia Huneycutt, 
Associate Copywriter, Marketing
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A Leading Publisher wanted to promote online, digital content of its 
flagship magazine. Marketers decided to run a Facebook campaign 
featuring travel articles, specifically designed to entice adventurous 

consumers to click onto The Publisher's website and read more.

Acquisition: 
Become an expert in ad 

strategy and execution, 

or use an expert team 

experienced with managing 

an ample amount of 

campaign dollars

Acquisition: 
Own and analyze your 

data, OR use software 

that reliably does so for 

you

Acquisition: 
Manually monitor your 

ads and make real-time 

adjustments, OR use 

software that automatically 

optimizes for you 

To optimize campaign 
performance, marketers used:

• An Optimizer tool, a second layer of optimization in  
  addition to the native tool

• A Pacing Dashboard, a tool allowing marketers to   
  monitor real-time progress

• Paid Intelligence, an in-depth report available   
  immediately post-campaign

Marketers beat their benchmarks, achieving:

With the assistance of those 
features, marketers were able to:

• Monitor performance in real-time and switch tactics to  
  increase performance

• Add a Facebook pixel to optimize the campaign towards  
  conversions (defined as full website page load)

• Review campaign intelligence to inform future strategies  
  and investments

45.0% 87.5%Lower CPA 
Than Benchmarks

Lower CPLC
Than Benchmark

180 Madison Ave., 23rd Fl, New York, NY 10016 sales@unified.com

/unif ied /unif ied /getunif ied /+Unif iedPlatform

www.unified.com

CONTACT US
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