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I t ’s  the most wonder ful  (and s tress ful )  t ime of year. . .

With consumers gear ing up to spend an average of $1,0 07.24 1 on g i f t s 
this year,  marketers are laser-focused on inspir ing shoppers to spend 
some of that cold,  hard hol iday cash on their  produc ts and ser v ices . 
But in addit ion to scor ing those s weet ,  s weet conversions ,  adver t isers 
must not lose sight of s l ight ly less fes t ive—but equal ly impor tant—
things such as protec t ing their  data and s treamlining operat ions.  These 
ini t iat ives can not only safeguard brands and their  agencies ,  but also 
posi t i vely impac t and ampli f y campaign resul t s .

L ike i t  or not ,  we f ind ourselves in a c l imate where consumers and 
companies al ike are a l i t t le more ner vous than usual  about their  data 
secur i t y.  A s the t i t le sug gests ,  in “ How To Protec t Your Data Onl ine,” 
AdWeek ’s Daniel le Jackson inter v iews Uni f ied CEO Jason Beckerman, 
alongside other industr y exper ts ,  on how to ensure sensi t i ve 
informat ion remains safe. 

The other s ide of the protec t ion coin can be a deep dive into 
operat ions.  In “ Marketers Need To El iminate Si los ,”  you ’ l l  learn how 
to sni f f  out where these communicat ion breakdowns are occurr ing , 
and how to f ix them. And for those who want even more control  over 
operat ions ,  “12 Ways To Make The Transi t ion To An In -House Market ing 
Team” can ser ve as a pr imer for how to take social  adver t is ing 
operat ions in -house ef fec t ively. 

Once you learn how to protec t your data and s treamline operat ions , 
the las t  piece of the puzzle is  scale and per formance. To demonstrate 
the former,  our case s tudy ent i t led “ Renowned Brand Executes 10 0+ 
Olympics Campaigns Across 27 Countr ies While Sav ing 14 0 Hours ” 
is  an except ional  example of how you can do more in less t ime. Las t 
but not leas t ,  for those focused on ef f ic ient per formance,  “ DIY Ideas 
Achieve A Surpr is ingly Low CPE For This Popular Grocer y Brand ” can 
be referenced to bet ter unders tand how to s tretch those end- of-year 
budget dol lars in a creat ive and impac t ful  way.

A s always ,  we hope you enjoy this edi t ion of Uni f ied Quar ter ly 
Magazine.  Happy reading!

Rashida Boyd
Assoc iate  Director ,  Market ing

Unified
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The reality is that data fragmentation remains a significant 
chal lenge for marketers across the social  and broader 
digital  ecosystem. This results in a significant lack of 
transparency into execution and obscures performance 
measurement, ultimately impacting brands’ bottom l ines. 
Forward-thinking marketers understand this, and have 
taken proactive steps to control their data to ensure al l 
teams involved in campaign execution have the appropriate 
insights and can more accurately measure ROI.

- Phil Sukys
Senior Customer Success Manager
Unified
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How to Protect Your 
Data Online
Enable two-factor authentication, for starters

By Danielle A. Jackson

C oncerns about internet security range in severity from the benign, 
such as the annoying ubiquity of ads, to more troublesome worries 
about identity theft and consumer fraud.

Then there are concerns about sensitive data impacting future decisions 
around employment and housing. What’s more, online users who are the 
most vulnerable offline have heightened threats online—for example, 
worries about surveillance from law enforcement, or fear of the interference 
of immigration enforcement officials.

“People have a spectrum of security concerns that pop up at different phases 
of life,” said Mary Madden, research lead, health and tech engagement at 
Data & Society, a New York-based research institute.

With Madden at the helm, Data & Society published a study, Privacy, Security, 
and Digital Inequality, late last year that highlighted how the uneven 
vulnerability online users have in their everyday lives mirrors the uneven 
access they have to the appropriate resources to address their security 
concerns.

Mobile-only internet users, for example, who are usually from households 
with lower incomes and lower levels of educational attainment, often cannot 
take the protective measures most frequently advised for online users. You 
cannot download data archives from the largest tech companies via mobile, 
and often it isn’t possible to adjust privacy settings using mobile apps.

For much of the public, it can be challenging to find the information to take 
action to secure their data. It can even be difficult to understand what needs 
to be secured.

“The average user feels overwhelmed,” Madden said. “It does seem that giant 
platforms are designed so that privacy settings are set and forgot.” It can be 
so daunting to tackle—multiple apps and extensions to download, settings to 
adjust, networks to encrypt—that users experience resignation.

If anything the recent internet privacy controversies have proven that people 
do care about internet privacy and security.

As seen in:
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Joseph Jerome, policy counsel for the D.C.-based Center for Democracy and 
Technology, echoes Madden. His organization is a “25-year-old digital advocacy 
organization” that works to preserve the user-controlled nature of the internet. 
Jerome believes that people are justly afraid that breaches of security with 
information like “bankruptcy records, arrest files,” would impact their future. 
But the insight into who has access to what, and how to control it, is lacking.

This past March, news about Cambridge Analytica broke. The firm had been 
hired by President Trump’s campaign and collected the data of 50 million 
Facebook users without their consent. Facebook’s leadership was summoned 
to a congressional hearing and is undergoing an FTC investigation. A backlash 
ensued, prompting a flurry of suggestions to “delete Facebook.”

But many people do not have the option to delete Facebook. For some, it can 
be a lifeline to family far away, or information about job opportunities.

Jason Beckerman, CEO and co-founder of Unified, a solutions firm that helps 
marketers gain transparency and accountability into their social media 
advertising, says that “Facebook is the safest platform for consumers right now. 
There are tools they can leverage every time they go into it.” Beckerman’s firm 
works on behalf of advertisers, but he says they’d never work with a firm with 
“questionable data practices.”

Similar to Beckerman, Mary Madden says Facebook provides “an easy way” to 
understand what information they have about you so “you don’t have to delete 
your account.” Still, she hesitated to place the tech giant at the vanguard of 
transparency. “They have done a lot, but they also collect the most,” she said.

The experts I spoke to recommended a few actions we all could take 
to be safer on the web:

2. Use encryption when connecting 
to open Wi-Fi networks. 
When using Wi-Fi unsecured wireless internet networks, other users can 
see your web traffic. Use Virtual Private Network (VPN) services, which 
encrypts your user information and routes it to a remote location. Shelton 
recommends me for Mac users and SurfEasy for Windows users.

1. Enable two-factor authentication 

for accessing highly sensitive information like your credit card, banking 
and email accounts. When you log in from a new device, you’ll verify your 
identity using a code that gets texted to you or via another mobile app. 
Technologist Martin Shelton suggests using two-factor authentication for 
services like Facebook, Twitter and Dropbox as well.

+
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3. Turn off location information on as many 
mobile applications as possible. 
Default settings on Yahoo, the data plan of your mobile service provider 
and fitness tracking apps and devices are to track your location. By 
going to the Settings– Privacy menu of your mobile device (for Apple; go 
to Settings– Security & Location –Privacy), you can monitor and control 
which apps are keeping track of where you are.

To find out what data Facebook has on you, go to facebook.com/settings. A 
prompt at the top should say, “To download your information, go to Your Facebook 
Information.” Click there. You can view by category, download, or manage your 
data. If you select “view by category,” you’ll see that Facebook has collected every 
post, you’ve written, been tagged in, liked, and what you’ve hidden. You’ll also see a 
record of groups you belong to, events you’ve attended / responded to, and every 
page you’ve followed. To it’s credit, Facebook has a menu option that opens an 
explanation of its data policy.

For Google, you can download the reams of data the giant has on you by going to 
Google Takeout. Go to Google Dashboard for a shortened version of this. Manage 
the ad personalization settings (whether you’re served ads based on you what 
Google knows about you) here. Last, to go to the permissions tab to monitor and 
control which apps have access to your Google information.
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As seen in:

Marketers Need 
To Eliminate Silos
By Jason Beckerman

Today, marketers are all too familiar with 
the realities of operating within a siloed 
ecosystem. Functions are segmented, and 
information isn’t easily shared between 

departments, offices or regions. Processes aren’t 
always well thought out, and in some cases, they’re 
nonexistent. Department structures vary from 
business to business.

The sheer amount of information and data that 
marketing companies need to track has grown 
exponentially, leaving many businesses struggling 
to keep up. And now, for marketers with global 
operations, the recent enforcement of the General 
Data Protection Regulation (GDPR) -- the most 
significant change to data security in decades -- is 
threatening to add an entirely new layer to what is 
already a complicated landscape.
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COMPLICATED SUPPLY CHAINS

In conversations with marketers, I’m often surprised to hear about 
how difficult it is for them to describe what I would consider basic 
information about their business. When I inquire how much they 
spent on their social advertising during the last day, week or month, 
they don’t know. When we try to discuss their social advertising 
performance in depth, they are only able to reference their most 
recent wrap-up report.

This is because brands are often working with several different 
agency partners and rarely maintain control over their own data. Not 
only does this make for a challenging supply chain for marketers to 
manage, but it also creates a disconnect, often leaving the marketer 
without a complete view of their advertising.

With an industry-wide focus on streamlining models and finding 
technological efficiencies, many marketers are starting to reevaluate 
the expectations and accountability of their supply chains. This will 
become an even bigger priority for marketers over the next 18-
24 months, in anticipation of more stringent data regulations and 
challenges. As a result, more and more companies are considering 
new ways of working, such as bringing marketing operations in-
house, reducing their number of agency partners and turning to 
consulting firms for help.

Not only will marketers who collect data need to clearly communicate 
to consumers how they will use said data, but they will also have 
to reinforce this usage, grant and restrict access to the appropriate 
parties, and more. These factors will inevitably generate more silos 
and exacerbate those that already exist, but marketers must be ready 
to take increased steps to help break down these silos. Doing so will 
help them ensure their operations are more efficient and effective.

Let’s examine a few areas for marketers to generate a lasting impact.
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BUILDING BRIDGES BETWEEN 
WALLED GARDENS

Smart marketers are also making moves to take a more 
comprehensive view of their advertising across the walled gardens 
of social advertising platforms. Comparing the ROI of all advertising 
channel, side by side, allows advertisers to easily identify the most 
effective channel for their business needs and pull key insights 
about their business. But the nature of social platforms — Facebook, 
Twitter or Snapchat  — being walled gardens makes comparing their 
different data sets challenging.

Currently, marketers are either relying on agency-issued reporting 
— which is rarely comprehensive, accurate or timely — or they are 
stitching together spreadsheets with data from different platforms. 
Besides the fact that both of these options present major risks for 
businesses, they are also very inefficient, sucking up billable hours 
on tasks that could be completely automated.

DATA: THE FUNDAMENTAL FIRST STEP

With GDPR looming, data is at the forefront. While these changes 
make businesses accountable for their data, how they manage 
that data can ultimately lead to even more siloed, disconnected 
operations. To combat this, marketers need to take control of their 
data. While every business has its own unique systems, data is a 
universal language and the first place marketers should start when 
looking to break down silos.   

The first step is for marketers to do their due diligence and dig 
deep to make sure that they have true ownership of their own 
data resources. This means taking stock of their entire marketing 
ecosystem, ensuring the right teams have the right access to the 
right data and streamlining resources where appropriate to help 
break down silos. Before you can change how a team processes 
information, you have to ensure that all the players have access to, 
and are reading from, the same playbook.

Secondly, marketers need to monitor their marketing performance 
in real time to identify and solve issues or challenges as they arise. 
They can’t just log into a system, pull a report and analyze the 
information -- or worse, expect their agency to do it for them.

Lastly, marketers must consider the tough questions they will need 
to answer at any given time to evaluate the success or failure of 
their campaigns. And they need to make sure that they have on-
demand access to the data they need to answer those questions.

Throughout the next year, I think we will continue to see marketers 
leverage the tools they have to create a more connected, less 
siloed ecosystem. The speed and pace at which these changes will 
happen remains to be seen. But one thing is for sure: Right now, 
marketers are in a prime position to proactively move the industry 
in the right direction.
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12 Ways To Make 
The Transition 
To An In-House 
Marketing Team
By Forbes Agency Council

I f your business is looking to switch up its marketing efforts, you may have 
considered building a team in-house. This seems to be the new trend in 
marketing, as companies such as Unilever and P&G are leaving agency life 
behind to start their own in-house teams.

There are significant benefits to having an in-house marketing department, as you 
no longer have to rely on the outside help of an agency. Your in-house team already 
knows your business and can bring that critical eye it desperately needs. The key is 
knowing exactly what your team can do and what areas you still need to outsource 
to ensure smooth operations.

Twelve members of the Forbes Agency Council share their best advice for brands 
looking to navigate the change of bringing their marketing operations in-house. 
Here’s what they had to say:

As seen in:
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3
4
Since our agency business model is built around data, 
we have a lot to say in this area. From my perspective, 
a hybrid approach makes the most sense. To balance 
the way data is used, particularly for email acquisition 
campaigns, my recommendation is that brands turn 
to outsourced services for execution and use in-house 
talent for data management, lead nurturing and 
customer pull-through.

- Paula Chiocchi, 
Outward Media, Inc.

IMAGES COURTESY OF FAC MEMBERS.

Flip The 
Script

Take The ‘Best Of Breed’ Approach
Not everyone is the best at something. An internal team can’t be the best on 
all channels. I’d take the time to go hybrid. If you’re good at determining your 
positioning and your aimed clientele, stay with that internally. Then, go outside for 
SEO, SEM and other channels you don’t know too well. I’d even suggest business 
intelligence for your marketing.

- Jonathan Laberge, Reptile

Find An Agency 
Partner You Trust

Use A Balanced, 
Hybrid Approach

Brands taking this hybrid approach 
should treat their agencies like in-house 
folks and their in-house departments 
like agencies for the best result. That is, 
make sure your agency knows you trust 
them and your in-house folks know you 
hold them accountable. 

- Jeff Bradford, 
the Bradford Group

I think brands that have moved marketing in-house have been burned 
because of trust issues. Look at client retention rates when reviewing 
agencies. Our company averages eight years for client and employee 
tenure, which is above average. And for some clients, that number is 
in the double digits. A respected agency pushes a brand forward and 
challenges them in the right ways.

- Ashley Walters, Empower
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Focus On Required 
Skills And Capacity

Take It One Step At A Time
Be realistic about what can be done in-house and what can be 
outsourced to an agency. You don’t want to assume you can do 
it all and then, in turn, have your quality or processes suffer. On 
the other hand, no one is going to know your brand like you do. 
Do a trial run with one to three processes and see how your new 
hybrid model performs.

- Bernard May, National Positions

Leverage The Expertise, 
Don’t Fight It

Rather than making a binary decision between 
in-house or outsourced marketing planning and 
execution, create a detailed view of the work 
pipeline -- planning, building, running and measuring 
marketing programs -- that will generate the marketing 
results you need. Then, determine which work blocks 
are strategic enough to keep with in-house teams and 
which can be outsourced to scale execution.

- Nolin LeChasseur, Brainrider

While brands are the ones that own the data, it’s agencies that have 
significant expertise to ensure the data is leveraged optimally (the right 
time/audience/channel). Brand-agency collaboration is most effective. 
Experienced agencies always view brands as partners  — aligning with 
teams/leaders on strategy, messaging and audience. The tandem effort 
will lead to the most desirable results.

- Scott Kellner, GPJ Experience Marketing

7
A great idea with poor execution and a poor idea 
with great execution won’t move the needle. 
Identify and develop internal individuals who 
can lead with passion, and encourage them to 
take risks. At the same time, support them with 
external agencies who can manage transitions 
with consistency, knowledge and experience 
beyond your brand. Passionate leaders need 
trusted partners.

- Katie Schibler Conn, 
KSA Marketing + Partnerships

Navigate 
Decisions With 
Passion And 
Partnership
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Do Your 
Homework

Maintain Authenticity
The gap between the consumer and the brand is getting wider 
because consumers are now immune to the “traditional ad.” 
Traditional ads play a role in gaining visibility, but brands 
are being forced to break the conventional mold to earn 
the connection with their consumers. Whether in-house or 
outsourced, invest in individuals who believe in your purpose 
and can share your story authentically.

- Ahmad Kareh, Twistlab Marketing

Assess And Take 
Your Time

Before deciding whether to take marketing operations 
in-house, brands need to do their homework. The first 
step is ensuring that they actually own their data. The 
next area of focus is ensuring that you’re being strategic 
about staffing for the tasks that require human skill and 
insight and considering vendors for the tasks that can 
be more efficiently run with the help of technology.

- Jason Beckerman, Unified

Before taking a marketing operation in-house, I would advise doing a 
deep assessment of the value the agency has provided and if that value 
can be replaced with internal resources. I would also advise making 
transitions slowly and working with the existing agencies throughout 
the process to ensure a smooth transition, while also only migrating one 
particular agency function in-house at a time.

- Andrew Degenholtz, Oplytic, LLC

10
Brands looking to bring marketing operations 
fully or partially in-house should embrace an 
agile way of work. With its roots in tech, the 
key concepts of agile include iterating and 
focusing on speed to delivery and test-learn-
iterate cycles. This mindset will ensure that the 
transition runs smoothly and that both new 
and existing employees learn as they go.

- Preethy Vaidyanathan, 
Tapad

Embrace An 
Agile Way 
Of Work
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Forget the pudding—
the real proof is in 
your Facebook ad 
performance.

Get your free Adscore report in seconds 
by visiting adscore.unified.com.

For the first time, compare your Facebook ad account activity 
to best practices developed from over 4 billion dollars of social 
advertising investments.

Marketers can check 8 key variables to independently identify 
areas of improvement like cost efficiency and reach.

AdScore
by
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More and more companies are making the decision to bring 
their social  advertising efforts in-house. One of the main 
chal lenges these internal teams face is how to organize, 
analyze, and uti l ize al l  the data they are col lecting. With so 
many platforms to leverage, and each with their own set of 
metrics to offer, it’s imperative for marketers to central ize 
their data in order to make holistic, informed decisions.

- Peter Albano
Account Strategy Lead, Client Services
Unified

Social 101
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Renowned Brand 
Executes 100+ Olympics 
Campaigns Across 27 
Countries While 
Saving 140 Hours
By Rashida Boyd
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C O M PA N Y  S N A P S H O T

Company Vertical:

Social Spend:

Company Size:

# Business Units:

Number of Social 
Teams/Agencies:

Customer Type

Number of Campaigns:

Auto

$60MM+

350,000+ Employees

6

8
Software & Managed 

Services

2,500+

# Unified Platform Users:

12

P A I N  P O I N T S

Before coming to Unified, The Renowned Auto Brand was experiencing 
some problems when it came to executing large campaigns.

missed 
opportunities

wasted 
time

spent on needless manual tasks, such 
as tracking campaigns, swapping out 
creative, creating Excel reports, etc.

as a result of slow wrap-
up reporting and lack of 
transparency into social 
advertising initiative results. 
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The Renowned Auto Brand needed to deploy and manage 
an extremely complex Olympics campaign without 
monopolizing their team’s time with manual processes 
that would have required 8-10 hours daily.

C A S E  S T U DY

T he Brand wanted to join the millions of conversations centered 

on the Olympics to raise brand awareness across dozens of 

countries. Previously, scaling such a massive initiative would 

have completely consumed marketers’ time, but with total social 

advertising transparency provided by the Unified Platform, 

marketers could efficiently manage and report on the 100+ 

campaigns included in the initiative. 

A s one of the sponsors of the Olympics, the Brand already had a 

place of prominence at the actual event. However, advertising 

in the social media sphere was still highly competitive, so marketers 

decided to run a 100+ campaign initiative across 27 countries.

Running throughout the traditional Winter Olympics and 

Paralympics, the Facebook and Instagram initiative celebrated 

both games. Saturated with dramatic music and inspiring footage 

of athletes and parathletes, the ad tugged on heartstrings while 

boosting the Brand’s image.

T H E  S E T U P

T H E  C A M PA I G N
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The Brand leveraged 3 features in the Unified Platform to achieve their goals. 

FEATURE(S)

Paid Intelligence allowed marketers to collect results for all 100+ campaigns 

across 27 countries in clear reports, so marketers could review campaign progress 

and quickly make important decisions about social investments. Throughout the 

campaign, the Optimizer automatically shifted budget to the highest performing 

creative and targeting, saving the Brand’s team both time and money. 

GOAL

Eliminate wasted time spent 

reporting on and optimizing 

for a massive campaign.

GOAL

Ensure transparency into real-

time campaign data to keep on 

top of opportunities that arise 

during the course of the flight.

FEATURE(S)

The Pacing Dashboard enabled teams to view and analyze real-time data 

for campaigns, ad accounts, ad groups, and creative. 

As a result, the Brand executed a mass-scale campaign while saving nearly 150 hours in the 

process. With the transparency available to them, marketers were able to monitor the campaign 

constantly—even adding an extra $2MM at the last minute when they saw the campaign’s success. 

T H E  I N T E L L I G E N C E
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R E S U LT S

$9.5MM+ 27 countries

$2MM 140 hours

100+ campaigns

of budget efficiently spent
with the help of the 
Unified Platform.

served consistent campaigns
with the help of the 
Unified Platform.

added toward the end of the 
initiative due to success seen 

in reports provided by 
Paid Intelligence.

saved per person throughout 
the campaign with efficient 

reporting powered by 
Paid Intelligence.

managed effortlessly 
within the Pacing Dashboard.
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DIY Ideas 
Achieve A         
Surprisingly 
Low CPE For  
This Popular 
Grocery 
Brand
By Rashida Boyd
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CHALLENGE

When your brand has been around for upwards of 150 years, you run into a whole 
new universe of potential challenges. For one, how to keep consumers interested and 
intune across decades,generations and geographies. In fact, this kind of emotional 
distance from brands is quite common,with 45.0% of Americans describing their 
relationship with brands as just “an acquaintance.” Luckily for marketers, highly visual 
and effective social platforms like Pinterest offer marketers the opportunity to create 
real connections and dialogue, as opposed to traditional “push” messaging. 

But how can a brand leverage social to develop relationships? With the 
aide of Unified’s expertise, a Popular Grocery Brand was able to devise a Pinterest 
strategy to relate to their most relevant audience.
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S T R A T E G Y

A LITTLE HELP GOES A LONG WAY

D.I.Y. IS THE NEW M.O. CREATIVE THAT CLICKS TESTING THE TARGETING

As one of the most competitive industry categories, CPG brands have to work hard to create value and stand out from the crowd. 
Marketers needed a way to generate enough awareness and engagement for their initiative, but in a way that would substantiate 
their brand in the minds of their consumers. Working with the Unified team, The Brand used the following strategy to forge the 
beginning of an ongoing relationship with Pinterest users.

With 60.0% of active Pinterest users using the platform as 

a “go-to” source for D.I.Y. and crafts, helpfulness is highly 

valued. Understanding this trend, the campaign focused 

intently on creating “how-tos” for audiences, from table 

settings to picking the perfect produce. This, in effect, 

did two things: first, it removed the stigma of advertising 

which often carries a perception that a brand only cares 

about the bottom line, and second, it associated The 

Brand with useful information. The kicker? Users needed 

to click through to the website to access the information.

As one of the top 2 most visual platforms, brands 

have to step up their visual game. Opting for 

beautiful, highly professional quality imagery, 

The Brand did two things. First, tie the promotion 

to a major company milestone which tempted 

users to relate by reading more about the history 

of the company. And second, with 150 tips total 

carefully organized in an extensive board, a user 

could spend days happily sifting through content, 

keeping The Brand front of mind longer.

As the first campaign The Brand ran on Pinterest, there 

was no historical data to help identify the best possible 

audience. As a result, Unified experts deployed a 

strategy that would drill down interests within a very 

broad group Specifically, they focused on women of 

all ages, ethnicities, education and income levels, then 

leveraging over 200 combinations of keywords to 

identify the audience that is most receptive. As a result, 

The Brand was able to pinpoint significant differences 

in which interests were most effective.
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R E S U L T S

C O N C L U S I O N

This strategy eventually lead to critical learnings, and produced the following results:

In today’s landscape, one of the best ways brands can stay relevant is by 
giving consumers something they find useful. While this may seem rather 
apparent, the devil is always in the details. In this case, providing users with 
enticing imagery, a wide variety of content they would need to click off-site 
to see and targeting that deployed a comprehensive focus on interests 
within a broad audience were all effective tactics.

60.0% 25.4K+
Lower CPE Than 
Customer Goal

Targeted 
Engagements

TACTICAL TAKEAWAYS
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180 Madison Ave., 23rd Fl, 
New York, NY 10016

sales@unified.com

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

unified.com
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CONTACT US

http://facebook.com/unified
http://twitter.com/unified
http://linkedin.com/getunified
http://plus.google.com/u/0/+Unifiedsocial



