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ADVERTISING RESOURCE MANAGEMENT

ARM is like ERP for the advertising industry: a strategic necessity in orchestrating and automating processes to
cut spend and boost impact.

The advertising landscape is more complicated today than it has ever been. Advertisers have been forced to adapt
to a changing world, one where they have to juggle infrastructural changes with managing their resources to
reach their marketing goals — a feat made more challenging in the current economic landscape.

The need to make assets go further has given rise to a new technological solution: Advertising Resource
Management (ARM). ARM is a category of marketing technology that focuses on helping organisations consolidate
their resources, their processes, workflows, and information into a single system to better support their
advertising operations.

In this Deep Dive, we’ll outline how ARM can help agencies and brands to overcome some of today’s most urgent

challenges and to achieve greater transparency, governance, and efficiency in advertising.

ADVERTISERS HAVE BEEN FORCED TO ADAPT
TO A CHANGING WORLD, ONE WHERE
THEY HAVE TO JUGGLE INFRASTRUCTURAL
CHANGES WITH MANAGING THEIR RESOURCES
TO REACH THEIR MARKETING GOALS
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Growing complexity challenges for advertisers

The principal challenge in advertising today is rising complexity. Mastering the increasing flood of data is clearly
critical, but that data is typically spread across multiple systems or held in inaccessible external silos (such as
spreadsheets, presentations, emails, dashboards, media buying platforms, search, social, and sales systems).

According to Marketing Evolution,
54% of companies see data quality
and completeness as the biggest

challenge in data-driven marketing.

In advertising, most professionals
must hunt through a mass of
spreadsheets, email threads, and
other unstructured data sources to
find the information they need.

2. NAVIGATING COOKIE

DEPRECATION

9%

Forrester reports that 99% of
marketers are struggling with

data deprecation caused by the
demise of the third-party cookie.
This ‘cookie chaos’ is making it
even more complex for advertising
professionals to plan, execute,
measure, and optimise campaigns
as well as creating significant

3. TIGHTER BUDGETS

4%

According to Gartner, 2021 saw
average marketing budgets drop

to 6.4% of corporate revenues, the
lowest level in modern history.
Growing financial constraints require
everyone in the advertising industry
to boost efficiency and do more with
the same resources.

concerns about future practices.

MARKETING

EVOLUTION. FORRESTER Gartner

The fragmentation of media

Not only has the media landscape become more complex, but it is also becoming more and more fragmented.
Media planning and buying take up far more time now that the channels on offer are so numerous and diverse.
And despite increasing levels of automation and process discipline in other professions, advertising execution
remains highly manual.

ExchangeWire talks of “an age of extreme fragmentation” in which advertisers have more choice in media than
ever before, including: retail media; ad-funded streaming options; walled gardens in audio, OOH, gaming and
social; search; the open web; data-driven TV; TikTok; and the Apple and Android ecosystems.
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Time for a new approach

Facing unprecedented complexity and fragmentation in both media and technology, the advertising industry finds
itself at a crossroads. If the industry is to continue being able to operate and understand performance across all
channels, a completely new approach is required.

Moreover, while sales and marketing teams can use integrated CRM systems to manage known prospects and
clients, until now there has been no equivalent solution category to manage advertising to unknown prospects
and clients. As a result, advertising professionals have been stuck doing menial, manual tasks, rather than
focusing on higher-value strategic work.

With so many ways to advertise, professionals need a way to orchestrate and streamline their resources.

How does Advertising Resource Management
(ARM) help?

PQ“G’O’\ Al?lr@b/v
ARM helps brands to gain more autonomy over their %,
advertising efforts by enhancing the media buying 0%
process, specifically around governance, transparency, & ARM CRM %L
and efficiency. ARM can drastically improve the & B \pcrosoft
governance of the process by providing an end-to- HubSpbt

end multi-channel campaign transparency while

eliminating manual tasks (which are often error-
prone due to the increased complexity of omnichannel
campaigns). The automated nature of ARM frees up
time for more strategic thinking whilst ensuring that
campaign budgets are used as effectively as possible.

By streamlining and automating tedious manual tasks,

ARM releases skilled professionals to focus on higher-
value strategic objectives, creating significant operational
efficiencies. And with real-time visibility of the entire

advertising process, ARM empowers organisations to
focus on raising the business value of advertising.

For decades finance and operations teams have
had Enterprise Resource Planning (ERP). Sales and
marketing teams have had Customer Relationship
Management (CRM). And finally, advertising teams
have ARM to manage end-to-end workflows.
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The benefits of using ARM:

Improved control and governance of media spend
A single source of truth for all campaign data
End-to-end visibility and transparency

Workflow management and collaboration for
enhanced process efficiency
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The backbone of ARM

ARM manages the entire end-to-end process of advertising, connecting all resources and information across

internal and external processes. With a comprehensive set of functional components sharing the same data, its

users all see the same single version of the truth and can trace activities from start to finish.

As shown in the honeycomb diagram, the universal process flow for offline advertising can be summarised into

five key elements: strategy, planning, activation, insight, and administration (represented by the black hexagons

in the diagram). Digital advertising typically adds two more elements: trafficking and optimisation.

To complement the core processes and allow for integrations, the ancillary processes are required (shown as white

hexagons in the diagram).

The ARM components

MEDIA MIX
MODELIING

COMPETITIVE
ANALYSIS

BOOKING
MANAGEMENT

SALES HOUSE
INTEGRATION

TARGET
DEFINITION

AUDIENCE
RESEARCH

AUDIENCE
PLANNING

CREATIVE
AUTOMATION

CREATIVE
COMPLIANCE

x 1. STRATEGY The ARM process should begin with the +
x right Strategy where the budgets, objectives, and KPls,
across multiple media channels are set.

2. PLANNING The next step is Planning where media
plans based on the set strategy are created. If the step is
supported by Al, it will forecast outcomes and support
better-informed decisions around media budget allocation.
This should help brands allocate budget more adeptly and
ollaD

forecast ROI based on their own historical data.

3. ACTIVATION Planning is followed by Activation which
should provide a streamlined multi-channel campaign
launch capabilities and where automation allows
different ad tech and media platform configurations

to be gathered within a centralised layer.

‘©

4. TRAFFICKING Trafficking is traditionally the most
time-consuming, labour-intensive, and low added-value
step, requiring a multitude of small actions that amount
to significant effort. Automation through ARM takes
care of this.
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OPTIMIZATION

ATTRIBUTION
MODELS

AUDIENCE
ANALYTICS

REBATE
MANAGEMENT

POST-EVOLUTION

PAYMENT
MANAGEMENT

ADMINISTRATION

CREATIVE
DINAMIC
OPTIMIZATION

ORDER
MANAGEMENT

INVOICE
MANAGEMENT

5. OPTIMISATION Once the campaign is live,
Optimisation should be used to evaluate each
campaign’'s budget adjustments and reallocations.

Live campaigns need constant review and maintenance
to perform better. If this step is supported by Al, in-
flight optimisation would be achieved by putting all

the different channels into correlation.

6. INSIGHT Next, advertisers would need to have access
to real-time campaign results, which would be reflected
in the Insight step of the process. This is where the
dashboards and data exploration capabilities are available.
Insights are all about transparency around return on ad
spend (ROAS).

7. ADMINISTRATION And the final step of ARM is
Administration. Here all financial discrepancies would be
automatically detected and rectified. A campaign's life
doesn't end until its related invoices have been archived
and financial reconciliation has been achieved.
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The ARM process criteria

There are five must-have criteria that define the process of Advertising Resource Management:

1. RESOURCE 2. MULTI- 3. MEDIA-BUYING 4. MULTI- 5. SCOPE
MANAGEMENT PLATFORM NEUTRALITY CHANNEL
INTEGRATION ACTIVATION

WHAT IS ARM?

ARM is the new process that connects all the advertising pieces together.

SCOPE
RESOURCE MANAGEMENT Acts ?XF|US|Ve|y Qn
the advertising domain

Needs to enable

and activate both processes and technologies across the campaign life cycle

OPTIMIZATION ADMINISTRATION

(either online or offline or both) in a sequential way

MULTI-PLATFORM
INTEGRATION
Manage/integrate with at least

MEDIA BUYING NEUTRALITY MULTI-CHANNEL ACTIVATION

] Manages other buying Manages or integrates at least
2 types of other non-media technologies without directly 3 different activation channels
buying technologies acting as one enabling media buying

WITH A COMPREHENSIVE SET OF FUNCTIONAL
COMPONENTS SHARING THE SAME DATA, ITS
USERS ALL SEE THE SAME SINGLE VERSION OF
THE TRUTH AND CAN TRACE ACTIVITIES FROM
START TO FINISH
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The main benefit of adopting ARM: building your advertising equity

Advertising equity is the information asset produced over time by the sum of all the data generated by the various
technologies, models, processes, configurations, platforms, and media related to advertising campaigns. Today, it
is scattered throughout different silos, making it impossible for companies to exploit it.

It is critical for brands to understand that without the ARM process in place, information assets remain scattered
across emails, spreadsheets, presentations, sales houses, buying platforms, and beyond. The only way for a brand
to build advertising equity is to have all information assets stored in one place on a software, where it gets
“normalised” and processed by algorithms and automations. Furthermore, with ARM, brands can understand
their past performance even after switching agencies.

by
ollna

Channel Performance

Product and Market 5 Media Mix
o B, Modelling

Performance

e q
Media Costs o T, Campaign
Settings

There are two main advantages to this approach:

The ability to retain this information virtually forever, as it will not be ‘drained’ when staff leave or the
company changes agency;
The exponential improvement of advertising performance and the achievement of process efficiencies thanks

to the algorithm and automation that improve themselves or “learn” the more data is being ‘fed’ into them.

And finally, with ARM, all participants in the advertising life cycle have the same comprehensive view of spend
and performance over time, and the same access to unlimited channels and possibilities from one place.
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CONCLUSION

Advertising Resource Management (ARM) enables the advertising workflows of the future, using aggregated and
statistically approached information assets rather than data to power better decisions that increase media-buying
efficiency and boost ad impact. Accurate, real-time reporting proves the value delivered by advertising, and deep-
dive analytical capabilities build in-house intelligence to steer future strategy.

ARM enables organisations to assess returns from advertising more accurately even as media fragmentation
increases. This is vital, because there are so many options today that it’s hard to know if an agency is

recommending the right mix.

Combining big data with process automation, ARM helps agencies manage more of their budget per full-time

equivalent (FTE), improve the acquisition and retention of clients, and enhance their reputation. For brands, ARM
helps deliver strong incremental ROI on media investments, and accelerates both execution and decision-making.
And for everyone in the industry, ARM reduces time spent on low-value daily operations, which boosts efficiency.

IT IS CRITICAL FOR BRANDS TO UNDERSTAND
THAT WITHOUT, THE ARM PROCESS IN
PLACE, INFORMATION ASSETS REMAIN

SCATTERED ACROSS EMAILS, SPREADSHEETS;

PRESENTATIONS; SALES'HOUSES, BUYING
PLATFORMS, AND BEYOND

Page 9 of 14

Published February 2023. All rights reserved. No part of this publication may be reproduced or transmitted in any form or by any means, electronic or mechanical, including
photocopy, recording or any information storage and retrieval system, without prior permission in writing from the publishers. Copyright'© ExchangeWire Ltd. 2023
www.exchangewire.com | info@exchangewire.com

W ExchangeWire cieep dive In associationwith [N Al I N1 "T

nnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnn


http://www.exchangewire.com
mailto:research@exchangewire.com
https://www.exchangewire.com
https://www.mint.ai/contact?utm_source=press&utm_medium=exchangewire&utm_campaign=wp

. ExchangeWire desp dive

The business of media, marketing and commerce

NAINIT

THE BRAND PERSPECTIVE

To better understand the landscape that ARM will benefit, we spoke to
Giovanni Brusetti, director, digital marketing & product management at
Johnson & Johnson; Sabrina Rodriguez, global head of digital marketing at
Ericsson; and Rajesh Sukhwani, global in-housing media, ad-tech & data
COE director at Lenovo, about how their respective brands are managing
resources and the challenges they are facing.
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1. HOW DO YOU CONTROL AND DE-RISK YOUR ADVERTISING STRATEGY
AND MEDIA BUYING?

GIOVANI BRUSETTI, JOHNSON & JOHNSON: There are two major challenges with media strategy controls:
data and process. From a data perspective, a large advertiser consolidates metrics from multiple media
channels to make smarter omnichannel decisions and media planning. From a process perspective, you
need to be able to ensure smooth content creation and approvals internally and with agency partners to
drive efficiency and speed of response.

SABRINA RODRIGUEZ, ERICSSON: Unfortunately there’s no single silver bullet, however we’re actively
looking to evolve our Ad Verification and ownership strategy at the moment, ensuring we’re maximising
reach responsibly and embedding more streamlined, efficient and consistent verification methods.
Diversification of media spend across programmatic versus direct (where strategically relevant) is also
worth considering.

RAJESH SUKHWANI, LENOVO: At Lenovo, we invest a lot of time in strategising our advertising and media
buying to make sure we’re getting it right, especially in an increasingly complex and fragmented media
and ad tech landscape. We continue to pilot new approaches, drive new partnerships, finetune, and
optimise for better outcomes, and here are some of the best practices that we’ve learned along the way:

1. Define and set clear campaign KPIs, including figuring out which outcomes for the campaign will
minimise risk.

2. Invest in thoroughly understanding your target audience and user-journey to reach the right people
with your message.

3. Design a media investment strategy that is a healthy balance and spread of media partners
4. Automate with technology as much as possible.

5. Collect learnings, analyse, and compare. An example of a new approach, Lenovo partnering with a
data cleanroom provider and a strategic publisher to test and learn new audiences.

%

FROM A PROCESS PERSPECTIVE, YOU NEED
TO BE ABLE TO ENSURE SMOOTH CONTENT
CREATION AND APPROVALS INTERNALLY AND
WITH AGENCY PARTNERS TO DRIVE EFFICIENCY

AND SPEED OF RESPONSE
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2. WHAT ISSUES PERSIST WITHIN ADVERTISING WHEN IT COMES
TO TRANSPARENCY, IN TERMS OF THE AGENCY COMMUNICATIONS,
CAMPAIGN MANAGEMENT/OPTIMISATION, AND BRAND VISIBILITY?

GIOVANI BRUSETTI, JOHNSON & JOHNSON: You want a brand manager to be consumer-obsessed and not
obsessed with admin overhead. The reality is that many brand managers get drawn into admin work
when it comes to building creatives, updating media planning Excel files, and emails with multiple
providers (creative agency, internal product teams, media buying partners, etc). Automating and
optimising the planning, content, and execution processes in media is key to unlock amazing brand
experiences.

SABRINA RODRIGUEZ, ERICSSON: The reality is the media supply chain is complex, hence the need

for more ‘Swiss Cheese’ strategies, applying multiple layers of checks and verification methods to
ensure brand safety and minimise ad fraud. That complexity makes transparency more tricky, but not
insurmountable and something we’re continually working on.

RAJESH SUKHWANI, LENOVO: Some of the recurring and more widely persistent transparency challenges
Pve seen across the marketing industry include the disclosure of agency solutions; campaign-level set-
up, targeting, optimisation, and insights; media supply paths; platforms and with programmatic — the
loops between budget and publisher. That said, 'm optimistic that the industry as a whole is getting
better at overcoming some of these with challenges. At Lenovo, our objective is to “join the dots,” with
all partners engaging with each other from marketing teams to agency through to media and tech
partners, promoting transparency and understanding of the ecosystem across all stakeholders.

OUR OBIJECTIVE IS TO “JOIN THE DOTS,”
WITH ALL PARTNERS ENGAGING WITH
EACH OTHER FROM MARKETING TEAMS TO
AGENCY THROUGH TO MEDIA AND TECH
PARTNERS, PROMOTING TRANSPARENCY
AND UNDERSTANDING OF THE ECOSYSTEM
ACROSS ALL STAKEHOLDERS
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3. WHAT CHANGES DO YOU THINK NEED TO BE MADE TO MAKE THE
ADVERTISING ECOSYSTEM MORE EFFICIENT?

GIOVANI BRUSETTI, JOHNSON & JOHNSON: On one hand, continuous iterations towards transparency in
the auctioning, deliverability, and addressability processes is what will make programmatic preferable to
cost-conscious and performance-focused advertisers versus walled gardens.

On the other hand, being able to manage its complexity is paramount. That's how Ad Servers were born,
for example. To make it simple, we now need to optimise the processes that land a creative into the Ad
Server via resource management to further boost how advertisers deal with this complexity end-to-end.

SABRINA RODRIGUEZ, ERICSSON: Agency partners need to ensure they are making it as easy as possible
for their clients to not only understand the complexity of this ecosystem but to be able to keep

track across each of those layers and checkpoints with integrated reporting and regular strategic
recommendations.

RAJESH SUKHWANI, LENOVO: In Lenovo marketing, we continue to pilot new things, tweak and finetune
for better outcomes and greater efficiency all the time. Some of these things that have worked well
include the standardisation of measurement and disclosure across the media supply chain, tighter
collaboration across all key stakeholders, and stronger alignment on quality and content across the web.

AGENCY PARTNERS NEED TO ENSURE THEY
ARE MAKING IT AS EASY AS POSSIBLE FOR
THEIR CLIENTS TO NOT ONLY UNDERSTAND THE
COMPLEXITY OF THIS ECOSYSTEM BUT TO BE
ABLE TO KEEP TRACK ACROSS EACH OF THOSE

LAYERS AND CHECKPOINTS
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ABOUT MINT

MINT, the global leader in Advertising Resource Management (ARM) Software as a Service (SaaS), operates from
its offices in Milan, London, Paris, Berlin, and Sao Paulo. Global brands like Mastercard, Coca-Cola, Stellantis,
WesternUnion, and P&G trust MINT to manage their advertising to its full potential.

With a record 350+ platform integrations, MINT solution provides a single source of media truth while streamlining
advertising operations across the enterprise. Built with unprecedented governance as its primary goal, it leverages
automation for higher efficiency, while providing end-to-end control and transparency across multi-channel
campaigns’ lifecycle.

For more information or to set up a demonstration of ARM, visit MINT.AI

ABOUT EXCHANGEWIRE

ExchangeWire provides news and analysis on the business of media, marketing and commerce with a specific focus on
data and technology. We offer actionable market intelligence on the trends and innovations that are shaping the media,
marketing and commerce industries.

We’re always interested in any technology and business-related news globally, and in particular across EMEA and
APAC. Relevant companies are encouraged to get in touch. We're also interested in hearing from PR people working
with companies in any of the areas named above.
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