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This is the first IAB Digital Marketing 
Innovation Research report. Top marketers 
of leading companies have told us where 
they stand today and what areas of 
innovation they feel are most important 
to invest in. The group wasn’t scientifically 
weighted to accurately reflect the entire 
market, yet the group is large and diverse 
enough to clearly indicate which (digital) 
trends will dominate the market in the 
coming years.

Where are we now?
Today, the marketer spends approximately half of 

his media budget on online media, but by 2020 

that will be closer to two-thirds. The deployment 

of digital channels is increasingly part of an 

integrated marketing plan, which stretches far 

beyond just the media aspect. Today, an ad is no 

longer a picture, but an application that opens 

connections to database and video servers and 

DMPs, to ultimately connect to, and build a 

relationship with the customer. This requires a 

new set of capabilities.

Core responsibilities and conditions for success
For the CMO of the future, knowledge of the 

digital world is a key condition for success. The 

chief technology officer (CTO) can help along the 

way, but is only very rarely leading in thinking 

about marketing innovation. That is unfortunate, 

because some of the new opportunities to 

reach customers are really driven by advances 

in technology. However, in the large majority of 

cases it is the marketer who has to follow up on 

these developments and identify technology-

driven opportunities. Thinking in silos no longer 

works. Knowledge of the marketing technology 

stack, formulating a data strategy, partnering 

with the CTO, managing a group of digital 

specialists, externally or in-house: it’s all part of the 

responsibilities of the CMO today.

 

One-to-one digital marketing relationship is 
possible
One thing is clear: almost all those interviewed are 

looking to build a better, long-term relationship 

with the customer. In digital marketing innovation 

these marketers see the opportunity to establish 

customer intimacy, or even a true one-to-one 

relationship. Obviously, data is key. With the right 

use of data a deep understanding of individual 

customers can become attainable.

At the same time, the vast majority of marketers 

are very conservative in the way they deal with 

sensitive information. And rightly so; nobody 

wants to offend or even scare his customers. A 

sophisticated data strategy and granular consumer 

insight enable a marketing strategy where 

consumers see less irrelevant ads and get better 

service. What’s not to like?

Translation of Digital Marketing Innovation 
research to IAB Netherlands policy
IAB Netherlands will do this research annually 

to remain connected to the digital marketing 

innovation agenda of leading organizations in the 

Netherlands.  Like the organizations we spoke with, 

the IAB itself is in the middle of a technology driven 

transition. As digital communication evolves, we 

are broadening our scope, changing from a digital 

advertising to a marketing innovation association. 

Technology and data will remain important topics 

for the IAB, which is reflected in the fact that we 

have appointed board members representing 

these fields. To help drive this agenda, we will 

share inspiring examples of technology and data 

driven digital innovation at our member meetings 

and conferences.

Consumer interest is another important topic 

for IAB, guiding how we position ourselves and 

advise our members. Recently IAB has stood 

up for a balanced cookie legislation, taking into 

account the position of the consumer as well as 

the industry. Last year we started a dialogue with 

consumers to learn why ad-blocking became 

more popular, and used the response to deliver 

guidelines to the market that address these 

consumer issues. As data strategies evolve, we 

will remain vigilant on key privacy issues which 

may come up. And as marketing becomes more 

technology and data driven, the IAB strategy is 

focused on maintaining quality and durability as 

key principles in consumer relations. Thanks to our 

Agile Task Forces we are able to respond to the 
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needs of the market from a position of in-depth 

knowledge. Practice what you preach.

Like the organizations we spoke with, the IAB 

itself is in the middle of a technology driven 

transition. As digital communication evolves, we 

are broadening our scope, changing from a digital 

advertising to a marketing innovation association. 

Technology and data will remain important topics 

for the IAB, which is reflected in the fact that we 

have appointed board members representing 

these fields. To help drive this agenda, we will 

share inspiring examples of technology and data 

driven digital innovation at our member meetings 

and conferences.

Consumer interest is another important topic 

for IAB, guiding how we position ourselves and 

advise our members. Recently IAB has stood 

up for a balanced cookie legislation, taking into 

account the position of the consumer as well 

as the industry. Last year we started a dialogue 

with consumers to learn why adblocking became 

more popular, and used the response to deliver 

guidelines to the market that address these 

consumer issues. As data strategies evolve, we will 

remain vigilant on key privacy issues which may 

come up. Thanks to our Agile Task Forces we are 

able to respond to the needs of the market from a 

position of in-depth knowledge. 

Nathalie Peters 
Chairman of IAB Netherlands
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Achmea  Albert Spijkman

Adobe Marco Disseldorp

AdfoGroep Job Scheepers

BMW Peter Haug

Bol.com Jeroen Sitskoorn

Corendon  Martin de Boer

ING Djémilah Dalhuisen

KPN Erik de Jong

Media Markt Marieke van Heeswijk

Nederlandse Loterij Bas van de Bunt

Nestlé Valerie van Willigen

NS Mascha van der Heijden

PepsiCo Charlotte Zelders

PLUS Ralf Kroon

Rabobank Maarten Korz

Schiphol Jim van Velzen

T-Mobile Randy van Essen

Transavia Daan Noordeloos

Travix Paul van Breugel

TUI Edwin Hof

Unilever Harry Dekker

ZenithOptimedia Bojan Stigter
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