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Marketing technology used by: 
• ~700 associations (current) 
• ~4,000 conferences, trade shows, 

and virtual events (cumulative)

Web Analytics – Digital Advertising – Influencer marketing





Programmatic 



Clarifying Vocabulary

• Programmatic Advertising = the automated process of 
buying digital ad inventory based on targeting criteria 
set by the advertiser

• Real-Time Bidding (RTB) = the split-second auction 
process that takes place while loading a web page with 
ad inventory to determine which ad(s) will appear

• CPM = Cost Per Mille = cost of 1,000 ad impressions



Traditional Ad Sales vs   Programmatic Ad Buys



Site Retargeting 101
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Site Retargeting 101



Programmatic Advertising

• Typically referring to display ads (i.e. banners) but 
could be video ads (pre-roll) or native ads

• 85% of display ad inventory is filled by programmatic –
desktop web, mobile web, and in mobile apps 

• Standard sizes and specs for ad units are set by IAB 



Retargeting –
ACFE Virtual Event



Retargeting –
ALA Membership



Programmatic Advertising – Targeting Options

Campaign Type Reaches people who…

Site Retargeting Recently visited a page on your website
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Campaign Type Reaches people who…

Site Retargeting Recently visited a page on your website

Email Mapping (“CRM Retargeting”) Are on one of your email lists

Geofencing Are/were in a specific building recently

Search Keyword Recently searched a specific word/phrase

Lookalike Audiences Behave similar to your website visitors

Persona, Interest, Contextual Are tagged and profiled by third-party data 
vendors based on browsing/shopping

Programmatic Advertising – Targeting Options



Awareness

Engagement

Conversion

All Potential Members• Geofencing
• Search Keywords
• Lookalike
• Persona/Interest/Contextual

• Site Retargeting
• Email List Matching



What makes it special? 

• Volume. The overwhelming majority of websites 
with ad inventory fill it via programmatic, so reach
+ frequency are high, cost is low 

• Targeting Options. Many different ways to define 
and refine your audience criteria, layering first-
party data with third-party data sources

• Ad Unit Options. Many different ways to present 
your message and make it “pop”



Ad Units on CNN
Programmatic 

Native Ads



Challenges or Limitations?

• Viewability. Many ads are loaded “below the fold” 
but never seen if the site visitor doesn’t scroll down

• Browser Settings. Privacy options can reduce 
targeting while ad blockers can remove ads

• Banner Blindness? Some evidence suggests we 
have conditioned our brains to “ignore” traditional 
or obvious banner ad placements



Paid Search 



Clarifying Vocabulary

• “Paid Search” aka SEM (Search Engine Marketing) = 
paying to show your text ad at the top of search 
engine results for specific keywords

• Organic Search” aka SEO (Search Engine Optimization) 
= efforts to make your website load at the top of 
search engine results for specific keywords

• PPC (Pay Per Click) = unlike CPM advertising, in PPC 
you only pay when ads are clicked, rather than shown



“Paid Search” 
aka SEM

“Organic Search” 
aka SEO



Search Engines by Popularity

1. Google
2. Bing
3. Baidu (China)
4. Yahoo!
5. Yandex (Russia)



What makes it special? 

• Real-Time Intent. “Promote your product while 
people are searching for it”

• Specific ads shown only when a specific set of 
keywords are entered into the search bar – lots of 
opportunity for segmentation and A/B testing



“Long Tail” Keywords & Indirect Intent

• Don’t stop at the most obvious keywords!
• “Long tail” keywords = more niche search queries 

with lower volumes (and less competition)
• “Indirect intent” keywords = search queries that 

identify them as a potential customer, even if they 
aren’t searching for you right now



Direct Intent
Very Competitive



Indirect Intent Less Competition



“Long Tail” Keywords

No Competition!!



Awareness

Engagement

Conversion

All Potential Members
• Paid Search



Challenges or Limitations?

• Reach/Frequency. Only available when someone 
is searching specific keywords.

• Text Ads. Little to no opportunity for visual 
communication or brand identity/storytelling

• Competitive Keywords = $$$. If you are trying to 
reach an in-demand audience segment, chances 
are many other companies are too, which drives up 
the CPC (Cost Per Click)



Paid Social 



Clarifying Vocabulary

• “Paid Social” = advertising on social media platforms, 
particularly “native” ads in the news feed

• “Organic Social” = efforts to build up an active 
following on social media platforms, typically by 
sharing relevant and engaging content

• “Social Media Marketing” = organic social + paid social



“Paid Social”



“Paid Social”







Paid Social Priorities For Conferences, Trade 
Shows, and Associations

1. Facebook/Instagram
2. LinkedIn
3. Twitter?
4. YouTube?



Targeting Options

• Attributes/Behavior/Demographic. Leveraging a 
social platform’s proprietary data on their users to 
target your ads into a social platform’s ad inventory

• Custom Audiences/Matched Audiences. 
Leveraging your data (site visitors, email lists) to 
target your ads into a social platform’s ad inventory

• Lookalike. Combining your data with a social 
platform’s proprietary data to reach similar users



Awareness

Engagement

Conversion

All Potential Members• Attributes/Behavior/ 
Demographic

• Lookalike 

• Custom Audiences/ 
Matched Audiences



What makes it special? 

• Highly Engaging. Click-through rate (CTR) and 
other engagement metrics are much higher

• Novel Ad Units. Native social actions (“Follow”, 
“Share”) + options like Lead Ads, Carousels, Stories, 
and auto-playing videos are superior

• Targeting Options. Social platforms have vast 
amounts of proprietary data on their users and 
allow advertisers to use this for targeting



Challenges or Limitations?

• Complexity. More nuanced targeting options and 
ad units = more complexity, time-intensive, and 
constantly changing rules/best practices

• *Cost. Generally more expensive, though also 
higher-performing so net CPA (Cost Per 
Acquisition) can be lower

• Separate “Walled Gardens”. Each social platform 
has own quirks, must be managed separately



Thank you  : )

aidan@feathr.co


