ACXIOM CX TRENDS FOR 2023

Media networks
are reshaping the digital
advertising industry

As the foundations of digital advertising are upended, a new model is
emerging — one where everything becomes an ad network

The digital advertising landscape is undergoing a fundamental shift
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Media networks present clear opportunities for marketers in a privacy centric worid
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Younger consumers are open to the idea of RMNs, but there is work
to be done to convince older shoppers of their benefits
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are happy to see sponsored agree that personalized ads and agree that sponsored can help
products on an online store sponsored products improve their them find the right product when
experience when shopping online they are personalized to their needs

Businesses have a unique opportunity to capitalize on the opportunities presented
by first-party customer data, but must not lose focus on the customer experience

Third party cookie deprecation and Apple’s ATT Cookie are increasing the value of first-party data as well as
the value of owned media assets. In 2023, we will see media networks capture an increasing share of digital
ad spend as more and more platforms launch proprietary ad networks across both online and in-store inventory
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