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By DANNY PARISI

After two years of growth, media group Cond Nast is buffering its advertising platform Spire with data to help brands
connect with readers in a more personalized and direct manner.

Consumers are increasingly inundated with messy, impersonal ads, meaning data solutions such as the one
provided by Cond Nast's Spire can help brands reach audiences through individualized units customized for
specific customer segments. Cond Nast will be the first company to make use of the data provided by Nielsen
Catalina Solutions (NCS) in this way.

"For luxury brands we will use our 1st party behavioral data, the influence of our content and transactional data
(from NCS or other data providers) and build the best target segment," said Karthic Bala, head of data strategy at
Cond Nast, New York. "We will then find what content is resonating and may use this to match the segment with the
right creative and launch an advertising campaign.

"Using transactional data we will optimize the campaign to do more of what works. This will provide some rich and
actionable insights to our advertising partners to leverage for all their activities."

Data resources
In today's advertising world, data is more precious than ever.

Customers today see thousands of ads every day, leading to a point of oversaturation where customers hardly ever
pay attention to the ads scrolling in front of them.

In order to capture the attention of consumers today, brands need to be able to create striking, personalized
advertising that offers real value to the customer and treats them like an individual and not like a wallet with legs.
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To do this, brands need data. Cond Nast understands this need and has partnered with NCS to bridge the data
collection between the two companies, allowing brand advertisers that work with Cond Nast to get a better picture of
who their customers are and therefore create better advertising.

Cond Nast has been steadily expanding its data collection services through acquisitions of 101data and CitizenNet,
along with partnerships with Jumpshot, IMS and Crossix.

For luxury brands in particular, data is an important tool. Luxury consumers expect the highest quality in customer
service, and personalizing advertising as well as treating them like individuals can go a long way towards swaying
an affluent customer to a certain brand.

Pers onalization ef f ortsPers onalization ef f orts

For luxury brands and retailers, ensuring an online advertisement is seen by the right target audience is difficult to
gauge and has led to lackluster ROI and wasted ad spend.

The current retail environment sees consumers demanding seamless service that is both relevant and consistent
across all devices, channels and through each step in the path to purchase. This environment has proved beneficial
for online giants such as Amazon and China's Alibaba, who have had a head start in leveraging data solutions to
better serve consumers' near-instant expectations (see story).

But Cond Nast is hoping to give brands the same advantage by expanding the amount of data they have to work with
when creating and distributing their digital advertising.

Online shopping is extremely prevalent, but ads may not reach the right audience 100 percent of the time. Image
credit: Bloomingdale's

Cond Nast is putting additional stock in digital content hubs with the launch of title offshoots meant to accompany
primary print publications.

Also, Cond Nast has recently ramped up its digital properties to cull millennial readership and to attract advertisers
that appeal to the next generation of readers. The media group's millennial-centric developments include the "Next
Gen" campaign and digital companions for titles such as Architectural Digest, Golf Digest and Bon Appetit
magazines (see story).

By partnering with Nielsen Catalina Solutions, Cond Nast is giving its brand partners an additional tool in
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developing and distributing advertising that will be appealing to an affluent, luxury-buying consumer.

To assume that all audiences are alike is not correct," Mr. Bala said. "We need to provide the right message to the
right person at the right time.

"To do this, data enables us to understand the profile of individuals and run campaigns that perform better."
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