
Sponsored by Goodway Group



06
EMERGING TRENDS & TECHNOLOGIES



AMY O’HARA

Director, Business Strategy & Development, Goodway Group

Amy O’Hara leads Goodway Group’s Agency 
practice with an emphasis in Ag and Animal 
Health. She has 20+ years of experience in 
helping brands leverage research and data to 
deliver integrated digital media strategies that 
drive actionable insights and business outcomes. 
Amy has been with Goodway for 10 years, with a 
background in start-ups that have been acquired 
by ComScore, Rakuten and Google.
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DARCY SCHULTZ

Associate Director, Goodway Group

Darcy has 15 years of digital advertising 
experience and 20+ years of overall advertising 
and marketing experience. She has enjoyed the 
past 9 years with Goodway Group, where she has 
worn many hats from Media Trader, Strategist & 
Planner, Media Supervisor, and currently Client 
Experience. Being centrally located in Omaha, NE 
she’s been involved in agri-marketing since 
coming to Goodway, and the past 3 years it’s 
been her primary focus as she led the vertical 

with Goodway’s Farm Connect.

4



5Slide  
/

AGRI-MARKETING IN THE DIGITAL AGE

EMERGING
TRENDS AND
TECHNOLOGY

PRESENTED BY

AMY O’HARA
Director of Strategy and Business 
Development Goodway Group

DARCY SCHULTZ
Associate Director, Ag & Animal Health 
Practice Goodway Group



Average connected 
devices per household 

in 2022

Deloitte

40%
Farmers use 
smartphones 

regularly to help run 
their business. 

CTIA

95%
Post-cookie reach with 
a strong People-based 

marketing solution. 
.

Multi-Channel 
Marketing

Mobile-First 
Strategy

Data, Identity & 
Privacy

22

AGRI-MARKETING IN THE DIGITAL AGE
PRE-CONFERENCE SURVEY RESULTS
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How Farmers 
Consume Media Agricultural Workers spend 20% less time consuming digital 

media than the average American.

This means that marketers need to be even more impactful & 
efficient when targeting farmers & Agricultural decision makers.

Of all Social platforms, 
Agricultural workers index 

highest on Twitter, Snapchat & 
YouTube where they are likely to 

do brand/industry research & 
click on sponsored ads.

49% of Agricultural
workers pay for 

streaming services, compared 
to the 38% who pay for linear 

TV subscriptions.

*Source: Global WebIndex, 2021

Agricultural consumers 
spend an average of 

3 hours and 29 minutes on 
their smart phones every 
day, the most time of all 

device types.

Beginning in Q4 of 
2021, Agriculture 
consumers are 

spending an hour less a 
day on news sites.
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According to Statista, there are 
311 Million users residing in the 
US. What percentage of Farmers 
say they have smartphone and 
use it daily. 

A) 62% 
B) 77% 
C) 81% 
D) 98%

According to Forbes, what 
percentage of consumers 
prefer personalization if it’s 
connected to the brand’s own 
first-party data, rather than 
being purchased by a 
third-party data provider

A) 40% 
B) 50% 
C) 55%  
D) 70%

According to eMarketer, 
75% of B2B marketing leaders 
expect to increase online video 
and display advertising this 
year. What will the increase for 
the Ag Industry in 2023?

A) 754 Million 
B) 922 Million 
C) 1.3 Billion 
D) 2 Billion

MULTI-CHANNEL 
MARKETING (TRENDS)

8



MULTI-CHANNEL 
MARKETING (EVOLUTION)
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According to eMarketer, what 
% of B2B buyers and decision 
makers prefer remote or digital 
interactions with vendors.

A) 50%
B) 60%
C) 70%
D) 80%

According to eMarketer, 
what is the expected % of total 
digital ad spending on mobile 
ads in the Ag Industry for 2023?

A) 37%
B) 46%
C) 53%
D) 62%

What % of agriculture 
professionals use 5G to 
improve agriculture 
efficiency globally, 
according to CTIA? 

A) 74%
B) 79%
C) 82%
D) 85%

MOBILE-FIRST 
MARKETING STRATEGY
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Who is my target 
audience?

Is my audience really a 
mobile user?

Is my website 
mobile friendly?

Is your site engaging 
users to your goal?

Are you creating 
opportunities to get to know 

your site visitors better?

Do I have mobile 
creative?

Do I need 
an app?

What is the purpose 
of my app?

Who are my app 
competitors?

What are my 
ROI goals?

Do I have the 
budget to 

invest?

PREPARING A MOBILE-FIRST STRATEGY
Questions to ask about your mobile strategy
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Use lat/long device 
information for   

event targeting or 
competitive targeting

Personalize paid 
social messaging to 
current customers 

and expand to reach a 
greater share of your 

audience. 

Ask customer to 
sign up to receive 
bonus information 
or special services 

via email

Ask customers to 
sign up for text 
messages, keep 

them minimal       
and engaging

If you use an app 
consider timely 

notifications that 
offer benefit to 
your customers

App 
Notifications

SMS Email Social Geo-fencing Programmatic

People based 
marketing to create 

personalization      
at scale

EXECUTING A      
MOBILE-FIRST STRATEGY
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DATA, IDENTITY, & PRIVACY
Understanding the Current Landscape

Foremost, it’s important to recognize there’s 
no silver bullet — there isn’t a single 
solution that solves every challenge for 
every marketer when it comes to filling the 
gap left by third- party cookie data.

13



14

CONSUMER PRIVACY AND REGULATIONS
Born out of a combination of bad actors and general consumer distrust with government officials desiring to 
intervene, consumer privacy regulations are here to stay and will continue to become more restrictive.

UNDERSTANDING LEGISLATIVE IMPACTS
While there is no singular global legislation to protect consumer privacy, there are several different laws set up in the EU and in states across 
the U.S. – with plans for additional restrictions across more states in the coming years. Here’s a quick look at some current regulations:

General Data Protection Regulation (GDPR): 
EU residents must opt in to consent to collecting 
and sharing their personal information.

California Consumer Privacy Act (CCPA): 
Consumers in California must opt out to stop the selling of 
their personal information, but it does not impact other uses of 
their information.
California Privacy Rights Act (CPRA): 
Includes amendments and modifications to the CCPA, 
including
(1) expansion of California resident privacy rights; (2) new 
protections for “sensitive personal information”; (3) 
establishment of a California privacy regulator; and (4) 
expansion of the CCPA’s private cause of action.

Virginia Consumer Data Protection Act (CDPA)*: This is the 
newest consumer privacy law, signed by the governor of Virginia 
in March 2021 — with terms scheduled to go into effect on the 
first day of 2023. It adopts some of the terms seen in the CPRA, 
most notably regarding the collection of sensitive personal data 
and privacy notice requirements. Once in effect, it will only apply 
to select businesses — those that either control or process data 
for at least 100,000 state residents, or that make 50% of their 
gross revenue from the sale of personal data and control or 
process personal data of at least 25,000 consumers.

The convergence of the technological and 
legislative changes will require marketers 
to rethink their approach to data, 
targeting, measurement, and privacy.

Jay Friedman | President, Goodway Group



Passport OneTM

PEOPLE-BASED SOLUTIONS

AUDIENC
E 
DESIGN

Cookies were an easy button but not 
necessarily the best solution. And while 
[post-cookie solutions] may make [targeting] 
more complex, it doesn’t mean that the same 
results can’t be achieved.

Amanda Martin 
SVP, Corporate Development & Strategic Partnerships 
at Goodway Group

A MODERN MARKETER’S TOOL KIT 
FOR THE COOKIELESS FUTURE
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Your all-access pass to unlock 
the power of audience design. 
Grow your 1st party data sets 
and implement sophisticated 
audience targeting across IDs 
and all media channels. 

300 
million consumer 
profiles 

1,500 
individual household-level 
level attributions

126 
million U.S. 
households

95%
coverage of the 
U.S. population

500 
million email addresses 
utilizing ID solutions

WHAT IS PASSPORT ONE™?
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Government Data
Census Data
USDA Data
Acreage Data
Crop Data
GFI Data
Farmer Association Membership
First Party Data
Second Party Data
Third Party Data
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MULTICHANNEL, MOBILE FIRST STRATEGIES
REQUIRE THE RIGHT TARGETING AND SCALE TO PERFORM

Data-First Agriculture Audiences Outscale and outperform 
Agriculture Publisher-Driven Data Coherts Alone

STRATEGY
We applied a mix of select custom site and content  
targeting, along with audience behavior targeting 
and  farm data, and ran Cross-device Display, Audio, 
and  Video. Then we analyzed the user journey along 
the  path that led to an action to dive in deep to the 
data and  use the information collected to continually 
build upon  strategy and performance.

526%
Increased Local Scale

.29%
CTR Improvement

33%
Lower CPM Cost


