How to Build the Right

Digital Audience Strategy for

Your Marketing Objectives

Two common patterns hold ag brands back from maximizing the
value of their digital investment:

Measuring success with short-term

Over-reliance on
metrics instead of business outcomes

third-party data

Better performance starts with the right audience.

Define Your Digital
Audience

We must start with:

« Verified producers

* Defined operation
types

* Buying influencers

» Demonstrated intent

Audience quality

determines outcome

quality.

Anchor in

First-Party Data

The higher quality first-party
data you apply, the stronger:
* Your targeting

° Your segmentation

* Your outcomes

First-party data allows you to:

» Segment by operation size
and commodity

¢ Align with CRM and sales

* Optimize toward qualified
outcomes

* Reduce wasted spend on
low intent audiences

 Personalize messaging

Use Third-Party Data
with Precision

Third-party data has a role,

but it should extend or

define your audience.

Use third-party data to:

» Responsibly expand scale

 Test incremental
audiences

* Support a strong first-party
core

» Overlay data to refine
reach, not just expand it.

Alién Metrics to Outcomes,
Not Activity

Large audiences often outperform on:

« CTR

* Reach

* Form volume

But the right audience should be
measured by:

 Cost per qualified lead

» Dealer engagement

* Down-funnel activity

¢ Sales alignment

CTR s feedback. Qualified outcomes
are performance.
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Verify Before
You Scale

Validate your audience
against:

* CRM data

» Dealer activity

* Purchase behavior
Scale what drives
qualified outcomes.

Refine what only drives
engagement.

Precision Protects Profit
First-party data drives precision. Third-party data extends it. Define the
right audience, measure revenue, and scale what works.

It gives you control.

Build an Audience That Actually Drives Results
Talk to a digital strategist to define, validate, and scale the right audience.
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