WHY THE DMA REALLY SOLD ITSELF
TO THE ANA: 'IT WAS A TOTAL FIRE
SALE'
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The Association for National Advertisers on Thursday said it was acquiring the Data
& Marketing Association. Terms of the deal were not disclosed, but the trade groups
presented it as an eﬀort to better serve members with a more robust, combined
enterprise. Industry insiders and recent tax returns, however, paint a diﬀerent
picture.
The 101-year-old DMA, previously known as the Direct Marketing Association, has
been bleeding cash, losing members and shopping itself around for a few years,
according to three people familiar with the matter. They asked to remain anonymous
to protect industry relationships.
One of the people familiar with the situation describes the DMA deal as a "total ﬁre
sale," adding the trade body had attempted to sell itself to the Interactive
Advertising Bureau four years ago. The IAB board declined, partly over price, the
person says.
Randall Rothenberg, CEO at the IAB, declined to comment on that, responding by
email to say, "Great organizations, great leaders, great allies and great friends." He
did not elaborate.
The DMA and ANA also declined to address speciﬁc questions on subjects including
DMA ﬁnances and any previous eﬀorts to ﬁnd a buyer for the DMA. In a brief
statement provided by the ANA, that group's CEO, Bob Liodice, only talked up the
deal. "Two fabulous organizations are coming together to leverage our collective
assets in order to build an even stronger enterprise to serve our members and our
industry," he said.
Still, rapid changes in the ad business and regulatory policy may have complicated
DMA's effectiveness as an independent body.
"If you want to join a trade, it needs to service you as a company and the priorities
right now are regulations," the person familiar with the situation says. "There's
GDPR, ePrivacy and here in the U.S., how will advertising go forward? Niche trades
like the DMA are hard to manage because people are making budget decisions and
they weren't providing a lot of value."
"The DMA has a very robust user base, but there were other organizations like the

IAB and ANA that were doing the same thing," the person adds. "The climate is very
regulatory-focused right now and the DMA is a very niche player."
Overall revenue for the DMA has gone down each year since 2013, to $16.8 million
in 2016 from $22 million in 2013, according to its ﬁlings with the IRS. Like nearly
every trade body, the DMA is a nonproﬁt and must disclose its ﬁnancials to the
government.
Net income, meanwhile, has entered the red. Although the DMA came out ahead in
2013 with $1.8 million in net income, that ﬁgure declined to $824,000 the following
year and turned into a $1.2 million loss...
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