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EMMA AND DBM PARTNER TO DELIVER AUSTRALIA’S MOST
COMPREHENSIVE SOURCE OF CONSUMER DATA FOR THE FINANCIAL
SERVICES INDUSTRY
- DBM’s Consumer Atlas to incorporate emma audience data providing world-class
insights into media consumption, consumer attitudes, intentions and behaviours towards
financial institutions - More than 40 financial brands use DBM Consumer Atlas, including 3 of the Big 4 -

emma (Enhanced Media Metrics Australia) and data empowered consultancy DBM today
announced a strategic partnership to create a world-class product combining the financial
attitudes, intentions and actual behaviours of consumers with demography, lifestyle and
media consumption data.
emma becomes DBM’s sole media audience insights provider and, under the agreement,
emma audience data is available to DBM subscribers to enrich consumer insights and
contextualise DBM’s industry-leading financial data. An integrated database has been
created to support new customer acquisition and growth strategies for the financial services
industry.
DBM is the emergent force in consumer financial data, blending Australia’s most robust
survey methodology with deep data analytics to deliver more accurate, granular and
actionable market intelligence for financial institutions. DBM’s client base includes more
than 40 financial services brands in banking, insurance and wealth management, including
three of the Big 4 banks.
DBM’s ‘Consumer Atlas’ is the largest ongoing survey of Australian financial customers,
tracking attitudes, intentions and behaviours with respect to their financial services
providers. In partnership with emma, the data is fused with multiple sources such as media
consumption and demographic segmentation to support strategy development for new

customer acquisition, share-of-wallet growth and retention, monitoring the effectiveness of
initiatives, evaluating the impact of key events, managing advocacy and identifying priorities
for action.
emma will provide DBM subscribers with access to valuable media audience data from its
survey of more than 40,000 Australians, including media consumption habits along with
lifestyle and demographic insights.
The Readership Works General Manager, Mal Dale, said: “Our partnership with DBM is
another important step in emma’s development. DBM shares a similar philosophy of
commitment to innovation, accuracy, transparency and collaboration. The partnership will
provide the most accurate, granular and actionable market intelligence on consumers’
relationships with their financial providers.”
DBM Managing Director, Dhruba Gupta, said: “DBM’s partnership with emma is the next
step in our development of the most comprehensive financial services data ecosystem in
Australia. DBM’s data ecosystem now includes Australia’s largest financial services survey,
the power of emma data, plus social media analytics.”
Using data collected from Australia’s most customer-centric financial survey programs
Consumer Atlas and the Business Financial Services Monitor (BFSM), DBM is hosting the
inaugural Australian Financial Awards in Sydney on February 27th.
ends.
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About emma™
emma™ (Enhanced Media Metrics Australia) is Australia’s cross-platform audience insights metric
built for the digital age. emma™ was developed for The Readership Works (TRW) by independent
research company Ipsos Connect which conducts national audience surveys and is the official
measurement system in more than 40 countries including the UK, Italy and France. emma™ also has
an agreement with Nielsen to fuse its digital data with emma’s data, providing greater crossplatform accountability, accuracy, transparency and frequency of data. The Media Federation of
Australia was involved in the development of emma and sits on the Technical Committee. emma is
independently audited by Dr Rob Hall. More information at: http://emma.com.au/
About DBM
DBM works with the majority of Australia’s financial institutions, insurers and wealth managers to
build and enhance customer experiences. DBM’s data empowered consulting philosophy utilising
Atlas enables clients to benchmark performance, set targets and develop finely tuned strategies to
achieve their financial and non-financial objectives.
DBM’s Atlas data ecosystem utilises Australia’s most comprehensive business and retail banking
datasets, media behavioural data, social media analytics and geo-demographic lifestyle
segmentation data.
The advisory power of DBM Atlas is delivered via their team of 200 financial sector, CX, consumer
insight, data science and analytics consultants based in Sydney, Melbourne and Shanghai.

