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This document discusses how digital advertising is undergoing seismic shifts as third-party cookies are phased out. It provides context on cookies and how they are used for tracking and targeting ads. With Chrome announcing it will no longer allow third-party cookies by 2022, marketers are scrambling to adapt. The death of the cookie will change digital marketing tactics and require a focus on first-party data and building direct customer relationships through authenticated experiences. A cookieless future relies on having a unified single view of the customer, which can be achieved through implementing a customer data platform. The document discusses examples of how companies have used Acquia's customer data platform to gain insights from unified customer data and improve marketing performance.Weniger lesen
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	1. Designing a First-Party
Data  Strategy for a
Cookieless Future
Win customer loyalty and drive conversions
 


	2. Speakers
Lynne Capozzi
CMO
Acquia
Tiﬃni Swanston-Giles
Managing  Director
VMLY&R
Leah Sand
Executive Director
VMLY&R
 


	3. Question:
WHAT EXPERIENCES DO  YOU
ENJOY THE MOST?
 


	4. That great, original  content you love?
Commissioned-based on ML estimates of
audience size.
Those new titles it helps you discover?
Selected just for you using profile-based
recommendation algorithms.
That effortless user experience?
Guided and continually optimized based
on owned data.
of customer-facing decisions at
Netﬂix are based oﬀ the results of
A/B tests & data-driven
personalization
95%
 


	5. A CUSTOMER’S LAST
BEST  EXPERIENCE
sets the expectation for
their next experience
 


	6. APPLE RELEASES THE  FIRST IPHONE, A
“BREAKTHROUGH INTERNET COMMUNICATIONS
DEVICE WITH DESKTOP-CLASS EMAIL, WEB
BROWSING, SEARCHING AND MAPS”.
1990 2020
2000 2010
2005 2015
…
2007
1980 1995
A whole generation grew up with
iPhones & smart devices
 


	7. GOOGLE ACQUIRES DOUBLECLICK,  BUT
PROMISES TO KEEP ADS BROWSING DATA
SEPARATE FROM DATA FROM SERVICES LIKE
GMAIL
1990 2020
2000 2010
2005 2015
…
2008
1980 1995
FACEBOOK UNVEILS FACEBOOK ADS, TOUTING
MEMBER PROFILE-BASED TARGETING AND DEEP
DEMOGRAPHIC AND PSYCHOGRAPHIC INSIGHTS
Tech companies have perfected the
personalization algorithm
 


	8. AND NOW,
PERSONALIZATION &
TARGETING  USING
DATA IDENTIFIERS
IS THE NORM
ATTRACT
CONVERT
ENGAGE
RETAIN
REWARD
 


	9. We use a  variety of techniques to
meet customer expectations
GEO FENCING
Surround selected areas within a
certain distance
BEHAVIORAL
Targeting users based on their
online behavior – articles read,
keywords search, sites visited
CONTEXTUAL
Targeting users based on the
content they are consuming at
the time (i.e. reading relevant
articles)
WEBSITE / APP
Targeting users based mobile
apps that are installed on their
devices or sites visited
RETARGETING
Reaching users who have visited
your site or have made an action
on your site but have not
converted
AUDIENCE
Targeting based on demo,
behavior and interest, including 1st
party data and 3rd
party data
KEYWORD
Targeting users based on speciﬁc
keywords that are found on the
site/article
 


	10. Using data identiﬁers  for targeting
and personalization
Email Address
Phone Numbers
Account ID
Universal Logins
DECLARED
CTV ID (IFA)
Device ID (IDFA/AAID)
Cookie ID
IP Addresses
INFERRED
Identiﬁes a browser
or device, but not
always a unique
person (since devices
can be shared)
Unique information
that the consumer
has declared in order
for us to identify them
personally
 


	11. THERE IS A  FINE LINE
BETWEEN HELPFUL, AND
CREEPY OR DOWNRIGHT
SCARY
And while consumers want and
expect a personalized experience,
 


	12. Over the last  decade
2020
15 2016 2017 2018 2019 2021 2022 2023 2024
VIZIO HIT WITH PRIVACY LAWSUIT
OVER CONNECTED TVS, ULTIMATELY
RESULTED IN A $17 MILLION
SETTLEMENT
2015
GOOGLE QUIETLY DROPPED BAN ON
PERSONALLY IDENTIFIABLE WEB
TRACKING ALLOWING CUSTOMIZED
DOUBLE-CLICK ADS
2016
 


	13. COOKIELESS
FUTURE
VMLY&R
+
THRIVENT
Consumer trust has  declined
2020
15 2016 2017 2018 2019 2021 2022 2023 2024
CAMBRIDGE ANALYTICA SCANDAL:
HOW TRUMP CONSULTANTS
EXPLOITED FACEBOOK DATA OF
MILLIONS
2018
 


	14. COOKIELESS
FUTURE
VMLY&R
+
THRIVENT
2020
15 2016 2017  2018 2019 2021 2022 2023 2024
The General Data
Protection Regulations
(GDPR) is adopted by the
European Parliament
California DOJ approves
oﬃcial language for the
California Consumer
Privacy Act (CCPA)
Jan. 1, 2023: CRPA (CA) &
CDPA (VA) go into eﬀect
CCPA goes
into eﬀect
GDPR goes
into eﬀect
The California Privacy
Rights and Enforcement
Act (CRPA) is passed
Virginia signs the Consumer
Data Protection Act (CDPA)
into law
And Regulators have stepped in
 


	15. DIGITAL
ADVERTISING IS
GOING THROUGH
A  SEISMIC SHIFT.
So, what
does this
mean?
 


	16. AdTech is being  radically altered
 


	17. Google announced that  by 2022, Chrome will no
longer allow sites to store third-party cookies.
Third-party cookies are typically created by
advertising and marketing partners to help you
track and target consumers beyond your site.
With Chrome making up 69% of desktop and 40%
of mobile activity, many business were left
wondering "how will this impact me”?
JANUARY 24, 2020:
THE ANNOUNCEMENT
THAT SENT MARKETERS
SCRAMBLING
 


	18. SO, WHAT ARE  COOKIES &
WHY DO THEY MATTER?
A cookie is a small text ﬁle that is saved on
your device when you visit a website in a
browser like Safari, Firefox or Chrome.
Basically, cookies are like the internet’s
short-term memory.
The website sends a ‘cookie
use’ acceptance request to
the user
User goes to
a certain website
User agrees to permit the
use of cookies on his /
her device
A cookie or cookies are
stored in the user’s device
The next time the same user
tries to access that speciﬁc
website. The browser sends
the cookie to the webserver
The web server is able to recall
your preferences and enable a
smooth browsing experience
The process continues and the
website keeps updating your
requests and preferences
2 1
3 4
6 5
7
 


	19. There are diﬀerent  types of cookies
(The diﬀerence depends on who creates them)
FIRST-PARTY COOKIES
Created by the owner of the website you
are visiting. (i.e. By Leviton on Leviton.com)
—Login settings
—User preferences
—Geographic and demographic information
—Viewed products
—Items added to cart
—Number of pages a user visited in a web
session
SECOND-PARTY COOKIES
First-party cookies that are transferred
to another company through a data
partnership. (These are a bit contentious.)
THIRD-PARTY COOKIES
Created by websites other than the one you are visiting. Set
in a domain (website) NOT the one you are currently on.
—Behavioral Ad Targeting: Based on behavior across diﬀerent sites
—Audience Targeting via Cookie Syncing: Exporting audiences to
DSP for targeting
—Ad Retargeting: Showing ads to user across the web who have
previously visited your site
—Frequency Capping: Limiting the number of times an ad is shown
—Audience Extension: Showing ads to a publisher’s audience
across other sites
—View-through Attribution: Attribution an ad view with a
conversion
 


	20. NOT ALL COOKIES
ARE  BAD.
Without cookies, you
wouldn’t be able to
complete some
essential functions.
ATTRACT
CONVERT
ENGAGE
RETAIN
REWARD
 


	21. Not all channels  and tactics will be impacted
by these changes — some already work
without third-party cookies and IDFA:
— Paid Search media (SEM)
— Paid Social media
— Private marketplace ads
— Contextually targeted ads
— Oﬄine data onboarding (custom audiences)
— Site analytics tracking (Adobe Analytics)
— Programmatic third-party targeting
— Retargeting
— Media attribution models (view-through
and multi-touch)
— Third-Party data brokers like Acxiom,
Epsilon
POTENTIAL IMPACT
BUT, THE DEATH OF THE
COOKIE WILL CHANGE
THE WAY WE MARKET.
 


	22. And, there is  an
undeniable need to
address consumer
privacy and rebuild
trust.
The cookieless future is not
something to be feared - it is our
greatest opportunity.
 


	23. We will need  to explore cookie-less
channels and targeting tactics to reach
their audiences in new ways.
IN THE NEAR-TERM,
WE NEED TO ADJUST
OUR TACTICS. Contextual targeting
provides an alternative way to advertise by
reaching users on sites where they are
already consuming relevant content.
Digital OOH, connected TV, and audio
are cookie-less and could be utilized in
digital planning.
Targeting with second party data
from publishers that collect their own, like
FB, Google and other publishers will be
another way to reach the target audience.
 


	24. THE COOKIELESS FUTURE
RELIES  ON A SINGLE
VIEW OF THE CUSTOMER
But owned data is not enough.
 


	25. Create a future-proof  plan to personalize
Owning your own data will be
more important than ever
— Data suggests that the cleaning and
consolidating of third-party data doesn’t
add value, and wastes time by distracting
from the outputs that matter most
— Collecting ﬁrst party data and
implementing data collection strategies
(getting more users logged in, collecting
email addresses) will be key
Create a single view of the customer
— An ID graph is a platform where unique identiﬁers,
like emails, device IDs, etc., are collected. Public ID
graphs rely on cookies, while private ones are
owned by the marketer and created using PII data.
This will be important in ensuring data can be tied
together.
— Creating a single view of the customer can also be
advantageous for compliance with data regulations,
providing eﬃciency for pulling and deleting
consumer data upon request
of outcome variabilities can be traced to customer
activities that can be measured through
FIRST-PARTY aﬃnity and behavioral data.
92%
 


	26. CUSTOMER DATA PLATFORM
A  CDP is a marketing system that uniﬁes a
company's customer data from marketing and
other channels to enable customer modeling
and optimize the timing and targeting of
messages and oﬀers.
Lizzy Foo Kune, James Meyers
Gartner Research March 2018
What does a CDP do?
1. Provides a foundation of clean,
intelligent customer data
2. Supplies analytics, enabling a true
understanding customer data
3. Creates the ability to activate data
for all marketing, advertising, &
customer-facing teams
 


	27. INTEREST
Search for
jacket on  web
Personalized in-store
recommendation
Browse other
jackets & reviews
Receives cart-abandon
email & ads for jacket
Purchases jacket
Receives email
conﬁrmation
Checks delivery status
using voice connected
device
Receives a
personalized oﬀer
Rates new jacket
Shares on social
media
AWARENESS
CONSIDERATION
PURCHASE
RETENTION
ADVOCACY
INTEREST
AWARENESS
PURCHASE
RETENTION
ADVOCACY
CUSTOMER LIFECYCLE
 


	28. ACTIVATION
FIRST
Siloed, duplicate customer  data
DISCONNECTED SYSTEMS RESULT FROM
AN ACTIVATION FIRST APPROACH
 


	29. Uniﬁed customer data
DATA
FIRST
UNIFIED  DATA MEANS FEWER, MORE
EFFECTIVE COMMUNICATIONS
 


	30. AWARENESS INTEREST ENGAGEMENT  PURCHASE LOYALTY GROWTH
CUSTOMER DATA PLATFORM
WEB
RETAIL
ASSOCIATES
DIGITAL
ADVERTISING
WEARABLES EMAIL CHAT CALL CENTER
POS
Event
Registration
CRM ESP
Third Party
Data Append
Customer
Service
Website
Behaviors
...Any Other
Data Source
DELIVER RELEVANCE AT
EVERY TOUCHPOINT
 


	31. ACQUIA
CDP
ENABLES:
DATA-DRIVEN MARKETING STRATEGY
A  powerful digital platform to translate massive
amounts of data across vast networks and
touchpoints.
CUSTOMER CENTRIC VIEW
360 degree omnichannel strategy to meet customer
expectations of personalized, retail-like experience.
MEETING CUSTOMERS WHERE THEY ARE
Deep insights to understand customer behavior and
sentiments to place targeted oﬀers at the right time
in their journey.
 


	32. GODIVA wanted to  unify data across digital channels and brick &
mortar locations to provide an even more engaging experience
across all channels, increase loyalty and drive marketing ROI.
Challenge: In March 2020, GODIVA proactively closed its boutiques and GODIVA
Cafés in North America to safeguard its employees and consumers against the
COVID-19 pandemic. This measure meant that GODIVA needed to quickly
supercharge their e-commerce operations to meet consumer demand.
Solution: Acquia CDP
Results: Driven by Acquia CDP’s uniﬁed customer data and analytical insights,
GODIVA's targeted marketing campaigns have led to several wins, including:
– Doubled email open rates and tripled email clickthrough rates among
boutique-only shoppers
– Increased return on advertising spend by 621% for a Mother’s Day campaign
– Identiﬁed best acquisition products resulting in one of the brand’s most
successful Instagram posts
– Capitalized on the agility needed to move to an e-commerce centric
sales model when COVID-19 hit
 


	33. Migrating from a  MSP to Acquia CDP let J.Crew tap into customer
insights quicker and oﬀer more relevant content to shoppers.
Challenge: With multiple retail and online brands, it was imperative that
J.Crew be able to take quick action on customer insights — but their
previous MSP wasn’t allowing that to happen. Murky data and unnecessarily
time-consuming data analysis processes prevented J.Crew from tailoring its
marketing strategies to meet the needs of contemporary shoppers.
Solution: Acquia CDP
Results: Using customer insights and machine learning models from Acquia
CDP has led to measurable performance improvements with J.Crew’s marketing
campaigns, including one email campaign targeting a cashmere audience
segment returning double-digit lifts over the “business-as-usual” audience
in average order value (AOV), conversion rates, open rates and click rates.
 


	34. When lululemon needed  a way to bring together online and oﬄine
data to gain holistic customer insights and deliver relevant
experiences, it chose Acquia CDP to take the lead.
Challenge: Working with a massive amount of online and oﬄine data, lululemon
wanted a way to unify all data sets and glean actionable information.
Solution: Acquia CDP
Results: By facilitating 1:1 customer relationships across all channels, lululemon
increased the number of omnichannel customers. lululemon’s shoppers who are
omnichannel have a 10X higher annual spend than those who engage with a single
channel. Using Acquia CDP to orchestrate individually relevant experiences,
lululemon:
– Increased site visits by up to 50%
– Increased attendance to local events by 25%
– Achieved a 10-15% increase in baseline revenue from its digital marketing
campaigns
 


	35. Think of this  as
OUR GREAT OPPORTUNITY
DIRECT
RELATIONSHIPS
Changes in consumer behavior
beyond just privacy and control have
led businesses to recognize that they
need a direct relationship with
consumers to provide the best
experience possible.
Expect to see more businesses
diversifying their oﬀerings with
services and partnerships that create
“platform-like” ecosystems.
AUTHENTICATED
EXPERIENCES
With cookies and other identiﬁers
going away, more sites and apps will
push consumers to “log in” and
self-identity. This will be an important
element of building up ﬁrst-party
data.
For this strategy to be eﬀective,
businesses must provide a suﬃcient
value exchange on the other side of
that login.
COHORTS, NOT
INDIVIDUALS
Google, Facebook and others have
recognized there is no going back to
the way things were. Going forward,
most reporting and targeting will be
done at a cohort level, not an
individual level.
There will be many that try to
workaround these new methods, but
we expect Apple to continue shutting
them down.
 


	36. Questions?
INTERESTED IN LEARNING  MORE?
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