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Post-cookie
Technology

"CLEAN ROOMY DATA STACK

Like much of the FCTS, IDs will be part of a ‘ Clean rooms are 1é_oin to be intezral to data
bizger mix. Deterministic and probablistic: will be sezmentation and achivation post—cookie. The sweet
‘ core fo the [D strategy. All data sources must | spot for ad tech will be built around ops tools,
| have opt-in (legally and on pecific. platforme). Thic | partnerchips/marketplaces/activation layer and service

chould be rw(,vi;rf'e rezavdless. There will lik,olq be
scale isues but chould be core to any Pod’—oook.ie
data d’rafeg_q.

Solutions. From productiing on top of "&nferpri;a
infrastructure’ to enrichment to strategy, the clean
room §6§MGM’ covld be the vltimate enablement
eohnolog_q in Po;‘l‘—oook.io world.
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; CONTEXTVAL ¢ SDA ‘ MEASUREMENT LAYER
| (SELLER DEFINED AUDIENCES) | The biggest issve in a post-cookie world is goin
Contextual will be the fall back for most in the to be campaign meagwrement. With cookie and [ B
‘ inalvd’rq. Mam’ ad tech companies are building_ new JGPV%E’*’T"" ! 5-5+§ ’,"3”010" to 0‘/3!"3”’5 the 0ﬁ"'030'1 .
‘ €i51|al§ on top of page level data — from search to of d'gl‘b’ 30“’°th§'"5- T}‘G"G will bola L to
attention to location. Seller Defined Avdiences could panel-based Solutions, particularly attention, This last
be the 5_0—1'0 framework to ¢cale these Siznals. The quadrant will work with [D¢ and contextual, and
one b Problom for contextval like everthing else in clean room to offer b‘”']"; and gf”“’g with a
| the FCT qadrant i§ moa;vring_oampaig_n Porf;rmanw. | post-cooke measurement and hrgp‘hng_ framework.
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—> Post-cookie Technology

Inthe dynamic landscape
of digital advertising,

the evolution of tracking
mechanisms hasbeena
rollercoasterride, with
cookies playing a pivotal
role. Unfortunately, like
many technologies, they
were great... until they
weren’t.

Originally designed with the well-
intended cause of providing tailored
and personalised experiences
forconsumers, cookies have
unfortunately fallenvictimto

abuse. This misuse has givenrise to
heightened privacy concerns, asurge
invirtual private network (VPN) usage
to evade tracking, and ultimately led
tolegislative measures that define
the extent of informationthat canbe
collected about consumers. While
thislegislationis awin forconsumers,
brands, advertisers, and marketers
are left to deal withamassive data
deficitinthe face of ever-increasing
sales, impressions,and ROAS goals.

Sowhatisanadvertiser, brand or
marketerto do? Read onforfour
immediate actions you should take
andthe questions you should be
asking along the way.

First, take adeep breath

Next, rejoice because the digital sky
isnot falling — as a matter of fact,
thereisnotevenacloudinsight!

While digitalmarketers were

busy leveraging cookie datato
(somewhat successfully)reach
consumers, majoradvancements

inthe technology surrounding IP
address monitoring, data collection,
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and datamining were taking place.
Theresult: IP AddressIntelligence, a
more-than-suitable replacement for
cookies that provides arobust, and
inherently more secure solution, while
sidestepping the pitfalls of cookies
and presenting a promising avenue
foramoreresponsible and privacy-
conscious eraindigitalmarketing.

Second, look within

Hint: withinyour Customer
Management System (CMS).

The treasure trove of dataat the
disposal of marketersisimmense.
What’'s more, it can seamlessly
intertwine with IP address data,
providing arobust foundation for
constructing nuanced audience
segmentation and targeted marketing
strategies. By harnessing the power
of IPaddresses, advertisers can
transcend many of the limitations
posed by cookies, creating more

accurate andrefined audience profiles.

But try not to getahead of yourself.
Having the data solves approximately
one-third of the post-cookie
marketing challenge. The other

66%7? Well, it consists of clearly
outliningwhat you are trying to
achieve, and finding theright IP
addressintelligence partnerthat can
provide the expertise and enterprise-
level consultation onhow to best
leverage IP address datato drive
results. (Bonus hint: if you canbuy

the datawithacreditcarditvery
likely doesn’t come with the level

of consultative support youneed

to maximiseimpact.)

As teamsreflectonwhat they’d
ultimately like toaccomplish, itisan
optimal time to also consider what
they don’t want to happen: arepeat

Charlie Johnson
Vice President, International
Digital Element
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of legislators havingtointervene
because of anindustry that has
collectively failed to treat sensitive
information, well, sensitively.

While building out your strategy
aroundusing alternate data

sources, like IP addresses, fortarget
marketing, itis a great opportunity to
also build out your plantoincorporate
privacy measures into how you use or
offeryourdata. (Extrabonus hint: a
good IP geolocationpartnercan

help with this!)

Third, understand that notall IP
address geolocation datawas
created equal — noteven close

Among many, here are three of
the mostimportant factors to
considerwhenevaluating IP
address geolocation data.

Distribution of Address Location:

As amarketer,youunderstand the
importance of precisionwhenit
comes to segmentation. While you
work through yourevaluation of IP
address geolocation data, pay very
special attentionto how P addresses
are placed throughout a metropolitan
area. If the vast majority of the IP
addresses foralarge metropolitan
areaareplacedinthe centerofa

London

London

Theimagesaboveillustrate how IP geolocation providers place IP addresses throughout the city
of London. With Digital Element data (top), brands can segment much more effectively and drive

improved campaignresults.

large city, youwon’t get the benefit of

segmenting beyond the city center.

Contextis KING: Geolocationis

the tip of theicebergwhenitcomes
tothe useful datathatcanbe mined
from [P addresses. There are many
more contextual clues that caninform
whether|P addresses are useful
foracampaignornot. (Hint: Think
VPNSs, Proxy networks or mobile IP
addresses). Each data point willhelp
informwhatyou canexpectfrom
your campaign.

Data Timelines: Geolocationis all well
andgoodsolongasanl|P address
is stable, but whatifitisdynamic?

Inthat case, you're going to want
tomake sure that your P address
geolocation partner takes thatinto
account. Todo this, they willneed to
be able to provide the behavioural

characteristics of IPaddresses and be
able toupdate theirdata frequently to :

ensure marketers have the latest and
most up-to-date information.

Collaboratingwith a partnerwho
delves severallevels deeperthan
basic IP address geolocationis

. essentialforthe impending shift

. away from cookie-based tracking.
. Theintricacies involvedin this :
. partnership extend beyond traditional
: methods, requiring a depth of :
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. understanding that goes far

. beyond mere geolocation.

. Suchcollaborationis pivotalin

: navigating the complexities of

© transitioning to alternative tracking
§ mechanisms and ensuring a

- successful adaptation to evolving
digitallandscapes.

- Fourth, relax

- While the post-cookie journey is

. atransformative one, itisnotan

. insurmountable one. To navigate it

. successfully; however, itisimperative
© toscrutinise the objectivesathand

. andembark oncomprehensive

. researchinto IP geolocation

. providers. Asking the right questions
- during this exploration will be pivotal,
- ensuring that the chosen providers

- alignwith the specific needs

- and goals of the advertising and
marketinginitiatives.

© Astheindustry adapts to a post-
cookie era, the strategicintegration

. of [P addressesemergesnotonly as
. aviablereplacementbut as a catalyst
. forprecisionand effectivenessin

. audience targetinginaprivacy-

. centricway @
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“While building out your
strategy around using
alternate data sources,
like IP addresses, for
target marketing, itis
agreat opportunity to
also build out your plan
toincorporate privacy
measures into how you
use or offer your data.”
Charlie Johnson

Vice President, International
Digital Element
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