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FUTURE WITH NO CUSTOMER
DATA?
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EVERYONE IS TALKING ABOUT
COOKIELESS WORLD
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WHAT IS THE EXPECTED IMPACT?
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WHAT DOES THIS MEAN FOR MY
TECH STACK?
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User Journey with 3rd Party Cookie

FACEBOOK

Jake is browsing through
Facebook and sees
sponsored content based on
an a broad Facebook
prospecting audience he falls
into.

fTEALIUM

Jake arrives on site directly.
He is recorded as a new
visitor a pixel is fired to

record pages that Jake has
interacted with in his cookie
set.

One week later, Jake sees a
Facebook ad that is more
tailored based on data
provided by the pixel/cookie
on what he interacted with
on the site.

=

Jake has returned to the Jake purchases item he’s
site for his 2nd session the been thinking about. This
site is personalized based on order is recorded as one from
the ad he came in on. The a return visitor on their 274
pixel is fired and the cookie session. Facebook receives

updated based on attribution, and he is placed
interactions. He moves on a suppression list aligned
to order. to his purchase.
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User Journey without 3rd Party Cookie

FACEBOOK

Jake is browsing through
Facebook and sees
sponsored content based on
an a broad Facebook
prospecting audience he falls
into.

fTEALIUM

®

Jake arrives on site directly.
He is recorded as a new
visitor a pixel is fired to

record pages that Jake has
interacted with in his cookie
set.

One week later, Jake sees a
Facebook ad that is more

tailored based on data
provided by the FB
pixel/cookie on what he
interacted with on the site.

®

Jake has returned to the site Jake purchases item he’s
for his 2nd session the site is been thinking about. This

personalized based on the ad order is recorded as one from
he came in on. The FB pixel a return visitor on their 2nd

is fired and the FB cooki
updated based on

e session. Facebook receives
attribution, and he is placed

interactions. He moves to on a suppression list aligned

order.

to his purchase.
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WHAT IS THE SOLUTION IF THERE
IS ANY?






Reichweite

Data Reach-Prognose: Mehrere Identifier treten an Stelle des groRen Platzhirschen 3rd Party Cookie
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THE FUTURE OF THE CDP



With CDP

CRM

WHY CDP?

¢

A centralized
customer identity

Many views on
different customer
identities

[

All systems are
integrated into all
sources

No system is
connected to all
sources

v

Without CDP




FEATURES OF CDP
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CDPS VENDOR TYPES BY GARTNER

Execution

Marketing
Cloud

IT-Managed
pabeue-1a19)e

CDP .
- Marketing
Engines Data

and _
Toolkits Integration

Data Management

Source: Gartner Group



Analytics Insights / Email Campaign

BLUEPRINT

Enterprise Customer Data Hub

Client Side
T™S

Web- / APP Behavioural / Paid
Media Campaign Engagement Data

Analytics

Email / CRM

Data Connect
Out of the Box Integrations CRM / Big Data

Retail

Engagement Data

Data Collection

Consent & Data Governance

Server Side Data Layer & Data Transformation

Event Processing - API HUB*

Key Features
Data Structuring- / Filtering

Adobe
Analytics

0O Meta
N
CXRITEO

Pre-Configured APIs
Realtime

Data Output
ClickStream

Visitor Processing - CDP*

Dynamic real-time ID Resolution
Persisting unknown / known IDs

Real-time Visitor Stitching
Merge profile data across sources

Realtime Event- &
Conversion Data for e.g.
Event based Targeting,
Monitoring, Analytics,
Attribution etc.
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trivago
@ Tripadvisor

\
avVe

YAWIN

Adobe
Analytics

Display &
Video 360

CXRITEO

Dynamic real-time Visitor Profile
Persisting IDs & historical, in-session or
future behavioural visitor insights

Dynamic real-time Audience Management
Real-time audiences driving 1:1 relationship

N y

Machine Learning

Key Features
Propensity Scores & Out of the box ML Insights

Data Output
Likelihood Scores

Data Standardisation / Transformation / Enrichment

Realtime Visitor Data &
Segments for 1:1
Personalisation e.g.
Onsite, Paid Media,
CRM, Retail Ads, Visitor
Analytics, etc.
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00 Meta
brage

Adobe Target
b
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Google
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...and there should be
even more!

Integration & Activation



CONNECTED DATA = CONNECTED CUSTOMERS

Marketing Clouds @ @ Brick & Mortar
DMPs Mobile Apps

Personalization @ Social

Website Display

CRM = ’ @ Call Center




HOW DOES THIS ALL ALIGN WITH
LEGAL?



Consent Applied to the Customer Data Supply Chain

Automated, orchestrated, governed, and secured customer data over its full lifecycle from a central hub
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SUMMARY AND
KEY TAKE AWAYS



Summary

It's all about trust and relationships

Establish a 1st Party Data Strategy

‘Technology Only’ does not solve the problem

Multiple solution approaches filling the 3rd Party Cookie gap
Connecting the dots with a CDP






THANK YOU



