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Identity and why it matters

Tying IDs together
historically

Why “cookieless” is being
talked about

Emergence of Unified ID 2.0
and why it is significant

What does all of this mean
for ecosystem stakeholders







[dentity

Anything that enables user-level information that can consistently
be used for the various steps in advertising.

Measurement /
Attribution

Frequency
Control
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[dentity before

In olden times, reconciling identity was somewhat easier

First name / Last
name

Phone numbers
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[dentity online
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AT WORK AT HOME APPS BROWSERS APPLE TV SMART TV

Chrome Cookie: 1234 B Device ID: DEF B STBID: 1234
(i Firefox Cookie: 5678 (i Safari Cookie: 1234 B Cable SubID: 1011
[N] 3¢ Party Cookies B Device ID: XYZ

B Device ID: ABC
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Cookies?

Originated all the way back in 1994

~ Small bit of code from websites
~ to browsers to make user experience better

o

o Then cookie-based information began
being shared or “synced” across sites

Desktop ‘ Chrome Cookie: 1234
Eﬂ ﬂ (i Firefox Cookie: 5678
AT WORK AT HOME [N] 3 Party Cookies

I'""T""'I E Device ID: ABC
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Thinking about identity in levels

HOUSEHOLD ID

INDIVIDUAL ID

DEVICES

B DEVICE IDS
@® AND COOKIE IDS

COOKIE ID MAPPING
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Household graphs tie together
individuals to associate “family
room” screens appropriately

Identity graphs help associate
mobile devices (device IDs)
and browsers (cookies) to get

a sense of which individuals are
connected to which “screens”.

Cookies serve as
foundational layer on
browsers and across the
internet ecosystem.
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How to build a graph

®
° °
° \ x : $ ®
K \W1 (
. | ;, /e ®
oo N4
7 NS, b
v AN
«{° /;// ‘\L o
R a—— '
S .,
Step 1 Step 2 Step 3
Ingest billions of events Train and build a machine learning model Construct the graph
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Remember...

« For advertising to be effective,
we need:

- Good choice of audience

Measurement / - Good choice of medium

Attribution - Good messaging / creative

- Reasonable ways to
measure success

- Ability to close the loop
to bring learnings back
into analytics

Frequency
Control

Targeting

M theTradeDesk



And That Means Identity Matters

Bell CROGERS
Freedom -Z TELUS

mobile mobility™

* Who are my current customers?
* What media do they watch?
* What budgets are needed?

How do I know who is in-

* Which parts of the campaign market or likely to be?

were most effective? Measurement /

» Can I measure foot traffic, web Attribution What creatives will resonate?

traffic, actual purchases vs.
campaign tactics?

* What's the optimal # of times to
message potential buyers?

« How do I minimize waste?

« Can I suppress non-buyers?

Frequency
Control

Targeting

What will motivate someone
to change service providers?

How do I “find” those targets
across media?

Can I scale in order to meet
sales goals?

Can I conquest from Bell /
Rogers / Freedom Mobile /
Telus”?
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Why the “cookieless”
conversation is occurring

. 8
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Why are my clients talking “cookieless™?

CNBC

= @ MARKETS BUSINESS INVESTING TECH POLITICS CNBCTV WATCHLIST PROa ‘

TECH DRIVERS

Google plans to kill support for third-
party cookies that track you all over
the internet

PUBLISHED TUE, JAN 14 2020.12:13 PM EST | UPDATED TUE, JAN 14 2020.4:35 PM EST
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KEY ® In a blog post, Google said it plans to phase out support for third-party cookies in
POINTS the Chrome web browser within two years.

® Third-party cookies can be used to track users, target ads and see how they
perform.

® Apple’s Safari browser and Mozilla’s Firefox browser have made similar moves to
limit cookies.
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Since 1994 — we've never explained the
value exchange of the internet

NN

o We use cookies for a number
of reasons, such as keeping
FT Sites reliable and secure,
personalizing content and
ads, providing social media
features and to analyze how
our sites are used

ge Cookies Deny

This website uses cookies to
enhance user experience and
to analyze performance and
traffic on our website. We also
share information about your
use of our site with our social
media advertising and analytics
partners. Privacy Policy

Deny

@00

By continuing to use our site,
you agree to our Terms of
service and Privacy Policy. You
can learn more about how we
use cookies by reviewing our

Privacy Policy.

Deny
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Core principles for a sustainable solution

Maintain
seamless access
to content

EE Build
the Value consumer
Exchange trust

7\
20 |G

Federate power and control of the internet
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Emergence of™
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A better future for 1dentity

Unified ID 2.0

Open Source Independent Secure and Consumer
and Interoperable Governance Privacy Friendly Transparency
Free and available Strict code of conduct Hashed and and Control
to the entire managed by an encrypted Clear and universal

preferences
and opt-out

ecosystem independent body identifier
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Bringing new benefits to the open internet

Walled Gardens

Unified iD

Maximizes 1P data for optimization and measurement

Single user opt-out and controls

Governed by central terms and conditions

Full scale of the open internet including CTV

Full interoperability for technology and 1P data

I BR
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The fabric for identity across the ecosystem
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Publishers Supply-Side Measurement & Demand-Side Data Advertisers

Platforms Data Providers Platforms Onboarding

Unified ID 2.0 connects  ° Designed to be fully interoperable with other identity services

the ecosystem around * Replaces the 3P cookie / MAIDs for measurement and data
| an open and secure solutions across providers -
framework for identity - Can function across web, mobile app, and CTV environments
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Interoperable across the advertising ecosystem
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An open and secure approach to identity

&

Consumer
verifies email

Consumer 2and sets privacy

A

preferences.

.

Unified ID is used in bidding

e

Publisher
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Email is hashed, ID Service Trusted
salted, and participants
encrypted to I can access Ad Ecosystem
create the decryption key
Unified ID. I\

Transparency and
Consent Service

t

Consumers can opt-out, view data usage, and change preferences at any time.
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For illustration purposes only

Transparency and convenience

DAILY TIMES

Please sign in to access the Daily Times. Signing-in

enables us to show you relevant ads.

* This keeps the site free
* Your email is kept private and never shared
« Visit the privacy portal to learn more

SIGN IN WITH SSO

Orsigninwith |1 G e

Already have an account? Log in
Why use SSO?
No Spam, We never share your email

Full control of your privacy is a click away

Sign-up once, access a large network of websites
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Full control in a centralized experience

For illustration purposes only

SIGN OUT

MAKE IT YOUR EXPERIENCE

Ads on the internet are what keeps content free. Help us improve which
ones you see across the internet.

Manage your personalization Manage your network

Review and manage the information
used to personalize the ads you see

Review and manage the websites
in your network

NOT YOUR THING?

You can turn off all personalization, but you will still be served ads that
will be less relevant for you.
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A better solution for the open internet
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Consumers
will retain access to
quality, free content
while enjoying better
privacy controls

Advertisers
can continue to leverage
their data at scale across
platforms and the
open internet

Publishers
will profit from relevant
advertising, maintain
independence, and provide
a consistent privacy
experience for their audience
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Navigating a Cookieless Future

Unified ID 2.0

Build an open, interoperable,
and deterministic
foundation for identity
on the open internet

Solutions for
ID-less Environments

Use Al and extrapolation
to segment audiences where
no IDs are available

Cross-Industry
Collaboration

Engage on Privacy
Sandbox and other
industry solutions
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Going forward with UID2.0

il

2021: Scale 2021: Transition

.Beta clelelSh for Governance assumed
clients, publishers & by industry partners
partners
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Key takeaways

Identity ("knowing” users)
1s a fundamental building
block for advertising

In order for non-walled-gardens

to continue effective advertising,

better Identity solutions are
in the works.

Cookies have been one
key component for identity

on internet, but are likely
going away

This will lead to better
advertising and better results
for clients.
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Thank you
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