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Time Session Guest Speakers Job Title Company
1:30-1:42pm ET Introduction Angelina Eng VP, Measurement & Attribution IAB
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New Rules for Digital Media Town Hall Series

* New Rules for Digital Media Town Hall: Privacy & Trust
Watch On-Demand at: https://www.iab.com/video/new-rules-for-digital-media-privacy-trust/

{
Arielle Garcia Lisa Giacosa Rachel Glasser Richy Glassberg

President & Global Head of Data Chief Privacy Officer
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https://www.iab.com/video/new-rules-for-digital-media-privacy-trust/

New Rules for Digital Media Town Hall Series

* New Rules for Digital Media: Addressability & First Party Data
Video On-Demand will be available next week

* New Rules for Digital Media: Addressability & Measurement
December 14", 2021 | 1:30-3pm ET
https://www.iab.com/events/new-rules-for-digital-media-addressability-measurement/
The third session of the New Rules for Digital Media series will feature experts from top-tier companies
discussing how advertisers and publishers can continue to market to users more efficiently and effectively
in years to come. We'll uncover ways companies are using innovative ways to target and measure
audiences that do not rely on cookies. You’ll hear from Lotame, Neustar, Pubmatic, TransUnion, and Yahoo
on the future of identity, addressability, and measurement.

Discussion Topics

.%. Targeting: Contextual, Behavioral, 'E' Media Platforms/Channels: CTV, Video,
Audiences / Cohorts Audio, Display, Programmatic, Social,
Display

.;::;:::;. Measurement & Reporting: Data clean
rooms, Attribution, Data Aggregation,
Incremental Reach / Lift / Sales

- ®
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https://www.iab.com/events/new-rules-for-digital-media-addressability-measurement/

Google and Apple are leading in protecting consumers’ privacy

s

Apple allows users
to block certain
types of content in
Safari, such as ads,
tracking scripts and
elements that can
cause slow page
loads

®

Sep

2015

2017

"l
Apple introduced
Storage Access API
Partitioned Cookies
no longer persistent,

blocked cookies set
to purge

o

Feb
2018

Jun
2018

."
Apple limits single
set of cookies per
site. 7-days storage
cap for client-side

cookies. Partitioned
cache verification.

o

Feb
2019

Apr
2019

¢
Apple implements
Enhanced
Prevention of
Tracking Via Link
Decoration. Updates

the Storage Access
API.

o

Sep
2019

2019

o~
<]

Announces Privacy
Sandbox

®

Jan
2020

Feb
2020

¢
Cookies for cross-
site resources are
now blocked by
default . 7-Day Cap
on All Script-
Writeable Storage.
Release of Cookie
Blocking Latch Mode
and Detection of

Delayed Bounce
Tracking.

o

Mar
2020

Jun
2020

"l
Saps the expiry of
cookies set third-

party CNAME-
cloaked HTTP

responses to 7 days.

SameSite=Strict
Cookie Jail for
Bounce Trackers.
Third-Party Cookie
Blocking and
Storage Access API

o

\[o}V;
2020

Mar
2021

s

Releases iOS 14.5.
On-by-default
feature Private Click
Measurement for
Web to Web, and
App to Web. App
Tracking
Transprency (ATT)
required for app
tracking.

o

Apr
2021

Jun
2021

s

Releases iOS 15. App

Privacy Report, Hide

my IP for trackers in
Safari, Hide my IP

for external content
in mail, Hide My

Email, iCloud Private

Relay.

[

Sep
2021

Oct
2021

"IP
<]

Google Ads plans
a (US) release
“About This Ad”
giving users more
transparency and
control of which
ads to see

o

Late
2021

Late
2021

s

Apple plans to release
iOS 16.

®

2022

2023

Released ITP 1.0 Rolls out Tracking
i*Edl;FEdng;SS;:te Via Link Decoration
racking oy further Caps, and Client-
limiting third-party Sidz &ookies to1l

cookies and other
website data. Day of Storage.

Removal of 24-hour
cookie access
windows. Users
prompted for
Storage API access.
Restrict first-party

r i bounce trackers.

s
B g ®
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LocalStorage
marked for deletion
pages arenavigated
to from a classified
domain to a landing

URL with a query
string or fragment
identifier. Deletion
after seven days no

user interaction.

L

Privacy Sandbox
Proposals via W3C
Groups

"IP
<]

App-Bound Domains

feature limits the
domains on which
an app can utilize
APIs to track users
during in-app
browsing.

g

FLoC Origin Trial
Testing Kicked-off

~
<]

Announces delaying
Privacy Sandbox til
2023.

o~
<]

iab

Google Ads plans to
release data-driven
attribution to
become the default
model for all Google
Ads Conversion.

ﬂ
<]

Android 12 will limit
developer’s access
to Google
Advertising ID
(GAID) on allowing
users to opt-out of
ad personalization.
Will allow users to
share “approximate”
location instead of
precise. New Privacy
Dashboard.

~
J |

Rolls out Privacy
Sandbox

o~
<]
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Google and Apple have the largest US share of browser usage

Browser

Firefox Samsung

3.42% 1.96%

Safari

34.87%

Chrome

50.38%

|

~85% Total Share .
This represents ~54% of Chrome Desktops.

Chrome 95 release 10/19

Browser Version

Chrome 94 Safari 14.1

Safari iPhone Chrome for Android Chrome 93.0

24.83% B 18.35% 16.2% 3.91%

Released 09/20/21

3.89%

I iab
. ] : PROGRAMMATIC+
|ab. Source: gs.statcounter.com - October 2021 (desktop, mobile, and tablet) (o | o JRSSIIaEIlI



https://gs.statcounter.com/

iPhone users are quick to install the latest version of iOS

i0S 14.7 i0S 14.8 i0S 15.0 i0S 14.6 i0S 15.1 i0S 14.5

34.21% @ 24.27% @ 19.85% @ 5.69% 0.94% 0.58%

Released 07/19/21 Released 09/15/21 Released 09/20/21 Released 05/21/21 Released 10/25/21 Released 04/26/21

|

~86% have upgraded to iOS 14.5 and above

100% —— — — —

90% -
80%

70%

60% ~14% of i :
S0, 6 of iOS devices have not upgraded
40% to 14.5+

30%
20%
10%
0%

Thank you auto-install.

Apr-21 May-21 Jun-21 Jul-21 Aug-21 Sep-21 Oct-21

Pre 14.4 i0S 14.5 i0S 14.6 i0S14.7 mi0S14.8 mi0S15.0 mMiO0S15.1

iab I b
: ] PROGRAMMATIC+
I0D.  Source: gs.statcounter.com - October 2021 (o | o JRSSIIaEIlI



https://gs.statcounter.com/

A spectrum of consumer preferences for personalized ad experiences

| want
everything

personalized

just for me.

| do not want
sites & apps
use my data
for ads.

I’'m ok if
sites & apps
recognize my

visits to control

how often | see
ads.

® @
iab. 1ab. rosumanc:



And we’re seeing that play in real-time with Apple iOS’s ATT Framework: ~15% Opt-In

U.S. Weekly Opt-in Rate After iOS 14.5 Launch Across All Apps

% of Mobile Active App Users Who Allow App Tracking Among Users Who Have Chosen to Either Allow or Deny Tracking

Month1 Month2 Month3 Month4
= A <7 A § 0 % AL
60%
40%
0% 15%
0%
Launch Day May24 May31 June28  Juy5 A2 A9 Sept6

April 26

Source: Flurry Analytics, Data through 9/6/2021, n= 2.5M daily mobile active app users using iOS versions with ATT framework (iOS 14 and above)
Note: Opt-in rate = app users who allow tracking divided by (app users who allow tracking + app users who deny tracking)

i Source: Flurry: iOS 14 Opt-In Rate Since Launch. Updated September 6, 2021
ab.

U.S. Weekly Opt-in Rate Across Apps that Have Displayed the Prompt

% of Mobile Active App Users Who Allow App Tracking Among Users Who Have Chosen to Either Allow or Deny Tracking

Month1 Month2 Month3 Month4
A A A . A
\ A Y4 \" 8 |
60%
40%
20%
0%
Launch Day May24  May31t June28  July5 A2 Augd Sept6

April 26

Source: Flurry Analytics, Data through 8/6/2021, n= 2.5M daily mobile active app users using iOS versions with ATT framework (iOS 14 and above)
Note: Opt-in rate = app users who allow tracking divided by (app users who allow tracking + app users who deny tracking) in apps that have shown the prompt

@ FLurRy

@
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https://www.flurry.com/blog/ios-14-5-opt-in-rate-idfa-app-tracking-transparency-weekly/

Changes is already underway...and will continue

Don’t Track Online
Blocking of Third-Party Cookies
Limit Use of First-Party Cookies

Don’t Learn About Habits
Limit access of browser history
Shift to cohort targeting

iab.

Don’t Use Identifiers

Limitations of mobile / device / user identifiers
Limit sharing of first party data to third parties
Masking of Pll data (e.g. email address)

Don’t Follow
Obfuscation of IP / Wi-Fi Addresses
Limited use of Geo-Data

@
Iab PROGRAMMATIC+ 11
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Making it more difficult to measure, attribute and make decisions

iab.

Reporting & Attribution Time Delays
III. Shorter Attribution Windows “ Delayed Signals
Restrictions on Link Decorations Delayed Reporting

Aggregated Reporting
Predominantly Post-Click Attribution

More difficult to: And as a result:
e Cross Site Tracking

e Multi-Touch Attribution

Longer Reaction Times
Optimization Limitations

* Cross-Channel Attribution

More questions than answers

* Cross-Device Attribution Potential negatively impact to revenue,
sales, conversions (reduction in volume,

e Gather consumer insights ) )
increase in cost pers)

®
Iab PROGRAMMATIC+
@® DATA CENTER

12



|AB is gathering thought leaders and industry experts together via the...

Browser / OS Ads Testing Task Force

I Strategize on Crowd-source
approaches to implementation ideas for
emerging forms of testing features, such as

Agencies . addressability floc, FLEDGE, etc.
Te St Brands

Publishers
Tech
Data

S h a re Ultimatelv. sh Build consensus and collective
'ma te ¥, s alie feedback to browsers and
aggregate resuits, other platforms rolling out

successes, and .
! new forms of addressability

failures in early
testing

® @
ol 1ab. osumanc

If you’re interested in joining, or would like more info, email data@iab.com


mailto:data@iab.com?subject=Browser/OS%20Ads%20Testing%20Task%20Force

Jessica Munoz
SVP, Product Marketing &
GTM Strategy

Kerel Cooper
Chief Marketing Officer




£ Livelntent

Build, enrich, and activate
first-party audiences



SVP, Product Marketing & GTM Strategy

Chief Marketing Officer




Newsletters are having a moment

- o 2

— NY TIMES GOES ALL v o S o

IN ON P At g Aol e e b o s

NEWSLETTERS; e et P S

USER-AGENT STRING S oo0e

FREEZE DELAYED; e

NPR LAUNCHES =t

DIVERSITY TRACKER =

: E=EET

‘Wantte urdentand the Setatack razel
4S5 N . F° 1

The Drum: MediaPost: Admonsters: Digiday:
Want to understand the Put Your Money Where Your NY Times goes all in on The Washington Post wants
Substack craze? Think of it Email Is: Brands, Publishers Are newsletters three minutes of your morning to
as evolution Investing This Year read (or listen to) its newsletter

%
-

Livelntent


https://www.adweek.com/media/google-newsletter-effort/
https://www.adweek.com/media/google-newsletter-effort/
https://digiday.com/media/the-washington-post-wants-three-minutes-of-your-morning-to-read-or-listen-to-its-newsletter/
https://www.mediapost.com/publications/article/364557/putting-your-money-where-your-email-is-brands-and.html
https://digiday.com/media/the-washington-post-wants-three-minutes-of-your-morning-to-read-or-listen-to-its-newsletter/
https://www.thedrum.com/opinion/2021/05/19/want-understand-the-substack-craze-think-it-evolution
https://www.admonsters.com/eletters/ny-times-subscriber-only-newsletters/
https://www.admonsters.com/eletters/ny-times-subscriber-only-newsletters/

Monthly impressions (billions)

We’'ve spent a decade establishing a programmatic first-party email network
that is impossible to replicate in both technology and scale

Identity Solutions
250M unique launch

hashes

LiveTag 2.0
launch

Began expansion to
commerce emails

10 Integrations with Adobe, MediaMath,
Tradedesk, DV360 and Centro
8
LiveConnect and Dynamic
Product Ads launch
6 CROUPCHN

100M unique
2 hashes i

& sAEENT e A
Mojn and Avari 2 ) ATERICER
acquisitions B 5N 2
4 — i ) e D
i T ¥ @)ioversiock

2009 2010 20M 2012 2013 2014 2015 2016 2017 2018 2019 2020



Livelntent unlocks
two addressable
media channels:
web and email

Livelntent



Our graph is refreshed daily by organic engagement
across devices and channels

LiveConnect tag on site

Trendieg Dasis for Yau

tresh Your Home & Gardun:
als Starting At $15

LiveConnect tag

i il
LiveConnect Email in mobile app

Extension in email

User is matched to a database of over
800 million HEMs in the Livelntent
Identity Graph, represented as nonlDs



Create custom audiences by onboarding a customer file or using LiveConnect
to build audiences based on engagement with your website or mobile app

Customer file Website visitors

oliver@email.com

Monstera Deliciosa
§57

jane@email.com

jessica@email.com

brad@email.com

\'®

Livelntent



Leveraging the Livelntent DSP or your DSP of choice,
you can then target the consumers in your audience

< inbox

\
v e

Liveintent




Accurately attribute engagements with customers
exposed to your advertising using the noniD

< nbex

% D Evergreen
T2l .
: LR
5“\.’/. g g;mslera Deliciosa
e 4 e T —
4 : Modium -
oo} P

%
First impression on the web Second impression in email Purchase on website 7

Livelntent



Email newsletter exchange
offers authenticated media
in a truly unique channel

NEW YORKER

The Daily

100% logged-in audience

Authentic impressions seen by real subscribers

SO

o’ 200+ million unique readers
000

Validating hashed emails and publishers’ audiences

:;1 2000+ premium publishers

Including 22 of the Comscore Top 50 media properties

How the Week Organizes and
s Ot L

y

Liveintent




RUE GILT

GoROGHEUERE

Rue Gilt Groupe secures new high-value customers
and achieves 2X higher conversion rate

@) Y%

2X 140%

higher conversion rate increase in scale YOY

“As long-time partners of Livelntent, we have been continuously impressed
with the team’s creativity and dedication in finding customized solutions
for our business. The “Add-to-Cart” optimization, being our latest success, Kristen Stewart Is a Spot-On

: - . . Princess Diana in Our First Look of
has unlocked Gilt’s ability to acquire valuable customers at a higher scale
than we’ve ever achieved on the Livelntent Platform.”

Christine Rhea
Senior Manager of Growth Marketing, Rue Gilt Groupe

\'s

Liveintent



Livelntent delivers quality identity resolution for web
inventory, embedded throughout the programmatic ecosystem

5

Header bidding
partners

4,000+

Websites with
Livelntent Identity
enabled

O
L e = Prebid

©CBS
s Oun @

Zufily Chicago Tribune

@meredith HEARST

Magnite
W PubMatic “OpenX

88%+

Resolution rate across
sites with Livelntent
Identity

3 Lib
oracte it

1 Staples. MediaMath’




MediaMai:r?)

Greater reach of fi rst-pa rty H2H against their third-party cookie segment:
audiences using the nonlD

Livelntent identified

Challenge 2 45%

Wanted to increase the scale of their first-party more impressions with the nonID
audiences on the web and reduce inefficient media
spend due to low match rates for third-party cookie
segments.

Advertiser scaled ad spend

Solution 30%

The brand worked with Livelntent to onboard their more using their nonlD segment

first-party data and build a nonID segment. They
targeted the segment across websites with Livelntent
Identity enabled.

\
-

Liveintent




Thank you!

We appreciate you tuning in to learn more
about Authenticated Bridge.

Want to know more?

contact@liveintent.com




Livelntent References

Links to some of the content Livelntent produced recently related to Apple's MPP.

Real Time Banter chat with Chad White from Oracle: What you need to know about Mail Privacy

Protection

How email marketers can adapt to Apple's Mail Privacy Protection

Retargeting and addressability in the new privacy-first programmatic landscape

How advertisers can adapt to iOS 15 with Livelntent

How publishers can adapt to iOS 15 with Livelntent

iab.


https://blog.liveintent.com/real-time-banter-with-chad-white-what-you-need-to-know-about-mail-privacy-protection-mpp/
https://blog.liveintent.com/how-marketers-can-adapt-to-apples-mail-privacy-protection-update/
https://blog.liveintent.com/retargeting-and-addressability-in-the-new-privacy-first-programmatic-landscape/
https://blog.liveintent.com/how-advertisers-can-adapt-to-ios-15-with-liveintent/
https://blog.liveintent.com/how-publishers-can-adapt-to-ios-15-with-liveintent/#what-is-apple-changing

Bill Michels

Executive Vice President (.b theTradeDESk

Product & Engineering




Unified ID 2.0 Resources

Links to some of resources to learn more about Unified ID 2.0

* Industry Initiative: Unified ID 2.0

What the Tech is Unified ID 2.0?

Documentation Repository for Unified ID 2.0 — GitHub

Unified ID 2.0 Partners

In Human Terms, Episode 15: Unified ID 2.0

|IAB Tech Lab: Authenticated Consumers & The Trade Desk’s UID 2.0 Webinar

iab.


https://www.thetradedesk.com/us/about-us/industry-initiatives/unified-id-solution-2-0
https://www.thetradedesk.com/us/news/what-the-tech-is-unified-id-2-0
https://github.com/UnifiedID2/uid2docs
https://www.thetradedesk.com/us/about-us/industry-initiatives/unified-id-solution-2-0/unified-id-2-partners
https://www.youtube.com/watch?v=mJP2ngh0owc
https://youtu.be/ivXErC3U_Xc

Brian Kochkoff dentsu
Head of Automationd

Cathy Mulrow-Peattie Loeb & Loeb
Of Counsel

Imene Drir ViacomCBS
. VP, Measurement Strategy &
"~ Data Governance

Emodo
Head of Data Strategy

Alliant
VP, Data Science

IBM Watson Advertising
Design Principal,
Head of Al Ad Product Design

IPONWEB
Head of Information Security
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