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The Cookie Has Five Years Left .
Ky Ka M > Says Merkle's Paul Cimino Are Cookles
[} by John Ebbert // Tuesday, April 23rd, 2013 - 3:06 pm

-anBa Dead In Digital

Since being acquired in September 2012, Paul Cimino’s Brilig Data '|'a||(|||g Data

Exchange serves not only its own customer base but also that of its

L ]
o o new owner, Merkle, and all of the first- and third-party data it looks - P
Ha CeroﬂHﬂLuHV”/l 'E"eHb. .. D'a M 3aBTpaLL|HV"/| to leverage on behalf of its Merkle clients across marketing .- ,‘ 3 Ma rk‘ tl ng *
campaigns. 8

TO)Ke - ﬂ'pyro ro pe LLIeH Mﬂ ' KpOMe COO kle Bce In an ongoing effort to understand how data is applied in digital
paB Ho H VI y KO ro HeT' advertising, we asked Cimino, VP/GM Brilig Digital Data Solutions at

Merkle, about industry trends and how the data exchange works.

Paul Talkot Contributor @

CMO Metwork

AdExchanger: The Brilig Data Exchange is positioned as a
e I T o o -
I'write about marketfing strategy.

cooperative. How does that cooperation manifest itself? Paul Cimino, VPIGM

Brillg Digital Data Solutions
PAUL CIMINO: There are a couple of key ways. One is that all of the MERKLE
sellers of Brilig agree to be part of a composite market or a
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COMPUTERS

Google Chrome proposes
'privacy sandbox' to reform
LONG LIVE THE COOKIE! advertising evils

Publisher ad revenue drops 52% when ads aren't
targeted, says Google -- whose privacy sandbox idea
aims to offer both ad targeting and privacy.

BY STEPHEN SHANKLAND © AUGUST 22, 2019 2:06 PM PDT
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Customer Relationship Management

* [locTosAHHbIE MOEeHTUUKaTOPDI

« TpyaHo cobupatb 1 oborawiatb AaHHbIE

* [lpnmeHeHne “cBepx” email MapkeTuHra
TpebyeT pacwumpeHHoro Habopa

HaBbIKOB
* Tonbko 15t party data

Data Management Platform

*  Kykn xunByTt 30-90 gHen

* MHoro gaHHbIx 060 BCex norb3oBaTensax

+  CnoxHo BepudumumnpoBaTb TOYHOCTb
AaHHbIX

*  OMdEKTUBHO B YMESbIX pyKax

o 1st 2nd 3rd party data

Customer Data Platform

» CnoXxHo 1 Aoporo co3gaBaTb

+  Ob6beaunHseT nepcoHarbHbIE U He
nepcoHanbHble AaHHbIe

* [lossonset genatb 6onee rnybokyto
aHanuTUKy

* He paet «marmnyeckoro» pesynsrara

g PEPSICO
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MeXxayHapoAHble pelueHusi He Bcerga
afanTUpoBaHbl ANA pbiHKa Poccum

Aidata* Bluekai*

1.4bn 176m 0O.1bn 2.7m
Russian cookies Gender identified Russian cookies Gender identified
Parents identified Children goods buyers Parents identified Children goods buyers

i PEPSICO OMD MarTech | OyP Mo cocTosiHMIO Ha ceHTsIEpb 2018 roda



KPI gna DMP nnatdopMbli
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YnyJuweHue nokasaresneun npwu
TapreTuHre Ha cerMeHTbl

[MoBbIWEeHNe ToOYHOCTK nonaganus B LIA
YBenunyenue CTR, CR n gp.

CpaBHeHue pe3ynbTaTtoB pasMeLleHnin Ha
JaHHbIX DMP ¢ BO3MOXXHOCTAMU Meaua
NOCTaBLLUKOB

AHanuntunka ayautTopum m ee
noseneHus

Hanunune gna 6onee yem 70% cobpaHHbIX
1st party gaHHbIx 6onee Yem 50 aTpnbyToB
no 3' party gaHHbIM y nocTasLmka DMP
peLleHuns

CootBeTcTBUE NNatcopmbl
TEXHUYECKUM TPeOOoBaHMAM

YpoBeHb «MeTyYnHra» ¢ DSP
nnatgopmamu: DBM, MyTarget - 80%+
CtaHpapTHble CErMEHTbI U UX EMKOCTb -
15%
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JBonuua data nnatdopm B PepsiCo

BHenpeHnue
mexgyHapogHoro DMP
pelleHus, paspaboTka
CTPYKTYpbl cbopa
JaHHbIX C CanToB

KOMMNaHum
o O o
» [eueHTpanusoBaHHas 3ameHa CRM nnatdgopmbl BHenpeHue
CRM EavHas nokansHoro DMP
* Tonbko email- permcTpauusi/aBTopmsaums pelweHns
marketing lNoakntoyeHne aaHHbIX YaT- Pa3meTka cantoB
ooTtoB KOMMaHum
TecToBbIE KENCHI MNepepaya CRM
MCNONb30BaHUA OAHHbIX B JaHHbIX B DMP
mMegma Mcnonb3oBaHne

JaHHbix DMP B megua

N
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CTpyKTypa TeKyLlero peweHus

270 cermeHTOB CtaHpgapTHble
3 YPOBHSAI BNTIOXEHHOCTH CerMeHThl
BknioueHue / UcknioveHue / KacTomHble
MacwTtabupoBaHue CermMeHTbl
AHAMTHKA KnactepHbin aHanua
Audience Dashboard
MpoaykT «Bigfish» — aHanuTnka no lNoBeneH4eckue

KOHTEHTY CTpaHuULY CerMeHTbl

BN [ 0 [

PepsiCo DMP

@ weborama

60+ cantoB M

Cantbl bpeHaoB nnatchopm

OT 510080
noseaeHYecKux
cuUrHanos

Tpurrepbl Ha canTax

CRM paHHble CRM cucrtema

L

20+ 6peHpoB

3 ypoBHSA — nokas3bl / KNUku /
KOHBepcum

Postclick n Postview aHanutuka

Meawna peknama
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DMP PepsiCo B «6bonbwux» undpax

2/m

O6bem DOasbl Ha cerogHs

500+

CerMeHTOB MCMNOMb3yeTcs

~1500

1st party data cermeHTOB

~40%

Pa3smeLieHnn programmatic
Ha aaHHbIX DMP

~15  ~70

UenoBek — kKomaHaa NpoeKTa UenoBek BOBNEYEHO B pa60Ty

10 o0

MecsiLieB paborTbl Yumcno npob n owmnbok
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JETCKOE ITNTAHHE

47 cTaHAAPTHbIX U KACTOMHbIX cermeHToB 3' party
OaHHbIX NepefaeTcs Ha pasMeLLeHne

22 cerMeHTa Ha ocHoBe 15t party AaHHbIX O nNoceLeHnn
canToB KoMnaHum (+peTtapreTuHr un look-a-like)
nepenaeTcs Ha pasMeLleHne

Bepudgmkauna nonaganus B LUA 4epes ayantopHyto
naHersrb

5 cerMeHTOB Ha OCHOBE KOHTEKCTYyarbHOro aHanmsa
(BigFish) ons onpegeneHnsa Bo3pacTa AeTen NOMeCSYHO
Onboarding CRM gaHHbIX

anMeHeHMe B PEKINMaMHbIX KaMNaHUAX

2y5) & peps

+18 apyrux 6peHaoB

458 cTaHAAPTHBLIX U KACTOMHbIX cermeHToB 3" party
AaHHbIX NepefaeTcs Ha pasMelleHne

32 cermeHTa Ha ocHoBe 15t party AaHHbIX (peTapreTuHr u
Look-a-like) nepenaetca Ha pa3meLLeHne

OnTnmMmnsauma 4acToTbl Ha pasHbIX NOCTaBLLNKaxX Yepes
«QpobneHne» cerMeHToB

MCTOYHUK JaHHbIX 4N NepCoHann3aunm peknamMmHbixX
KaMnaHuu

N
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AHanNuUTuUKa v

KNnacTepHbIN
aHanus

PespiCo - AGUSHA Campaign | Segmentation @ weborama

0.55%

‘ [Cluster 1] [Cluster 5]
N Young women concerned Tech population with
nterests

with personal care 0.42%

KnactepHbin aHanus & omen
npeacraBnseT cobon Kak
aHanuTu4YecKoe uccriegoBaHue, =
. I

Tak u online-dashboard T B
* BbigBneHune nHcantoB -

LeneBon ayautopum
*  WHTerpauus B peknamuyto

KamMnaHumio

Yerylow

* Crpaternyeckoe

nnaHnpoBaHue Q
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£ pEPSICO  OMD MarTech | O



TOYHOCTb UN(PPOBLIX AAHHbLIX HA CerogHs

JETCKOC ITUTAHHUE

0O Google
g

3agaya — NOUCK ayauTOPHOM rpynnbl MosioAabiX Mam ¢ AeTbMu go 1

roga, Bepudcdpukaumusa yepes ayauTopHyro naHenb. TOYHOCTb cbOopa:

X1

1-u donant
CpaBHUMO C OObIYHbIM TaPreTUHIromM

MﬂeHTM(bVIKaLI,VIFI CBepX y3KnX uenesbiX rpynn B
Meguna 3aTpyaHuTenbHa. KOHTeKCTyaﬂbeIVI aHanms

- NOYTW €OUHCTBEHHbIN BbIXOA

x1,4

2-n chnant
YnydweHue anroputma onpeaeneHus

3a cyeT paboTbl Hag, KIOYEBLIMW CrIOBaMK ANsi CTpaHuL, a
Takke BKMOYEHUS / UCKIIOYEHNSI CETMEHTOB 13 ayaAUTOPHOM
rpynnbl AOCTUIMN CYLLIECTBEHHONO pocTa

3-u cpnaunt
anMeHeHVIe HaKonJyieHHOro onbiTa

B pesynbTaTte noctosiHHon paboTbl n BepudmkaLmm
OaHHbIX AOCTUrHYTbl OYEeHb BbICOKME MOoKa3aTenum
nonagaHus B y3kue Lenesble rpynmbl

£ pEPSICO  OMD MarTech | O
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BHepopeHue paboTbl C gaHHbIMU — 3TO TAXeno. Heobxoauma
MHTerpupoBaHHas npodgeccruoHaribHasgd KoMaHAa Ha BCeX CTOPOHaXx
npouecca

loa Ha MexayHapoOa4HOM pelleHUU, rog Ha noKanbHom, bonblue 20
cneumanucToB U TbICAYM YacoB PaboThbl A1 OOCTUXEHUA pe3ynbLTaToB

[laneko He Bce coOpaHHbIe AaHHble PaboTaloT TaK, KaK XO4eTCA UIU Kak
nnaHupyetcs. Ha cerogHsa B cpegHem no DMP site usage — nydwe, CTR%
Bbille AaneKko He Bcerga, nonagaHve B CrNOXHbIe ayaAUToOpUM nydiue

KoHTponb Hag fgaHHbIMY — 3TO AOCTYN K AONOSIHUTESNIbHOW aHarIUTUKe U
ynyJuweHue ahpeKTMBHOCTU Meana-pasmewieHnmn ana 20+ opeHpoB
KOMMaHuun
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Ecnun 2 roga Ha3zag 3HaTh Kak 3To
OyaeTt — BCce paBHO NpoLUnu Obl

3TOT NYTh
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