
VIABLE ALTERNATIVES FOR A 
COOKIELESS FUTURE
Consolidating data for marketing optimization
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The whole story

THE PROMISE OF DIGITAL ADVERTISING
every touchpoint is logged, reported and actioned

1 2 3 4 5

Kind of like relying on clicks, this is something that is only realistic in very closed and controlled 

environments where someone’s going to be moved to a measurable conversion very quickly 



• ITP / Google soon

• Privacy legislation

• Poor 3rd party data

• Not representative of real world

• Walled gardens

• IDFA? ADID?

…get ‘em while they’re hot!

THE COOKIE IS ALREADY DEAD, JUST NOT BURIED YET



• Last touch attribution favours cookie bombing & fraud

• Lookback windows can be crazy – entire business models are built on 

unrealistic CPAs

• Default settings of web analytics platforms are set to last click which 

favours lower funnel tactics like search.

• Walled gardens don’t allow cross channel attribution

CURRENT ATTRIBUTION MODELS OFTEN FLAWED











CASE STUDY: LONGITUDINAL STUDY OF AN ONLINE RETAILER

Does long-term 
exposure to display 
advertising have a 

strong correlation to 
online purchase?
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The relationship was almost flat between total 
impressions and average monthly revenue per 

cookied user.
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The more impressions over the course of the 
year, the more spent.



Up to a point…
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But it still doesn’t tell the whole story.

There are still issues with this kind of analysis.



Consider that no Safari cookies 
persist, few mobile cookies and 
many on other browsers delete 

them routinely

This is only e-comm, not bricks 
and mortar

For example, users with a single 
display exposure could be more 
heavily influenced by another 

medium like TV or print

explanation
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— Salvador Dali
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PAST 5 YEARS INTEREST IN ATTRIBUTION METHODS



Return on 

Ad Spend

While this is not strictly an attribution method, 
it is worth discussing as it is seen as a panacea.

Still relies on a 1:1 attribution scenario.



Incrementality

In today’s world of constant media 
bombardment, can marketers possibly do this 

accurately?
Source: “Guide to Clinical Preventative Services: Report on the U.S. Preventive 
Services Task Force,” for the U.S. Department of Health and Human Services



Source: “Guide to Clinical Preventative Services: Report on the U.S. Preventive 
Services Task Force,” for the U.S. Department of Health and Human Services

Critical to business 

but the stakes 

aren’t as high

We’re measuring 

advertising 

effectiveness



Media Mix 
Modeling

With media becoming more fractured every 
day, this is more important every day. But it’s 

also more complicated every day.

Is it possible to do this in any meaningful way?



Credit: xkcd





26

LEARNING FROM COMPLEX AND DISPARATE DATA SETS

OUT OF HOME

COOKIED 
DIGITAL 
DISPLAY

CONTENT 
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EYERETURN HAS BEEN MOVING THIS DIRECTION FOR A LONG TIME

Descriptive  
Stats

Details and 
Learnings

Data Viz and 
Exploration

Executive 
Insight

Custom 
Setups

2000
2019 and 
beyond

Reporting History



• Publishers have an advantage here with SSO and opted-in users

• Persistent Identifiers (Index Unified ID etc)

• API connections to walled gardens (e.g. Facebook/Instagram, Google Ads, etc.)

• Automated SFTP file transfers for internal data sources such as sales

• Open datasets

• Rich unstructured data (e.g. dumped into BigQuery)

DATA SOURCES ARE COMBINED
without reliable and widespread cookies the alternative is mosaic of data sources



Basic consolidation has immediate value



• Geography is available for advertising efforts and sales data

• The fuzziness of anonymous data gets a little clearer at this level

• A lot can be extrapolated from time and place

…..And – it’s REAL

TIME AND PLACE NARROW IT DOWN

the “right place and the right time” starts with know what’s currently happening



Simple matching of spend by FSA and customer conversion by FSA 



Data can be visualized in any way



• Weather data

• Municipal, Provincial and Federal Open Data

• Trending information

ADDITIONAL DATA LAYERS
any publicly available data that is relevant to a given advertiser 









Adding more data connections gives a fuller picture.



— Thomas Sowell
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Beware of spurious correlations!



• Confounding variables

• Macro trends

• Adstock

• Base outcomes

• Realism and saturation

• Ignoring new sources of 1:1 addressability

WATCHOUT FOR THIS KIND OF MODELING
identify the relationship between marketing effort and returns



Paywalls and single sign on 
make collecting data a 

mutually-beneficial agreement 
between publishers and 

consumers

Google Ads Data Hub and 
Amazon’s solution combine first 
party data with their own cross-

device identification

Torstar for example has 
leveraged its enormous data 

resources to produce datasets 
that can combine offline and 

online behaviours

Attribution
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The industry is coming together 
with new urgency (Index, IAB 

Tech Lab, TTD)





BACK TO OUR CASE STUDY
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KEY
TAKEAWAYS

Think about your 
outcomes –
reporting, 
optimization

Quiz Vendors Beware of magical 
tech workarounds 

Prepare clients and 
stakeholders

Rethink, rethink, rethink




