The Do’s and Don'ts of Location-Based Advertising

Built for Canada on Privacy-First Principles
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Know Your Customer

e Data make the consumer
experience better

 Consumer choice is paramount

* Beingrelevantisn’t always easy

 Use location BUT target
audiences
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Data Quality Matters

* Mobile phone location data are
inputs

* Bigdata are best integrated with
other data

* Precision matters

* Technology must enable not
constrain
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Privacy First

* Trust with consumers and being
data driven can co-exist

e (Canadian businesses invest
millions in compliance

* Laws need to be updated (in
process....) —=TCFs, CMPs

* Build data strategy on principles
-choice, transparency, consent

* Led by the business —balance
legal, GR and business objectives
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Attribution & Measurement

e Did it work?

*  Moving from Insights to
Activation to Attribution to ROI

e Barriers on brand side

* Barriers on supplier side -
advertisers, agencies and
platforms — aligned to strategy

* Easybutton required
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Leveraging 1st Party Data - Clean Room

1. Whatis EA Clean Room? &;j{
e Secure, cloud, in Canada M%QQ%%
e For limited specified purposes //“.m_&gw @(‘&:ﬂkl
WL o)
¢ Built with Privacy-First principles for Canadian regs CON ~ i;égi}vs‘ﬁ
2. Blending, matching and activating 1st party data sources L 9
. g? / \4 \‘"\ﬂ &.) /) Xv fl;kh\
*  Acrossinternal data owners % 5 g
*  Multiple advertisers s - R 4 /“Vf%g
. . - H 2 -
*  Advertiser and publisher Ts
3. How are data matched? 4. Why Canadian?

* Canadais a small market
* Culture andregs
* Connected to global

. IDs, other tombstone data — deterministic/ probabilistic
. Encryption
. No Pll shared ever
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Break Down the Siloes — Create Tech Built for Purpose

Blend Enhance Analyze Audiences Activate Measure Connect
N 2222 1, &) Advertisers
g 2222 - =
/L4 il 2222 @ Agencies
Models Individual Direct Attribution 4 Publishers
AI/ML Household DSP, CDP, DMP ROI
EA ENVISION Postal Code Publishers - SSP Test & Learn 4= Platforms
Segment AgenCieS Reﬁne
Location 4 1D Graphs
Personas  m pint/Broadcast
OOH
3rd Party Data In store
DM

Demographics, Lifestyle, Behaviour, Psychographics, Channel, Media
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