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Success is where opportunity meets preparation

Deprecation of data is providing the impetus to build a stronger data 
ecosystem. While macro trends have contributed to deprecation, 
including new privacy laws, additional restrictions on operating systems 
and browsers, and consumer adoption of new privacy tools, practices 
introduced by Apple and Google have created a new sense of urgency.

Apple, with the launch of iOS 14.5, put in place additional consumer 
opt-in policies. Early indications confirm the potential these new 
requirements have for creating marketing data blind spots. In addition, 
Apple reduced the tracking window from 28 to seven days, creating 
complexity in activating, optimizing, and measuring marketing 
campaigns. 

While timing and parameters haven’t been finalized, Google 
announced it will remove third-party cookies. Google proposed 
Federated Learning of Cohorts (FLoCs) as an alternate way of targeting 
audiences. FLoCs would apply machine learning to group audience 
members into “cohorts” on the basis of content browsing history. This 
shift could negatively impact advertising sales performance because 
purchase-based behavioral consumer package goods audiences are 
historically proven to be 3x–4x more effective than audiences selected 
on the basis of contextual interests.
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With change will come new opportunity

While deprecation of data will be disruptive, especially in the short 
term, impending changes continue to create new urgency and energy 
to build a stronger data ecosystem. Necessity is once again the mother 
of invention. And reinvention or reiteration will be a theme moving 
forward as disruptions in the media data environment will continue to 
occur, requiring constant vigilance, testing, learning, and adapting. The 
good news is that there are upsides, including:

• An opportunity to optimize the publisher-consumer value exchange. 
Media audiences informed by data are more valuable, resulting 
in higher advertising sales performance and in turn commanding 
premium cost per thousand impressions (CPMs). The interests of 
advertisers, retailers, data companies, and media publishers are 
aligned. The ability of each stakeholder to sustain and grow revenue 
will be commensurate with their ability to optimize customer 
audience value in exchange for first-party data consent. Advertisers, 
publishers, and retailers have already begun to reinvigorate testing 
and learning across alternative strategies and tactics such as 
“freemium” soft pay walls, access to relevant or exclusive content, 
relevant or exclusive offers, and the ability to track and use loyalty 
benefits while shopping, add items to a shopping cart across 
multiple store visits and channels, keep track of favorite items, 
automatically replenish items, and many more.

• An opportunity to more effectively communicate your value 
exchange. A value exchange is only as effective as the ability to 
clearly and simply communicate the benefits. In the recent past, 
during introductions of General Data Protection Regulation and the 
California Consumer Privacy Act, publishers often created clunky 
experiences that interrupted site visitors without clear explanation 
of benefits (e.g., “our site uses cookies”). With the deprecation 
of third-party data, advertisers, retailers, and publishers have a 
new opportunity and incentive to build consumer and audience 
relationships by effectively communicating benefits through a 
positive experience. In addition to individual efforts, industry 
organizations will continue to collaborate on new approaches to 
make the transparent consent process more effective and efficient, 
such as enabling multiple opt-ins within a single user session 
and in a simple user interface. These efforts will benefit the entire 
ecosystem, including smaller players with limited resources.
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• An opportunity to reduce friction and remove silos. Let’s not look 
at the past through rose-colored glasses: The legacy advertising 
ecosystem is far from perfect. Different identifiers are often deployed 
and siloed across disparate platforms, such as connected TV and 
open web. Data often needs to be transported, transformed, and 
matched in order to be useful for multiple interdependent purposes, 
such as consumer insights, audience segmentation, activation, 
optimization, and measurement. Opportunities to unify and improve 
identity resolution hold the promise for a more efficient ecosystem, 
with easier integration through improved standardization.

• An opportunity to continue to leverage purchased-based data in 
the new ecosystem. All advertisers can benefit from purchase-based 
data, even if they've built and curated their own first-party data 
asset. Purchase-based data can remain the gold standard — even 
as methods, distribution and platforms change — as it outperforms 
other forms of targeting by 3x-4x. 

• An opportunity to increase the size and value of first-party data. 
The deprecation of third-party data has brought focus and effort 
among advertisers, retailers, and media to increase the coverage, 
depth, and recency of first-party data. First-party data has long 
been a key asset for marketers in highly considered purchase 
categories like automotive, real estate, and telecom. Prompted 
by impending changes, a greater number of CPG marketers have 
started or increased efforts to acquire and enrich first-party data 
while applying metrics, such as customer lifetime value, previously 
reserved for highly considered purchase sectors.
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• An opportunity for industry to better standardize operations and 
governance. Multiple IDs will exist for the foreseeable future. Individual 
businesses will retain their own IDs for stand-alone needs, such as 
acquisition, retention, owned media, and customer relationship 
management channels. Businesses will also integrate with a broader 
set of identity solutions in order to collaborate with customers and 
partners externally. Established identity companies, such as LiveRamp 
with Authenticated Traffic Solution (ATS) and Experian via its acquisition 
of Tapad, are deploying new solutions to adapt to changes. As new 
and open-source methods emerge, both established industry groups 
and new-breed organizations such as Prebid.org will enable additional 
connectivity. These groups will provide access to standards, methods, 
and open-source code; publish bylaws and codes of conduct as a 
means to reduce conflict of interest; and standardize rules intended to 
govern a more frictionless ecosystem.

• An opportunity to test and apply new ways of working.  
Demand has been increasing for technologies that allow marketers 
to apply new and flexible ways of working. Data deprecation has 
further accelerated demand. As marketers invest to build internal 
capabilities, they will increasingly seek out modular approaches 
to bring their own data, bring their own data science, and build 
applications that collaborate externally while retaining proprietary 
capabilities. Advertisers, publishers and platforms will increase 
experimentation and use of collaborative workflows enabled by 
technologies such as hybrid clouds, data bunkers, and others.
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Prepare now to maintain advertising effectiveness

Apple’s App Tracking Transparency has already begun requiring users’ 
permission before tracking their data across apps or websites owned 
by other companies, and Google will begin requiring developers to 
provide information on the types of data that apps collect, how it’s 
stored, and how it’s used. Awareness of and preparation for these 
changes will alleviate unwanted surprises and unexpected results.

One possible outcome is the decreased ability to reach the right 
consumers with the right message using purchase-based audiences. 
Marketers could be challenged with a lower portion of sales driven 
through advertising. For publishers and platforms, it could result in a 
forced lowering of the amount charged for CPMs, leading to a direct 
loss of revenue. The impact of less effective media could also ripple 
to other forms of marketing that rely on omnichannel messaging to 
connect with the consumer.

Marketers should be asking:
• Are our measurements accurate?

• How many audience members are we able to distribute to?  
How will that change in the future?

• What is the business or sales impact?
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IRI’s recommended approach

Players in the media ecosystem, such as LiveRamp, Experian, and others, 
are working to increase opt-in solutions. The landscape in six months might 
look different than today. Here are some strategies to continually adapt:

• Advocate for the consumer. Putting consumer privacy at the 
forefront of data-driven decisions keeps brands and marketers 
ahead of privacy legislation. Transparency and a commitment 
to building trust with consumers is the base from which deeper 
relationships can be built.

• Remain flexible during time of transition. New products and 
methods will continue to emerge and evolve for the foreseeable 
future, causing fluctuations in data volume and accuracy. 
Maintaining flexibility will allow you to dynamically adapt to take 
advantage of new and improving tools and methods.

• Focus on interoperability with a modular approach to identity.  
Our industry is built on the collaboration of advertisers, publishers, 
retailers, data companies, and tech providers. Your ability to work 
with multiple partners will be a key success driver regardless 
of whether ecosystem tools and methods further fragment or 
consolidate over time.

• Proactively collect and curate your first-party data to increase value.  
The true value of your first-party data is commensurate with 
coverage, depth, and recency. For advertisers with access to  
first-party data, this is an opportunity to not only add, but also 
update profiles with accurate attributes and behaviors, especially 
sales, to build and sustain the value of your data asset.

• Sustain and continue to develop best-in-class aggregate data 
solutions: Marketing Mix Modeling, Market Lift. Unlike granular 
solutions such as multi-touch attribution and household level lift, 
aggregate-level measurement will not be impacted. For many 
marketers, aggregate-level media solutions will increase in value 
as a means to overcome potential data blind spots. In addition, 
aggregate-level measurement can provide a stable point of 
comparison to understand the relative impact of data deprecation  
on these event-level solutions.

• Test, learn, and benchmark performance of audience and 
measurement solutions over time and versus historical results.  
New evolving solutions will result in varying levels of performance over 
time. Google's announcement in June that deprecation of cookies will 
be pushed back to 2023 provides a wider window of opportunity to test 
and learn the performance of alternative solutions in advance. Testing 
and benchmarking now can help prepare for success in the future.
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Test, learn, and benchmark: IRI is walking the walk

In collaboration with the Advertising Research Federation, IRI tested the 
impact of alternative scenarios on our event-level solutions, including 
IRI Lift™. The following provides a top-line summary of two experiments 
that simulate the impact of data deprecation, including cookies and 
mobile IDs, respectively:

Experiment #1: Digital and TV Exposure
IRI simulated MTA for a number of CPG products in meal and snack 
categories across digital and TV channels. We randomly reduced 
selected IDs to learn if sales lift from advertising was impacted when 
fewer messages were reaching the target audience. Various audiences 
were tested, including young and heavy users of mobile, or high-
income and light online shoppers, for example. The results prove that 
despite some fluctuation, lift remains significant, and impact is both 
positive and consistent.

• Randomly deleted identity information in scenarios as follows:

• Scenario 1: Delete 35% of IDs from all digital data files

• Scenario 2: Delete 10% from digital data files PLUS 25% from 
each group in two or more of the following pairs:

• Adults 18–34 and heavy users of mobile

• Adults 18–34 and middle-income individuals or households

• Suburban residents and light online shoppers

• High-income individuals or households and light  
online shoppers

• High-income individuals or households and college graduates

• Re-ran attribution analysis and reported results

• Dependent variables:

• Penetration,

• Occasions,

• $/Occasion, and

• $/Households
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• Methodological overview:

• Collect media exposure data via media partner. The testing is 
based on a cross-channel attribution project (digital and TV 
exposure data).

• Match exposure data with sales data via FSP (IRI Frequent 
Shopper Program sales database).

• Identify from the total set of HHs the control group matched to 
the exposed HHs on purchase behavior metrics.

• Analyze lift due to media across occasions, penetration, and 
dollars/occasion via Random Forest methodology to provide 
campaign effectiveness in total and by tactic.

Experiment #1 Results: Digital and TV Exposure for Meals Brand
All campaign lift scenario results were positive and significant:

Original
Scenario 

1
Scenario 

2A*
Scenario 

2B**
Scenario 

2C***

Positive

Significant

* 10% removed from Total, 25% removed from age 18-34 and heavy users of mobile
** 10% removed from Total, 25% removed from age 18-34 and middle income
*** 10% removed from Total, 25% removed from high income and college graduates 

  
% lift results fluctuated modestly for both digital media and TV:

2.00%

1.50%

1.00%

0.50%

0.00%

% $/HH Lift

Original Run Scenario 2A Scenario 2CScenario 1 Scenario 2B

Digital TV
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Experiment #1 Results: Digital and TV Exposure for Snack Brand
All campaign lift scenario results were positive and significant:

Original
Scenario 

1
Scenario 

2A*
Scenario 

2B**
Scenario 

2C***

Positive

Significant

* 10% removed from Total, 25% removed from age 18-34 and heavy users of mobile
** 10% removed from Total, 25% removed from age 18-34 and middle income
*** 10% removed from Total, 25% removed from high income and college graduates 

   
% lift results fluctuated modestly for both digital media and TV:
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Experiment #2: Mobile Only for Food and Nonfood Brands
• Selected 20 IRI Audience segments across 2019 and 2020 

campaigns, including food and nonfood.

• Randomly deleted mobile IDs using the following scenarios:

• Scenario 1: Delete 25% of mobile IDs from all digital data files

• Scenario 2: Delete 50% of mobile IDs from digital data files

• Re-ran lift analysis and reported results

  
• Lift results: While the magnitude of the overall lift fluctuated 

slightly, the answer to whether audiences and campaigns delivered 
significant sales lift did not.

• Positive, significant lift occurred, with audience segments driving 
stronger sales lift than the overall total campaign, even with the 
25–50% device loss.

• In looking at absolute lift, dollar sales remained unchanged or 
fluctuated only a few cents between results. This equated to 
minimal, tenths-of-a-percent difference for lift, representative of 
roughly a 5–10% decrease in incremental sales.

• There is virtually no difference between capturing 25% or 50% 
fewer devices on results.

• Food and nonfood alike had little fluctuation.

• Scaled deterministic data allows for more relevant targeting, stronger 
1:1 matching, and increased chance of significance to measure.
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Implications and next steps: How IRI can help

As the media ecosystem continues to evolve, IRI is actively helping 
clients and partners to prepare, including measurement, audience, and 
enriched first-party CRM solutions:

Measurement
• IRI can help re-run lift and multi-touch attribution campaigns to 

simulate and benchmark performance in the new landscape and 
over time versus both historic results and measurement solutions 
that are not impacted, such as MMM and Market Lift.

• Include a variety of campaigns to understand impact on results, 
feasibility, and variance.

• High-reach campaigns can help to understand impact on test-
control groups and performance results.

• Low-penetration brands and low-reach campaigns can help to 
understand impact on feasibility for campaigns overall and for 
specific measurement breaks.

Audience
• Policy changes by Apple and Google have not impacted the 

creation of IRI purchase-based audiences. Therefore, IRI efforts are 
focused to help advertisers and partners understand the impact 
on audience distribution, including workshops and strategies to 
maintain strong sales performance.

• Test a variety of media and identity partners over time to 
understand how the evolution of opt-in offers as well as changes to 
identity tools and methods are impacting the size and performance 
of your audience targeting over time.

CRM and First-Party Data
• IRI is continuing to help clients enrich and activate first-party data. 

Solutions such as IRI Intelligence Suite™ also offer new and flexible 
ways of working, enabling clients to “bring your own data, bring 
your own science, and build your own applications.”

Pending changes to the identity ecosystem have created new energy 
and collaboration across marketers, media, data companies, and 
retailers. We have a collective opportunity to reinvent marketing and 
media practices. While the future outcome is uncertain, we can best 
prepare by using our window of opportunity to test, learn, benchmark, 
and establish new best practices for the next generation of data-
informed marketing.
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