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The biggest trends in advertising right now 
are the move to advanced audiences and 
the use of deterministic first-party data 
“

”Larry Allen, VP and GM of Enablement and Addressable Audiences



What is MadTech?
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Phase 2
Technology
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Unification of Martech and Adtech
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SEM DSP SSP Analytics CDP CMS

Collaboration 
with Other 

Parties

AdTech MarTech
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Harmonizing Enterprises: Unique Basecamps With a Single Summit
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Advertising Marketing IT

Complete Customer 

Data Management

Collaboration, Activation, & Measurement Single View of Customer for Engagement System Architecture & Tag Management

Adobe Real-Time CDP allows different 
teams to meet their most pressing 
objectives, all while leading and 
harmonizing towards an overarching 
enterprise objective:
complete customer data management



How Did We Get Here?
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The Landscape Has Changed Dramatically in the Past 4 Years

January 2020 - 
Google 
announces they’ll 
phase out third-party 
cookies for more 
privacy-focused 
solutions.

September 2021 – With 
the iOS 14 update, Apple 
requires apps to ask 
permission to track users. If 
they opt out, Apple won’t 
share their IDFA.

* As of August 2023, the 
average opt-in rate for 
Apple's App Tracking 
Transparency (ATT) 
framework is 34%

July 2023 – Google 
makes Privacy 
Sandbox APIs 
generally available for 
all Chrome users. 

January 2024 - 
Chrome sunsets 
cookie support for 
1% of users

March 2020 - Apple’s 
ITP enhancements to 
iOS and Safari block 
the use of third-party 
cookies across the 
board. 

September 2023 – 
Apple launches Link 
Tracking Prevention 
(UTM).

July 2024 – Google 
announced that it 
will no longer 
deprecate third-
party cookies in 
Chrome

YOU ARE 
HERE

2022 – Google 
announces delay in 
replacing third-party 
cookies to 2024. 
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Dependency on Third-Party Cookies
Question: Does your marketing strategy still depend heavily on third-party 
cookies?

2022

2024
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Audiences in Cookieless Environments Today!
Question: What percentage of your total potential market resides in cookieless 
environments (non-Chrome browsers, mobile operating systems including iOS/Android, or 
others that don’t allow third-party cookies)?

2024

2022
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Forecasted Outcome for Programmatic Buying

>10%

Open Exchange

6/10

1st Party Focus

Sixty percent of US 
based media buyers 

noted a larger focus on 
1st Party Initiatives for 

2024

13.3%

Programmatic 
Display Growth

Programmatic Media 
buying will continue to 

grow 3x the rate of non-
programmatic. This 
growth includes the 

shift to private 
marketplaces. 

According to EMarketer

The Open Exchange is 
expected to fall under 
10% for programmatic 

media buys 

The Main Takeaway: Advertisers are trimming the fat, reducing efforts in Open Exchange and refocusing on direct paths to supply side    
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How Has Digital Media Been Bought and Sold?

Direct Buys Programmatic Buying

Advertiser/Agency -> Publisher
(i.e. Disney, Meredith, Amazon, NBCU, 
etc.)

Ad Placement – Advertisers can 
choose where to place their ads (page, 
position, etc.)

Audience Targeting – Contextual, 
based on content of the page

Advertiser/Agency -> Real-Time Bidding (RTB) 
Platforms -> Publisher (i.e. The Trade Desk, 
Google, Meta, Criteo, etc.)

Efficiency – Typically requires 
negotiations on pricing, RFPs & IOs

Cost - $10 - $20 CPMs

Ad Placement – Ads are served across 
thousands of sites

Audience Targeting – Based on 
advertiser 1st party data

Efficiency – Pricing parameters, T&Cs, and 
inventory are outlined in the ad platform

Cost - $1 - $5 CPMs
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Profile IDs Bidstream IDs (a.k.a Universal IDs)

These IDs are used to manage user 
profiles within CDPs & Cleanrooms. Authenticated IDs Probabilistic IDs

• Enables Data Enrichment

• Enables Data Collaboration

• Not passed in the bid stream, thus no reason 
for DSP to integrate with these IDs

• Requires user Consent

• Tied to Email (or mobile phone)

• Limited scale (less than 10% of site traffic)

• Requires user Consent

• IDs derived from ‘soft signals’ 
(IP Address, Page URL, User Agent String, 
Timestamp)

• Large scale (already on 60% of bids)

In the Wake of Cookie Depreciation, Other Identifiers Have Emerged… 

The Durable ID landscape is crowded and early-stage.  That said, there are two primary types of Durable IDs emerging, each 
solving a different set of challenges for Marketers. 

Real-Time CDP launched support for ’Partner Data’ in Q3

Hashed email & phone number are the backbone of these identifiers! This is why it’s 
critical to have durable identifiers as part of your future proofed identity strategy! 
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Inconsistent Experiences

Poor Segmentation

Media Inefficiency

Email

Thanks for Being a 
Loyalist!

Ad

Sign Up 
Today!

Users’
Site 

Activity

Continued
Ads

User
Booking

The Cost of Getting it Wrong



CTV as an Emerging 
Performance Channel
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Source: Statista 2023

Distribution of Ad Spend (WW) Open vs Walled Ad Spend Share (WW)

First Party Data is your Biggest Ally

• The walled gardens of Meta and Google have been so far ahead in paid media performance 
because of their vast quantities of first-party data, compared to that of 3rd party data, that has 
been the main inputs for machine learning in AdTech.

• With many traditional open web publishers now requiring authentication, we can pass seed 
audience of known converters to the pub to run AI/ML on those populations against their own 
known audiences for greater precision & reach.

https://www.statista.com/statistics/245440/distributuion-of-global-advertising-expenditure-by-media/
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Trend -> Spending in Linear vs CTV
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Advertising is less dependent on 3rd party cookies1
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Advertising is moving from web-centric and anonymous to omni-
channel and authenticated2
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Advertising is moving from web-centric and anonymous to omni-
channel and authenticated2
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How Does Adobe Unlock New 
Opportunities?
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Cookie-dependency is decreasing but 
marketers are worried about reach

Cookieless tech is 
emerging but risks 
creating new data silos

Budgets are shifting to direct and 
measurable activation with partners

Marketers Feel the Urgency and are Searching for Options

78%
of marketers say their companies 
have adopted a customer data 
platform

<28% say their company is successfully 
leveraging second or third-party 
data within their CDP

71%
Say data collaboration workflows to 
augment first-party data are a very 
important criteria in CDPs, yet most 
vendors do not provide this

<34%
said they felt more 

prepared for 
cookieless marketing

Of the companies 
that have adopted a 

CDP or data clean 
room, 

Findings from 2024 Adobe survey of 2800+ global marketing professionals
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Consent and Governance Privacy-enhancing Technology Zero-copy Architecture

No-code Collaboration platform purpose-built for Advertiser-to-Publisher direct 
campaign planning, modeling, and closed loop measurement. 

Data Collaboration on RTCDP Vision for Tomorrow 

Measure Campaign Performance Reports

MEASURE & OPTIMIZE

Publisher Discovery and Advertiser 
Campaign Planning

CONNECT & PLAN

Model, Share, and Activate Audiences 
on any identity (including partner ids)

EXPAND & ACTIVATE

Advertiser Publisher

Matched 
Customers

Flexible ID 
Matching
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How Does it Work?  
Data Collaboration.  Targeting & Measurement with Premium Publishers 

Targeting

Measurement

Publisher

Segment 
Match, LALs

CDPBrand

DSP

Emails

Converted Users

(Publisher controls 
audience targeting)

Activate via 
Private Deals

Exposed Users

Emails
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Measurement
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Key Solution: Adobe Real-Time CDP Collaboration
Coming Soon!

Discover available premium audiences and look-alikes across 
connected TV, audio, retail media, and other emerging channels 
to plan and execute prospecting campaigns

Prospecting

Reach audiences (known & unknown) across publisher channels 
to drive first-party data capture, repeat engagements, loyalty and 
conversions

Securely collaborate with publishers and relevant data partners to 
remove converted audiences from future campaigns and better 
optimize ad experiences

Suppression

Combine conversions with publisher exposure data and insights 
from measurement partners to derive closed-loop 
measurement and improve ROAS 

Measurement

Activation
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Brands are Looking to Partners Like Adobe to Help Navigate the Impact of 
Cookie depreciation Across their Entire Marketing Portfolio.

Your first party data 
is more valuable 
than ever as an 
identity currency

Adobe Collaboration 
closes the media 
measurement blind 
spot most CDPs have 
today

CTV is now a lower-
funnel, performance 
channel, capable of 
achieving both 
accuracy AND scale 

Opportunities 
for H2 2024 & 

Beyond

Adobe Collaboration can help you capitalize on these opportunities!



Questions




