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Data activation is the concept of 
deriving value from consumer data 
through the development of insights—
and then turning those insights into 
action1. Data activation enables media 
buyers and sellers to utilize their 
consumer data to inform and fuel 
marketing activities.

© dataxu, inc.1Oracle. "Data In. Unlock Value. Data Out." Accessed June. 2017. 
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Terabytes upon terabytes of consumer 
and behavioral data are generated from 
mobile phones, web browsers, and Internet-
connected devices every day. Data has 
become the foundation of any modern 
marketing professional’s playbook. Yet raw 
data is not typically in a format that can be 
easily used by marketing professionals. 

In order to inform marketing and campaign 
strategy and to help advertisers, agencies and 
media companies connect more effectively 
with consumers, data must be activated. 

Data activation is the concept of deriving 
value from consumer data through  
the development of insights—and then 
turning those insights into action2. Data 
activation enables media buyers and sellers 
to utilize consumer data to inform and fuel 
marketing activities. It spans the use of 1st-, 
2nd-, and 3rd-party data. Unlocking the  
power of 1st-party data through data 
activation leads to a number of benefits  
for campaigns, such as extended audience 
reach, message and frequency control and 
improved optimization.

This white paper is designed to help agencies, 
media companies, and advertisers make even 
better use of their data in the future. The 
following pages will cover: 

• Existing categories and available sources 
of data 

• Four steps proven to maximize the value 
of 1st-party data

• Marketing use cases for data 

Introduction to data management & activation

2 Oracle. "Data In. Unlock Value. Data Out." Accessed June. 2017. © dataxu, inc.
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Categories of data
Data as it relates to advertising can be broken 
out into three major categories:

• 1st-party data: A marketer’s owned data, 
which comes from the platforms  
and databases that they control or own.  
It is generally collected directly from 
existing customers or prospects and is  
the most valuable data a marketer has. 
This could include CRM data or data 
generated by digital properties.

• 2nd-party data: Someone else’s 1st-party 
data that is shared or purchased for use 
by a marketer. It is often collected or 
generated and owned by a publisher, and 
can include consumer or household data, 
or could simply be data about context 
and/or content.

• 3rd-party data: Data obtained from a  
3rd-party source. This data is largely 
derived from two sources: online behavior 
and offline behavior. Data brokers often 
license this data to advertisers.

 

Of the three categories of data, 1st- and 
2nd-party data are often more accurate than 
syndicated 3rd-party data sets. 1st-party 
and 2nd-party data are also, by definition, 
far more limited in volume. Because of 
this, marketing professionals may face a 
scale challenge if they attempt to structure 
marketing or advertising activities solely 
around 1st-party data.  
 
Access to large quantities of data offers 
marketing professionals an advantage. It 
allows for greater reach, particularly when 
seeding lookalike models or overall targeting 
for email and advertising campaigns.
Therefore, when faced with limited 1st-party 
data, marketing professionals often have to 
make trade-off decisions between complete 
accuracy—sticking strictly to organic 1st-party 
data sets—and scale—i.e. mixing in some 
portion of 2nd- or 3rd-party data—in order 
to achieve the reach required to achieve 
campaign goals. 

 
 

1st

2nd

3rd
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Data sources
In 2017, the sources, types and volume of  
data available to marketing professionals  
have grown exponentially. Data sources 
include (but are not limited to): 

• Media viewing habits
• Web browsing activity 
• Mobile browsing and app usage activity
• Customer Relationship Management  

(CRM) data 
• Sales and purchase history
• Offline behavior, such as store visits
• Social media activity 

 

Types of data
To make data actionable across all devices 
associated with a single individual, three 
primary pieces of data are required: 
identifiers, links, and profile attributes. 

Data identifiers 

There are many different identifiers that are 
used to structure data, and these identifiers 
vary by device. The most common and widely 
used identifiers within the advertising world 
are the following: 

• Cookies
• Mobile Ad IDs (MAIDs)—or “Device IDs”
• Emails
• CRM Identifiers
• Subscriber IDs 

The generic term “Device ID” can be used to 
describe a wide range of devices including 
mobile, set-top boxes, connected devices, or 
Internet of Things (IoT) electronics. 

© dataxu, inc.
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Data links

With so many different sources of data 
available to marketing professionals today, 
mechanisms are needed to link disparate data 
sources together. There are two major data 
linking methodologies accepted in the market 
today: deterministic and probabilistic. 

In general, deterministic data is considered 
more accurate than probabilistic data. 
However, probabilistic data is often needed  
to achieve greater scale. Both types of data 
have a purpose, and both offer pros and cons 
to media buyers and advertisers.

Definition of deterministic: Data sources 
that are linked with a high degree of accuracy. 
These data sources are usually based on 
declared behavior, such as a person using 
their email and password to log in to a 
social media app on their mobile device 
and computer. In this instance, the same 
information is used on two different devices, 
which gives the social network a deterministic 
link between the MAID and the computer 
browser’s cookie ID. 

Definition of probabilistic: Probabilistic linking 
is a methodology in which algorithms are used 
to predict the likelihood that two or more IDs 
belong to the same user. For example, if the 
mobile phone and the computer mentioned 
in the deterministic example are seen 
repeatedly connecting to an IP address over 
multiple weeks, it is reasonable to assume 
that they are owned by people dwelling in the 
same household. Probabilistic data is often 
benchmarked or augmented by deterministic 
data, and confidence levels are often used as a 
way of predicting probabilistic data's accuracy. 

Audience profiles & attributes

Audience profiles are the individual pieces of 
information about each person in a data set. 
These profiles include attributes such as age, 
gender, TV and media viewing habits, web 
activity, location, job title, and more. Profiles 
allow marketing professionals to learn more 
about the behaviors and characteristics 
of customers. Profiles enable marketing 
professionals to segment data for planning, 
targeting, modeling, or attribution purposes.
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Marketing professionals have a number of 
options when it comes to picking a solution 
for the management and housing of data. 
Data management solutions vary in the  
kind of data they house, how data is 
processed, and their ability to integrate  
with external applications.  
 
Three of the most common data management 
solutions are CRMs, CDPs, and DMPs: 

• Customer Relationship Management 
(CRM) Platforms: CRMs house a 
concentrated amount of personally 
identifiable information (PII) that has been 
gathered directly by organizations through 
interactions with their customers. 

• Customer Data Platforms (CDP): CDPs 
are data discovery and automated 
decision-making platforms that house  
PII data. CDPs make it possible for 
marketing professionals to scale data-
driven customer interactions in real-time3. 
 
 
 

• Data Management Platforms (DMP): 
DMPs house primarily anonymized data 
and are most often used to manage 
cookie IDs to generate audience 
segments. Those audience segments are 
subsequently used to target specific users 
with online ads4.

Given the ability of DMPs to scale, more 
and more advertisers have adopted a 
DMP as their primary system of record for 
anonymized data over the last several years. 
However, without a strong DMP strategy in 
place and deep knowledge of the strengths 
and weakness of DMPs overall, advertisers 
and their agency partners may struggle to 
extract and maximize the full value of their 
DMP investment.
 

 
 

Methods of data management

3 McKinsey & Company. "The Heartbeat Of Modern Marketing: Data Activation And Personalization." March. 2017.
               4 DIGIDAY. "WTF Is A Data Management Platform." January 15, 2014. 
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Extracting value  
from your DMP
An effective data management platform (DMP) 
strategy enables marketing professionals 
to test and control variables for audience 
segmentation, while also taking into account 
the importance of individuals within a specific 
segment. Best-in-class advertisers work with 
their agencies and DSP partners to leverage 
cross-device identity resolution tools to 
build people-based targeting strategies. This 
enhances audience scale, allows for message 
and frequency management, and enables 
1-to-1 marketing.  

DMPs are an ideal place to begin consumer 
identity reconciliation. However, they ultimately 
require a platform to activate any cross-device 
audience segments built within them. Most 
DMPs do not offer activation capabilities or 
media buying capabilities. DSPs do, however, 
and can be especially useful if they are 
integrated with the DMP and are able to 
actively feed learnings back in. 

It is important to remember that identity 
resolution is non-actionable by itself. 
Identity resolution becomes actionable 
when a marketing professional has all of the 
following in place: scaled audiences, a high 
degree of accuracy in connecting devices 
back to specific consumers, and laser-sharp  
targeting mechanisms.

Key questions to ask  
your organization:

• How can we measure the value of  
our DMP?

• How do we get activation feedback  
back into our DMP?

• Are we already using a test & learn 
approach for data management, or  
do we need to start implementing  
such an approach?

6
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More advertisers than ever are aware that 
their 1st-party data is extremely valuable. 
Even so, advertisers still tend to be protective 
of their data and are often hesitant to use 
it to inform their advertising campaigns. 
Legacy systems or a reliance on cookie-based 
technologies lead to large gaps between 
existing and ideal advertising strategies, 
otherwise known as the "Activation Gap". The 
Activation Gap stands in the way of advertisers 
and their media buying agencies being able to 
truly orchestrate and optimize the ideal user 
experience for their audience.

In order to close the Activation Gap and 
maximize the value of 1st-party data  
for advertising purposes, marketing 
professionals should follow these four steps:

• Enrich: Connect disparate data sources 
together and append additional, accurate 
attributes to the seed data set to enable 
a single, accurate, and nuanced view of 
the ideal customer. Then, link augmented 
customer profiles with all devices that can 
be connected back to that customer at the 
user level. 

• Amplify: Leverage the enriched, linked 
customer profiles to discover additional 
audiences that match the enriched ideal 
customer profile. 

• Execute: Syndicate data in different 
formats to a wide variety of activation  
and marketing execution platforms,  
such as a DSP.

• Measure: Analyze data sets in a way that 
provides insights. These insights can  
then be used for better segmentation,  
audience curation, value measurement,  
and activation strategies. 
 
 
 
 
 
 
 

How to maximize the value of 1st-party data

$



8© dataxu, inc.

Enrich
The data accessible to most marketing 
professionals often resides in silos, ranging 
from 1st-party data collected from website 
activities and customer records, to social 
interactions and syndicated 3rd-party data. 
These disparate sources make it difficult to 
create a holistic view of a customer’s identity.  
 
To effectively activate their data, advertisers 
and media companies need to first enrich 
it by connecting it across silos, augmenting 
it with missing attributes, and linking data 
across devices. This enrichment process 
encompasses more than just digital data. It 
also includes the collection and integration of 
offline consumer data.

Offline consumer data is valuable, but it 
frequently remains unconnected to online  
data due to its unique format. The good news 
is that offline data can be brought online and 
activated at scale through the use of cross-
device technology. Cross-device technology 
can help connect data sources to maximize 
the value of 1st-party data.

Importance of match rates

One of the most common concerns with 
bringing offline data online (i.e. CRM or 
email data) via partner companies such as 
LiveRamp is around match rates. While match 
rates depend on both the data set and the 
onboarding company, the value of most 
onboarded data can be extended with cross-
device technologies. 

For example, a CRM file could have 100,000 
emails. The onboarding match rate without 
the use of cross-device technologies might 
be 30%, meaning only 30,000 IDs will be 
available. If those were purely cookies, 30,000 
IDs would not represent much additional 
reach and might not be worth the cost. In 
cases where match rates are weaker and data 
loss is greater, marketing professionals will 
see far less scale. One then faces a difficult 
trade-off between expensive accuracy and 
limited scale.

If a cross-device technology is used when 
conducting the very same CRM data 
onboarding described above, however, the 

onboarder gains both 30,000 cookies and 
30,000 MAIDs. These IDs are for the same 
people, but the revamped onboarding 
process leads to two sources for activation 
through the use of cross-device technology. 
The marketing professional gains a total 
of 60,000 IDs to use (representing 30,000 
people). The advertiser’s media agency can 
then use those IDs and their DSP to connect 
more additional IDs (for example, IDs from 
a person’s home computer, over-the-top 
device, and tablet), thereby creating tens of 
thousands of additional IDs for activation. 
Through the use of cross-device technology, 
advertisers, media companies, and agencies 
gain the ability to extract significantly  
more value from a finite set of data than 
without technology.

Augmenting data 

Another way to extract additional value 
from data is through augmentation. Data 
augmentation is the process of adding  
more information to an existing data set. 
For example, if an advertiser’s database  
includes information such as First Name, Last 
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Name, and Age, she might wish to enrich her 
data by appending 3rd-party variables with 
2nd-party and deterministic offline data such 
as household income (HHI) or Title. These 
categories can be appended to online data  
in a privacy-safe way. By not enriching 1st-
party data with supplemental 2nd- and 3rd-
party data, advertisers are missing a valuable 
opportunity. 

Augmentation typically happens within a 
DMP, where filtering can be done to limit an 
audience based on demographics, behavioral 
attributes, intent, prior purchase behavior, or 
other relevant attributes.  

Data linking

Cross-device technologies are still relatively 
new, but are rapidly gaining momentum due 
to their value within the identity resolution 
process. Marketing professionals can use 
cross-device technologies to link individuals  
 
 
 
 
 

to a range of devices with varying degrees of 
certainty. Armed with a newfound and more 
holistic understanding of consumer behavior,  
marketing professionals are then able to 
create a fully optimized user experience  
across all devices through a process known  
as data linking.  
 
Data linking is the process of using 
deterministic and/or probabilistic data  
to connect individual devices back to a 
specific user. Data linking is often completed 
with the help of a DMP or Identity Resolution 
solution. Data linking builds a more complete 
picture of a customer’s engagement with a 
brand, including each touchpoint along the 
way. Marketing professionals can then use  
this knowledge and their DSP of choice to 
target ideal prospects and customers with 
highly relevant messaging.  

Key questions to ask  
your organization:

• Do we currently have a documented 
strategy and set of technologies that link 
our various data sources together?

• Are online and offline data sets combined 
and segmented in a consistent way?

• Are we already collecting and utilizing 
mobile app data? 
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Amplify
Once a complete customer profile has been 
created by enriching, augmenting, and linking 
existing data, an advertiser's marketing 
partners can further amplify the audience's 
reach through modeling.  

Data modeling

Lookalike modeling (also known as 
data modeling) is the method of using 
benchmark attributes of customers in a 
marketer’s 1st-party data set to find other 
people who also have those attributes.  
The end goal is to expand the size of the 
original audience segment. Examples  
include building a model based on an 
advertiser’s most loyal customers, and then 
using that model to acquire new customers.

Executing lookalike modeling can lead to  
a significant improvement in performance,  
as long as the key attributes of the  
audience have been identified correctly.  
If non-verified, non-enriched data is used  
to execute lookalike models, the likelihood  
of strong performance is low.

Key questions to ask  
your organization:

• Do we currently leverage loyal customers 
to find new ones?

• Are we building lookalike models that are 
based on accurate attributes?

• Do we have a test & learn framework for 
lookalike modeling? 
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Execute
The ability to execute against a single 
audience across multiple ID types is crucial 
when it comes to maximizing the value of a 
specific data set.

Advertisers want a single view of their 
customer. However, when customer data is 
shipped from a CRM or DMP to the activation 
side, it is typically sent in multiple forms (such 
as cookies, MAIDs, etc.). The desired single 
view of the customer therefore becomes split.

For example, consider an audience of recent 
purchasers (defined as purchasers within the 
last 15 days). The Recent Purchasers audience 
was likely built within an advertiser’s DMP, and 
the audience is likely comprised of cookies 
and MAIDs. In order to gauge the activation 
potential of this audience, a marketing 
professional should ask the following:

• Are the cookies and MAIDs linked  
together back to a single person? 

• If so, can those links be shared  
with my DSP of choice?

If the answer to these questions is no, 
then the person trying to execute on 
these audiences is going to encounter an 
activation problem.

Although the rapid adoption of mobile has 
moved much of the industry beyond cookies, 
many advertising technology platforms still 
rely on cookie syncing to share data between 
channels. Unfortunately, many highly effective 
activation channels, such as Facebook or 
Connected TV (CTV), cannot accept cookies or 
do not offer cookie syncing. 

In order to solve this challenge and bridge 
the Activation Gap, marketing professionals 
should consider licensing a DSP to re-link 
the Recent Purchaser cookies and MAIDS 
with cross-device technology to make the 
activation experience consistent across 
channels. Once a single view of the consumer 
has been secured across all devices, it also 
becomes easier to track and plan against an 
individual's path to purchase.

Key questions to ask  
your organization:

• Are we able to take a single data  
strategy and activate it across many  
types of media?

• Are we confident that end customers 
receive a consistent experience across  
all devices?

• Are we able to activate a single audience 
across multiple channels and mediums, 
including display, video, TV, and audio? 
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Measure
A strong framework for measuring data is 
crucial when it comes to determining if a 
data strategy is working. One of the most 
common questions around the use of 1st-
party data or investing in a DMP is how to 
measure its value. Marketing professionals 
who still rely on legacy systems such as site-
side analytics tools (i.e. Google Analytics or 
Omniture) that are click-based may wish to 
broaden their measurement approach in 
order to ensure that the full value of the data 
available to them is being accurately tracked 
and measured.

Not all software is able to provide advanced 
measurement that answers questions such  
as, “What’s the ideal path to conversion?” or  
“Does sequential messaging work?” or even, 
“How are browsing consumers different from 
converters?” Part of the challenge is that  
many technologies are ID-based instead of  
person-based, but another issue might be  
the lack of a deliberate framework on the  
side of the marketing professional.  
 

Implementing a formal “test & learn” 
framework where new data-driven hypotheses 
are brought to the table, tested, evaluated, and 
scaled/deprecated based on performance is a 
powerful way to ensure results. Conducting a 
series of tests with slight variations allows a  
marketing professional to hone in on which 
segments are working, and ultimately dig 
deeper into the data to discover what it is 
about that specific segment that is driving 
above-average success.

Key questions to ask  
your organization:

• Do we feel like we possess a strong view 
of the customer base, their similarities and 
their differences?

• Are we able to do custom analytics or 
advanced analytics along the lines of cross- 
device behavior, customer journey, etc.?
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There are four main marketing use cases for 
1st-party data: targeting, exclusion, learning, 
and frequency management. Each use case 
brings significant value to the table. Yet many 
media buyers and their clients tend to focus 
solely on targeting and neglect the other three 
use cases.  
 
Retargeting is relatively easy to set up, and 
it delivers strong results when measured by 
typical attribution models. But in pursuing 
such a narrow focus, marketing professionals 
miss out on three other valuable data use 
cases—and run the risk of consumers 
opting out of online advertising due to the 
perception that ads are "following them 
around." Marketing professionals who do 
not have a data management platform (DMP) 
or demand-side platform (DSP) strategy are 
particularly vulnerable to leaving valuable data 
use cases on the table.

Four common marketing use cases for 1st-
party data are defined as:

• Targeting: The use of 1st-party data 
to target specific people, audiences, or 
attributes. Examples include website 

retargeting or loyal customer audience 
targeting with an upsell message.

• Exclusion: The use of 1st-party data to 
exclude specific people, audiences or 
attributes. Examples include anti-targeting 
a recent purchaser or removing someone 
from a retargeting audience once they 
have completed the desired behavior.

• Learning: The use of 1st-party data 
to derive insights and/or to feed into 
a machine learning model. Examples 
include finding demographic attributes 
that are predictive of a purchaser through 
audience analytics, or using a conversion 
audience to feed a DSP's machine  
learning system.

• Frequency management: The use of  
1st-party data to control how often,  
and in what order, an individual is  
exposed to messaging across all  
channels and devices.

Marketing use cases for 1st-party data

© dataxu, inc.
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Using data for targeting
1st-party data is the single most valuable 
asset that an advertiser owns. Many 
marketing professionals are already using 
desktop web data to inform campaigns, 
but mobile app data and CRM data provide 
additional 1st-party data sources that can also 
be used for targeting. To maximize advertising 
efficiency, identify the key attributes upfront 
that define a loyal or high-value customer 
compared to an average customer. As part of 
this process, also identify which behaviors are 
typical for a consumer who "window shops" 
but ultimately never converts. 

 
 
 
 
 
 
 
 
 
 

Key questions to ask  
your organization:

• Are we using all available 1st-party data to 
target, or just desktop data?

• Are we conducting segmentation?
• Are we collecting data from mobile apps 

for targeting purposes?
• Are we targeting at a person level, or 

simply at an ID level?
• Have we ensured that privacy policies 

clearly and properly disclose data 
collection and use?

14
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Using data for exclusion
Consumers want to be treated like people 
because, well, they are people. If they are 
going to be exposed to advertising, they 
want to see a logical and sequential message 
across screens. This is particularly important 
given that in 2017, the average Internet-
connected adult in the U.S. uses somewhere 
in the range of 4-6 connected devices a day. 
This means that a minimum of 4-6 unique IDs 
exist per adult.

Most marketing professionals treat those IDs 
as different people—which leads to incredible 
amounts of waste. If frequency capping or 
exclusion is not in place, a consumer initially 
interested in learning more about a product 
may quickly become overwhelmed by the 
volume of ads they are receiving and may lose 
interest in the product or brand. Marketing 
professionals may be contributing to high 
impression waste due to a simple oversight: 
failing to exclude "converters" who have 
already taken the desired action. 
 
 

Most data rules are siloed or cookie-based, 
and the majority of technologies available 
in market remain unable to exclude devices 
in real time. Cross-device technologies 
typically run batch processing to link devices 
to a specific person. But batch processing 
can lead to 24-hour or longer delays post-
conversion, which lead to impression waste 
and a disjointed customer experience. This 
is particularly true for individuals who have 
already purchased a product, yet continue to 
receive ads promoting it. Best practice states 
that marketing professionals make sure that 
exclusion rules extend across all devices 
and formats, rather than being limited to 
desktop. It's worth taking the time to learn 
about specific technology capabilities and 
ultimately select a software provider based 
on the extent of their cross-device and real-
time capabilities. 
 
 
 
 
 
 

Key questions to ask  
your organization:

• Does our data strategy exclude users  
who convert?

• Do current exclusion rules extend across 
all devices and formats?

• Do data inclusion and exclusion rules 
update in real-time, or is there a  
24-hour lag?
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Using data for learning
Most marketing professionals are aware of 
basic facts, such as demographics, when 
it comes to their target customers. More 
granular knowledge of target audiences is 
not always widely shared. However, it is often 
the subtle nuances that distinguish a loyal 
customer from a non-customer. Finding 
and leveraging key attributes indicative of 
conversion is an effective way to accelerate 
new user acquisition and boost campaign 
efficiency. Using data to identify the 
differences between habitual browsers  
and those who will ultimately convert  
has the potential to lead to significant 
campaign savings, especially when faced 
with the statistic that some advertisers 
spend as much as 50-70% of their digital 
dollars on retargeting.

To increase conversion metrics and reduce 
waste on behalf of advertising clients, media 
buyers can pipe existing conversion data, 
sales data, and loyalty data back into their 
DSP of choice to optimize future campaigns. 
It is also possible to take offline data or non-
real-time events (e.g. in-store purchases) and 
feed that data back into a DSP’s machine 
learning technology. Retargeting is an 
effective use of 1st-party data—but only 
when retargeting dollars are being spent on 
consumers likely to convert. 

Key questions to ask  
your organization:

• Do we know the predictive attributes  
of loyal customers?

• Do we use 1st-party data to create  
a real-time feedback loop that  
improves performance?

• Are we able to segment out "browsers" 
versus "converters"?
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Using data to  
manage frequency
Frequency management is key to creating 
a holistic consumer experience that drives 
authentic brand awareness and engagement. 
If frequency is not managed properly, 
marketing professionals run the risk of over-
exposing target audiences. This can lead to 
message and brand fatigue, which may drive 
away an otherwise ideal customer. With the 
rise of digital and the proliferation of devices, 
however, measuring true frequency and 
unique views/visitors has become increasingly 
difficult. Without a single view of the customer, 
media agencies running campaigns are 
not able to cap impressions served to each 
consumer. They expose themselves to the 
threat of runaway frequency and waste.

Marketing professionals can leverage 
previously enriched and amplified 1st-
party data in tandem with cross-device 
measurement technology to quickly 
measure the ideal frequency needed to 
drive certain behaviors.  

Average frequency reduction can be a 
significant area of cost savings for media 
buyers and their clients if data is properly 
collected, analyzed and then acted upon via 
campaign optimization to minimize waste.

Key questions to ask  
your organization:

• Do we know the ideal person-level ad 
frequency for a given behavior, such  
as conversion?

• Do we know what our current average 
frequency is?

• Do our current methodologies adapt  
in real-time?
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In today’s marketing and advertising 
industry, activating 1st-party data is a must. 
Data management and activation enables 
marketing professionals to utilize customer 
data to inform and fuel a variety of marketing 
activities. Yet with more data sources and 
formats available than ever before, locating 
and fully utilizing all available customer data  
is easier said than done. 

The activation of 1st-party, 2nd-party, and 3rd-
party data will help marketing professionals 
achieve scale and control message frequency. 
It can also help with improved optimization at 
a tactical level. However, when putting data 
into action, it is imperative that marketing 
professionals remain on the right side of 
the law and keep consumer privacy top of 
mind. New privacy concerns have resulted in 
regulations around 1st-party data collection 
and usage being adopted across the globe, 
with the most stringent guidelines falling 
within the European Union.

As of this writing, the U.S. marketing and 
advertising industry remains self-regulated. 
For global marketing professionals, however, 
this means that certain combinations of data 
sets, collection methods, and activation use 
cases will be acceptable in some regions  
and unacceptable in others. Keeping up  
with evolving and shifting regulations will 
ensure that practitioners are able to reap  
all of the rich benefits of data activation  
while respecting consumer privacy and  
local legislation.

At dataxu, we always stand up for what 
is right. Trust is a core value of ours. This 
principle is reflected through our industry-
leading Fraud Free Guarantee program, our 
commitment to quality in the form of our 
Validated Inventory Marketplace, and through 
our extensive partnerships with 3rd-party 
measurement providers. We comply with all 
data privacy laws on behalf of our customers 
and their audiences. 

Identity resolution and data management  
are highly effective components within any 
marketing professional's toolkit, yet many 
steer clear of these solutions due to privacy 
concerns. Please rest assured that valuable 
1st-party data is in safe hands with dataxu. 

Conclusion
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Agency partner Duncan Channon collaborated with 

dataxu to drive sales across a variety of  formats and 

social platforms, including Facebook® and Instagram®. 

The agency took advantage of the robust 1st-party data 

captured by its existing digital efforts and syndicated a 

1st-party audience into walled gardens using OneViewTM 

identity resolution and data management technology 

from dataxu. Duncan Channon's 1st-party cookie-based 

audience was turned into device IDs, which enabled the 

seed audience to expand to additional, connected IDs.

Duncan Channon was able to amplify its cookie-based 

seed audience by 3X, increasing unique user reach on 

Instagram® by 364% with a 49% more efficient CPM. 

The agency also achieved a 44% more efficient CPM on 

Facebook® by activating 1st-party data with OneViewTM.

Duncan Channon drives success  
with data activation
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