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Kollaboration durch Innovation: Wie Unilever und Ad Alliance mittels
Data Clean Room Technologie neue Datenbriicken bauen
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Welcome

Mathias Damm
Director Business Development
TplusX

Nadine Muhr
Digital Insights Manager
Unilever

Arne Steinmetz
General Director Client Services & Data Business
Ad Alliance
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Unilever: Marken- und Datenlandschaft
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Unilever: Marken- und Datenlandschaft

Sustainbility

Vegans

Families

Data Inventory
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Unilever: Marken- und Datenlandschaft

Data Capture

Analytics

1st Party Data »

Experience Manager

2nd & 3rd Party Datao’

Collect Data across all Unify data to create

off- and onsite 360° profile and build
touchpoints. ~ insights with 2nd and

(2)2

3rd party enrichtment.

Data Analysis

DMP

Audience
Manager

Consumer
profile

Create audiences and
create look-a-likes
based on segmentation
strategy.

A
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Data Leverage

Target Message Personalization
at scale

Manage Consumer
Exp. Manager  Experience across Mobile

& Web
Campaign Automate SMS & E-Mail
Marketing
DSPs Data driven media buying
via programmatic
k Search & Personalized social media
Social and search ads

Synchronise segments with
platforms and activate across
consumer journey touchpoints.
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Ad Alliance: Datenlandschaft- und aktivierung
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AdAlliance TAR

connect

[ Publisher Data (100+) }
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CrossDevice ® —
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S M [ Household Data ]

Key Facts Key Facts

- 1,8 B data attributes Contextual Dat P | Dat - ~15M HBBTV Devices
- > 5B daily device contacts oniexial e anel Data - >25M SmartPhones

- >40 M devices

} A_Z Direct
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connect Classifier Context
AP| Engine

[ Select Partner Data }

Display/Video * (AC) TV

*In Progress
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Fundamente zukiinftiger Daten-Kollaboration
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Security &
Privacy

Strong Real-time data

Predictive processing &
layer automation

4B X

Identity management,
resolution & Cookieless
solutions
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1plusX Connect: ‘Building Data Bridges’

— N AN N

L€ N

Advertiser 1plusX Connect Publisher

Data Clean Room

Data Safe Data Safe

04 Publisher
P
" SSP
Connect Adserver

Audience

Audience Activation &
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1plusX Connect: ‘Building Data Bridges’

]
¥ N .
2 AdAIl
Oritewer 1plusX Connect e
Data Safe plusx Lonnec Data Safe

Data Clean Room

Vegans Sustainability Empty Nester

Families Young Families [ Publisher B
AR
c — sSSP
GITELE Adserver J\

Audience

Audience Activation &
Insights
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Use-Case Maturity Matrix mit aufsteigender Komplexitat

Use Connect to scale

Use Connect to interopability across
Generate quality bridge cross-devices our ID Tech
Scale efficiency by insights on pre-built beyond digital only landscape.
Generate match effective frequency audiences
rates of collaborated capping & look-a-like
1p data modeling

B O - 8

Focus on:
Matching Data Retargeting and Generating Omni-Channel Cross Identifier
High Quality Insights
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Danke!

Mathias Damm
Director Business Development
TplusX

Nadine Muhr
Digital Insights Manager
Unilever

Arne Steinmetz
General Director Client Services & Data Business
Ad Alliance
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