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Things we’ll touch on

What is first party data? And how third party is different

Why have a data strategy? And is there an ROI

How can we use it right now? Review of Listener use cases

Audience segmentation with your 15t and 3™ party data

We getit, so how do we get more? next steps in data strategy

Closing the Loop connecting with customers and their customers too



What is first
party data?

And whatis third party?
And who’s on second???

The Mobile Marketing
Association called first party
data, your own data straight
from the most valuable source:
your customers

Third party data is defined by
Digiday as... “information that’s
collected by an entity that
doesn’t have a direct
relationship with consumers”

What’s second party data?
We'll get to that in a bit...
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Wow...

We are late to
the party...

But not too late!



Location, Location, Location

Location data for digital advertising continuesto be a big
industry problem — especially hyperlocal.

“We throw out 80% of data coming

“The problem with the location
from the bid stream because it is

data set on the exchanges is 95% to

97% of it is bad.” completely inaccurate.”
_ David Shim. Founder and CEO - Steven Rosenblatt, President,
Placed Foursquare

Local publishers are experts at knowing where their customers
live, and they can pair that through listener with their digital
location...



Listener

Publisher.com First Party Data

Offline Customer Data
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Listener Data Use Cases Review

June
2016

August
2016

Coming
Soon

Custom Audience Integration with DFP

(the most common publisher digital display ad server)

Email Platform Integration with Presslaff

Integration with Simpli.fi (providing display ad serving across
the bulk of the Internet)

Identity Resolution for Publishers and Advertisers



Listener captures or integrates with

Audience solutions that make these data points
: available at the user level that we use to
Segmentaion create audiences:
And Lookalike Audience Creation * ContentType
— Editorial
— Advertising

 Keywords

* Frequencyof consumption

* Recency

* Daypart

* Device Type

. E)rizm Data (logged in audience and zip
e Social (gigya or other profile connection

 Demographic(ageon some, may add
axiom or Experian)

* Location (IP, offline to online zip match)
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Audience Segment Examples
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The Affluent Influencers The Career Climbers
* Access News Content3x * Accessed jobs content
per week past 30 days
e Comment weekly * Entry/ Exit URL (jobs)
* Political keywords * Mobile device user
 Geotargeted (IP, home  Demographic data
address) * Prizm cluster (24-39)

* Prizm clusters (1-22)
* Entry/ Exit URL (FB, etc)



Your First Party User
Data




Next steps with your data strategy
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* Registration

* Pairing more offline data with your online user
accounts

* Incremental data gathering activities that give
and receive value

* Personalization

* Loyalty



Closing the
Loop

It’s who's on second...

Partnering with other entities
to share data

* Professional sports teams
* Chamber of commerce

* Retailers with loyalty
programs

* Higher Education

* Auto Dealers

* Real Estate Brokerages
* More!
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THANK
YOU!

Jay Horton — jay@digitalwho.net
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