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What is Cross Device?

Cross-Device targeting connects
multiple devices together by using an
anonymized version of a user’s email
address as a connecting key.




Why do we care?

"How many connected devices do you use?" Nielsen estimates that
Americans own an

average of four digital
_ devices and engage
Twozdge;'ces with media content
\ across screens for more
than 60 hours per week.

Six devices
5%

Five devices
14%

Four devices
22%

Three devices
30%



Mobile is increasingly the most important device
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m Tablet

® Smartphone
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‘What's your most important device for accessing the internet?” (UK, summer 2015)
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Why do we care?

61%

4 Mobile is becoming
6 5 % Startona | A | .eeiieninn Continue on 0
smartphone a PC/laptop

Continue on the primary device:
65% of purchasers
start on their mobile

19%

Continue on 0 phone and make
25y sin: | o= |- caiae
/laptop e purchase on other
devices.
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What is an example of Cross-Device?

Personal Computer
A new-car quote was requested
from this desktop computer

/"

Related Devices
No intent behavior is seen on these devices and they
are not directly linked to the consumer, but are
related via shared networks

AdRoll Consumer

Personal Phone
A search for auto dealerships was
made from this mobile device

Personal Tablet
A vacation destination and airfare
were researched from this tablet
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Beyond the Buzzwords

MMP native Android deduplication

API Pll People-based marketing
purchase deterministic 1D cross-device

anonymous cookie Omnichanne
IDFA DMP profile Atlas Probabi

identity Walled Gardens path

. mobile
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Identity Matching: Two Main Models

Deterministic Probabilistic

More accurate, less scale Less accurate, more scale




Deterministic: Email provides stable ID
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Probabilistic graph
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Precision vs Scale

Precision

$8 CPM + 75% precision =
$10 effective CPM



Beyond the Buzzwords: Deterministic vs. Probabilistic

Deterministic Probabilistic
Personally
Identifiable
Information n n

Accuracy 100% Q

Overall

Scale

Available
Available




Deterministic Data Co-op

Advertiser A  IDFA#

@gmail,com (HASHED EMAIL)
IDFA 6789
Cookie 12345

Advertiser B Cookies
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Precision vs Accuracy vs Overlap Rate




Precision vs Accuracy vs Overlap Rate




Precision vs Accuracy vs Overlap Rate
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Attribution

Enabling cross device
attribution gives accurate
reporting on the path to
conversions.
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CRM retargeting

Upload CRM

data to AdRoll e
: 9 0 Serve ads
1 [ |
1 1
1 1
1 1
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Travel example: reach and consistency

CETPE iy i HROILTS .

lo % ke
HOTELS & RESORTS @he Nkw ﬂﬁl‘k En’imes Q Here's the number that made analysts nervouson "
Google's earnings call ER

SUBSCRIBE = LOG IN

“Our customers live in a
multi-screen world and
engage across multiple
devices. We wanted to create
a seamless experience,
regardless of device.”

Preferred Hotels & Resorts
February 9 - @
Prepay your stay and receive up to 30% off.

— Casey Ueberroth, CMO,

Preferred Hotels & Resorts U.S. Cyberwar Aims to
Cripple ISIS Operations

OVERALL RESULTS and Recruiting
Command, was until now focused largely
1 3.4x 1 1 . 2% 0.44% on Russia, China, Iran and North Korea.

general web mobile advertising « The campaign will try to disrupt the

y | \
Preferred Hotels
Reserve your room in advance and save up to 30% off our best available rates
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Travel: mapping the customer lifecycle

Desktop flight booking Mobile hotel ad Mobile app install ad



Gaming example: LTV > CPI

LTV vs. Time Cohort

0-T days . LTV

0-7 days control
7-14 days

7-14 days con...
14-28 days

Time Cohort

14-28 days co...
=28 days

=28 days control
$0.00 $5.00 $7.50 $10.00 $12.50

LTV

7 Reengage dormant users

7 Compare performance vs
control by cohort

7 Measure incremental lift
vs marketing spend = ROI



Retail example: engage in the right environment

“With Instagram, you get a better picture of
where your brand sits; which customers are
engaged and looking at similar brands; and
who the influencers are. You gain brand
exposure in a whole new way.”

-- Olympia Scott, e-commerce manager at
DL1961

CAMPAIGN RESULTS

Combined ROI Instagram ROI WX

@ 1425 likes
DL1961 The Tribe. New York, New York. #DLTRIBE

EICUCICNY ..




Retail example: prospect on mobile, convert on desktop

The New Twin Peaks Cast
List Is Here, and It's Huge
and Miscellaneous
(Michael Cera? Eddie
Vedder?)

Focus on desktop retargeting for
max conversion rates



B2B example
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What's up with enline marketing? The State of the Industry guide outlines the
latest trends that will help you ensure success in 2016.

Connect the dots from
2015 online marketing trends
to 2016 success.

DOWNLOAD THE REPORT

Download it Now!

We surveyed 1,050 US marketers across industries 1o uncover how businesses are
thinking about and adapting to the changing landscape of programmatic advertising.

WWW.ADROLL.COM i Download

23 Reactions 3 Shares -

iy Like W Comment # Share < Buffer

@AdRoll

Connect the dots from 2015 online marketing
trends to 2016 success.
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How will online marketing shape up in 20167 Get the report.
adroll.com
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CRM retargeting example

Fiehls
Aliehl

SINCE 1851

‘WANT TO LEARN MORE ABOUT

KIEHL'S
PRODUCTS?

ils Like Page
Sponsored + @

“With AdRoll's CRM data onboarding,
we were able to extend the reach of
our database beyond the inbox.”

o
Score 5 deluxe samples + a Limited Edition reusable tote with any $100+

T e

—Jordan Yuck, e-commerce and digital
marketing manager, Kiehl's

)
Earth Day Exclusive
Complimentary Reusable Tote

Conversion Rate “ Extended web reach T Shop Now

CRM DATA ONBOARDING RESULTS

380/ 1 2 90/ oo 80 2 Comments
o = 0 1l Like W Comment # Share = Buffer AdiRolL>



Final Takeaways

7 Cross device is no longer a nice to have

7 There are two models, deterministic and probabilistic, but future is
probably a hybrid approach

7 Data co-ops level the playing field and work cross-platform

7 Don’t do cross-device for cross-device’s sake. What’s your business
objective?

7 Balance privacy with personalization. Right to not be surprised.
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