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In our last report we surveyed over 450 advertising 
industry experts. We wanted to know what they make 
of the coming transformation in the advertising space 
once Google’s vision of the “Privacy First Web” driven 
by the fading out of 3rd party cookies comes about. 

DOWNLOAD THE REPORT HERE

Fears, Opportunities & the Way Forward



SUMMARY

DMP refers to a Data Management Platform. It’s a database of pre-built 

customer segments consisting of probabilistic identifiers. A DMP is 

created from 3rd party sources. DMPs can be used while running 

display ads through programmatic platforms. 

On the other hand, CDP, or Customer Data Platform, is a homegrown 

“owned” database consisting of deterministic variables to create a 

holistic view of a customer. It can be used at various stages of a buyer's 

journey. 

With the focus shifting to CDPs, it’s important to understand the view of 

the experts on their potential, the challenges, and the impact that can 

be expected from them. To capture that view, we asked the expert 

community (brands and advertising agencies) about their opinion on 

the usage of their or their clients’ 1st party data to improve online 

advertising.
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The key concerns, expressed across the table, were:

To counter these challenges, the consensus that emerged was 
that the focus must shift towards capturing, managing, and 
activating first party data in the times to come. 

In that context, DMPs and CDPs top the list among the data 
solutions relevant to advertising and marketing in general.

Inefficiencies seeping into the 
advertising value chain.

Adverse impact of commonly-used 
tactics like frequency capping, 
personalization, and audience targeting. 
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Are you currently using your (or your client’s) 
first party data in online campaigns?

Yes

No, will be using in the next 6 months

No, will be using in the next 12 months

Not planning for next 12 months

61%

24%

6%
9%

Over 61% are already using their first party data to boost their online advertising. 24% of the respondents 
said that they will be employing and activating their first party data in the next six months. Only around 6% 
of the respondents won’t be connecting their 1st party data to their online campaigns, this year.

WHAT DOES THE DATA SAY? 

52% of consumers surveyed say they are likely to switch brands if a brand does not make an effort to 
personalize communications. (Source – retailTouchPoints)

As many as 40% of consumers reported “too many ads” as the biggest frustration when shopping on 
mobile devices, and 53% report the same on desktop, according to data from (Source - Usabilla).

34% of desktop shoppers and 31% of mobile shoppers said their biggest frustration at the 
point-of-purchase was having to re-enter information that should already be saved. What makes this 
challenge even more frustrating is that 37% of consumers said they created accounts with retailers 
specifically to save time and avoid re-entering information. (Source – CMSWire)

And while 71% of marketers still look at basic demographics and behavioral data like search and past 
purchases, according to CMO Council and RedPoint Global, only 40% of retailers’ measure brand loyalty 
and affinity, and only 22% examine psychographic data.

WHAT DO THE ADVERTISING EXPERTS THINK ABOUT 1ST PARTY 
DATA TO ADDRESS SUCH PROBLEMS?

To get a sense of how the advertising industry is adapting to first party data solutions and, particularly, 
CDPs, Aroscop conducted an extensive survey. We surveyed key stakeholders (CXOs, Marketing 
Managers, Media Planners and Media Heads) of more than 100 brands and agencies in India. The 
survey tapped the opinions of leaders from advertising agencies and brands across industries and 
aimed to understand the current state of 1st party data usage and how they were planning to use it in 
their online (programmatic) campaigns.
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THE INNOVATORS & EARLY ADOPTERS (61%)

HOW EFFICIENT IS YOUR 1ST PARTY DATA STRATEGY IN HELPING
YOU SUCCEED IN THE BELOW ADVERTISING STRATEGIES?

Of the respondents already using their first party data to enrich their online campaigns, most are using 
their own customer data platforms (CDP). This was followed by those who use a combination of a CDP 
and a DMP (Data Management Platform). 16% of them leverage third party platforms like Zeotap and 
Liveramp to get visibility into their target segments.

The respondents who are already mobilizing their first party data seemed to believe that using a CDP 
or other means to activate first-party data would help significantly resolve most challenges they were 
likely to face with the demise of third-party cookies. Tactics like frequency capping (19%) and 
combating cart abandonment (21%) were likely to be addressed less efficiently with 1st party data.

Somewhat efficient Moderately EfficientVery Efficient Least EfficientLess Efficient
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What technologies you use in order to collect 
and activate your 1st party audience data for 
online advertising?

A combination of CDP & DMP

Data Management platform

Own customer data Platform

Third Party Platforms live Liveramp & Zeotap

28%

14%42%

16%



Are you currently using your first party data 
to create audiences for Programmatic 
Advertising?

Looking for the right technology partner

No

Yes

16%

26%

58%

WHICH OF THE FOLLOWING DO YOU SEE AS A CHALLENGE WHILE
USING A CUSTOMER DATA PLATFORM FOR ONLINE ADVERTISING

When asked whether they use their first party data to create audiences and segments to target in 
programmatic advertising, over 58% said that they were already doing that. A quarter of the 
respondents said that they were actively seeking the right technology partner to activate and 
mobilize their first party data into programmatic ads.

The advertisers (brands and agencies) that are using their first party data through a CDP for online 
advertising, face certain challenges while doing so. Data security and control seems to be the top 
concern for these advertisers with 72% citing this as a challenge. 

Overall, a majority (>50%) of brands and advertisers that use a CDP for their data unification and 
management, find it challenging to create usable audience segments, real time targeting, running 
cross-channel campaigns, and platform complexity.

40% 60%Creating usable
audience segments

42% 58%Real time
targeting

28% 72%Data security
& control

33% 67%Running cross-channel
campaigns

35% 65%Platform
complexity

YESNO



How often do you buy online media 
programmatically?

Never

For major campaigns (2-4 months per year)

Rarely use (1-2 months per year)

We have a monthly budget for programmatic

39%

22%

4%

35%

What technologies are you exploring in order 
to collect and activate your 1st party 
audience data for online advertising?

A Combination Of CDP & DMP

Own Customer Data Platform

Third Party Platforms Live Liveramp & Zeotap

44%

30%

26%
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TESTING THE WATERS (33%)

The other significant segment of advertisers 
among the respondents are those currently only 
exploring platforms to activate their first party 
data and who aim to roll out a solution within the 
next six to twelve months.

To mobilize their customer data, these brands and 
advertisers are betting on a combination of a CDP & 
a DMP (44%) rather than a standalone CDP (30%) or 
relying on 3rd party platforms (26%).
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A majority of these advertisers say that they invest in programmatic advertising for at least 2 months 
annually. 39% buy online media programmatically for 2-4 months a year while 35% have a monthly 
programmatic budget. The rest (~26%) rarely spend their advertising budgets on programmatic 
media.

Will integrating first party data into online advertising solve the challenges created by the 
deprecating 3rd party cookie? 

Advertisers seem to think so. These advertisers seem more optimistic than those who have already 
implemented a first party data strategy for their online advertising. Again, the sense seems to be that 
frequency capping and combating cart abandonment will be hard to tackle with 21% of the 
respondents saying integrating first party data with online advertising will be less or the least 
efficient for these two strategies
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ACCORDING TO YOU, HOW WILL INTEGRATING 1ST PARTY DATA TO
ONLINE ADVERTISING AFFECT THE BELOW ADVERTISING STRATEGIES?



TO COUNTER THE CHALLENGES YOU WILL FACE IN A COOKIELESS WORLD,
WHAT ALTERNATES DO YOU THINK WORK?

WHAT IS STOPPING YOU FROM OPTING FOR A CDP OR ANY OF THE
ABOVE ALTERNATIVES TO 3RD PARTY COOKIES?
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When asked which of the popular alternatives to 3rd party cookies work best, contextual advertising 
came at the top followed by Private Marketplaces. Most respondents in this sub-group are not sure 
of the efficacy of probabilistic matching and identity resolution services. That suggests that these 
are not mainstream solutions as of now.
 
The costs involved in creating or licensing the alternatives (mentioned above), complexity of the 
technologies, and human resource crunch are the major deterrents holding back the migration to 
these solutions. Although, almost half (48%) of the respondents do feel the need to do so.

What is stopping you from opting for a CDP or any of the above alternatives to 3rd party cookies?
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79%

30%

4%

65%

48%

13%

39%

65%

9%

26%

35%

9%

57%

Contextual
Targeting

0%

25%

50%

75%

100%

Private
Marketplace
Advertising

Identity
Resolution
Services

Probabilistic
Matching
(Fingerprinting)

Customer Data
Platforms

Doesn’t work at all Can’t sayWorks well

43%

57%

39%

61%

26%

74%

35%

65%

48%

52%

Management
isn’t keen

0%

25%

50%

75%

100%

Human
resource
crunch

Cost
Involved

Unaware of
most of these
technologies

Don’t feel
the need
yet

NoYes



WHAT IS A CUSTOMER DATA PLATFORM?

A customer data platform or CDP is an ideal solution to centralize, hitherto siloed data to provide a 
360-degree view of the customers for the various functions in an organization. It helps marketers to 
move from targeting anonymous groups to approaching each customer as an individual. This is 
possible because CDPs focus on 1st party data consisting of personally identifiable information 
shared by users/prospects/customers with their consent That makes this solution the holy grail of 
databases in a time when user privacy and data regulations are top priorities of governments and 
organizations across the globe.

Marketers manage their customer data with CRMs, ERPs, or DMPs. That said, given the high volume 
of data and the growing customer touchpoints, unifying all data points to create a single customer 
view remains a challenge. Effective CDPs map these data touchpoints together to create a unified 
customer view that provides the insights necessary to help deliver personalized experiences with 
near-zero redundancies in messaging. CDPs are created, owned, and utilized by marketers, making 
them an integral part of the martech stack in leading organizations.

THE MARKET IS GETTING READY FOR CDPs.

CDPs are platforms that consolidate customer data from different touchpoints and provide a 
360-degree view to the brand. This comprehensive information about the customer helps the brand 
stitch together a unique customer profile, segment them based on their behavior, demography, etc. 
and use them for cross-channel marketing campaigns that are designed to be much more 
personalized and relevant.
CDPs are so effective that a Forrester and Oracle study revealed that brands that use unified data 
management are 2.5 times more likely to increase the customer lifetime  value.

63% 63%

63%

60%

59%

58%

56%

50%

44%

41%

Personalize Digital Campaigns

Unify data and maintain customer profiles

Assist in mapping out customer journey/experience

Report on campaign performance and ROI

Build and maintain targetable audience segments

Extra advanced customer attributes

Strengthen targeting in sales outreach and engagement

Enable website personalization

Delivery better In-person or call-centre customer service

Note: n-101 | Source: Advertisers Perceptions, The state of CDPs: Data unification, activation & analytics Q3 2020” commissioned 
by Treasure Data, Oct 7, 2020
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Use cases their company is using a customer data platform (CDP) to
support according to US Marketing Technology Decision Markers, Aug 2020



WHY IS A CDP CRUCIAL FOR ADVERTISERS?

CDPs enable brands to employ data to improve customer connections. They do this by enabling 
powerful marketing orchestration, on-site personalization, and audience segmentation. 

Compared to other verticals, retailers and eCommerce players have enormous amounts of 
transactional, in-store, online and app browsing, and behavioral data so it becomes more crucial for 
them to manage, activate, and mobilize these data points.

In an August 2020, Advertiser Perceptions study, 89% of US marketing tech decision-makers said that 
CDPs have had significant or some improvement on online sales.92% stated that CDPs had significant 
or some improvement on ROI. (Source – eMarketer)

Our survey revealed that a quarter of the respondents are using their own CDP. For brands that have 
been putting off this step, 2021 may mark the point beyond which they can no longer afford to do so. 
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CDPs use both first-party cookies and third party cookies to gain a comprehensive customer view. 
Despite that, the going away of third-party cookies could ensure that CDPs could end up playing a 
larger role in personalization. Reports suggest that the CDP market will grow at a CAGR of 34% by 
2025. 

When branding experts were asked about the top use-cases that the marketing technology leaders 
sought to derive from CDPs, “Personalizing Digital Campaigns” came right at the top, followed by 
“Creating Unified Customer Profiles.” (Source - eMarketer)
 
Our survey supports that conclusion. 70% of the respondents who are already using a CDP (or other 
first-party data activation strategies), believe that it has made personalization efficient while 79% of 
those who aim to opt for such a solution in the next 12 months believe that too.



CDPs collect first-party data from consenting 
individuals from websites, mobile apps, email 
platforms, analytics tools, helpdesks, CRMs, 
and more. This information will tell you exactly 
when, how, where, and why it was collected. 
That’s important when you’re evaluating the 
accuracy of your data. It gives the marketer 
confidence to draw crucial insights like what 
the customer’s intention is when purchasing a 
product? Third-party information may not be 
as accurate and the insights not quite as 
trustworthy.

CDPs collect data from every source, including 
real-time behavior like a customer abandoning 
their cart. The data is available instantly to 
other solutions, such as customer messaging 
apps. Those can then act on the data in an 
instant. This wasn’t available to marketers 
before and can play a major role in 
discouraging abandoned carts.

Marketers can track past customer purchases 
and identify purchase patterns. Using this, 
they can target customers with appropriate 
product offerings on various channels 
including special promotions, product bundles, 
service offerings, and specifically designed 
cross-sell and upsell options. This will 
encourage purchases and improve conversion.

As CDPs centralize your customer data into a 
single system, all your teams will have access 
to the same insights. That makes it easier for 
different teams to work collaboratively and 
seamlessly. This provides an impeccable 
experience for your customer, regardless of 
which channel they choose to engage in. CDPs 
also help break down silos that deter effective 
customer engagement.

MAJOR USE CASES FOR CDPs

PROSPECTIVE
CUSTOMER
DATA ACCURACY

CUSTOMER
PROMOTION
DISCOVERY

CUSTOMER
CART
ABANDONMENT

CUSTOMER
CUSTOMER
EXPERIENCE



This data enables more efficient geo-fencing. 
That’s when companies send ads, offers, and 
similar push notifications to customer 
mobiles based on where they are. These 
methods locate them when the customer 
enters or exits a specific location. This can be 
done by creating a virtual geographic 
boundary using GPD or RFI. A virtual 
boundary is created and marketers send push 
notifications or an SMS to a mobile device 
within that boundary driven by the clear 
knowledge of the customer’s movements.

Repeat purchases occur when a brand can 
build customer loyalty. Using CDPs, 
marketers can craft special user journeys 
which engage each customer in a unique way. 
That can be done through messages and 
offers tailored to that customer’s unique 
relationship with that brand. They can be 
updated with relevant information as well to 
better time offers and renewal options.

CUSTOMER
GEOFENCING

CUSTOMER
LOYALTY
PROGRAMS

CUSTOMER
ENCOURAGE REPEAT
PURCHASES
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CDPs help create accurate customer loyalty 
programs. This data is an aggregate of all the 
information they have from different systems 
and departments. Such information gives you 
a better idea of who they are as individuals 
and the mindset that drives them to invest in 
a product. This helps brands create more 
meaningful loyalty programs with greater 
resonance.

As customers are reassured about your 
business ethics, they’re comfortable sharing 
their data. That can be used for personalized 
offers. Thus – CDPs make it easier for 
companies to gain valuable insights from 
data and respect their privacy preferences. 
Since you can combine all the information 
into one profile, you can easily enforce these 
preferences anywhere else.

CUSTOMER
PERSONALIZED
OFFERS



HOW DOES PROGRAMMATIC + CDP + DMP SOLVE THESE 
CHALLENGES?

As per Treasure Data, a leading CDP provider, digital advertising is the top marketing process that 
marketers use CDP for, followed by customer profile management (data unification), and 
segmentation. And more specifically, to create marketing campaigns that better cater to customer 
needs i.e. personalization. (Source - Treasuredata)

According to them, the top three benefits of using a CDP are 

1. Unifying data coming from multiple sources, with different customer IDs
2. Creating robust customer profiles
3. Ensuring user privacy and data compliance

Among the respondents, Tech Providers and Publishers seem to be worried more than brands & 
agencies. While 59% of Tech providers believe that the attribution will be impacted majorly or 
severely, 55% of the publishers have the same opinion

Source: MiQ and Digiday, “Omnichannel: Building for the Future State of Advertising, ” May 6, 2020
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PROGRAMMATIC TECHNOLOGIES USED BY AGENCIES AND BRAND
MARKETERS IN CANADA, UK AND US, APRIL 2020 (% of respondents)
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In the major economies, CDP trumps DMP to be the top adopted programmatic technology used by 
agencies & brands, after DSPs. (Source  - eMarketer)

HERE'S A CLOSER LOOK AT HOW CDPs CAN BE USED TO INCREASE 
ADVERTISING ROI:

Bring Together Data from Various Systems. CDPs collect, collate and centralize all 

incoming data across several sources and channels, helping marketers ensure they 

are targeting the right audience. The ability to view such a broad set of data for a profile 

makes it easier to segment the audience based on whom you're targeting.

Target the Right Visitors. Audience data from the CDP is sent to a DMP to gather 

additional data points where possible and create a larger data set for the audience. 

This enables better targeting of the audiences. CDP data is then used for re-targeting 

ads in conjunction with programmatic advertising platforms and demand-side 

platforms (DSPs).

Target Look-Alike Audiences Using DMP. The targeted data set from CDP data is fed 

into a DMP to create a look-alike audience set. This audience is then targeted with 

advertising through integration with a DSP.

Feed CDP Data into Other Social Advertising Platforms. CDP data is used for highly 

accurate re-targeting on Facebook, Twitter, Instagram, YouTube, LinkedIn, and other 

social networks. CDP data is also used to generate look-alike models on these sites.

(Source - HGSDigital)
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HOW CAN

HELP?

One of the notable concerns that advertisers have about a cookieless future is the inability to 
hyper-personalize content for customers based on their behavior. That's where Customer Data Platforms 
(CDP) can come to the rescue. 

A CDP provides the unified view of the customer's data drawn from many other sources that advertisers need 
to understand their behavior and personalize the experience for them across all channels. CDP's have 
become so essential that a study predicted the market to grow to $10.3 billion by 2025. That works out to a 
CAGR of a whopping 34%. 

While most companies use a third-party CDP solution, companies like Adobe have built one in-house. The 
biggest advantage of a CDP is that advertisers do not have to spend time collecting data from various 
websites using third-party cookies. They automatically receive all the data from multiple systems, which is 
then cleansed and validated to get an in-depth understanding of the customer. 

So, instead of spending time collecting third-party data, advertisers can spend that time evaluating 
customer behavior based on that data, segment them based on various parameters, nurture them through 
each stage of the customer journey by personalizing the communication and then finally build intent maps 
to serve ads with high intent for conversions. Given the volume, variety, and velocity of customer data flowing 
in with CDPs and the huge potential hidden in that data, being able to apply analytics becomes a crucial 
need. 

This is where Aroscop’s data science capabilities and the Data Management 
Platform can be utilised to onboard your data from multiple sources (your own 1st 
party data, data from your partners i.e. 2nd party data or 3rd party data i.e. data 
from other aggregators) to derive the insights you need to create more targeted 
and meaningful programmatic campaigns.
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SOLUTIONS

SEGMENTER
 
A data science-backed tool that stores, processes, and visualizes brands’ first-party data and enable 
them to - 

 Pre-create segments
 Create rules/models to add new users to the segments
 Visualize records count against segments
 Custom create segments 
 Push pre-created or custom segments to the ad stack for targeting
 
These segments can then be mobilized to target and advertise to the brand’s existing customer groups 
across the web (Facebook, PMPs, Programmatic), with personalized content & messaging.
 
Additionally, advertisers can leverage pre-existing segments created on Aroscop’s proprietary first-party 
data and, if relevant, use them in their campaign targeting.
 

 
MODEL FACTORY
 
The Model Factory is a machine learning environment at the advertisers’ disposal that empowers 
in-house data science teams to – 
 
 Unify customer data from various sources
 Train pre-existing algorithms and models
 Customize algorithms & add new data models
 Consume data signals from various sources
 Track model performance & view analytics to optimize
 Predict user behavior, like churn, upgrade, and buy
 
This tool primarily enables advertisers (brands and agencies) to leverage the power of machine learning 
to make sense of their first-party data and activate the same to augment their programmatic advertising 
efforts.
 
The tool helps advertisers target their existing customers with relevant messaging and offers by 
predicting their next probable move or create lookalike audiences based on multiple signals. Model 
Factory can ingest and assimilated data from first-party and third-party sources and combine them with 
programmatic ad events to create vast pools of prospects that would be difficult to reach otherwise.



MAPS (MICRO AUDIENCE PROPENSITY SEGMENTS)
 
Aroscop MAPS is a custom cohort-building tool. It allows the advertisers to target custom audience 
cohorts using various parameters, which include – 

The solution comprises of two essential tools

Media Planner provides audience and 
impression sizing across the above-mentioned 
parameters. This helps the advertisers identify 
the key domains and deep URLs to target based 
on the content and context of the campaigns.

For example, a brand can target “all users who 
have browsed the web, using their mobile 
phones, and read articles about yoga, healthy 
food recipes, and diabetes, in Kolkata” using 
the Media Planner.

Audience Builder outputs unique exchange and 
user ids against the same parameters as the 
media planner. This output can be fed into the 
Ad stack to deliver ads, content, or promotions 
to specific audience pools. The audience 
builder also allows for querying on the recency 
and frequency of the user.

Using the Audience Builder, advertisers can 
create specific niche audiences like “users that 
have read articles about Sports on specific 
publisher websites, more than three times in 
the last two weeks.”

Web Domains Deep URLs Locations

Geography Ad Campaigns Devices

Keywords (on page+ URL) Audience Cohorts

01MEDIA
PLANNER

AUDIENCE
BUILDER02
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The changing consumer and digital landscape has compelled advertisers to 
think of new ways of advertising online. At Aroscop, we o�er advertisers a 
complete set of capabilities that they can leverage to create and manage 
high-targeted omni-channel campaigns. We are the industry's most �exible 
and transparent ad-trade platform that gives advertisers the most control of 
their campaigns. We combine advanced RTB technology, analytics, machine 
learning, and AI to make advertising more transparent and streamlined. The 
platform provides brands, agencies, and marketers more signi�cant control 
over their campaigns smartly to drive unprecedented transparency and ease of 
use. Our omnichannel campaign management capabilities include execution, 
creative management, targeting, and reporting in one technology ecosystem. 
Our solutions are tailor-made for both brands and agencies. 

To know more, visit our website 
www.aroscop.com


