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We’re in the midst of a measurement 
evolution of our industry.
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The evolution has been in motion for years.

The impact is current.

It extends beyond the bid.
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Cookie deprecation is not a future 
problem with a deadline set by Google
Global CPG brand
Date range: 3/4/2021 – 6/30/2021

86% 83%

22%

COOKIE

REJECTORS

95% 95%

50%

COOKIE

REJECTED

Cookie rejectors
72% of devices reached 

rejected cookies 

Cookies rejected
90% of cookies were rejected

across all activity

Mobile Tablet Desktop



6 • Proprietary and confidential. ©2022 Mediaocean     

Fragmentation already exists across Chrome

Cookies rejected across all 
activity measured

89%

Impression delivery across 
Chrome systems

Average cookie rejection 
across Chrome Systems 

Average cookie accuracy 
within a device across activity

61%38%

Australian Finance Brand
Date range: 03/12/2021 – 28/02/2022

50%
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The impact goes beyond the daily 
industry headlines

Not just… 
supply and buy side 

focused

Not just… 
cookie based 

media mix focused

Not just… 
Google Chrome 

focused

Not just… 
performance campaign 

focused
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The central connection 
point across media 
partners and channels 
to effectively measure 
and manage digital 
advertising

Extending to 
the buy-side 
ad server

Laptop

Search

Mobile in-app

Display

Video

Mobile web video

Pre-roll video

High-quality lead



10 • Proprietary and confidential. ©2022 Mediaocean     

Skewed reach and frequency

155,100,186 

14,999,821 2.07

21.42

Understated 
frequency

934%
Overstated 
Omnichannel reach

Avg frequency Unique reach

90%

Cookie data Cookie + FTrack data

Australian Wagering Brand
Date range: 1/1/2022 – 1/6/2022
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Unlocked attributable conversions
APAC Airline Brand
Date range: 1/1/2022 – 31/3/2022

Attributed Revenue $ (000's)Attributed Flight Sales

40%
understated
when relying 

purely on 
cookies

43%
understated
when relying 

purely on 
cookies

Cookie data Cookie + FTrack data
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Fragmentation of user journeys

Exposed User IDs

Cookies FTrack Device Graph

596k
users

Exposed User IDs

Cookies FTrack

489k
users

Exposed User IDs

Cookies

102k
users

380%22%

Australian Streaming Service
Date range: 1/1/2022 – 6/30/2022

318% Attributable paid media 
when conducting     

Multi-Touch Attribution
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Video 1

Football analogy
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Video 2

Football analogy
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1st Touch point 2nd Touch point
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3rd Touch point The assist
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Last touch GOAL!
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Fragmentation within the ad server 
misinforms foundational decisions 
for media effectiveness

Effects filtrate 
beyond measurement

1. Channel optimisation

2. Tactic and placement optimisation

3. Frequency optimisation
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Addressing identity resolution from 
today, going forward

Today

Cookie IDs still exist

Cookies need to be complemented by other 
forms of ID measurement

Near Future

Cookies will be replaced by multiple IDs

A complicated and fragmented ecosystem

The is no one fool proof alternative for modern measurement



20 •   Proprietary and confidential. ©2022 Mediaocean     

Addressing ID uncertainty

Owns rich first-party data 
and deployment means

Advertisers will have differing identity strategies

Owns rich first-party
data, but lacks 

deployment means

Lacks both rich 
first-party data and 
deployment means

Majority of advertisers
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A multitude of solutions, 
a myriad of applications

ID uncertainty 
and complexity
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Addressing the impact of multiple IDs

ID scale and 
ID resolution

ID interoperability
Control, activation 

and usability  
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The piece of the tech stack that works across multiple 
platforms and helps integrate an advertisers’ ID graph

Beyond the bid: The unique role of 
the buy side ad server

IN-APP MOBILE 
WEB

IN-APP SEARCH

PRE-ROLL
VIDEO

DYNAMIC
VIDEO

STATIC C O N V E R S I O N
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The impact is current.

It extends beyond the bid.

So what’s stopping us?


