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Advancing acquisition takes
more than just technology




)

Brands need new customers to thrive and grow.
But with tough competition for both attention and
share of wallets, acquiring new customers is a
challenge. In fact, in our annual CX trends report,
61% of businesses said customer acquisition
has become more competitive in the last 12-18
months.

In this environment, it's easy to see why brands
get so excited about any new technology that
promises to help them acquire new customers.
And there are plenty to choose from. Accelerated
by the emergence of Al, the martech market is
expected to expand by more than 8% each year
through 2032.

Many of these solutions deliver huge value to
brands and their customers. But technology
alone won'’t solve your acquisition challenges

— it's just an enabler. To really advance
customer acquisition, these technologies need
to be properly managed. They need to be fully
integrated into your technology stack. And they
need to be fueled by a strong foundation of data
and identity.

The best way to acquire new customers is to
really understand your existing customers — then
find and engage prospects who resemble your
best customers. Customer intelligence, created
by combining the right data with robust identity
resolution, is core to this strategy.

Let’s start with identity resolution, because that’s
what connects data.
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“There is no silver bullet. No
technology - however shiny

and hyped-up it is - can do the
hard work of understanding and
engaging customers for you.”

Tate Olinghouse,
Chief Revenue Officer,
R Acxiom

ACXIOM.COM
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Identity underpins
acquisition activities

The third-party cookie deprecation saga caused a lot of discussion
about identity. But it masked the real point, which is that brands need
to move from a device-based approach to a person-based approach
to identity. Even with Google’s decision not to deprecate cookies in
Chrome, 40% of the cookies on the internet are already deprecated on
browsers including Safari, Firefox and Mozilla. What's more, channels
such as mobile apps and connected TV that are already used in
omnichannel acquisition campaigns have never used cookies.

Person-based identity enables brands to consolidate and match all
the diverse data signals and identifiers and link them to one individual
in an identity graph. Imagine each person within that graph has a

key ring, and each identifier — from a name, email address, or phone
number to an identifier like UID 2.0 — is a key on that key ring. This
way brands can bring data together to really understand who they're
talking to — whether that’s an existing customer or a future customer —
and deliver relevant, personalized experiences.

Brands often assume — quite understandably — that they don’t

need an enterprise identity solution because identity is included in
technologies like customer data platforms (CDPs). But while CDPs
are indispensable to achieve unified, accessible first-party customer
data, they’re not designed to support enterprise identity because their
matching capabilities are very basic.
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The Reality Behind
CDPs and Identity

Find out more about

how you can maximize

the performance of

your CDP by extending

its capabilities with an
enterprise identity solution.

Read the guide

ACXIOM.COM


https://www.acxiom.com/resources/why-you-need-identity-with-your-cdp/
https://www.acxiom.com/blog/pov-google-cookie-u-turn/?context_ref_type=content_list&context_ref=resources
https://www.thetradedesk.com/us/about-us/industry-initiatives/unified-id-solution-2-0
https://www.acxiom.co.uk/

The range of matching techniques martech and identity solutions
use varies from simple to sophisticated:

e Direct stitching: The simplest form of identity resolution where
two identifiers (such as email addresses) need to be a 100% match.

¢ Fuzzy logic: Probabilistic logic allows close matches to be linked
(for example email addresses with a missing symbol).

¢ Referential matching: A more advanced form of identity
resolution where identifiers are linked with a third-party
referential graph.

¢ Rules-based identity: \Where brands use their first-party data
combined with a referential graph for their own view of identity.

Simple Sophisticated
‘ Rules-Based
CDPs /
Most only
use stitching /
Referential
REAL;D
Fuzzy

Direct

An enterprise-level identity management capability forms a permanent
identity backbone so brands gain a complete view of their customers
(and the customers they'd like to have). Using rules-based identity,
brands can recognize customers and prospects no matter what
device or channel they are using. They can use this customer
intelligence to fuel martech solutions and engage customers and
prospects with relevant experiences.

Success Story:
America’s Test Kitchen

Discover how Acxiom’s
Real Identity solution
provides America’s Test
Kitchen with a single and
consistent view of its
customers.

Find out more
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First-party data is the new
currency

As we move toward person-based identity, a brand’s first-party data is
an essential part of customer intelligence. First-party data is simply the
information you capture when a person interacts with your brand via
owned or paid channels, and it has a number of benefits:

e Privacy: You can be sure data is collected in accordance with
evolving regulations and, with consent becoming the norm, you can
be sure you're using customers’ data in the way they want you to.

¢ Relevance: Data relates to real people who are interested in, and
interacting with your brand across a variety of touchpoints. This
makes it highly relevant information to fuel acquisition strategies.

e Accuracy: With the information coming directly from the person
to your brand, you know it's accurate and actionable.

e Resilience: Creating a strong first-party data asset gives your
brand more control and helps you build resilience for the future,
no matter what changes take place in the ecosystem.

But while first-party data is growing in importance, it does come
with some inherent limitations:

A narrow view

With first-party data, brands only see customer information
from direct interactions — such as when they visit a website,
come into a store, or sign up for a newsletter. While this is
valuable, it only gives a narrow view of that customer, rather
than a holistic understanding of the person’s wants, needs,
and preferences.

Data duplication

When customers interact with a brand via different channels,
they may use different data identifiers. This makes it hard to
see that the person visiting your website from a desktop, for
example, is the same person who clicked on a mobile ad

on Facebook. Email addresses are the classic example of
duplication, with the majority of people having at least two
email addresses, and 28% having more than four.
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“We want to bring everything
in because we cannot activate
a campaign with just one set
of data. We want to have those
different touch points and
really need to understand our
customers.”

) . Shreya Shinde Manager,
e AEP Product Owner,
Prudential Financial
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Data decay

As soon as data is collected it starts to lose its relevance,
with 36% of data becoming obsolete every year. That’s
because people move, change jobs, get new email
addresses and phone numbers, get married (or divorced),
and develop new interests.

Limited reach

No matter how extensive a brand’s first-party data is, it

will only include the people who are already aware of and
interacting with the brand. There are likely to be millions
more people not yet acquainted with the brand who could
become valuable customers — you just need to access them.

Some of these limitations can be solved with the robust identity layer
we discussed earlier. Duplication, for example, can be eradicated
by creating a unique first-party identity graph to which all data and
identifiers are attached.

But the other limitations require first-party data to be supplemented
with information from other sources, and connected using identity. By
keeping proprietary first-party data safe in your own identity graph and
supplementing it with second- and third-party sources, you can get an
accurate, holistic view, and wider reach.
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Second-party partnerships

are on the rise

As first-party data becomes more central to customer acquisition,
brands are recognizing the benefits of collaborating with partner
brands and making use of the first-party information those brands
have access to. This is known as second-party data.

These partnerships are supported by data clean room technologies,
which provide a trusted space for brands to share information in a
controlled and protected way that doesn’t reveal personally identifiable
information (PIl). And, in turn, data clean rooms are supported by
rules-based identity resolution.

By sharing second-party information with trusted partners, brands can
gain a broader view of their own customers in areas where the two
data sets overlap. They can also expand their reach by building new
audiences within their partners’ data that resemble their own high-
value customers.

Right now, these second-party arrangements are often limited to

the more obvious partnerships, such as airlines collaborating with
hotel chains. But brands are increasingly entering into multi-brand
partnerships that blur industry lines and allow them to deliver relevant,
integrated customer experiences based on a much larger insight pool.
This phenomenon is known as the ecosystem economy, and it’s likely
to be a growing trend moving forward.

Opportunities Await in the Ecosystem Economy

Discover how you can join the brands coming together
across industries to connect and expand the customer
experience — and why you should.

Get the guide
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“Where the industry is heading,
especially with second-party
partnerships, you actually have
the best of both worlds. You
have the best of scale, best

of trust now being brought to
the table through that common
second-party ecosystem.”

 Kumar Subramanyam
@ | Global Head of Marketing

Data Sciences, HP Inc.
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A third-party perspective
gives a holistic view

To enrich first-party data, achieve a holistic view of each individual,
ensure data is as accurate as possible, and build new audiences of
prospects who look like your best customers, you need a third-party
perspective.

Third-party data offers unique insights into people’s attitudes,
behaviors, and preferences. Beyond the information available in your
own first-party data, a third-party perspective can give you insight into:

e Common hobbies and interests

* The causes they’re likely to care about

¢ The types of vehicles they may be interested in
e Their preferred communication channels

¢ Their travel preferences and frequencies

¢ The likely makeup of their household

Third-party data can be appended to a brand’s first-party graph,
giving a full picture of the customer and ensuring relevant experiences
that will resonate. It can be used for ongoing data hygiene to keep
first-party data accurate and up to date. And it can be used to create
new acquisition audiences that share the important attributes of the
brand’s best customers.

Third-party data needs to be ethically sourced, of exceptional quality,
and refreshed regularly to ensure it is current. It should also contain a
mix of predictive, attitudinal, behavioral and transactional insights to
give a complete view.
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See your customers in
a whole new light

Try Acxiom’s Data Portrait
Analysis to understand
your customers at a deeper
level and see how you can
provide more personalized
experiences to the people
your brand wants to reach
the most.

Try the DPA

ACXIOM.COM
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Reaching the right
prospects across platforms

Once brands have the right foundations for customer intelligence, they
can build lookalike audiences. These aren’t just people in the same
age group, or with the same zip code as customers. They are people
who share the values, preferences, interests and other key attributes
that make them most likely to become a valuable customer of your
brand.

Your brand might have first-party data on 20 million customers, but
that’s just a fraction of the people you could reach with well-structured
prospecting campaigns. With a solution like Acxiom’s digital graph,
where interactions with 90% of the U.S. adult population show up
every 48 hours, you can build lookalike audiences that contain new
groups of highly relevant prospects

Because brands have control of these lookalike audiences, they can
be platform agnostic. They know who they’re reaching and engaging
with whether they’re putting that audience into Google, Meta, or any

other platform.

This is the point at which those exciting new marketing
technologies we talked about at the start finally come
into their own. Fueled by customer intelligence,

these Al-powered applications will help you craft
relevant, personalized experiences that help turn your
prospects into loyal customers.

Acquisition may be getting more
competitive. But by fueling
emerging marketing technologies
with customer intelligence you can
get ahead of the competition and
meaningfully connect with brand
new audiences.

LAL
Audience

Your brand A C): |OM

20 million
people 260 million people
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35 billion
signals
ACXIOM.COM
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About Acxiom

Acxiom® is the global leader in customer
intelligence and stands at the forefront of
Al-enabled, data-driven marketing. As part of
the Interpublic Group of Companies, Inc. (IPG),
we specialize in high-performance solutions that
boost customer acquisition and retention while
fueling growth for the world’s biggest brands
and agencies. We transform omnichannel
marketing strategies and execution using our
Al-powered data and identity foundation, cloud-
based data management, and martech and
analytics services. For over 55 years, our teams
across the US, UK, Germany, China, Poland,
and Mexico have helped businesses optimize
their marketing and advertising investments

while prioritizing customer privacy.

Discover more at acxiom.com,
where marketing is made better.

about how Acxiom can work for you, contact us at

acxiom.com info@acxiom.com /\ C){ I O M
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