FIRST PARTY
DATA AND
ENGAGEMENT

Preparing for Life in a Cookie-Free World
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GOODBYE COOKIES, HELLO NEW DIGITAL WORLD
Cookies are going away. No, not chocolate chips or oatmeal
raisins. Google and Apple are leading the charge to do away
with the digital kind - you know, the type that lets marketers
track web traffic for valuable data.
New apps and interfaces will require a pop-up on websites
requesting permission to track users, while others will simply
turn off tracking by default. To make things even tougher for
data gathering, privacy legislation is getting tighter across
the US and Europe.
We are rapidly approaching a future where your target
consumer’s information cannot be bought or sold. What does
that mean for your platforms? It means making changes to
your digital strategy to adapt and thrive. It also means
building a new kind of relationship with your customers. In a
world where ﬁrst party data will be the key to success,
trust between your brand and your customers is critical.
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BE FAIR AND TRANSPARENT WHEN YOU ASK
FOR YOUR TRAFFIC’S DATA.
First party data is any kind of data that you receive directly from your
users. A few good examples of this are data like social media interactions,
browsing habits from browsing your website or mobile app, or information
from completing an e-commerce transaction.
It is the key to understanding your users: from their behavior, their trends, to
speciﬁc segmented demographics, there is no better source to learn more
about your target audiences.
But that value doesn’t come easily. 83% of online users have said that they
have concerns about sharing their data. There are three key factors to
overcoming this distrust and keeping a channel of communication open with
your customers.
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THE 3 KEY TENETS TO ASKING FOR
PERMISSION TO FIRST PARTY DATA
Visibility. Don’t be sneaky about it. Be clear and up front about asking for that
data. There’s no easier way to scare off skittish traffic than by trying to hide
the fact that you want their information.
Giving your users the power to decide on whether or not to share their data
with you goes a long way. In many cases, users just want the courtesy of
being asked.
Honesty. Sometimes, just being polite when asking for it isn’t good enough to
succeed. Users will want speciﬁc reasons as to why you want to know more
about them. Laying out the reasons why you want their data, especially
telling them what’s in it for them if they give it to you, will go a long way.
Value. Explain why you want your traffic’s data, such as using it to bring them
a better customer experience. It should feel like a reasonable transaction to
them, where they know exactly what they have to gain in sharing.
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A FAIR VALUE EXCHANGE FOR
DATA
The old model of providing content in exchange for viewing ads
is a model that may soon struggle. The average consumer isn’t
just looking for free content in exchange for their data.
To succeed in a post-cookie world, you’ll have to make them feel
like part of the process. To do this, you’ll need to use tools,
strategies, and ideas that will make their experience more
interactive.
Wondering how you’re going to navigate this new reality and be
able to implement these strategies? No worries! Frankly Media
has you covered.
We have an entire suite of engagement tools that make it easy
for you to provide a higher perceived value exchange to your
customers, while facilitating a fair and reasonable exchange of
data. With our tools, you can interact with your customers and
learn more about them in a variety of ways.
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EXAMPLES OF PROVIDING VALUE IN
EXCHANGE FOR DATA
Contests. Who doesn’t like free prizes? That kind of value can be a
compelling motivation for users to tell you more about themselves.
Polls. A poll is an easy way to get more engagement from your traffic. A
simple question with two choices (Product A or Product B?) takes only one
click from your users, but can be invaluable on what it tells you about overall
demand and preferences for a product.
Surveys. A conversational, fun survey is a good way to connect with your
audiences and remind them that there are, in fact, real human beings
creating the product they’re curious about. It’s a fantastic choice to start a
dialogue of information exchange.
Giveaways. A giveaway where the only requirement is engagement can be a
powerful tool. You can ask users to tag a friend, comment, or simply leave a
like on social media. All of these are reasonable exchanges that most users
are used to doing.
These are just a few ideas of what Frankly Media can do for you to make your
life easier as you adapt to a life without cookies. With us in your corner, you’ll
be prepared to stand out from the crowd to your customers.
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ENGAGEMENT, MONETIZATION & DATA
MULTI-PLATFORM SERVICES
FULL-SERVICE MONETIZATION AND SUPPORT
Free up time and resources with Frankly managing your entire digital revenue strategy. We
become your in-house ad ops, developer, and programmatic sales teams.
AUDIENCE INSIGHT
We unlock and enrich our publishing partners' ﬁrst-party data to maximize audience value.
HEADER BIDDING MANAGEMENT
Allow us to manage your Header bidding setup and take advantage of our long-standing
relationships with the world’s largest demand partners and SSPs.
GOOGLE AD EXCHANGE
We are a Google Certiﬁed Publishing Partner and can provide publisher access to the Google
Ad Exchange to take advantage of larger budgets and higher yields.
AD SERVER UPGRADE
Being a Google Certiﬁed Publishing Partner means we can also provide access to GAM 360.
MULTIMEDIA ASSET MANGEMENT
We offer a fully integrated CMS to manage live and on-demand video, photos, slideshows
and powerful multimedia stories.
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franklymedia.com
678-820-7114
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