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HEIGHTENED CUSTOMER EXPERIENCE THROUGH IDENTITY-RELATED 
PERSONALISATION

Salesforce observed that 80 percent of customers the value brand experience as 
much as the products themselves. Meanwhile, McKinsey reports that personalisation 
can reduce acquisition costs by as much as 50%, lift revenues by 5% to 15% and 
increase marketing spend efficiency by 10% to 30%.

FIRST-PARTY DATA IDENTITIES

Even if brands have invested in having first-party data, fragmented customer 
identities made out of poor-quality or sparse data result in a lack of customer 
understanding. For example, a brand making use of their customers’ purchase data 
might not have the full picture of their customers, but rather a partial one. Decisions 
taken off the basis of this partial data could lead to losses. Instead, brands can 
proactively start by digitising their CRMs — since these are the systems that are 
identity-rich.

THE EFFECTS OF 5G AND IOT ON IDENTITY

The capabilities of 5G will not only produce hoards of data but allow us to track 
micro-moments throughout the buying journey. With these added capabilities, the 
chances of duplicate data, and the number of devices it is dispersed across 
increases, making it harder for brands to track and action the data.

REALISING IDENTITY WITHOUT THE COOKIE IN A MOBILE-FIRST WORLD

New restrictions, such as Safari’s block on third-party cookies, are forcing marketers 
to scout out new opportunities to survive in a cookieless world. For brands, 
persuading users to opt-in to cookie experiences or to alternatively subscribe for an 
incentive, like premium content or special web domain features, allows them to tie 
disparate user identities to mobile ad IDs, emails, phone numbers, and other online 
identifiers. 

2020 TRENDS: 
IDENTITY RESOLUTION
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https://www.salesforce.com/blog/future-of-marketing-five-stats/
https://www.mckinsey.com/business-functions/mckinsey-digital/our-insights/marketings-holy-grail-digital-personalization-at-scale
https://www.martechadvisor.com/articles/ads/are-advertisers-getting-purchase-intent-all-wrong/
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The benefits of identity resolution are 
clearer attribution, better targeting, and 
greater understanding of an audience on 
an individual level. But in an age of 
growing privacy concerns, including the 
California Consumer Privacy Act - it’s 
important to understand the data behind 
identity resolution.

It’s been over three years since GDPR was 
implemented, and some publishers and 
media buyers alike are still searching for a 
new normal in the aftermath. However, the 
new restrictions imposed by GDPR have 
not been nearly as detrimental to 
European data collecting and targeting 
efforts through identity resolution as one 
might think.

Projjol Banerjea, founder & CPO at 
Zeotap, describes looking at identity 
resolution in the age of privacy concerns 
through the lens of the four C’s: 
communication, consent, choice and 
control.

DATA AND PRIVACY: 
THE BENEFITS OF ID RESOLUTION
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“ ‘Communication’ means making it very 
clear to the consumer as to what the data 
is going to be used for”, explains Banerjea. 
Consent refers to the idea that the consumer 
is knowingly and willingly agreeing to aspects 
of data utilisation, while choice covers the 
ability to choose which of those aspects the 
consumer is opting into.

“The aspect of controls is important 
because even in the context of consent, 
there needs to be traceability as the 
consumer may choose to revoke that 
consent at any point,” says Banerjea. “This 
needs to be reflected downstream across 
all the different platforms of channels for 
that data.”



ARE YO
U

 READY?

4WHAT IS THE FUTURE OF  IDENTITY RESOLUTION?

THE FIRST STEP IS 
INTERNAL ASSESSMENT

Are you already collecting data? If 
so, are those data collection 
methodologies compliant with 
current regulations? These are the 
questions a brand or publisher 
must first ask themselves -  and 
answer - before using identity 
resolution, making an internal 
audit a necessary first step.

SIMPLICITY ISN’T A 
ALWAYS BETTER

Identity resolution is more than just 
linking an email address to a mobile 
ID. “Today, identity resolution is 
much more than just those 
linkages”, explains Banerjea.
“It’s this unified, holistic view of 
the consumer.” As such, it’s best to 
avoid IDR partners who have an 
overly simplistic view of the 
technology and what it can achieve.

DETERMINISTIC VERSUS 
PROBABILISTIC

As the goal of identity resolution is 
to decisively label individual 
consumers, it’s important to 
understand if the resolution is being 
done on the basis of a deterministic 
or probabilistic match. While 
deterministic is stronger than 
probabilistic, probabilistic methods 
may fit better in certain scenarios, 
ultimately requiring awareness of 
these probabilistic assumptions.

BEWARE OF BAD ACTORS

In order for identity resolution to 
work, there needs to be a certain 
amount of trust between marketer 
and partner. As there’s no way for a 
marketer to cross-reference their 
provided list of identities and a 
partner’s list produced from that data, 
brands must be vigilant and stay wary 
of bad actors who provide 
questionable results.

AVOID DATA DECAY

Data churns frequently - families move, 
names change, email addresses can 
become abandoned and devices get 
trashed or updated. In order for 
identity resolution to be conducted in 
the most accurate way possible, it is 
necessary to keep your data refreshed 
and up to date.
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MAKE SURE YOU TRULY 
UNDERSTAND YOUR 
CUSTOMERS BY USING 
IDENTITY RESOLUTION
IN YOUR MARKETING 
STRATEGIES.

CONTACT US
madrid@zeotap.com 
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