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“Advertisers need to be confident that 

their media budgets are being invested 

effectively and efficiently. 

Media companies need to be rewarded 

for delivering high levels of reach and 

engagement.

Consumers need to have a better 

viewing experience with less annoying 

repetition.

P&G is proud to be at the forefront of 

this breakthrough initiative to develop 

complete, open, transparent and 

future-proofed cross media 

measurement to solve the problem.”

Kanishka Das

Senior Director, 

Global Media 

Analytics & Insights 
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“We’ve always known that for accountable UK 

cross media measurement to succeed, it will need 

to be as part of a global solution. Halo’s drive for 

common components has turbocharged our local 

effort and, alongside the advertiser imperative, is 

the key to the progress we have made.”

Phil Smith

Director General, 

ISBA
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“The key to unlocking progress on 

cross-media measurement is to 

come up with a reliable means of 

combining traditional, sampled 

panel data with scaled campaign 

impression data. The Virtual ID 

model is a now-proven concept 

that helps us solve this problem. 

PepsiCo is proud to be a driving 

force behind this industry 

solution, which will benefit large 

and small markets alike.”

Atin Kulkarni

VP Global Media & 

Commercial Capabilities
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• Mar ‘24 - v0.5.1

• Jan ‘24 – v0.4.3

• Nov ’23 – v0.4.2

• Oct ‘23 – v0.4.1

• Sep ‘23 – v0.4.0

• Jun ‘23 – v0.3.0

• May ‘23 – v0.2.0

• May ‘23 – v0.1.0

• Apr ‘23 – Initial MVP



“We need global, common 

components, which can then be 

lifted and dropped across markets. 

That’s the key ‘unlock’ for how 

global and local can work together, 

to avoid replicating the same thing 

multiple times on cross-media 

measurement.”

Sarah Mansfield

VP Global Media, 

Unilever

Delivers highly accurate and actionable measurement in a 

way which is future-focused and privacy-safe;

Has the blessing of many global players 

(platforms and measurement companies);

Platforms are prepared to input their data and will be 

held to highest standards enshrined through audits;

It’s a global framework and set of tools 

but would be locally owned and governed;

It’s a flexible system which can support 

the metrics chosen by local stakeholders;

It’s entirely transparent tech with no ‘black boxes’.

Why global advertisers 
advocate for this approach
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We are committed to supporting 

measurement solutions that meet Marketer 

needs. The approach being led by the WFA, 

which is being piloted by Origin in the UK and ANA in the 

US, is a promising path to neutral, accurate and fair 

cross-media measurement, and we look forward to our 

ongoing collaboration with the industry as part of Halo." 

Karen Sauder 

President, Global Clients & Agency Solutions

The WFA has brought some 

of our industry’s brightest 

minds together to solve 

advertiser challenges. This collaboration 

is a force for change that is prioritizing 

the development of a transparent, open 

system that preserves user privacy.”

Nicola Mendelsohn

VP, Global Business 

Group

“ “
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“We don’t do anything in 

isolation, we don’t do 

anything alone…Halo is our 

partner in this…”

Chloe Dennis, Origin





Overcoming technical 

Challenges
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We need to make it easier for the long-tail…

“Currently there is a big lift required by 

publishers to integrate with local instances 

of Halo. We need to find the means of 

making it easier to get more publishers into 

the system.” Steven Ware Jones, Meta

Event Data Provider (EDP) Halo tech ‘stack’
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EDP Aggregator
Entities (e.g. DSPs) integrate data from multiple 

publishers. 

‘Turn-Key’ EDP 
High quality, production ready, open-source EDP 

‘stack’ of key components, required by EDPs for 

integration.

VID-on-device
On-device SDK that can be adopted by publishers to 

perform VID labelling on the user’s device/in the 

browser, enabling integration with EDPs.

Three technical solutions in germination…

Works for….



The 

Future…



Expressions of interest from markets including:

ACA (Canada) POR (Poland)

ANA (US) – initial pilot market RVD (Turkey)

HAA (Greece) SWA / Mediapulse (Switzerland)

ISA (India) UBA (Belgium)

ISBA (UK) – initial pilot market UPA (Italy

MASA (South Africa) Union de Marques (France)

OWM / AGF (Germany) + Plus others (TBA)



Next steps

• Maintain code release process in support of needs of pilot markets

• Keep industry abreast of progress via Town Hall (see QR on next slide)

• Support and educate a growing contingent of potential new markets

• Finalise ‘core spec’ and ‘local spec’ docs

• Broker relationships between local stakeholders and global platforms

• Bring new markets into the programme in 2025

• Work on next wave of measurements (Advanced Audiences, Planning, 

MMM, Attention, etc)



World Federation of Advertisers

London, Brussels, New York, Singapore

wfanet.org

info@wfanet.org

+32 2 502 57 40

twitter @wfamarketers
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