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Cross-media measurement solutions should

be...

Cons[stent & Full-lifecycle Comprehensive Full-funnel
continuous
Fair & objective Private Trusted & Advertising &
transparent Content




‘Co-created by advertisers and with particular collaboration
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single-source panel (or multiple separate panels) to act as the arbiter of truth, providing benchmarks
for the use and overlap of media consumption and correcting for bias in census data logs.

The single-source panel will be used to calibrate and adjust census data collected directly from data
providers where appropriate as well as to provide inputs into reach, frequency and deduplication
models (3], [4]. The single-source panel may also be used to measure exposure to media where census
data is unavailable. For example, smaller publishers without census data can still be measured by
the panel. This will ensure a broad coverage of publishers and reduce barriers to entry for those
without census data.

If a single source panel is not available in a local market, other data sow will be required. If
separate digital and TV measurement data is available, they could be used in conjunction with
relationships measured between digital and TV from countries that have a single source panel, or

other data sets or assumptions available in the ma

Panel Requirements

Panel data must contain the participating data providers’ ad exposure event information, associated
with user device identifiers, and additional contextual and demographic information that can be
useful for developing measurement models.

The panel measurement technology must provide mechanisms to prevent participating data provide
from learning the identity of the panelists. Technologies can be used to perform double-blind joins of
census log data with t sessions. This will protect panelists’ privacy, and among other benefits,
ensure no data provider can influence panclists inappropriately.

eli

In order to uphold our privacy principles of user control and transparency, panelists must provide
verifiable consent for their participating data controller event data to be collected and shared with
the panel operator.
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Cross-Media Measurement




“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.”
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inTEl_ de

ins!
It's really quite easy. Just look for PCs that know you're getting the very best PC technology.
have a genuine Intel microprocessor inside. Solook for the Intel Inside symbol on ads
Either the Intel386, Intel386 "SX, Intel486 or forleading PCs. It'll show you've gotan eye for
Intel486 "SX microprocessor. spotting the best.
Intel is the world’s leader in micropro-
cessor design and development. In fact, Intel =
introduced the very first microprocessor. So with I n ®
inTeI. e Intel inside, you know you've got unquestioned )
m‘ld compatibility and unparalleled quality: And you'll The Computer Inside.

Intel386, InteldS6 and the Intel Inside logo are trademarks of Intel Corporation, All rights resenved. ©1991 Intel Corporation



“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.”
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Virtual ID
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VID_4878452
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VP Global Media & Mark V.5_689'6;57
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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

e Jun ‘23 - v0.3.0

* May ‘23 - v0.2.0

* May ‘23 - v0.1.0

* Apr ‘23 — Initial MVP

What's Changed




Why global advertisers
advocate for this approach

“We need global, common
Delivers highly accurate and actionable measurement in a components, which can then be
way which is future-focused and privacy-safe; lifted and dropped across markets.
That’s the key ‘unlock’ for how
global and local can work together,
to avoid replicating the same thing

Platforms are prepared to input their data and will be mUItlpIe tlmes:n cross-media
held to highest standards enshrined through audits; measurement.

Has the blessing of many global players
(platforms and measurement companies);

It’s a global framework and set of tools
but would be locally owned and governed; Sarah Mansfield

VP Global Media,
Unilever

It’s a flexible system which can support
the metrics chosen by local stakeholders;

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

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










Local
Progress




2. Brought together >50 funding stakeholders to collaborate on
serwce design
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The Origin platform is Beta-ready

The Origin Platform is ready to perform
measurements with real data

The Origin Ul has been tested by Alpha triallists

Measurements have been validated with realistic data

Panel Exchange is Live with Google & Meta and is
being improved for better coverage

Initial VID models have been shared with EDPs
for testing

Training improved Beta-eniry VID models isin

progress and targeteg S AT

Amazon EDP onbo
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Launch Roadmap with Halo Features ®

Launch - 2024

ee P , m TV X Provision for future data partner integration:
1
P artne rs y j O A, ..
35+ Advertisers onboarded Incrementality reports - 'ea'r‘”es < S Trials Ul improvements
Scaled infrastructure -
Cross-Media Filtering Demographic slicing Slicing outputs . b s
- tempiates - stretch
Product Report Output Accuracy thresholds Report scheduling eport zoal
Features Real data integration Origin AP — Schema definition and implementation
o kS Measured by Origin
Analysis only y Ongi

EDP integration support o)

Population services | m:’ | Error logging | [ ongnart | Measurement Consumer API

_——
Halo Report Data availability Beta Report consistency checks | _ | 2025scope |
Features Shecking o)
To support the Origin Scheduling HM Shuffle integration ] A Measurement invalidation
product feature REPOTIT SETVEr
development Beta [ EDP integration [ Tumkey EDP ]
parformanca Metric Reuse

| Incremental releases will be | ‘ ‘
I carried out monthly, prwid:'ng; ’ ’
access to new features for _

| trialists and enabling ongoing* Alpha
| feedback and value realisationt

“We don’t do anything in
isolation, we don’t do

anything alone...Halo is our
partner in this...”
Chloe Dennis, Origin

© Origin 2024



Celebrating a Major Success

* We Produced Real Campaign Cross-Media Measurement Reports

Using the Halo Framework!

Platform and
Linear TV Ad
Occurrences

% ANA Cross-Media Measurement Initiative

Real Advertiser
Campaigns

Audience/Content
and Advertising
Campaign




Overcoming technical
Challenges




We need to make it easier for the long-tail...

Event Data Provider (EDP) Halo tech ‘stack’ Halo
Market #1
T Requisition fulfilment
v ‘Privacy Budget Event Group
User / device » Management’ management > Halo
viewership Market #2
Logs VID labeling
Panelist Exchange
Halo
Market #n

“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




Three technical solutions in germination...

Works for....

High quality, production ready, open-source EDP
‘stack’ of key components, required by EDPs for
integration.

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.

Entities (e.g. DSPs) integrate data from multiple
publishers.

NENEN




The
Future...




Expressions of interest from markets including:
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ACA (Canada)

ANA (US) - initial pilot market
HAA (Greece)

ISA (India)

ISBA (UK) — initial pilot market
MASA (South Africa)

OWM / AGF (Germany)
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POR (Poland)

RVD (Turkey)

SWA / Mediapulse (Switzerland)
UBA (Belgium)

UPA (ltaly

Union de Marques (France)

Plus others (TBA)
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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)
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