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63% 
of surveyed consumers agree that 
advertising plays an important role 
in keeping apps and websites free.

Source: YouGov and The Trade Desk survey, Q4 2020

Consumers 
understand and 
accept the value 
exchange



Open Source and Interoperable
Free and available to the entire ecosystem

Independent Governance
Strict code of conduct managed by an independent body

Consumer Transparency and Control
Clear and universal preferences and opt-out

Secure and Privacy Friendly
Hashed and encrypted identifier

Core 
principals of



UID2 workflow
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AUTHENTICATED EMAIL

HASHED

SALT IS ADDED TO THE HASH

SALTED HASH IS ENCRYPTED 
TO CREATE THE UID2 TOKEN



identifiers vs. data



Double Encryption 
Protection



Scale and 
Accuracy

Consumer 
Transparency

Better 
Decisioning

Benefits of 



For its latest campaign running on CTV, Made In partnered with its 
agency, Tatari, to incorporate UID2 as its identity solution.

Made In Cookware gets 
sizzling results with UID2 

22%
increase in 

conversions

20%
improvement 

in cost per action (CPA)

33%
faster 

conversions

CASE STUDY



“We’re just getting started with UID 2.0 and are looking forward to bringing the 
benefit to even more advertisers across FuboTV’s premium CTV inventory.”

–Chris Flatley, VP of Advertising Sales, FuboTV

Fubo tv maximizes yield and
Efficiency for its inventory

62%
Boost in ad spend 

year-over-year

25%
Increase in ad 
impressions

14%
Improvement in 
advertiser ROAS

CASE STUDY



Common vision for the open internet



Support for UId2 continues to Grow

INDUSTRY 
LEADERS

PUBLISHERS DATA AND MEASUREMENT PARTNERS SSPs DSPS

AGENCIES / 
BRANDS

INFRASTRUCTURE

500+ Partners



Scale is growing rapidly for Unified ID 2.0 –
goal: nearly every advertiser transacting on UID2 by end of year 

billions
linkages to digital devices

2X
Average MoM growth UID2 
bid requests

10X
users associated with a UID2



Evolving the data marketplace



Multi-Element Bidding and Fractional Pricing 
Incentivize Data Usage, Reward Relevance

A better data 
marketplace that 

benefits advertisers 
and providers

Use more 
data 

What it is: A new decisioning logic

What it does: Prioritizes bidding on
impressions where the most relevant data 
elements are present

Benefit to Advertisers: Increases 
precision & performance

Multi-Element Bidding

Fractional Compensation 

Reward 
relevance

What it is: A new payout model 

What it does: Fractionally pays for 
multiple segments on an impression 
based on their relevance and value

Benefit to Advertisers: Use more data,
while maintaining overall data cost



22%
Increase in conversion on average 
when Multi-Element Bidding was 
used in Audience Predictor

150%
Increase in data elements 
used in decisioning

Source: Audience Predictor, Multi-Element Bidding Results 2022

The shift is 
already happening



Shopper marketing



THE TAM

77% $100B+ 1/3 
CPG companies and 
retailers that have a 
shopper marketing 

department

Global retail media 
spend in 2022 

(15% growth YoY)1

of US shoppers 
use online & offline info to 
make purchase decisions

1GroupM estimates, September 2022



Showrooming
See in a store, buy from 
that retailer’s site

Webrooming
Research online, buy in store

Scan & Screen
See in a store, buy it from 
another retailer online

Click & Shop
See in a store, buy on 
your phone for 
convenience

Click & Collect
Buy online, pick up at a 
store or kiosk

Shoppers move 
seamlessly between the 
offline and online worlds

THE NEW 
MARKETPLACE





Retail data enhances how brands reach their best audiences at scale and measure campaign effectiveness 

Consent-driven Rich modelingClosed-loop 
measurement

Sustainable IDs

The power of retail data



Trusted by global retailer community

USA SPAN GERMANY TAIWAN JAPAN

UK FRANCE, ITALY 
& MENA

SINGAPORE INDONESIA AUSTRALIA



Reach known audiences with retailers’ deterministic 
data as a part of your targeting strategy

• Rewards/loyalty programs
• CRM files
• Survey data
• App registrations
• Pixel data

• Past/predictive category and 
brand buyers

• Competitive brand buyers
• Lapsed shoppers
• Life-stage signals

• Past purchasers
• Predictive purchasers
• Category interest
• Seasonal shoppers

Brand-specific 
data

Data directly 
from retailers

Aggregated 
retailer data

THIRD-PARTY DATA

RETAILER DATA

FIRST-
PARTY 
DATA

RETAILER DATA

DSP

*These segments are not exhaustive



“I don’t want to overstate it, but this is something the industry has been waiting for, for a 
very long time, and now we finally have it at our disposal. We had suspected that The 
Trade Desk would be a powerful complement to Walmart’s capabilities and this test 
validated our suspicion.”

BIC activates Walmart 
DSP to drive sales

492%
increase in ROAS 

men’s razor

472%
increase in ROAS 

women’s razor

CASE STUDY



UID2 Data Marketplace Shopper Marketing



Thank you




