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• The Privacy Backdrop
• Current regulatory trends
• Industry and consumer response

• Impact on Digital Measurement
• The increasingly divided internet 
• Shifts in first and third-party data

• Driving Marketing Effectiveness
• Role of attribution, MMM and testing
• Achieving a balanced approach

• Q&A
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The Privacy Backdrop
Regulatory Trends and the Consumer and Industry Response

03/10/2024 © Lynchpin Analytics Limited 3



Legal Drivers
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GDPR

• Covers the processing of any 
personal data (including cookie 
visitor IDs and IP address)

• Several “lawful basis” options:
• Consent
• Legitimate Interest
• …

ePrivacy Directive

• Covers any cookies (or 
similar device storage) not 
“strictly necessary”

• Analytics has been confirmed 
by regulators not to be 
“strictly necessary”

• Consent is the only option

CCPA/CPA/CTDPA …

• State by state legislation - 
California Consumer Privacy Act 
(CCPA) the longest established

• Similar premise to GDPR / 
ePrivacy in terms of restricting 
sharing of digital profile data

• More of an emphasis on opt-out 
than opt-in
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Schrems Ping-Pong (EU-US)

Safe Harbour (2000)

Schrems I (2015)

EU-US Privacy  
Shield (2016)

Schrems II (2020)

EU-US Data Privacy 
Framework (2022)

Schrems III?



Data Protection and 
Digital Information Bill (UK)

03/10/2024 © Lynchpin Analytics Limited 6



Privacy vs Competition Regulation
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Consent or Pay
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Consumer Perception
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Compliance and Risk
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0% Compliant
100% Risk

100% Compliant
0% Risk



Consideration Matrix
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The Letter of The 
Law

Current Regulatory 
Attitude(s)

Commercial 
Implications

What Would Your 
Customers Think?



Impact on Digital 
Measurement
1st vs 3rd Party, “Cookieless” Futures, Consent Modes and Multiple Internets
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The “cookie 
apocalypse” is 
about 3rd Party 
Cookies, not 1st 
Party Cookies

03/10/2024



First vs Third-Party Cookies

First-Party Cookies
• Only work in the context of the website 

(domain) that set them
• Used for first-party digital analytics (e.g. 

GA, Adobe)
• Also fundamental to the operation of 

e.g. transactional websites
• Might need consent, but not going 

away

Third-Party Cookies
• Can be set and read across multiple 

websites
• Used by advertising networks for 

targeting, re-targeting and post-view 
measurement

• Already blocked by many web 
browsers

• Might eventually be blocked by all web 
browsers
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Multiple Internets

Apple
(Safari/iOS)
• 3rd party cookies blocked by 

default

• 1st party cookies automatically 
deleted after a period based 
on sensitivity

• Click identifiers removed from 
URLs

• Mobile app opt-in for sharing 
data with third parties

Google 
(Chrome/Android)
• 3rd party cookies 

accepted by default
• No automatic curtailment 

of 1st party cookies
• Click identifiers in URLs 

preserved
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Brave/Ad Blockers/
…
• Blocks most tracking and 

analytics completely by 
default



Digital Measurement
Key Changes
1. Increasing focus on 

gathering consented first-
party data

2. More usage of machine 
learning to try and plug the 
gaps in consented data 
sets

3. New ways of sharing data 
that could be less or more 
intrusive to users’ privacy
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First-Party “Consent Modes”
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Consent Signals

analytics_storage  : 'granted'
ad_storage  : 'denied'
ad_user_data  : 'denied'
ad_personalization : 'denied'

“Basic Consent Mode”



First-Party “Consent Modes”
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Cookieless Pings

“Advanced Consent Mode”



Modelling the Gap
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First-Party Data Sharing
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Sandboxes and Clean Rooms
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SkAdNetwork
AdAttributionKit



• Start with a view of your browser/device 
market share between Apple and Google 
and others.
• Make sure your own first-party measurement 

is as consented and complete as possible.
• Enhance that first-party data with logged-in 

user IDs where you can. 
• Be careful of accidental sharing of stronger 

user identifiers (e.g. hashed emails) with 
third parties like Meta without clear consent.
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Digital Measurement 
Recommendations
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Driving Marketing 
Effectiveness
Attribution, Econometrics, MMM and Incrementality Testing
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Attribution Pressures
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Paid Social Ad 
Impression

Paid Search
Click

Paid Social Ad
Click

Sale

-30 days -7 days Same Day

3rd Party Cookie Blocking
Intelligent Tracking 

Prevention Consent or Conversion Modelling



The ROI Question
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Long term
(months to years)

Mid term
(weeks to months)

Near term
(days)

Awareness Action Purchase Loyalty

Customer Lifecycle

Timeframe

Attribution

Incrementality Testing

Econometrics / 
Marketing Mix Modelling

Brand
Studies

Brand
Studies

Adapted from the IAB and Econsultancy



Incrementality Testing
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Your Ad Competitor Ad

Treatment

Those who saw 
your ad

Control

Those who didn’t 
see your ad

Didn’t convert Converted because of this ad Converts regardless of this ad



MMM/Econometrics
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Media Mix 
Modelling

Marketing Mix 
Modelling

Econometric 
Modelling

• Overall sales
• Marketing spend

Typical historical input data for model

• Promotional discounts
• Pricing
• Product breakdown

• Interest rates
• Consumer spending
• Weather
• Competitor pricing
• Competitor sales

Typical application of model

“What is the optimal media mix to maximise marketing 
impact?”

e.g. Optimise spend by channel to maximise impact.

“What is the optimal mix of product / price / promotion 
/ place?”

e.g. Optimise mix of promotion and discounts across 
channels for different products.

“What should we expect if the economy contracts and 
competitors raise their prices?”

e.g. Optimise competitive market pricing strategy.



The Balanced Approach
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Incrementality 
Testing

MMMAttribution

Identified User Data Non-Identifiable
Aggregate Data

Still good for near-
term and detail

Some shifts from user 
to e.g. geo level

Getting more accessible 
and sophisticated



• Start with the context of your own measurement 
universe (Google vs Apple, app vs website, 
online vs offline)

• Get your first-party measurement in order: 
consented, complete, enhanced.

• Be transparent about how you share that first-
party data with other vendors, platforms or 
publishers – irrespective of the mode of transfer.

• Consider what the right blend of attribution, 
incrementality testing and MMM might be 
shifting for your marketing mix.
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Practical Tips
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Q&A
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Privacy, Measurement and 
Marketing Effectiveness

Follow Lynchpin Analytics on X & 
LinkedIn to keep up with all updates.

Email us: info@lynchpin.com
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Your recording of this event will 
be available this afternoon

Our Whitepaper on the topic will be 
available for download next week

https://twitter.com/lynchpin
https://www.linkedin.com/company/lynchpin-analytics-ltd
http://info@lynchpin.com

