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By SARAH RAMIREZ

With technology giant Apple expected to empower consumers to block identifiers for advertisers (IDFA) in the
coming weeks, social media marketers have to prepare for a more challenging environment.

During a webinar on Jan. 26 hosted by digital marketing agency Tinuiti, experts discussed how brands can better
position themselves for the upcoming data changes, particularly on Facebook. Even among luxury consumers,
Facebook remains a valuable discovery platform.

"One, folks will opt out, so you will have limited data from them," said Ved Prakash, marketing science partner at
Facebook, New York. "And two, even if folks have not opted out, Apple is limiting the amount of data there is.

"The phrase we use is: data is restricted, data is aggregated and then data is delayed," he said. "Now, all of these
three phases have repercussions across optimizations, across reporting, across measurement."

Facebook changes
IDFA is a unique identifier for mobile devices and is used to target and measure the effectiveness of advertising on
a user level across mobile devices. The upcoming Apple iOS14 update grants users the ability to block IDFA and opt-
out of targeting or tracking (see story).

As a result, all mobile apps listed in the Apple Store, including Facebook, will need to request user permission to
collect third-party information.

While this is a positive for consumer privacy, it will be more difficult for marketers to target users who opt out or
measure campaigns to the extent they once did.

"The fundamental question is what is the percentage of people who will opt out?" Mr. Prakash asked.
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Tinuiti estimates that the number of iOS users who share their IDFA will drop from 70 percent to 10 percent.

"Things aren't going to fully go away; things are just going to be powered a lot differently," said Liz Emery, senior
director of mobile app strategy at T inuiti, Denver. "And then beyond that, I think it really just increases the need for a
strong first party data strategy and infrastructure."

First-party data is gleaned from the behaviors or actions of consumers, site visitors or social media followers
through owned sites, apps, emails, surveys or more. This information is often more time-consuming to evaluate
since it tends to be siloed across organizations.

Meanwhile, third-party cookies the ones hampered by the new regulations from Apple track users across sites to
better help advertisers understand user behavior, improving user experiences and audience targeting. Other
examples of third-party data are email subscribers and social media insights.

For Facebook campaigns, less access to third-party data will impact marketers' abilities to create custom audiences.
Mr. Prakash expects that without third-party data to differentiate audience segments, leading to more overlap.

Currently, Facebook users leave a lot of breadcrumbs while using the app. Behavior such as Facebook "likes" and
comments offer insights on user interests, and it remains to be seen what impact IDFA changes will have on this
data.

If this information becomes more limited, it will also hurt brands' abilities to do audience suppression, or removing
specific people or groups from an advertising campaign.

"This is forcing brands to be able to harness that first-party data for these audiences and segmentations and send
them directly to advertising destinations," said, chief strategy officer at T inuiti, San Diego. "We can no longer rely on
guests' browser-based behavior to do those sorts of suppressions and targeting."

Diversifying data
With marketers facing limitations on data insights from third-party apps and platforms, this is an opportunity for
brands to reevaluate their use of other channels.

Email marketing a longstanding digital marketing practice that offers a direct touch point to consumers has
increased in importance since the start of the pandemic. It is  a way to reach consumers who are already actively
interested in receiving insights and updates from a given brand.

Luxury brand email campaigns that are not aligned with the overarching identity of a brand, or are not appropriately
written for the luxury market and not well thought out, purposeful and beneficial to the recipient, typically result in
unsubscribes and disconnect from the brand itself (see story).

Chatbots and messaging apps are another option to build first-party data, particularly when synchronized with a
customer relationship management platform.

Este Lauder launched its WhatsApp live chat to encourage asynchronous conversations as questions arise, rather
than focusing solely on complaints further building relationships between shopper and brand. By viewing order
history through Salesforce, advisors are better informed to suggest replenishment orders while addressing other
concerns from shoppers (see story).

"I highly recommend investing in a robust strategy for ecommerce," T inuiti's  Ms. Emery said. "Use other channels
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strategically and for the purpose that those channels serve, but I highly also based on how you monetize as a brand."
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