


THE PROJECT

Research activity able to analyse
a contextual data strategy as an efficient
alternative in a cookieless world:

Outstanding results for the Contextual Strategy:
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Creative Survey results:
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Brand Lift Survey Cint:
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Demonstration how Contextual ADS reach highe
than no contextual ones. S

NOTICEABILITY: AD RECQX
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A Contextual data driven strategy
represents a meaningful alternative to a Cookie strategy.

THANK YOU.
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