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Pivoting to Omnichannel & 
Putting Privacy First
Ecommerce trends for 2022 and beyond
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Online
Offline

2019 April 2020 December 2020 February 2021July-November 2020

Source: Kantar Google Smart Shopper research, latest wave February 2021

in % of respondents indicating where they first became aware of the product

Discovery of products has shifted online
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1 in 4

Source: Globalwebindex Covid-19 impact study

Change is here to stay 
as most omnichannel 
consumers expect not 
to return to old buying 
patterns post COVID-19

expect to research more online before 
visiting stores once the pandemic is over
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Online Sales

Digital Budget
Online Conv. Value Online ROI

Omnichannel ROAS

Store Visits Store Sales Offline ROI

Ad

Understand how visits are turning into sales
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Measurement

Conversion tracking data for 
Same-Device and Cross-device 
conversions. 

Campaign performance for all 
product areas: Search, Display, 
YouTube, Shopping, etc.

Deeper Omnichannel Execution will have the 
benefits of

Audience lists Automated Bidding

Restricted from utilizing 3P cookies 
to add users to remarketing lists. 

Smaller remarketing lists, which can 
hurt remarketing campaign 
performance.

Automated Bidding like Maximize 
Conversions and Maximize 
Conversion Value need conversion 
data to make decisions to drive  
results for advertisers.

Automated Campaigns like Smart 
Shopping Campaigns (SSC), Smart 
Display Campaigns (SDC), and 
YouTube for Action (YT4A) rely on 
conversion data to drive 
performance for advertisers.
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 Understand the true value of digital

 Future proof first party data measurement

 Privacy safe by design

Key benefits of store sales
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Privacy: The changing 
digital ads ecosystem & 
why privacy matters
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Rising user expectations for online privacy are 
affecting users and marketers alike 

 81%  of consumers say that in the past 
year they have become more 
concerned with how companies 
are using their data.1

 59%  
of consumers say they are not 
confident their privacy is protected 
by companies whose services or 
products they use online.2

Source: 1Consumers kinda, sorta care about their data; 2Axios|SurveyMonkey poll: privacy deep dive

 48%  of people globally have stopped 
buying or using a service from a 
company due to privacy concerns.1

 2.7x 
return for every dollar a company 
spent on privacy (cost of 
compliance, privacy certifications, 
maintaining data security).2

Growing concerns from users, driven by 
missteps across the ecosystem have reduced 
consumer trust...

… and marketers are seeing direct business 
impacts based on how well they’re building and 
sustaining user trust.

https://www.axios.com/consumers-kinda-sorta-care-about-their-data-3292eae9-2176-4a12-b8b5-8f2de4311907.html
https://www.surveymonkey.com/curiosity/surveymonkey-axios-poll-privacy-deep-dive/
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What we can do today 
to prepare for a privacy 
forward future
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Let’s dive into each component

Collect data through first-party tagging and 
other measurement solutions to generate 

insights  and tailor your channel experiences.

Collect
first-party data

Once you’re successfully collecting first-party 
data, it’s time to put it to use. 

Proper analysis and measurement can help 
ensure that you’re seeing a representative 
view of performance across channels

Measure Data 
Accurately

● Global Site Tag (site wide tagging)
● First Party Data (Store sales)

● Enhanced Conversions
● Consent Mode
● Google Analytics 4

Collect Measure

                     1P data solutions & infrastructure                                      Measure data accurately

Conversion modeling and machine learning help 
to fill the measurement gaps by combining your 
first-party data with other available signals.
This means we’re continually optimizing for you 
in real time to achieve your specific performance 
goals with Smart Bidding

Activate with 
Automation

● Conversion Modeling
● Smart Bidding 

Activate

                      Modeling & automation                                               
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To summarize
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As the world opens up again, think of executing 
Omnichannel more deeply and include Store Sales in 
your Online campaign execution 

The digital ecosystem is evolving with changing Privacy 
needs. Using solutions like Global Site tags, First party 
data, Enhanced Conversions and more, prepare for a 
cookieless future

1.

2.
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Thank you


