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3 ways to prepare for a cookie-less word

What three steps should brands make to prepare for the cookie-less world?

 

Brands have relied upon third-party cookies to target website visitors and collect 

behavioural data for marketing purposes since the 1990s (Sobo 2021). However, because 

third-party cookies entail an intrusive degree of tracking, concerns about their use have 

grown (Bump 2022). Although some search engines, like Firefox, have blocked their use for 
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some time (Kan 2019). Google, the world’s most popular browser, never endorsed third-

party cookies, but allowed them by default (Morrisson 2021, Statista 2019). However, 

consumer concerns about protecting personal data have increased and it seems eradication 

of the third-party cookie is an inevitable consequence (DMA 2022, Epstein 2022, WARC 

2021).  In fact, concern for privacy was cited by Google in their announcement that third 

party cookies would be banned on Chrome (Bump 2022, Sobo 2021). Although Google has 

pushed back the deadline on third-party cookies to 2023/2024, big changes are on the 

horizon (Jain 2021, Bump 2022).  With the death of the third-party cookie approaching 

swiftly, how can brands find their way in this new world?

 

The consequences of this change include reduced reach and frequency that will impact 

campaign planning, as well as loss of data insights as precision targeting and retargeting 

capabilities are reduced  (Broderson et al 2020). The power of ‘walled gardens’ such as 

Google (Alphabet), Facebook, and Amazon will also likely grow (Sobo 2021). So it is no 

surprise that, according to a report by GetApp, 41% of marketers reported that inability to 

track the right data will definitely impact campaign planning (Bump 2022). Brands are 

scrambling for new ways to secure the detailed insights that power their marketing efforts. 

So here are three steps that marketers should begin to take to prepare for a cookie-less 

world.

 

1.Secure your first party data and gather more. It is essential to prioritise a brand’s 

relationship with its customers. When a brand has proved worthy of consumer trust, 

consumers are quite inclined to provide first-party data for marketing purposes (DMA 2022). 

Of course, a brand must always be clear and transparent when asking for personal data. The 

benefits of running direct-to-user campaigns and building a cadre of loyal customers are 

clear.



 

Pros: Brands already control a lot of first party data and direct to customer campaigns are 

impactful. 

 

Cons: Where consent is given, it can also be taken away. This approach requires a highly 

satisfactory user experience and investment in building a strong brand.

 

2.Implement ID solutions.  Universal IDs offer a privacy-safe user identity alternative. They are 

created using first party data and permanent user identifiers such as anonymized emails and 

phone numbers. (Kryvtsun 2021). The result is an individual identifier that can be tracked 

across different channels without needing cookies or breaching user privacy (Denysenko 

2021).  

 

Pros: It offers a very targeted approach based on personalised data sets that may reassure 

marketers that they are not losing out. 

 

Cons: It may still be susceptible to privacy violations. Also, ID solutions can be difficult to 

scale. There are several ID solutions and little common ground.

 

3.Prepare to take advantage of contextual targeting. This approach allows marketers to 

advertise on web pages with content that is highly relevant to their ad. Success with interest-

based advertising relies upon determining the best pages in your product group. This 

approach will also allow marketers to take advantage of the power of walled gardens such 

as Amazon, Facebook and Google, as all offer contextual targeting ad placement. Also, 

technological development of Artificial Intelligence (AI) and Natural Language Processing 

has improved this type of targeting, helping marketers reach their intended audience 



(Markman 2021, Plomion 2020) .

 

Pros: Research reveals that 72% of consumers state that ads in context improve message 

impact (Kendrick 2021). When conversion happens, the brand can collect first party data. 

 

Cons: It is somewhat imprecise and very different from the accuracy of targeting and 

retargeting strategies. For effective implementation, walled garden platforms may be 

needed.

 

There is no one-size-fits-all solution to replace third-party cookies. However, if brands are 

able to put a combination of the above into practice, and test each as they go, they should 

see results.  Agility in this process is key, as well as a strongly ethical approach that rewards 

the trust of consumers with an excellent customer experience and the knowledge that their 

data is in the right hands.

 
Bibliography - Question 3

 
BRODERSON, M. BROITMAN A., MACDONALD C., ROYAUX, S. 2021. The demise of third-
party cookies and identifiers. [online] McKinsey. Available at: 
https://www.mckinsey.com/capabilities/growth-marketing-and-sales/our-insights/the-
demise-of-third-party-cookies-and-identifiers [Accessed 20 September 2022].
BUMP, P., 2022. The Death of the Third-Party Cookie: What Marketers Need to Know About 
Google's 2022 Phase-Out. [online] Blog.hubspot.com. Available at: 
<https://blog.hubspot.com/marketing/third-party-cookie-phase-out> [Accessed 09 July 
2022].
DENYSENKO, S., 2021. Universal IDs: The Good, The Bad And Google. [online] Forbes. 
Available at: https://www.forbes.com/sites/forbesagencycouncil/2021/10/07/universal-ids-
the-good-the-bad-and-google/ Accessed on: 10 September 2022].
DMA, 2022. GDMA Global Data Privacy 2022. [online] GDMA, pp.4-6. Available at: 
<https://globaldma.com/wp-content/uploads/2022/03/GDMA-Global-Data-Privacy-

df [ d l ]



2022.pdf> [Accessed 8 July 2022].

EPSTEIN, Maya. 2022. Interviewed by Jon Paget on Module 3 Global Media Planning 

[Online]. Falmouth University, July 2022. 

HORMOZI, A.M., 2005. Cookies and privacy: the EDP audit, control and security newsletter. 
Edpacs, 32(9), pp. 1-13.
JAIN, A. 2021. How to Target Your Audience Without Third-Party Cookie Data. [online] 
Gartner. Available at: https://www.gartner.com/en/digital-markets/insights/digital-
advertising-without-third-party-cookies Accessed on: 10 July 2022.
KAN, M. 2019. Firefox to Block Third-Party Tracking Cookies by Default. [online] PC 
Magazine. Available at: https://www.pcmag.com/news/firefox-to-block-third-party-tracking-
cookies-by-default [Accessed 17 September 2022].

KENDRICK, M. 2021. The role of contextual targeting in a post-third-party cookie, post-IDFA 
media ecosystem. [online] WARC. Available at:  https://www.warc.com/content/article/warc-
exclusive/the-role-of-contextual-targeting-in-a-post-third-party-cookie-post-idfa-media-
ecosystem/138062 [accessed on 21 September 2022].
KRYVTSUN, M. 2021. 7 User Identity Alternatives to 3rd-Party Cookies. [Online] Admixer. 
Available at: https://blog.admixer.com/cookie-alternatives/#alternatives-to-cookies 
Accessed: 10 September 2022].
MARKMAN, I. 2021. Identity reimagined in a cookie-less world. [online]. WARC. 
https://www.warc.com/newsandopinion/opinion/identity-reimagined-in-a-cookie-less-
world/4251 [Accessed on 20 September 2022]. 
MORRISON, S. [2021] Google is done with cookies, but that doesn’t mean it’s done tracking 
you. [online]. Vox. Available at: https://www.vox.com/recode/2021/3/3/22311460/google-
cookie-ban-search-ads-tracking [Accessed 15 July 2022]
PLOMION, B. 2020. Back to the future: How AI-enhanced contextual targeting may help 
marketers in the post-cookie era. [online] WARC. Available at: 
https://www.warc.com/content/article/bestprac/back-to-the-future-how-ai-enhanced-
contextual-targeting-may-help-marketers-in-the-post-cookie-era/131320 [Accessed at 21 
September 2022].
SOBO, J. 2021. How brands can respond to the consequences of a cookie-free world. 
[online] WARC. Available at: https://www.warc.com/content/article/warc-exclusive/how-
brands-can-respond-to-the-consequences-of-a-cookie-free-world/138116 [Accessed 10 July 
2022]
STATISTA. 2022. Most popular internet browser versions 2021 | Statista. [online] Available at: 

https://sirotin501.wixsite.com/website/blog/hashtags/alternatives


0 views 0 comments

p p |
<https://www.statista.com/statistics/268299/most-popular-internet-browsers/> [Accessed 5 
July 2022].
TELFORD, Tom. 2022. Interviewed by Jon Paget on Module 3 Global Media Planning 
[Online]. Falmouth University, July 2022.
WARC. 2021. The WARC Guide to The future of identity. [online] Available at: <https://www-
warc-com.eu1.proxy.openathens.net/content/article/bestprac/the-warc-guide-to-the-future-
of-identity/138139> [Accessed 2 July 2022].
WARC. 2022. What we know about post-cookie audience tracking. [online] Available at: 
<https://www-warc-com.ezproxy.falmouth.ac.uk/content/article/bestprac/what-we-know-
about-post-cookie-audience-tracking/132207> [Accessed 2 July 2022].

WEBB, R., 2022. 11 ways to prepare for the end of third-party cookies. [online] The 
Drum.com. Available at: <https://www.thedrum.com/opinion/2021/05/18/11-ways-prepare-
the-end-third-party-cookies> [Accessed 11 July 2022].
 



PDFmyURL.com - convert URLs, web pages or even full websites to PDF online. Easy API for developers!

©2022 by Reflections on the Global Media Landscape. Proudly created with Wix.com

https://pdfmyurl.com/?src=pdf
https://www.facebook.com/wix
https://twitter.com/Wix
https://www.linkedin.com/company/wix-com

