The Future of Digital
Advertising:

Preparing for a Cookie-less Future
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But First:

How long have you been in
marketing?

0-3 Years 4-9 Years 10+ Years



What is a

Cookie?




What is a Pixel?

(and how is it different?)




1st Party
VS

3rd Party

Cookies

1st Party:

Directly stored on your device by
the website you visit

Allow for website owners to
remember customized settings
(language, accessibility, etc), user
activity (items in cart), and collect
analytics data

Not usually able to track user
activity on another website

Often connected to login
credentials



1st Party
VS

3rd Party

Cookies

3rd Party:

Created by domains outside the
one you visit

Historically used for advertising
purposes

Tracks user across domains and
websites

Being phased out due to privacy
concerns and legal frameworks
(GDPR, CCPA, etc)

Already blocked by many ad
blockers and browsers



Why it matters

(and why it
matters now)




Cookie Phase-out Timeline

2016 2018 2020 2022

General Data Protection GDPR effective date Google announces Chrome to retire 3rd

Regulation (EU) signed (governs business in EU) 2022 sunset of 3rd party cookies

into law party cookie support

2016 2017 2018 2019 2020 2021 2023
2017 2019 2021 2023
Firefox removes 3rd California Consumer Apple releases new CCPA'
party cookies Privacy Act (CCPA) privacy standards that effective

signed into law impact Facebook and date

other marketing
platforms



Google’s decision to end 3rd party cookie support on Chrome

C h rO m e,S I m p a Ct effectively puts the nail in the coffin.

Browser Market Share

Desktop Browsers Mobile Browsers

m Chrome Other
m Chrome Other

® Chrome Other



What does this
mean for your

advertising
program?




What should

you do?
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Areas of

Opportunity




Areas of

Opportunity




Areas of

Opportunity




Manage

Expectations




Your Ad
Investment

If your organization is small
or new, or otherwise has a
small ad investment
program, focus on
high-impact, high-result
channels first.

Prioritizing Google Ads,
Microsoft Ads, Facebook,
and Instagram while results
are strong will limit the
impact of the cookieless
future on your program.

Google Ads + Microsoft Ads

Facebook + Instagram

Other Display Opportunities




Additional questions? Feel free to
offline with us at:

pellard@nexusdirect.com
mcrump(@ccah.com
vdo(@ccah.com



mailto:pellard@nexusdirect.com
mailto:mcrump@ccah.com
mailto:vdo@ccah.com

Additional resources:

https://www.clickthrough-marketing.com/resources/ebooks/prepare-for-the-cookieless-future
https://headerbidding.co/google-privacy-sandbox/
https://adtechexplained.com/turtledove-explained/

https://www.cookiepro.com/knowledge/


https://www.clickthrough-marketing.com/resources/ebooks/prepare-for-the-cookieless-future
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https://adtechexplained.com/turtledove-explained/

