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The digital landscape is undergoing a seismic shift, leaving traditional cookie-based tracking

tactics behind. Major browsers Apple Safari and Mozilla Firefox have already banned third-party

cookies, and Google Chrome has started restricting them for users. By the end of 2024, this

change will impact everyone.

For businesses relying on these cookies for targeting and measuring online ads, this shift might

seem daunting. But this change also presents an opportunity to embrace new privacy-focused

solutions and stay competitive. This starts with your own digital domain.

Thriving in
the Post-
Third-Party
Cookie Era

Marketing Director, LaunchLabs

February 2, 2024

Home Technology Results
Partner

Program
Resources Schedule a demo

Case 1:24-cv-00314   Document 1-6   Filed 04/11/24   Page 2 of 7

Fullthrottle Technologies, LLC 
Exhibit 2004  Page 1 of 6

https://developers.google.com/privacy-sandbox/blog/cookie-countdown-2024jan#
https://www.launchlabs.ai/
https://www.launchlabs.ai/technology
https://www.launchlabs.ai/results
https://www.launchlabs.ai/partner-program
https://www.launchlabs.ai/resources
https://www.launchlabs.ai/
https://www.launchlabs.ai/book-a-demo
dmc
Rectangle



Remember, third-party cookies track users across websites, raising privacy concerns. Changes

to disable third-party cookies prioritize user control and transparency, which consumers

appreciate. Adapting to this shift means exploring alternative targeting methods and

measurement tools that respect user privacy.

The future of online advertising is built on trust and transparency. Embrace the change, prioritize

user privacy, and watch your brand thrive in this exciting new era. It's time to rewrite the

marketing rulebook, focusing on authentic connections and building trust with your audience. By

honing your message and crafting personalized experiences that resonate with prospective

shoppers, you can forge lasting relationships and achieve sustainable success.

Navigating Tracking & Privacy
Changes
In digital marketing, staying ahead of the curve is paramount. One significant curveball

businesses are facing is the impending demise of third-party cookies—those tiny but mighty

trackers that have long been the backbone of online advertising strategies.

What Are Third-Party Cookies?
Third-party cookies are bits of data stored on a user's web browser bywebsites other than the

one they're visiting.These tiny data files, essentially functioning as a trail of breadcrumbs, are

deposited onto a user's browser when they visit a website, not directly owned or operated by the

site they're currently engaging with. Instead, this data is placed by external domains—hence the

term "third-party."

Despite their widespread adoption and undeniable utility, third-party cookies have also drawn

criticism for their implications on user privacy. Critics argue that the extensive tracking facilitated

by these cookies infringes upon individuals' rights to privacy and autonomy online. Moreover,

concerns regarding data security and the potential for exploitation bymalicious actors have

further fueled calls for greater transparency and accountability in data practices.In response to

these mounting concerns, major players in the tech industry, including browser developers and

regulatory bodies, have begun to take action.

The Impact on Online Advertising and
Audience Targeting
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With third-party cookies already taken off the table as an option for most web browsers and

Google set to get rid of them later this year, businesses are forced to rethink their advertising

strategies from the ground up. No longer can you rely on tracking individuals across the web;

instead, you must pivot toward more privacy-respecting, consent-driven approaches.

The era of hyper-targeted ads based on surreptitious tracking is waning.However, this isn't a

doomsday scenario; it's an opportunity for innovation. By prioritizing first-party data, fostering

transparent relationships with customers, and embracing privacy-first technologies like

contextual advertising and cohort-based targeting, businesses can thrive in this new era of

digital marketing.

Exploring Alternative Solutions
As we bid farewell to the era of third-party cookies, businesses are presented with a unique

opportunity to explore alternative solutions that not only preserve privacy but also enhance the

effectiveness of their marketing efforts.The most important of those is leveraging first-party

data.

What Is First-Party Data?
Central to navigating the shift away from third-party cookies is the power of first-party data. In

the world of digital marketing,while all information holds value, not all sources are created equal.

First-party data is the cornerstone of actionable marketing insights, providing unique

authenticity and potential.

Simply put, first-party data encompasses the valuable information collected directly from your

own customers and interactions. This includes website visits, email signups, and purchases

acting as an insider's guide to understanding your audience’s preferences, behaviors, and

interests.

From browsing history and purchase patterns to demographics and contact information, first-

party data provides a holistic view of your audience. This empowers you to deliver highly relevant

experiences and targeted campaigns that resonate on a deeper level.

Harnessing the potential of first-party data is paramount.By cultivating meaningful relationships

and encouraging engagement on your website, you can collect valuable insights that fuel

effective and personalized marketing campaigns. From customized recommendations to

tailored promotions, the possibilities are endless when you tap into the wealth of data at your

fingertips.
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Challenges & Opportunities Without Third-
Party Cookies
Of course, this transition isn't without its challenges. For many businesses, the loss of third-party

cookies poses hurdles, particularly in the realm of audience targeting and retargeting.Without

the ability to track users across the web, traditional retargeting tactics may lose some of their

effectiveness. However, this also presents an opportunity to get creative and rethink your

approach to reaching and engaging with customers.

Similarly, measurement strategies may need to be recalibrated to account for these changes.

With third-party cookies on the way out, metrics like click-through rates and conversion tracking

may become less reliable. By focusing on more meaningful indicators of success, such as

customer engagement and lifetime value, you can adapt your measurement strategies to better

align with your business goals.

Grow Your First-Party Data With
Ignite
In the midst of these changes, one thing remains clear: the importance of growing your first-

party data.As the foundation of your marketing efforts, first-party data provides invaluable

insights into your audience's preferences, behaviors, and purchasing habits. By investing in

strategies to collect and leverage this data effectively, you can future-proof your marketing

efforts and ensure long-term success in a rapidly evolving digital landscape.

The best way to do all that? Ignite, Launch Labs’ friction-free technology designed for both you

and your visitors. You don’t need third-party cookies when you can harness the power of first-

party data effortlessly.

With Ignite, you can:

Collect invaluable visitor information without intrusive forms or tracking.Gain deep insights

into your audience without compromising their privacy.

Engage your audience with personalized content based on their interests and preferences.

Deliver relevant experiences that resonate, driving deeper engagement.

Convert leads into loyal customers with targeted offers and compelling messaging. Utilize

precise attribution and measurement to optimize your strategies for maximum ROI.

Measure performance with clarity and granularity. Stitch together disparate data sources

and leverage website-specific first-party data models for unparalleled attribution and

measurement capabilities.

Exhibit 2004  Page 4 of 6 
Case 1:24-cv-00314   Document 1-6   Filed 04/11/24   Page 5 of 7

Fullthrottle Technologies, LLC

dmc
Rectangle



Ready to thrive in the future of marketing? Schedule a demo and discover how Ignite can

empower you to collect, understand, and utilize your first-party data for exceptional results.
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