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Introduction 

Space travel 
now accessible -----------
• • ..... 

Local businesses relying on third-party cookies are on the brink of significant changes as 

major browsers, including Apple Safari, Mozilla, and soon Google Chrome, are phasing them 

out. Chrome has initiated restrictions on third-party cookies for 1% of users since January 

4th, 2024, with plans to extend this to all users by Q3 2024. As third-party cookies form the 

backbone of online display and programmatic advertising, driving targeting and 

measurement, swift adaptation to these privacy changes is crucial for businesses to stay 

compliant and competitive. 

How does a local business 
manage this change? 
How can businesses, formerly reliant on third-party cookies for advertising, reach shoppers 

and convert website visitors into valuable customers? This eBook will provide precise 

insights into tackling this challenge. Let's get started! 
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Chapter 1 

What are Cookies 

Cookies are tiny bits of information that a website can attach to a visitor's browser. 

Cookies have broad use cases depending on the website and situation. 

Cookies that are created by the website a visitor is browsing are called First Party Cookies. 

These types of cookies are integral to the way almost all websites function. These types of 

cookies are not going anywhere! 

In advertising technology, we usually use cookies to attach user IDs to browsers. That way, 

we can tell when the same person returns to a website or moves between pages on that 

website. 

Your website and many of the tools on it, like Google Analytics, use first party cookies to track 

the events and activities visitors perform on your website. 

-
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Chapter 2 

What are Third 
Party Cookies? 
Third party cookies are cookie data created on a visitors browser, by a website they are not 

currently on. Companies like Meta and Google have companies install their ad tags on 

websites, these tags generate third party cookies so that Facebook can see when the same 

user visits different websites. 

Example: Third party cookies would allow Facebook to know if a user was on CNN.com, 

visited your website, and then visited weather.com - Assuming that Facebook had their tag 

present on all those websites. 

How are they used? 

• 
• 
• 

Behavioral Targeting: Most targeting in programmatic and display ads is driven by 

behavioral data built from tracking visitors across thousands of websites. Example: 

Target 18-24 year olds that are interested in golf and have a household income over 

$75,000 per year . 

Retargeting: Third party cookies drive 1:1 retargeting strategies. Example: A visitor 

looks at a product on your website and then gets served an ad for that product on 

another website . 

Attribution: The ability to know if a visitor was served an ad and then later visited 

your website, commonly called a View through conversion is driven by third party 

cookie tracking. 
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Chapter 4 

What Will Replace 
Third Party Cookies? 
Well, we don't exactly know. Based on what Google has released, we 

believe it will work something like this: 

• 
Identify areas 
of interest 

• 
Run advertising 
against those cohorts 

• 
Measure results 
from campaigns? 

Advertisers will be able to add When a cohort has enough At this time, it is very unclear 

visitors into different interest visitors in it, advertisers will be how or even if advertisers will 

categories called cohorts. The able to target that cohort with be able to measure the 

technology for this process 

will be built into future versions 

of web browsers like Google 

Chrome 

advertisements. The required 

minimum size is likely to be in 

the range of 1000 visitors 

effectiveness of their display 

and programmatic 

campaigns 
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Chapter 4 

Impacts For Local Business 

• Big audience targeting may not be possible 

Forget painting with broad strokes. Targeting large, generic audiences based on 

third-party data will fade. Local businesses need to identify and target micro­

communities with laser precision, focusing on local demographics, interests, and 

behaviors . 

• Product level retargeting will be difficult 

Following customers down the online rabbit hole with hyper-specific product ads 

gets tricky. Local businesses should prioritize building strong brand awareness and 

customer relationships to encourage organic product discovery. 

• Leveraging and growing your site traffic is more important 

Owning your online space becomes paramount. Attract visitors with valuable 

content, local SEO optimization, and engaging social media presence. Build a loyal 

audience directly on your website or app. 

• You may not know what's working 

Traditional metrics lose their luster. Embrace first-party data: track website behavior, 

analyze customer surveys, and prioritize direct feedback loops. Adapt and 

experiment with different marketing strategies to see what resonates locally. 
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Chapter 5 

Strategies for Success 
#1 

Leverage your first party data 

Companies that do this well will hold a significant competitive edge in the years to come. 

First-party data encompasses information collected directly from your customers or users. 

For instance, when someone completes the "contact us" form on your website, providing 

their email address and full name, this qualifies as first-party data. Additionally, your website 

audience is categorized as first-party data. 

Your top priority for future success should be ensuring you have the necessary tools and 

workflows to maximize this asset. Effectively leveraging your CRM and shopper data from 

your website is a winning strategy that sets you apart from competitors who overlook this 

opportunity. 

Our platform, Ignite, will help you do this simply and effectively. 

#2 

Focus your ad spend where it still counts 

Search engine marketing on Google and Bing, along with advertising on Meta's platforms, 

will be somewhat less affected by the loss of third-party cookies. This is because they target 

and engage traffic within their own ecosystems. Moreover, these channels often deliver 

some of the most consistent performance for local businesses. 

We recommend prioritizing spend in these channels. If you are not managing this advertising 

yourself, align with a partner experienced in these platforms and networks. 
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Chapter 5 

Strategies for Success 
#3 

Measure, rinse, repeat 

Work with your team and your partners to develop a standardized set of metrics that you all 

agree aligns with your business objectives. You must develop a consistent measurement 

methodology and cadence for that measurement. The closer the data is to your true revenue 

outcomes, the better. 

Once you have that in place, be deliberate about changes in your strategy and look for its 

impacts in your metrics. Try not to make multiple large changes at the same time or too 

frequently to avoid muddying your scorecard. 

Over time, you will start to develop a sense for what is working for your unique business 

situation. 
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