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Q1 2024 update: Which
Industries still rely on
cookies the most
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US Cookie vs. Cookie Alternative Programmatic Ad
Buys, by Industry, Q1 2024
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Note: represents activity on the 33Across platform; broader industry metrics may vary
Source: 33Across, "Programmatic Cookie Alternafive Trends Report: Q1 2024," May 22,
2024
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Key stat: Food and drink and travel are the most reliant on cookies for US programmatic ad
buys, according to Q1 2024 data by 33Across. In both industries, 86% of programmatic ad
buys still used the legacy identifiers.

Beyond the chart:

" The shift toward cookieless is moving slowly. Since Q3 2023, the share of US cookie-
alternative programmatic ad buys in the same industries (food and drink and travel) has
dropped by just one percentage point, per 33Across.

" Six in 10 ad buyers said they would focus somewhat or significantly more on placements with
publishers with first-party data this year, per November 2023 data by the Interactive
Advertising Bureau.

" Although Google’s deadline for cookie depreciation has been pushed back to 2025,
advertisers would be wise to continue testing alternative identity solutions to prepare.

Use this chart:

" Create urgency for your organization's adaptation of cookieless alternatives.
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https://content-na1.emarketer.com/advertising-still-looking-ingredient-replace-cookies?_ga=2.38963427.1587678593.1718889214-1864336975.1715884811&_gl=1*16fnucs*_gcl_au*MTU1NTU2MTQ3Mi4xNzE1ODg0ODExLjkyMzkxNzAwOS4xNzE5MzM5NjExLjE3MTkzMzk2MTA.*_ga*MTg2NDMzNjk3NS4xNzE1ODg0ODEx*_ga_XXYLHB9SXG*MTcxOTMzNTMyMC4xMTMuMS4xNzE5MzM5NjI4LjM5LjAuMA..
https://www.emarketer.com/insights/programmatic-digital-display-ad-spending/
https://www.emarketer.com/insights/guide-google/
https://www.emarketer.com/content/cookie-deprecation-delay-surprise-marketers-google
https://www.emarketer.com/content/marketer-guide-emerging-identity-solutions

* Compare your cookie-reliance against the wider industry average.
More like this:

" Only 32% of publishers are prepared for the end of cookies

" The death of cookies raises the bar for ad quality

" How retail membership programs harness first-party data for advertisers

" 5 charts on how third-party cookie deprecation will change ad buys
Methodology: Data is from the May 2024 33Across "Programmatic Cookie Alternative
Trends Report: Q1 2024." Results are based on advertiser data of 250 brands across 20

industries with over 1 billion monthly paid impressions and supply data of over 200 publishers
across 10 categories with over 3 billion monthly paid impressions during Q1 2024.
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