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Most US industries have
not yet embraced cookie
alternatives for
programmatic buying
Article

For more insights and key statistics on the biggest trends in today’s most disruptive

industries, subscribe to our Chart of the Day newsletter.

https://www.insiderintelligence.com/cotd?IR=T&itm_source=insiderintelligence&itm_medium=inline_cotd&itm_content=chart-of-the-day-newsletter
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Key stat: Most industries still use cookies in the majority of their programmatic ad buying

process, according to data from 33Across. Insurance is the outlier, with half of its buys

coming from cookies and half coming from cookie alternatives.

Beyond the chart:

Use this chart:

Skeptical of Google’s cookie deprecation date in 2024, advertisers have been slow to adopt

cookie alternatives, said our analyst Evelyn Mitchell-Wolf on a recent webinar. “But it seems to

me like we’ve passed a point of no return,” she said. “I think by this time next year, third-party

cookies will be no more.”

Contextual targeting is the most popular alternative to tracking and targeting consumers in a

post-cookie world for programmatic ad buys, according to an October 2022 survey by the

CMO Council.

But many different methods will need to be employed by advertisers to replace the

effectiveness of third-party cookies, said Mitchell-Wolf.

Identify where various industries are on their journey to adopting cookie alternatives.

https://content-na1.emarketer.com/post-cookie-preparation-lags-due-depreciation-delays-slow-adoption-of-new-tools
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More like this:

More Chart of the Day:

Methodology: Data is from the August 2023 33Across "Programmatic Cookie Alternative

Trends Report: Q2 2023." Results are based on advertiser data of 200 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 Q2 2023.

September ad updates from Google, TikTok, and others push AI, audience targeting, and CTV

Post-cookie preparation lags due to deprecation delays and slow adoption of new tools

The state of programmatic advertising in 5 charts

Marketing professionals have mixed confidence in their ability to measure ROI

9/29 - Paid social CPMs plunge

9/28 - Amazon shoppers keep it Fresh

9/27 - ChatGPT wins for SEO professionals

9/26 - Everybody loves YouTube

9/25 - Show me the app money

https://www.insiderintelligence.com/content/amazon-fresh-buyers-more-likely-try-new-grocery-products-multiple-times-month
https://www.insiderintelligence.com/content/which-ai-tools-most-useful-local-seo-marketing-professionals
https://www.insiderintelligence.com/content/youtube-most-popular-free-video-service-across-all-generations
https://www.insiderintelligence.com/content/advertising-makes-up-lion-s-share-of-mobile-app-revenues

