
Here’s what retail marketers had to say. 
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Mitigation strategies

Google recently shocked the industry and announced they are no longer 
planning to deprecate third-party cookies on Chrome. This pivot may feel 
like a major change for retailers, but we think the opposite—it doesn’t 
really change anything. Signal loss is still going to occur.

So, it remains important to understand how marketers across industries 
feel about deprecation—even if the third-party cookie technically lives to 
see another day. 

To get first-hand retail sentiment on the issue, Epsilon conducted a 
survey: How do marketers feel about these changes?  What are they 
doing (or have they done) to prepare? 

Below, we’ve synthesized the top findings from our research, fielded 
in Q1 2024. Let’s explore.

Safari and Firefox removed them in 2017
and 2019, respectively. 

Despite half of U.S. web activity on
non–third-party-cookie browsers, industry

attention remains focused on them.

In January of 2024, Google initiated removal
from 1% of Chrome browsers globally and
pushed full deprecation plans to Q1 of 2025. 

On July 22, 2024, Google announced
they are not unilaterally getting rid of

third-party cookies on Chrome.

What technologies are retail marketers
investing in to solve for 3PC deprecation?  

Retail marketers’ preception of Google because of their plan to
deprecate 3PCs.
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Moving forward without 3PCs 

A majority think the industry is headed in the wrong direction, 
and only half feel prepared.
Retail marketers understand the expected impact of cookie 
deprecation, and half feel “very prepared” for the change, which is a 
significant increase from 2020. Because retailers other than only the 
largest enterprises (like Amazon, Walmart and Target) have been 
able to build up their first-party data, they’re able to monetize it 
through retail media.
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Most feel negative emotions toward Google’s moves. 

Retail marketers are focused on getting their owned data in order.

Key initiatives to mitigate the effects include first-party 
data strategies and building a CDP.

Retail marketers are investing in agency partners/vendors to help mitigate
the impact of 3PC deprecation, but not all are confident that they will find
a viable solution.

Most are not doing it alone. 

Retailers are actually ahead of the game on working with partners and vendors
to launch loyalty programs that collect valuable first-party data and stand up
retail media networks to monetize it by enabling brands to activate with it—but
they’re not all that sure those same partners will be able to mitigate
the impact of 3PC loss.

A majority don’t plan on changing their ad budgets, but 
many will shift dollars to other tactics. 

How retail marketers are shifting budget:
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If all these approaches have downsides, what should retail marketers do?

We’re here to clue marketers in on a secret: Brands can actually improve
digital media reach and run successful campaigns without 3PCs.
The key is future-proofing your digital media strategy to ensure you can
deliver to customers what they want: privacy and personalization.

You can read the full 2024 research,
Preparing for a world beyond third-party cookies here. 

Retail marketers are aware of 3PC deprecation, but most still aren’t fully
prepared for it and remain concerned for what’s to come. They’re turning
to a variety of partners, technologies and media strategies that may
(or may not) drive the outcomes they want.

+92%
from 2020
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