
Here’s what marketers had to say. 
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Mitigation strategies

How marketers really feel about
a world beyond third-party cookies
Despite Google’s announcement that they are not unilaterally getting rid of 
third-party cookies on Chrome, 3PCs always have been and remain 
unreliable. Signal loss is still going to occur, and the industry needs to 
continue preparing for it. AdTech and martech companies, agencies and 
publishers have had some time to digest what a world beyond third-party 
cookies might look like, but what’s the real impact on digital marketers?

Epsilon conducted a survey to find out. Below, we’ve synthesized the top 
findings from our research. 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 steps are marketers taking
to be less reliant on 3PCs? 

Marketers’ perception of google because of their past plan to deprecate 3PCs

Moving forward with or without 3PCs 
Just because Google decided not to fully deprecate 3PCs doesn’t
mean marketers should stop preparing.

Your brand shouldn’t just survive cookie deprecation, it can thrive
in the wake of it. Get started by reading the full report,
Preparing for a world beyond third party cookies here.


