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What are third-party 
cookies and why do 
advertisers use them?
Firstly, let us review what a Cookie is.  A Cookie is a method of 
websites storing information about you so that when you revisit 
a website it can recognise you as a returning user.

Cookies are the reason each time you visit a website such as Facebook 
you can access your account without having to login again. Cookies 
can hold any historic information such as the product you last viewed 
and when you last visited.  Used correctly, it makes your return visit to 
a website intuitive by avoiding the need to log in and/or finding the 
product or article you were last looking at.  
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So why are third party cookies needed for 
advertising and what do they do?  

As the name implies third-party cookies allow information to be 
shared with third parties.  The first question this creates is why does a 
third-party need to know what I am doing on another website? 

The best example of third-party cookies is Product Retargeting. That 
is when you look at a product e.g., a pair of trainers on a website 
and once you leave the website you are delivered adverts promoting 
that product or ones of a similar nature.  This type of advertising 
is regarded as the best for Return on Investment in marketing. 
Essentially the money spent promoting products viewed behind the 
scenes pays for the existence of the internet.

The sharing of third-party cookies has moved beyond product 
retargeting.

Companies now used third-party cookie data to build profiles. These 
profiles can consist of all the products and websites users have visited 
to identify patterns, some over time, identifying an interest in sport, 
travel, needlework etc.
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• What you are searching for (if you are one of Google’s 80%+ of
users)

• The websites you visit from Google search or even directly (if
they use Google Analytics)

• Where you are, where you visit and whether you use Android

Google has advised marketeers that already use Google that they 
do not have to worry about the loss of cookies and that is because 
they will still be able to buy the same data and same advertising 
from Google that they can now.

In other words, Google and its users will have zero impact from this 
change, the only impact will be on Google’s competitors. 

What does that mean for marketers and 
businesses?

Removing cookies, especially third-party cookies will stop data 
sharing and effectively make internet access private. 

These deep profiles allow better marketing personalisation and 
relevant adverts to be delivered. There was a time when the 
predictive nature freaked out internet users but the appreciation 
from generation Z shows relevant content prevails.  Using these 
insights to create powerful profiles of best fit customers has brought 
the collection and usage of this data to create privacy concerns, 
especially in relation to privacy laws such as GDPR.

Why has Google decided to end third-
party cookies?

Google announced that they will stop third-party cookies to look 
after the privacy of individuals from third parties, but even without 
cookies Google will still know:
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The end of third-party cookies will not remove internet adverts, the 
challenge is they will become less relevant to the user e.g., needlework 
cannot be promoted to people who are interested in needlework. 

This will cause some businesses to no longer be viable as targeting 
customers using display Ads will be impossible to make them aware of 
your website. That leaves PPC which would mean everyone who needs 
customers has to buy from Google, this will increase prices and for some 
companies this could make their business model no longer viable.

This could stop many businesses advertising on the internet. This is a 
big deal, many websites rely on advertising revenue, especially 
publishers to fund their websites. Without advertising, a websites 
commercial model stops working and without the revenue from 
advertising the internet becomes unviable for many (if not most) 
websites.  

Google would not be a sole monopoly of data, Facebook, Amazon, and 
Apple have effectively become a quadropoly.  Apple is in fact the only 
company who does not sell its data, but before you consider them as 
the knight in shining armour, they do collect and build deep profiles, but 
just keep this intelligence to fuel its own growth.  This provides them a 
massive advantage over other businesses that want to compete.

It seems legislation is no longer a solution, if anything GDPR and similar 
legislation such as California Consumer Privacy Act are probably going 
to legislate against cookies, making their removal from technology a 
moot point.



The consensus this brings is there are 4 possible outcomes:

What are the solutions?
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Paywalls, where most content requires you to pay for 
access
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Login everywhere. Almost every website will require you to login to 
access their website, in doing so you would give consent to them 
sharing your email address, and would then see relevant adverts.
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A new independent solution is created 

The independents are working to create a solution and the IAB 
(Interactive Advertising Bureau) are leading that charge, but it’s far 
from clear if they will be successful. The concept of the solution 
seems quite elegant in that it would work like cookies, asking for 
consent as you visit a website, but with more consumer protection to 
ensure compliance with current and future legislation.

What is certain is that the internet and how it works will change 
when cookies disappear, but Fluid Ads have already found a way to 
make our technology cookie-less by integrating Google into our 
platform and adding support for Facebook. This provides peace of 
mind and great value to advertisers who still want to use display 
adverts to target their specific audiences with relevance.

Fluid Ads users avoid the pitfalls of a cookie-less future and can 
continue to deliver relevant digital advertising experiences from so 
no matter what the future holds its business as usual.
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enquiries@fluidads.com

+44 (0) 207 493 9900

Talk to us about 
your digital 
advertising
The award winning Fluid Ads 
solutions offer rich functionality, 
providing a range of ways to 
improve digital advertising and 
marketing team productivity.

Contact us today to learn how Fluid Ads can 

revolutionise the performance of your digital 

display ads.

Visit our website www.fluidads.com
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