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Motivation:

The digital advertising industry is in a pivotal transition away from traditional third-party cookies
towards new methods of consumer addressability to enable personalized advertising. This shift
comes amid significant privacy concerns and regulatory measures aimed at enhancing user
privacy online. The demise of third-party cookies has catalyzed the development of alternative
targeting technologies and strategies that exist outside of the sphere influenced by Google's
Privacy Sandbox, such as unified ID solutions, on-device addressability, or first-party data. This
thesis will explore these alternative solutions, their technical functionalities, and economic
performances, to understand the broader landscape of consumer addressability in digital
advertising.

Goal:

The objective of this thesis is to investigate the technologies emerging as alternatives to third-
party cookies for consumer addressability in digital advertising. This exploration will highlight
how the industry is adapting to privacy-conscious trends, with a particular focus on the technical
and economic evaluation of these methods. The goal is to compare these alternatives not only
in their technical functionalities and capacities but also through the lens of their viability and
performance in the digital advertising market. To this end, the following list of questions provide
a starting point:

e How is consumer addressability currently operationalized using third-party cookies?
What justifications have major web browser operators provided for the discontinuation
of third-party cookie support?

e How do alternative technologies, distinct from Google’s Privacy Sandbox, enable
marketers to target consumers online? Possible technologies for closer inspection
include universal identifiers, on-device solutions, or first-party data strategies.

e How do alternative technologies function compared to third-party cookies? How do they
measure up against third party cookies in terms of performance? How do they compare
in terms of privacy compliance?

e What are the economic implications of adopting these alternatives for advertisers,
publishers, and ad networks?
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