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You’ve seen Google’s announcements about third-party cookies going 
away in 2023. Below are the top actions every CMO should take to be 
prepared for this change in the digital ecosystem. It’s time to trade the 
cookies and take control of your first-party data. 

Assess your current state. You may already have critically self-examined where you are and where you 
would like to be related to being able to build meaningful connections with people. And then you likely worked 
backward to figure out what you need to understand about people to make that happen. 

Where does that information come from now, what will go away without third-party cookies? 

You need to know who is engaging with your brand at each intersection of your outreach and customer interest. 
If you count on third-party cookies to do it, the party is over. 

THESE ARE THE 
IMPERATIVES: 

• Take control of data collection and 
measurement, and use that data to power
a nimble and correct identity graph. 

• Put privacy and compliance at the top of
the list. Managing consent is critical. 



 
 

 
 

 
 

 
 

 
 

  
 

 
 

 
 

    
 

 
 
 

 
 

Embrace the first-party future. First-party identity is the new currency of the marketing ecosystem. 
Combining identity, data, and technology with a privacy-first approach creates a foundation on which brands 
can build a customer-centric business. The foundation of the relationship between the consumer and the brand 
or publisher is first-party engagement. People don’t care whether content is on owned or paid media, they 
simply recognize that the content is from a particular brand. True first-party technology supports that first-party 
relationship between a person and the companies they choose to engage with. All data captured is the brand’s 
data, landing in its own domain not to be shared or handled outside the brand’s security and privacy controls. 

DON’T BE FOOLED BY 
FIRST-PARTY IMPOSTORS. 
When an advertiser pays for an ad impression, it has the right to know: 
1) the ad actually got served; and 2) that it helped acquire a customer. Similar 
to a scientist in a lab ... all evidence across all paid media platforms must be taken 
into consideration (together) to truly determine the impact each engagement had 
on people’s behavior. If you only see a siloed or partial view of engagements, it’s 
impossible to understand true causation. Brands need to push for an unbiased view of 
their media performance to drive much-needed accountability across adtech. 

A word of caution. Not everyone who poses as a first-party provider is one. True first-party identity lives within 
the brand’s own domain – with no aliases, cloaking or derivative products being built. Data should never be sent 
to the processor’s domain or shared and sold via a central service without complete transparency. 

Take ownership when it comes to identity. Industry regulations are driving a growing trend where 
brands are “taking control” of their own data and only allowing processors (companies like identity providers or 
adtech partners) to have access to the data as needed, with strict privacy and security policies governing any 
sharing or access outside their firewalls. This is about both the known graph that creates and manages linkages 
across names, addresses, email addresses, and phone numbers, as well as the pseudonymous graph that 
correlates digital signals like first-party cookies, hashed emails, analytical IDs, and partner IDs. Regardless of 
known and pseudonymous, what we are talking about here are both parts of your first-party identity graph. 

Do not settle for less (than a complete customer view). Brands need a first-party identity graph, 
the technical infrastructure to store known personally identifiable information that is collected through the 
normal course of a person becoming a customer. Things like email address, postal address, etc. This known 
information is valuable and can also translate to great benefit for a brand’s digital marketing. In today’s world, 
a brand also needs to store and support pseudonymous data so it can be ethically connected to deterministic 
data in the graph, including households, individuals, devices, unified geography, business, and organization. 
Foundational services like hygiene, suppression and linking create the foundation of quality data and are also 
essential here. 



   
  

  

 
 

 

 
 
 

 
 

 
 

 

Prove the value. First-party tags can be operational in a matter of weeks and begin to provide a proof of 
concept. A first-party universal tag is placed on owned and paid media. It extends matching and brings data 
including exposure, click and site activity back to a scalable private identity graph – in real time. 

Real-time capabilities pairing the tag with a data store and an API can deliver decisions in less than 10 
milliseconds, empowering platforms with the information (and precious time) needed to deliver customized, 
relevant and engaging messages. 

Be transparent. The brand or “controller” has the greatest responsibility to protect privacy and the rights of 
known customers as well as visitors of a website or people interacting with paid media. Processors should act 
as trusted partners and a direct extension of the brand by providing the people, processes, and technology to 
build and maintain highly precise and scalable real-time consumer recognition, activation, and measurement 
that help ensure transparency, privacy and security are held to the highest standard at every step. All this is 
done within the brand’s private, owned, and dedicated environment. 

Do it now. Now is the time to begin the journey to take control of first-party identity. You will need to test and 
learn to adjust your solution to your environment and unique business needs. The good news is it can happen 
and potentially deliver better results than you got with third-party cookies, long recognized as a method with 
many flaws. In a matter of weeks, you can start to prove the value of first-party data and begin your transition. 

Deeper relationships, better measurement and the ability to steer your own destiny are all waiting for you. 

Data is like water behind a dam. It can be let go and rush downstream or focused to capture the energy 
contained within. Brands see data about people in a similar way. They can watch it flow by or use it to enable 
meaningful connections. 

Brands need people, and people need brands, so how will they make and keep connections without cookies? 
You may be thinking there is another way to do the same thing. A cookie by another name – or from a new 
source. Maybe. Maybe not. And solving for third-party cookies with something that does the same thing is like 
fixing one flat tire out of four. App stores have announced they are going to warn users about data sharing, 
privacy laws are getting real teeth, and people are expecting value if they share things about themselves. 

In this point of view, we will discuss both the challenges and opportunities brands face in this changing 
ecosystem. We will also offer our recommendations for moving forward and taking control of your brand’s 
destiny in this new world where Forbes has declared “first-party data is king.” 

“First-party data is more accurate, provides better 
insights, has higher conversion rates and is a 

priority for maintaining customer relationships.” 
Source: Forbes.com, First-Party Data Will Reign Supreme For Marketers In 2021 

https://Forbes.com


 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 

 
 
 
 

 
 

 
 

INNOVATE OR STAGNATE 
Change is constant. There is no formula for the rate of change in how brands capture, keep, treat, and use 
information about people. There will be a new way and an old way, though. Like new math and old math – 
different approaches to get you to the same answer – connecting with people. And the old way is not the same 
for every brand. For those whose old way counts on a regular diet of third-party cookies to learn about people’s 
intentions, recognize and interact with them, change is definitely coming. For brands who are less engaged in 
digital marketing their version of old math might be less impacted (for now). Either way, innovation around how 
to connect brands and people is required. 

All of this change comes in what was already a time of exponential signal growth and a virtual explosion in tech 
platforms. Simultaneously, walled gardens continue to exert undue influence on advertisers and impose greater 
restrictions on data, making the ecosystem even more complex. 

If the change and complexity weren’t enough on their own, Salesforce reports in its State of the Connected 
Customer report (4th edition, 2020) that people’s expectations are at an all-time high, driving the need for 
martech and adtech to converge and for brands to deliver channel-less engagement. 

PATCH IT AND RUN IT? 
Remember that there have been limits to cookie based media activations, whether it’s the dependence on third 
party providers, or the lack of complete transparency in targeting. The cookie has never been perfect and even 
today is a partial solution. In the case of third-party data, innovation comes from fixing a problem. There is a lot 
of talk in the industry about solving this problem with something that looks and acts like the third-party cookie. 
This is an oversimplification, but it is a work-around. Instead of a Google cookie, it is another cookie. It looks like 
a cookie and acts like a cookie. These solutions are creative but are not innovative. And they don’t address the 
basic problem: Brands must rely on the cookie provider to supply the data. 

“Without third-party cookies, many of the 
important adtech developments that pushed 

the digital ad landscape forward and kept 
smaller properties competitive throughout the 

last decade are going to take a hit.” 
Source: MAGNA Programmatic 2020 Life Without Cookies.pdf 

THIS IS ABOUT IDENTITY. 
All this hinges on one idea: Getting identity right is at the heart of making meaningful connections with people. 
These are people you already know – customers or prospects in your marketing database – as well as people 
you would like to understand better. The process of recognizing signals a person is emitting as they interact in 
the world, understanding how you want to interact with that person, and associating all the variations of who that 
person might be informs an identity graph. That graph, to be useful over time, needs to be constantly evaluating, 
adding, or rejecting information (data) about that person. It also needs to be accessible and easily integrated 
into all the touchpoints between the brand and the person. 



 
 

 
 

 
 

 
 

 
 
 

 
 

 
 

 
 

 
 

 

 
 

So now we are back to brands and people. And love. People love brands. They have car logo tattoos. Everything 
Apple – every year. They wear the love and reward the brands that love them back. They also know that brands 
know things about them and “talk to them” about early access to new products, exclusive offers, and rewards 
programs. Without that identity graph this conversation becomes one way and more than a little tone deaf. With 
an identity graph, brands will be able to make each connection with consumers more relevant, personal and 
timely. They will know who they are talking to and what they should say. 

WHAT IS BETTER THAN THIRD? SECOND AND FIRST. 
In most areas first is better than third. If you win a bronze medal at the 
Olympics, you get invited to talk to school groups. Gold medal winners get 
their pictures on a Wheaties box. 

It must be important to you for it to work. Focusing on a first-party data solution 
to a potential third-party data problem is not only innovative, it is also a shift in 
how to look at data and identity and come out on the other side with a working 
plan – a plan that puts brands firmly in the driver’s seat – directly owning their 
customer relationships. 

Brands focusing on building first-party identity solutions will be ready for the 
so-called “cookieless world” but also positioned to look smart and act smart 
with customer intelligence they own. When brands take ownership of their own 
data wonderful things start to happen. 

FIRST-PARTY DATA WILL REIGN 
According to eMarketer and Insider Intelligence, 2021 will be the year when 
brands reinvest in anything that allows them to own and strengthen their 
direct customer relationships rather than going through intermediaries. 

Source: eMarketer, 10 Key Digital Trends for 2021. 

OWNING IT AND BUILDING IT YOURSELF ARE NOT THE SAME THING. 
We are not suggesting brands head off into the data forest with a few hand tools and build their own tiny house 
called first-party identity. This is not about downsizing or trendy, new and unsustainable living conditions. This is 
about creating a robust and real solution. 

Some brands will do their own thing and bring in partners when necessary. Others have or will partner with 
experts and work together on the plan and the program. The perspective of using your own first-party data is the 
big takeaway. We are on the side of brands taking control of first-party data and identity. 



 
 

 
 

 
  

 
 

 

 
 

 

  
 

 

ACXIOM HAS SOMETHING TO SAY – AND SOMETHING TO DO ABOUT IT. 
Acxiom’s core value proposition is to act as a trusted processor and a direct extension of the brand 
(controller) by providing the people, processes and technology to build and maintain a world-class private 
enterprise identity graph with a brand-specific master key that enables highly precise and scalable real-time 
consumer recognition, activation and measurement. All this is done within the brand’s private, owned and 
dedicated environment. Real Identity lives within the client’s first-party domain. Our client’s data is never sent to 
the Acxiom domain or shared and sold via a central/shared service. 

Acxiom is helping brands create and own their own first-party private identity graph by combining our more than 
50 years of experience and scale we have in known identity (conventionally used for martech) with industry-
leapfrogging connectivity, speed and ingenuity needed to keep brands relevant in adtech. 

These capabilities are critical for brands to offer seamless engagements across every touchpoint. Identity can 
bring martech and adtech together, and we believe it is no longer an option for them to operate independently. 
We know this is difficult, and there is no one-size-fits-most solution. Identity solutions are complex. We’d like to 
share more about the path forward and help you evaluate what you have and where you can go with first-party 
data. 

Acxiom delivers, and our 95% client renewal rate is the best stat we know to validate that. 

To get your first-party identity right, choose the most trusted data partner. Contact your 
Acxiom representative to start the first-party identity conversation. We offer a range of options from a consulting 
engagement to a dedicated workshop with industry strategists to set you on the path to a true first-party data 
and identity solution. 

AND ONE MORE THOUGHT BEFORE WE GO. 
Google announced March 3 that we have one year to prepare for a world without third-party cookies. While 
we’ve all known this was coming, we really didn’t know when. Now you can set your countdown timer to 
March 2022. A blog post from David Temkin, Google’s Director of Product Management, made it clear 
Google would be curbing any attempts by third-party intermediaries to track individuals across sites as they 
browse the internet. He wrote, “Today we’re making explicit that once third-party cookies are phased out, 
we will not build alternate identifiers to track individuals as they browse across the web, nor will we use 
them in our products.” 

More specifics of Google’s position and immediate action steps brands can take are available here, 
Google’s March 2021 Announcement. 

301 Dave Ward Dr, Conway, AR 72032
acxiom.com 
1.888.3acxiom 
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