


SITUATION



JUNE 2021
Google Chrome set a 

final date for ending 

support for third-party 

cookies in late 2023 

2019
Firefox blocked third-

party tracking cookies 

by default

HOW THE COOKIE IS CRUMBLING

2020
Apple’s Safari blocked 

all third-party cookies by 

default and launched 

Intelligent Tracking 

Prevention (ITP) privacy 

feature

2021
Lou Montulli cited the 

web’s reliance on 

advertising as a revenue 

source as “very 

detrimental” to society 

and “perverts the user 

experience”

2023

60% UK browser share

Source: Competition and Markets Authority 



Third-party cookies

TWO VARIETIES

First-party cookies

C r e a t e d  a n d  s t o r e d  b y  t h e  

w e b s i t e  y o u  a r e  v i s i t i n g  

d i r e c t l y .  A l l o w s  s i t e s  t o :  

C o l l e c t c u s t o m e r  

a n a l y t i c s d a t a

R e m e m b e r l a n g u a g e  s e t t i n g s  

P r o v i d e a  g o o d  u s e r  

e x p e r i e n c e

C r o s s - s i t e  t r a c k i n g :  

c o l l e c t i n g  b r o w s i n g  d a t a  f r o m  

n u m e r o u s  s o u r c e s

R e t a r g e t i n g :  u s i n g  s e a r c h  

a c t i v i t y  t o  r e t a r g e t  v i s i t o r s  

A d - s e r v i n g :  d e c i s i o n s  

r e g a r d i n g  t h e  a d s  t h a t  a p p e a r  

o n  a  w e b s i t e



USER EXPERIENCE

First-party cookies Third-party cookies

U s e r  e x p e r i e n c e R e t a r g e t i n g  e l s e w h e r e



COOKIE-PPEAL

Source: AA/WARC Expenditure Report, July 2021

A d - t a r g e t i n g

I n t e r e s t - b a s e d  

t a r g e t i n g  a n d  

r e t a r g e t i n g

M e a s u r e m e n t

A t t r i b u t i o n ,  

f r e q u e n c y  

c a p p i n g  a n d  

r e p o r t i n g

71%

15%

4%2%
1% 4%

4%

£27.7bn

2021 (F)

Online

TV

Out-of-Home

Press

Radio

Cinema

Direct Mail



THEORY



HYPOTHESIS

“The priming effect of OOH can help brands fill the gap of third party cookies as 
familiarity of imagery boosts attention”



2.0 2.0

5.0

Viewed DOOH only Viewed Mobile only Viewed both DOOH & Mobile

Average dwell time (seconds)

2+2=5
THE DOOH AMPLIFICATION EFFECT 



RESEARCH



METHODOLOGY

Nationally representative panel 

1,800 respondents recruited 

online & placed into cohorts

Asked to view roadside video with 

no exposure to test ads, potential 

exposure to test ads or complete a 

task mimicking cookie targeting 

online behaviour 

Exposed to online news page with 

MPU ads corresponding to DOOH

Answer questionnaire to 

assess recall and perception



TEST ADS

BOOTS BRITISH AIRWAYS LADBROKES ASOSMAZDACO-OP



CELL GROUPS
R E C R E AT I O N  O F  M E D I A  E X P E R I E N C E   

COOKIE COOKIELESS PRIMED



TESTING IMPACT
AT T E N T I O N  &  P E R F O R M A N C E  O F  D I G I TA L  A D S

Source: Lumen 



WEBCAM EYE TRACKING TECH WITH LUMEN



RESULTS



1.1 1.1

1.5

Cookies Cookieless Primed

ADS WERE VIEWED AFTER BEING PRIMED WITH OOH
P R I M E D  O O H  G E N E R AT E S  0 . 4  S E C O N D S  O F  E X T R A AT T E N T I O N  v s  C O O K I E S

Source: Lumen research 

Av.  V i e w e d  t i m e  ( s )

+37%



1.1 1.1

1.5

Cookies Cookieless Primed

PEOPLE INTERESTED IN ADS GAVE ANOTHER +33% 
MORE ATTENTION

Source: Lumen research 

Av.  V i e w e d  t i m e  ( s )

1.1 1.1

2.0

Cookies Cookieless Primed

Av.  V i e w e d  t i m e  ( s )

All people Interested

+37% +82%



39%

23%

39%

Cookies Cookieless Primed

COOKIES WORK
S I G N I F I C A N T  D E C L I N E  I N  AWA R E N E S S

Source: Lumen research 

-40%

A w a r e n e s s



0.6%

0.3%

0.5%

Cookies Cookieless Primed

39%

23%

39%

Cookies Cookieless Primed

COOKIES WORK
S I G N I F I C A N T  D E C L I N E  I N  AWA R E N E S S  A N D  C T R

Source: Lumen research 

-40%

A w a r e n e s s

-50%

C l i c k - t h r o u g h  r a t e



SUMMARY



ACT NOW BEFORE THE COOKIE CRUMBLES
T E S T  &  L E A R N

Prime with 

OOH




