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ABSTRACT  
This research investigates the dynamics of marketing strategies in the post-cookie era, focusing on PT Indo Pacific 
as a case study. It examines the influence of consumer privacy concerns and regulatory changes on the adoption 
and effectiveness of alternative tracking technologies, thereby impacting the overall effectiveness of marketing 
strategies. Using a quantitative research design with a sample of 60 employees, random sampling, and the Smart 
PLS tool for analysis, the study reveals significant direct and indirect effects. Results indicate that consumer 
privacy concerns and regulatory changes significantly influence the adoption of alternative tracking technologies, 
which in turn affect the effectiveness of marketing strategies. The findings underscore the importance of 
addressing consumer privacy concerns, complying with regulatory changes, and strategically adopting alternative 
tracking technologies to enhance marketing effectiveness while respecting privacy and ensuring compliance. 
These insights offer valuable guidance for businesses navigating the evolving landscape of digital marketing in 
the post-cookie era. 
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INTRODUCTION  

In the rapidly evolving digital landscape, 
the demise of third-party cookies has ushered in a 
new era for marketers, presenting both significant 
challenges and opportunities [1]. As privacy 
concerns among consumers intensify and regulatory 
bodies implement stricter data protection laws, 
marketers must navigate the complex terrain of 
developing effective marketing strategies without 
relying on traditional cookie-based tracking [2]. 
This research aims to explore the intricate balance 
between maintaining consumer privacy and 
achieving marketing effectiveness in a post-cookie 
world [3]. By examining the impact of consumer 
privacy concerns and regulatory changes, alongside 
the adoption of alternative tracking technologies, 
this study seeks to provide valuable insights into 
how marketers can adapt and thrive amidst these 
privacy dilemmas [4]. 

Effectiveness of marketing strategies in the 
post-cookie era hinges on a brand's ability to reach 
and engage target audiences without infringing on 
their privacy [5]. With traditional cookie-based 
tracking becoming obsolete, marketers must 
leverage alternative data sources and technologies, 
such as first-party data, contextual advertising, and 

machine learning algorithms, to create personalized 
and relevant campaigns [6] . Effectiveness is 
measured by key performance indicators (KPIs) 
such as conversion rates, customer engagement, 
return on investment (ROI), and brand loyalty [7]. 
Furthermore, the ability to build trust with 
consumers by transparently handling their data and 
respecting their privacy preferences plays a crucial 
role in the success of these strategies [8]. As 
marketers innovate and adapt to these changes, the 
emphasis on data privacy compliance and ethical 
marketing practices becomes paramount, ensuring 
that marketing efforts not only achieve business 
goals but also foster long-term consumer 
relationships [9]. 

Consumer privacy concerns have escalated 
significantly in recent years, driven by widespread 
data breaches, misuse of personal information, and 
growing awareness of digital privacy rights [10]. 
Consumers are increasingly wary of how their data 
is collected, stored, and utilized by companies, 
leading to a heightened demand for transparency and 
control over their personal information [11]. This 
shift in consumer sentiment is reinforced by 
stringent data protection regulations such as the 
General Data Protection Regulation (GDPR) in 
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Europe and the California Consumer Privacy Act 
(CCPA) in the United States, which mandate 
businesses to adopt more rigorous privacy practices 
[12]. As a result, companies must prioritize data 
security and privacy in their marketing strategies to 
build and maintain trust [13]. Failure to address 
these concerns can result in reputational damage, 
legal repercussions, and a loss of consumer loyalty. 
In this environment, businesses that demonstrate a 
commitment to protecting consumer privacy can 
differentiate themselves and foster stronger, more 
trust-based relationships with their customers [14]. 

Regulatory changes in data privacy have 
transformed the marketing landscape, imposing new 
standards and compliance requirements that 
businesses must navigate to avoid hefty fines and 
reputational damage [15]. Landmark legislations 
such as the General Data Protection Regulation 
(GDPR) in the European Union and the California 
Consumer Privacy Act (CCPA) in the United States 
set strict guidelines on how personal data should be 
collected, processed, and protected [16]. These 
regulations grant consumers greater control over 
their data, including the right to access, delete, and 
opt-out of data collection [17]. Consequently, 
marketers face the challenge of adapting their 
strategies to comply with these laws while still 
delivering personalized and effective campaigns 
[18]. This includes investing in secure data 
management systems, revising consent mechanisms, 
and ensuring transparency in data usage practices. 
By adhering to these regulatory changes, companies 
can not only avoid legal penalties but also build trust 
with their customers, demonstrating a commitment 
to respecting their privacy and safeguarding their 
personal information [19]. 

Alternative tracking technologies are 
emerging as essential tools for marketers navigating 
the post-cookie era, offering innovative ways to 
understand and engage with audiences without 
relying on traditional third-party cookies [20]. These 
technologies include first-party data collection, 
contextual advertising, and advanced analytics 
techniques such as machine learning and artificial 
intelligence [21]. First-party data, collected directly 
from customers through interactions on a company's 
own platforms, allows for a more accurate and 
privacy-compliant understanding of consumer 
behavior [22]. Contextual advertising targets ads 
based on the content being consumed rather than 
user behavior, ensuring relevance without 
compromising privacy. Additionally, machine 
learning and AI can analyze large datasets to 
uncover patterns and insights, enabling personalized 
marketing efforts while respecting privacy 
constraints [23]. These alternative tracking methods 
not only help maintain the effectiveness of 
marketing strategies but also align with regulatory 
requirements and growing consumer demand for 
privacy. By embracing these technologies, 

marketers can continue to deliver tailored 
experiences, build trust, and drive engagement in a 
more privacy-conscious world. 

At PT Indo Pacific, the effectiveness of 
marketing strategies in the post-cookie era can be 
analyzed by assessing how well the company adapts 
to alternative tracking technologies and navigates 
consumer privacy concerns amid evolving 
regulatory changes. As a leading firm in its industry, 
PT Indo Pacific must leverage first-party data 
collected from its own customer interactions and 
employ contextual advertising to maintain 
personalized and impactful marketing campaigns. 
Addressing consumer privacy concerns is crucial, as 
heightened awareness and stringent regulations such 
as Indonesia's Personal Data Protection Act (PDPA) 
require the company to implement robust data 
protection measures. By utilizing advanced 
analytics and machine learning, PT Indo Pacific can 
gain valuable insights while ensuring compliance 
and fostering consumer trust. This study will 
examine how these variables interplay to influence 
the overall effectiveness of PT Indo Pacific's 
marketing strategies, providing a comprehensive 
understanding of the company's ability to thrive in a 
privacy-conscious market. 

The phenomenon being investigated in this 
research centers on the challenges and opportunities 
faced by PT Indo Pacific in adapting its marketing 
strategies in response to the phasing out of third-
party cookies, heightened consumer privacy 
concerns, and stringent regulatory changes. As the 
digital marketing landscape shifts, PT Indo Pacific 
must navigate these complexities to maintain th e 
effectiveness of its marketing efforts. The primary 
problem lies in balancing the need for personalized 
and data-driven marketing with the imperative to 
protect consumer privacy and comply with new data 
protection regulations. This tension creates a 
dilemma for the company: how to effectively track 
and engage customers without infringing on their 
privacy or violating regulatory standards. This 
research aims to uncover how PT Indo Pacific can 
leverage alternative tracking technologies and 
robust privacy practices to overcome these 
challenges and enhance its marketing strategy in a 
post-cookie world. 

The primary objective of this research is to 
investigate how PT Indo Pacific can effectively 
adapt its marketing strategies to thrive in a post-
cookie era characterized by heightened consumer 
privacy concerns and stringent regulatory changes. 
Specifically, the study aims to identify and evaluate 
the alternative tracking technologies that the 
company can adopt to replace traditional third-party 
cookies. Additionally, it seeks to understand the 
impact of consumer privacy concerns and regulatory 
changes on the company's marketing practices. By 
examining these factors, the research intends to 
provide actionable insights and recommendations 
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for PT Indo Pacific, enabling the company to 
balance personalized marketing efforts with robust 
data privacy measures, thus ensuring compliance, 
building consumer trust, and maintaining the 
effectiveness of its marketing strategies in this new 
landscape. 

The following is the Conceptual 
Framework: 
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RESEARCH METHODS  

The research methodology for this study 
employs a quantitative research design, utilizing 
random sampling to select a sample of 60 employees 
from PT Indo Pacific. This approach ensures that 
each employee has an equal chance of being chosen, 
providing a representative and unbiased sample for 
the study. Data collection will involve structured 
questionnaires designed to measure the perceived 
effectiveness of marketing strategies, consumer 
privacy concerns, regulatory impacts, and the 
adoption of alternative tracking technologies. The 
collected data will be analyzed using Smart PLS 
(Partial Least Squares), a powerful tool for structural 
equation modeling (SEM) that enables the 
assessment of complex relationships between 
observed and latent variables. Smart PLS will 
facilitate the examination of direct and indirect 
effects, offering robust insights into how the 
independent variables (consumer privacy concerns 
and regulatory changes) and the intervening variable 
(adoption of alternative tracking technologies) 
influence the dependent variable (effectiveness of 
marketing strategies). This methodological 
framework ensures a rigorous and comprehensive 
analysis, providing valuable findings to inform PT 
Indo Pacific's strategic decisions in the post-cookie 
era. 

 
RESULTS AND DISCUSSIONS 

Multiple regression analysis is utilized in 
this study to predict the value of the dependent 
variable using the independent variables, as shown 
in Table 1 

 
Table  1. Path Analysis (Direct Effects) 

Path Original 
Sample 

P - 
Value 

Decision 

CPC -> ATT 0.543 <0.001 Significant 

RC -> ATT 0.312 0.025 Significant 

CPC -> EMS 0.421 0.003 Significant 

RC -> EMS 0.198 0.135 Not Significant 

ATT -> EMS 0.632 <0.001 Significant 

 
The significant positive path coefficient of 

0.543 from Consumer Privacy Concerns (CPC) to 
Alternative Tracking Technologies (ATT), with a p-
value of less than 0.001, highlights the profound 
influence of consumer privacy concerns on the 
adoption of alternative tracking technologies within 
PT Indo Pacific. This finding suggests that as 
consumer privacy concerns escalate, companies are 
increasingly motivated to explore and implement 
alternative tracking methods to uphold data privacy 
standards while maintaining effective marketing 
strategies. The high significance level indicates a 
robust relationship between these variables, 
underscoring the importance of addressing 
consumer privacy concerns in shaping 
organizational strategies related to tracking 
technologies. This result underscores the need for 
PT Indo Pacific to prioritize privacy-conscious 
practices in its marketing endeavors, aligning with 
consumer expectations and regulatory requirements 
in the evolving landscape of data privacy. 

The significant positive path coefficient of 
0.312 from Regulatory Changes (RC) to Alternative 
Tracking Technologies (ATT), with a p-value of 
0.025, underscores the impact of regulatory changes 
on the adoption of alternative tracking technologies 
within PT Indo Pacific. This result suggests that as 
regulatory frameworks evolve, companies are 
compelled to seek and implement alternative 
tracking methods to ensure compliance while 
maintaining effective marketing strategies. The 
significance of this relationship highlights the 
substantial influence of regulatory environments on 
organizational decisions regarding tracking 
technologies. PT Indo Pacific should thus remain 
vigilant in monitoring and adapting to regulatory 
changes, aligning its tracking technology practices 
with evolving legal requirements to mitigate 
compliance risks and uphold consumer trust in data 
privacy. 

The significant positive path coefficient of 
0.421 from Consumer Privacy Concerns (CPC) to 
Effectiveness of Marketing Strategies (EMS), with a 
p-value of 0.003, underscores the pivotal role of 
consumer privacy concerns in shaping the 
effectiveness of marketing strategies within PT Indo 
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Pacific. This finding suggests that as consumer 
privacy concerns heighten, they positively influence 
the effectiveness of marketing strategies employed 
by the company. It implies that addressing consumer 
privacy concerns not only aligns with ethical and 
regulatory imperatives but also enhances the overall 
success of marketing efforts. PT Indo Pacific should 
thus prioritize privacy-conscious practices in its 
marketing endeavors, recognizing them as not only 
compliance necessities but also strategic imperatives 
for maintaining and improving marketing 
effectiveness in a privacy-sensitive landscape. 

The non-significant path coefficient of 
0.198 from Regulatory Changes (RC) to 
Effectiveness of Marketing Strategies (EMS), with a 
p-value of 0.135, indicates that there is no 
statistically significant direct relationship between 
regulatory changes and the effectiveness of 
marketing strategies within PT Indo Pacific. While 
regulatory changes may have indirect effects on 
marketing effectiveness through other intervening 
variables or moderating factors, this particular 
analysis suggests that the direct impact is not 
significant. However, given the evolving nature of 
regulatory environments and their potential 
implications for marketing practices, it remains 
important for PT Indo Pacific to monitor and adapt 
to regulatory changes proactively, even if the direct 
impact on marketing effectiveness may not be 
statistically significant in this instance. 

The significant positive path coefficient of 
0.632 from Alternative Tracking Technologies 
(ATT) to Effectiveness of Marketing Strategies 
(EMS), with a p-value of less than 0.001, highlights 
the critical role of alternative tracking technologies 
in enhancing the effectiveness of marketing 
strategies within PT Indo Pacific. This finding 
underscores the importance of adopting and 
leveraging innovative tracking methods to optimize 
marketing efforts in a post-cookie era characterized 
by heightened consumer privacy concerns and 
regulatory changes. By embracing alternative 
tracking technologies, PT Indo Pacific can gain 
deeper insights into consumer behavior, deliver 
more personalized and targeted campaigns, and 
ultimately enhance the effectiveness of its marketing 
strategies. This result emphasizes the strategic 
imperative for PT Indo Pacific to invest in and 
prioritize the adoption of alternative tracking 
technologies as part of its broader efforts to adapt 
and thrive in a rapidly evolving digital marketing 
landscape. 

 
The next test is an indirect test which is 

presented in the following table: 
 
 
 
 
 

Table  2. Path Analysis (Indirect Effects) 
Path Original 

Sample 
P - 

Value 
Decision 

CPC -> ATT 
-> EMS 

0.342 <0.001 Significant 

RC -> ATT -
> EMS 

0.217 0.012 Significant 

 
The significant indirect effect of 0.342 

from Consumer Privacy Concerns (CPC) to 
Effectiveness of Marketing Strategies (EMS) 
through Alternative Tracking Technologies (ATT), 
with a p-value of less than 0.001, underscores the 
critical role of consumer privacy concerns in 
shaping the adoption and subsequent impact of 
alternative tracking technologies on marketing 
effectiveness within PT Indo Pacific. This finding 
suggests that as consumer privacy concerns escalate, 
they not only directly influence the adoption of 
alternative tracking technologies but also indirectly 
contribute to the effectiveness of marketing 
strategies. By addressing consumer privacy 
concerns and adopting privacy-conscious tracking 
technologies, PT Indo Pacific can enhance the 
relevance, personalization, and ultimately the 
effectiveness of its marketing efforts. This result 
highlights the interconnected nature of consumer 
privacy, technology adoption, and marketing 
effectiveness, emphasizing the importance of 
holistic approaches to navigating the challenges of 
the post-cookie era. 

The significant indirect effect of 0.217 
from Regulatory Changes (RC) to Effectiveness of 
Marketing Strategies (EMS) through Alternative 
Tracking Technologies (ATT), with a p-value of 
0.012, underscores the impact of regulatory changes 
on shaping the adoption and subsequent influence of 
alternative tracking technologies on marketing 
effectiveness within PT Indo Pacific. This finding 
suggests that while regulatory changes may not 
directly affect marketing strategies, they indirectly 
contribute to their effectiveness by influencing the 
adoption of alternative tracking technologies. As 
regulatory environments evolve, companies like PT 
Indo Pacific must adapt their tracking methods to 
ensure compliance, thereby enhancing the relevance, 
personalization, and overall effectiveness of their 
marketing efforts. This result emphasizes the 
importance of considering regulatory factors 
alongside technological and consumer-driven 
influences when formulating strategies in the 
dynamic landscape of digital marketing. 

 
CONCLUSION  

In conclusion, this research provides 
valuable insights into the dynamics of marketing 
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strategies in the post-cookie era, particularly within 
the context of PT Indo Pacific. The findings 
underscore the significant influence of consumer 
privacy concerns and regulatory changes on shaping 
the adoption and effectiveness of alternative 
tracking technologies, which in turn impact the 
overall effectiveness of marketing strategies. The 
study highlights the interconnected nature of these 
variables and emphasizes the importance of a 
holistic approach to navigating the challenges and 
opportunities presented by evolving privacy 
regulations and technological advancements. By 
addressing consumer privacy concerns, complying 
with regulatory changes, and strategically adopting 
alternative tracking technologies, companies like PT 
Indo Pacific can enhance their marketing 
effectiveness while respecting consumer privacy 
and maintaining compliance with data protection 
laws. These insights provide actionable guidance for 
businesses seeking to thrive in the ever-changing 
landscape of digital marketing. 
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