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Abstract
Attentive to the development of technologies to trace users during their
navigation, which must not call into question the rights enjoyed by Internet
users, the CNIL on October 13, 2021 issued a complete picture about “thirdparty” cookies for advertising targeting to ensure that the solutions offered
comply with the rules on cookies and other tracers, which also apply to all
these alternative solutions. It will closely follow current developments, both
in terms of technical offers and privacy protection features in browsers and
smartphones.
Attenta allo sviluppo delle tecnologie per il tracciamento degli utenti
durante la navigazione, che non devono mettere in discussione i diritti di
cui godono gli utenti di Internet, la CNIL ha pubblicato in data 13 ottobre
2021 un quadro completo sui cookie di “terze parti” per il targeting
pubblicitario per garantire che le soluzioni offerte rispettino le regole sui
cookie e altri traccianti, che si applicano anche a tutte le soluzioni
alternative. La CNIL seguirà scrupolosamente gli sviluppi a venire, sia in
termini di offerte tecniche che di funzionalità di protezione della privacy
nei browser e negli smartphone.
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Introduction.
Digital players have been developing alternatives to “third-party” cookies
for advertising targeting. The CNIL, attentive to these innovations, recalled on
October 13, 2021, that these devices must always respect the rules relating to
data protection and, above all, the consent and rights of individuals.
1.

First-party cookies and third-party cookies: what's the difference?

Originally, cookies were created to allow browsing sessions to be held, for
example by keeping a shopping cart available to the Internet user. This
primary use quickly evolved into advertising tracking purposes, making the
cookie a technology widely used by the online advertising ecosystem,
particularly through the use of third-party cookies.
When a user visits a website, he consults a domain which usually ends with
a .com type extension: the content of the visited site can be transmitted from
the domain that the user is visiting, or through other domains that he has not
himself visited, and which belong to third parties. In fact, each cookie is
associated with a domain and sent or received each time the browser ‘calls’
this domain.
In practice:
• "Internal" cookies are placed by the site visited by the Internet user,
more specifically on the site's domain. They can be used for the proper
functioning of the site or to collect personal data in order to track user
behavior and be used for advertising purposes.
• "Third party" cookies are cookies placed on domains other than that of
the main site, generally managed by third parties who have been questioned
by the site visited and not by the Internet user himself.These cookies may also
be necessary for the correct operation of the site, but they are mainly used to
allow the third party to see which pages have been visited on the site in
question by a user and to collect information about him in particular for
advertising purposes.
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2. A tool widely used by the advertising industry.
While "first-party" cookies only allow the user to be tracked on the website
that deposits them, "third-party" cookies make it possible to track the
behavior of the user on all the sites that integrate them. This makes it a tool
widely used by many players in the online advertising industry. Thus, for
example, all sites that include a Facebook "like" button or a Youtube video
allow, in practice, these players to receive and place cookies on each visit and
thus reconstitute a partial browsing history.
The deposit of "third party" cookies makes it possible in particular to follow
the user in his/her navigation from site to site, to collect or deduce from
his/her visits information about him/her such as age, place of residence or
consumption habits.
This information can then be used to create and enrich a profile, sometimes
very detailed and intrusive, of this user. This profile is then used to offer
him/her advertisements that are likely to interest and therefore generate a
purchase.
Many websites derive a large portion of their income from the sale of
targeted advertising space. The completion of these transactions involves a
multitude of players and has led to the development of a new sector,
generally referred to as "AdTech" (for "advertising technologies")1.
While it is entirely possible to market advertising without the use of thirdparty cookies (for example, an e-commerce site specializing in hiking may
display advertising from brands of this sector to all of its users), the market of
Online advertising today is mainly organized around systems based on thirdparty cookies and the building of user profiles.
3. Why are we talking about the end of third-party cookies?
The use of "third-party" cookies is now questioned by some browsers who
seek to limit the possibilities of tracking advertising players.
a) The forerunner was Apple's Safari browser which, with the launch in
2017 of its ITP program (Intelligent Tracking Prevention2), developed browser

1

Cf.
e.g.https://www.toolbox.com/marketing/programmatic-advertising/articles/what-is-adtechadvertising-techno logy/.
2
“Intelligent Tracking Prevention is a feature of WebKit, an open-source web-browser engine that powers
Apple’s Safari web browser, among others, shipped out in the release of Safari 12 and iOS 11. The feature
aims to further protect users’ online privacy by changing the way Safari handles first-party cookies. Firstparty cookies have traditionally been safe from any sort of automatic blocking or removal, as they are
responsible for providing a seamless user experience.
For example, first-party cookies can keep the session information open, which can remember things like:
•
Our login status, which can be used to keep you logged into to websites and applications.
•
Which products you added to shopping carts.
•
Website settings, such as which language version you have chosen.
•
Values you’ve entered into forms (e.g. name, email, and company on a white paper download
form).
However, some first-party cookies can be used to track users in the same way as third-party cookies, and
the release of Safari 11 took aim at this kind of data” as reported in https://clearcode.cc/blog/intelligent-
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functionalities specifically designed to limit certain practices of advertising
networks. The proposed system seeks to identify cookies related to tracking
practices and to limit the possibilities offered by APIs to websites, for
example in terms of the retention period of cookies.

(Source: https://clearcode.cc/blog/intelligent-tracking-prevention/)

b) At the end of 2018, it was Firefox's turn to launch a similar initiative
called "ETP" (Enhanced Tracking Protection)3. In practice, on Firefox and
Safari, third-party cookies are now limited by default, reducing the tracking
capabilities of Internet users based on this technique.

tracking-prevention/.
Updates
in
https://www.theverge.com/2020/3/24/21192830/apple-safariintelligent-tracking-privacy-full-third-party-cookie-blocking.
3
“Enhanced Tracking Protection in Firefox automatically protects your privacy while you browse. It blocks
trackers that follow you around online to collect information about your browsing habits and interests
without breaking site functionality. It also includes protections against harmful scripts, such as malware
that drains your battery. Firefox uses a list of known trackers provided by Disconnect. By default, Firefox
blocks the following types of trackers and scripts:
•
Social media trackers
•
Cross-site tracking cookies (also isolates remaining cookies)
•
Fingerprinters
•
Cryptominers
Tracking content: These trackers are hidden in ads, videos, and other in-page content. In Standard mode,
tracking content is blocked in Private Windows. To add this protection in all windows, visit your privacy
preferences and select Strict or Custom” in https://support.mozilla.org/en-US/kb/enhanced-trackingprotection-firefox-desktop.
In Private Browsing Mode and Strict Mode, Firefox includes Total Cookie Protection, which confines every
cookie to the website where it was created. This prevents cookies from tracking you across sites. Strict
Mode also includes Enhanced Cookie Clearing, which allows users to clear third-party cookies more
effectively.
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c) Finally, in August 2019, Google, whose Chrome browser has a market
share of around 70% in 2021, also announced the launch of its “Privacy
Sandbox” 4 project, whose objective is to limit the use of cookies for
advertising and to offer a series of technical solutions to maintain the
advertising functionalities which today require cookies. This announcement
was followed by a commitment by Google to end support for third-party
cookies by Chrome in 2023.
However, the end of the use of third-party cookies does not mean that
individuals will no longer be tracked on the web, in particular for advertising
purposes: indeed, players in the advertising ecosystem will still be able to use
alternative technologies that allow them to track user browsing and behavior
in order to target them for purposes, in particular, advertising.
4. An ecosystem looking for alternatives to third-party cookies.
In recent years, the CNIL has observed the development of several
alternatives to the use of third-party cookies which can be classified into four
categories.
4.1. "Internal" cookies and the digital fingerprint of the browser
("fingerprinting").
Certain techniques are used to allow circumvention of restrictions
announced by browsers. Different methods are currently used, in a residual
manner:
• "Fingerprinting" aims to uniquely identify a user on a website or mobile
application using the technical characteristics of their browser. This is because
the hardware a user uses to log in provides a certain amount of information to
the server, such as screen size or operating system. This information, if it is
sufficiently numerous, can make it possible to distinguish between individuals
(in practice each browser) and to track them in a manner similar to cookies.

4

“Google’s plans to kill off third-party cookies sent waves of shocks through the world of online publishers
and for good reason. Many publishers fear that this is the end of online advertising, or at least advertising
as we know it.
There are multiple reasons behind Google’s move to phase out support for third-party cookies, and the
biggest of them is the fact that these cookies can lead to a misuse of personal data and infringe on the
user’s privacy.
The rising awareness of privacy among users is another reason behind the decision. More and more users
have become concerned with the way third-party vendors are collecting their data, which has led to
privacy laws such as GDPR, LGPD, and CCPA.
But Google has a plan, so in the absence of third-party cookies with the Chrome browser, the company
intends to launch its own tools as an alternative for advertisers to use Google’s first-party data...The
Privacy Sandbox is the response to the cookie-less future and its purpose is to provide anonymity to the
user data, while at the same time using browser APIs to continue to allow advertisers to use behavioral
targeting. Google claims that the Privacy Sandbox solution will protect user privacy while also helping
content remain freely available, all without using third-party cookies. The company believes that their
changes — even though they’re agitating publishers — will improve choice, transparency, and control for
users in the long run” in https://sortable.com/blog/ad-ops/googles-privacy-sandbox-explained/.
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• The "internal" cookies of the site visited by the Internet user can return
data via URL calls to the advertiser's domain, or via subdomain delegation
techniques ("CNAME cloaking"5). These techniques allow players who set
"third party" cookies to escape browser blockages by using data from
"internal" cookies.

(Source: https://www.cnil.fr/fr/alternatives-aux-cookies-tiers-quelles-consequences-enmatiere-de-consentement)

5

“CNAME stands for canonical name record and maps one domain name to another as part of the Domain
Name System, or DNS. This means a site owner can configure one of their subdomains, such as
sub.blog.example, to resolve to thirdParty.example, before resolving to an IP address. This happens
underneath the web layer and is called CNAME cloaking — the thirdParty.example domain is cloaked as
sub.blog.example and thus has the same powers as the true first party.
CNAME Cloaking and Tracking: Cross-site trackers have convinced site owners to set up CNAME cloaking in
order to circumvent tracking prevention, such as ITP’s 7-day expiry cap on cookies set in JavaScript. In our
blog case, this would be making track.blog.example resolve to tracker.example.
A recent paper from researchers at the Graduate University for Advanced Studies (Sokendai) and the
French National Cybersecurity Agency (ANSSI) found 1,762 websites CNAME cloaking 56 trackers in total.
CNAME Cloaking and Website Security: Site owners who set up CNAME cloaking risk full website takeovers
or customer cookie hijacking if the CNAME records aren’t properly managed, for instance if CNAME
cloaking isn’t decommissioned when no longer in use. It was recently reported that 250 websites of banks,
healthcare companies, restaurant chains, and civil rights groups had been compromised through
mismanaged CNAME cloaking. In June this year, Microsoft documented these attacks and how their cloud
customers should prevent them.
ITP’s Defense Against CNAME Cloaking Tracking: ITP now detects third-party CNAME cloaking requests
and caps the expiry of any cookies set in the HTTP response to 7 days. This cap is aligned with ITP’s expiry
cap on all cookies created through JavaScript.
Third-party CNAME cloaking is defined as a first-party subresource that resolves through a CNAME that
differs from the first-party domain and differs from the top frame host’s CNAME, if one exists. Yes, the
whole site can be CNAME cloaked, when it uses so called edge servers” in
https://webkit.org/blog/11338/cname-cloaking-and-bounce-tracking-defense/.
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4.2 Single Sign-On.
Single Sign-On (or "SSO") consists of allowing connection to a large number
of sites, applications or services through a single user account and a single
authentication.

(Source: https://www.cnil.fr/fr/alternatives-aux-cookies-tiers-quelles-consequences-enmatiere-de-consentement)

This system is intended to facilitate user connection but above all allows
the site or service group to have a global and consolidated view of the user's
navigation on all sites, applications or services: the account user becomes a
tracker who follows the Internet user during his navigation.
Please note that this feature was not originally designed for ad targeting.
Furthermore, the presence of an SSO is not necessarily linked to advertising
purposes.
4.3 Unique identifiers.
The “unique identifiers”, developed by analogy with the advertising
identifiers present on smartphones (e.g.: IDFA6), allow a user to be tracked
6

“The identifier for advertisers or IDFA is the only means for advertisers to precisely target and track users
within apps on iOS devices. You can think of an IDFA as something like a cookie that is tied to devices
instead of browsers, in that it enables an advertiser to get notified when a user of a phone has taken an
action like clicking on their ad in a browser and then installing, using, or interacting with ads in their app.
This identifier is used in non-browser apps, which never had support for cookies. IDFAs only provide
advertisers data in aggregate and no individually identifiable data is available.
Google also has a similar device identifier for Android known as Android Advertising ID (AAID) or Google
Advertising ID (GAID). It is not known if Google will follow suit and there aren’t currently any grumblings of
it on the web. While it did follow Apple and Mozilla on cookie blocking, this technology is not very well
known to consumers, so only time will tell if consumer demand ever ends up warranting it — or if the
death of IDFA just ends up forcing their hands by making the technology moot.
Seemingly contrary to Apple’s renewed focus on privacy, every iPhone that Apple ships comes assigned
with a unique IDFA which allows advertisers to indefinitely track user interaction and use that information
to build user profiles that are attached to that device. Unlike browser cookies, which have (or should I say,
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through the use of hashed deterministic data, collected during his browsing
on the site.

(Source: https://www.cnil.fr/fr/alternatives-aux-cookies-tiers-quelles-consequences-enmatiere-de-consentement)

This technique can use the email address or an identifier provided by a user
to connect to different online services in order to link these accounts and
track the user in their use of those services.
This technique is sometimes associated with that of fingerprinting, one
being used to enable the other.
4.4 Ad targeting by cohort.
Some players (like Apple or Google) are developing cohort targeting
systems. Thus, part of the solutions offered in the Privacy Sandbox
(developed by Google), for example, specifically aims to reproduce the
current possibilities of cookies in the context of targeted advertising, while
attempting to implement limitations in order to reduce the intrusiveness of
these practices.
had) a very short lifespan, an IDFA can be much more long-lived, as the identifier is static unless the user
manually resets it. One can assume that this is only done by advanced users and the extremely privacyminded — making it a durable and even semi-permanent identifier across the app ecosystem.
The reason why Apple and Google use these IDs are twofold: there was no way to use tracking cookies in
apps, and the IDs are ostensibly more secure than other data-sharing methods as the app store has more
control over the data by requiring that app developers use the device IDs as their only method of
collecting anonymized user data.
However, their security is not infallible, particularly when they are used to avoid watching the storefront.
For example, Google app developers eventually found an end-around to using GAIDs. In 2019, research by
AppCensus had found that 18,000 Play Store apps, many with hundreds of millions of installs, were
sidestepping the GAID system by collecting additional identifiers from users’ smartphones in ways that
can’t
be
blocked
or
reset
—
including
information
like
handset
IMEIs”
in
https://www.invoca.com/blog/what-is-idfa-and-why-apple-killed-it-everything-marketers-need-to-know.
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(Source: https://www.cnil.fr/fr/alternatives-aux-cookies-tiers-quelles-consequences-enmatiere-de-consentement)

These limitations consist for example:
• By cohort targeting (FLoC7 in the case of the Google Privacy Sandbox),
which consists of avoiding targeting an individual by endeavoring to
constitute a group of individuals with similar characteristics (center of
interest, etc.), and which will be identified by a unique and persistent
identifier, shared by all users of the same cohort and managed at the browser
or operating system level.
• In the case of the Privacy Sandbox, the list of domains visited in Chrome
is used to calculate the browser membership cohort, unless the managers of
those domains have objected to the targeting.

7

“Google is introducing a new tracking method called Federated Learning of Cohorts, or FLoC, as part of
the “privacy sandbox” initiative it announced in 2019. Google claims its replacement for cookies will better
protect user data, but many people remain unconvinced.
What Is FLoC? With tracking cookies on the decline—partially due to many browsers blocking third-party
cookies by default—Google wants to come up with another way to track user data for targeted ads. FLoC
lets advertisers use behavioral targeting without cookies. It runs in Google’s Chrome browser and tracks a
user’s online behavior.
Then, it assigns that browser history an identifier and adds it to a group of other browsers with similar
behaviors called a “cohort.” Supposedly, advertisers would be able to see the behaviors that people in a
cohort share without being able to identify individuals within that cohort, because each person’s browser
is given an anonymized ID.
User’s cohort IDs would be recalculated on a weekly basis, providing a new summary of their online
behavior every week. Google claims that since there would be thousands of people in each cohort, no
single person could be picked out of the group and paired with their unique browsing data.
The Case for FLoC-ing You.Google says that FLoC will allow personalized ads without the collection of data
that can be tied to specific people using its products. By assigning each browser an anonymized ID and
then adding that ID into a large group where only the overall patterns are accessible to advertisers, the
idea is that your privacy will remain intact while advertisers still get your eyeballs” in
https://www.howtogeek.com/724441/what-is-googles-floc-and-how-will-it-track-you-online/.
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(Source: https://web.dev/floc/)

• By implementing technical solutions that make it possible to provide
only aggregated results to stakeholders, that is to say results that are
presented only grouped (for example only the number of people who have
seen an advertising campaign).
• To deport certain operations (e.g. advertising auctions) to the user's
terminal in an attempt to limit the ability of players in the advertising
ecosystem to collect information during these operations.
Cohort advertising targeting is in principle less intrusive than third-party
cookies: it should make it possible to target a group of users with similar
behaviors and no longer an individual user.

(Source: https://medium.com/criteo-engineering/floc-origin-trial-understand-floc-cohorts3-4-6f9033806f9)
8

“Concretely, the idea is to categorize the websites browsed by the user into topics. For instance,
expedia.com is a travel website. Similarly at Criteo, we have several categorisations layers used to segment
both advertisers and publishers, depending on the products they sell and the content they show
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However, the assessment of the consequences of such a system, and in
particular the risks for the rights and freedoms of users, depends on a
concrete analysis of the way in which targeting is implemented without "third
party" cookies to limit monitoring. individual users (risks of individual reidentification, etc.) and respect the principle of data minimization.
5. The rules to follow.
The various techniques explained above raise issues in terms of personal
data protection but also protection of terminals and user communications.
The CNIL recalls that the development of alternative techniques to “thirdparty” cookies cannot be done at the expense of the right of individuals to the
protection of their personal data and their privacy. Their use must be done in
compliance with the principles resulting from the regulations in force, namely
the GDPR but also the "privacy and electronic communications" directive
(known as "ePrivacy"10) which aims to specifically protect the communications
of individuals and its transposition into French law in the Data Protection Act.
respectively. As such, just like Google, we can use our own categorisation to represent each browsing
history of a user as a sparse vector where each entry in the vector corresponds to the average weight of a
topic category across all URLs visited by a user during its time in a floc_id. Using a different categorisation
tool, Criteo is able to assess from an external point of view the relevancy of the clusters generated”, as we
can
read
in
https://medium.com/criteo-engineering/floc-origin-trial-understand-floc-cohorts-3-46f9033806f.
9
“Concretely, the idea is to categorize the websites browsed by the user into topics. For instance,
expedia.com is a travel website. Similarly at Criteo, we have several categorisations layers used to segment
both advertisers and publishers, depending on the products they sell and the content they show
respectively. As such, just like Google, we can use our own categorisation to represent each browsing
history of a user as a sparse vector where each entry in the vector corresponds to the average weight of a
topic category across all URLs visited by a user during its time in a floc_id. Using a different categorisation
tool, Criteo is able to assess from an external point of view the relevancy of the clusters generated”, as we
can
read
in
https://medium.com/criteo-engineering/floc-origin-trial-understand-floc-cohorts-3-46f9033806f.
10
“The Commission adopted the ePrivacy Regulation proposal in 2017. In the same year, the European
Parliament adopted a report and gave the mandate to the rapporteur to begin interinstitutional
negotiations. The proposal for a regulation for ePrivacy rules for all electronic communications includes:
•
New players: privacy rules will in the future also apply to new players providing electronic
communications services such as WhatsApp, Facebook Messenger and Skype. This will ensure
that these popular services guarantee the same level of confidentiality of communications as
traditional telecoms operators.
•
Stronger rules: all people and businesses in the EU will enjoy the same level of protection of their
electronic communications through this directly applicable regulation. Businesses will also
benefit from one single set of rules across the EU.
•
Communications content and metadata: privacy is guaranteed for communications content and
metadata. Metadata — data that describes other data, such as author, date created and location
has a high privacy component and should be anonymised or deleted if users did not give their
consent, unless the data is needed for billing.
•
New business opportunities: once consent is given for communications data to be processed,
traditional telecoms operators will have more opportunities to provide additional services and to
develop their businesses. For example, they could produce heat maps indicating the presence of
individuals. These could help public authorities and transport companies when developing new
infrastructure projects.
•
Simpler rules on cookies: the cookie provision, which has resulted in an overload of consent
requests for internet users, will be streamlined. The new rule will be more user-friendly as
browser settings will provide an easy way to accept or refuse tracking cookies and other
identifiers. The proposal also clarifies that no consent is needed for non-privacy intrusive cookies
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This legal framework now guarantees everyone protection of their private
communications but also of their terminal equipment.
6. Collection of consent: a free choice for the Internet user.
In practice, the techniques presented above all rely on access to the user's
terminal equipment (smartphone, fixed or mobile computer, etc.), to access
information already stored in this equipment (advertising identifier, cohort
identifier, browser setting data) or to enter information, in the same way as
for cookies.
For example in the case of the FLoC (Google Privacy Sandbox) project, it is
possible for any domain executing scripts from a site to access the cohort
identifier through the interface offered by the Chrome browser to the
website. In order to protect the integrity of the terminal, actions to access the
user's terminal equipment are particularly governed by European texts.
Indeed, the operations, necessary for the constitution of an individual or
group profile and for the provision of targeted advertising, require the prior
consent of the user, whether or not there is processing of personal data, to
the extent where they are not directly part of the service directly requested
by the user (ePrivacy directive and article 82 of the Data Protection Act).
Users must therefore be able to choose freely and in an informed way:
• to be the subject of a follow-up not strictly necessary for the provision
of the requested service, for example to maximize the relevance of the
advertisements presented with regard to their concerns at the time and, by
adhering to the use of these tracers, to contribute to remuneration for a site
or an application;
• to refuse such follow-up.
So even in practice monitoring for advertising purposes, when it is based on
information from the browser or terminal, must be the informed choice of the
Internet user, regardless of the technique used.
The CNIL guidelines and recommendation on "cookies and other tracers"11
therefore also apply to the use of these techniques.
7. Other points of vigilance.
7.1 Allow users to keep control of their data.
that improve internet experience, such as cookies to remember shopping-cart history or to count
the number of website visitors.
•
Protection against spam: this proposal bans unsolicited electronic communications by email, SMS
and automated calling machines. Depending on national law people will either be protected by
default or be able to use a do-not-call list to stop marketing phone calls. Marketing callers will
need to display their phone number or use a special prefix that indicates a marketing call.
•
More effective enforcement: the enforcement of the confidentiality rules in the Regulation will
be the responsibility of data protection authorities, already in charge of the rules under the
GDPR”,
as we can read in https://digital-strategy.ec.europa.eu/en/policies/eprivacy-regulation.
11
Cf. https://www.cnil.fr/fr/cookies-et-autres-traceurs-la-cnil-publie-des-lignes-directrices-modificatives-etsa-re commandation.
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In order to ensure that the use of these technologies respects the privacy
of users:
• it is essential to integrate, from the design stage, means allowing users
to maintain control over their personal data;
• it is also necessary to allow and facilitate the exercise of all the rights
of individuals, through user-friendly interfaces, which is an essential
component of the data protection approach by design ("privacy by design")
imposed by the GDPR.
The CNIL invites ecosystem players to anticipate these constraints,
particularly in the information screens and settings for these new techniques.
7.2 Avoid the processing of sensitive data.
As is well known, sensitive data is particularly protected by the GDPR: their
collection and processing, in principle prohibited, therefore calls for the
greatest vigilance. Each actor must ensure that the target groups they create
do not lead to even indirect discrimination.
7.3 Remain responsible for the implementation of these techniques.
Finally, the stakeholders (data controllers, subcontractors) must analyze
their roles and responsibilities in the implementation of tracing techniques in
order to determine their respective obligations.
8. Conclusions.
Never forget how, “to harness the opportunities of the digital economy and
support the trade of goods and services, data should be able to flow freely
across borders with trust, including the trust of individuals and businesses”12.
So “the most important takeaway from all of these new developments in
operating systems, browser behavior and privacy regulations is that
marketers and businesses can build greater trust with consumers by adhering
to them. The emergence of consent-based alternatives further enables
marketers to still build useful marketing data while protecting consumer
interests”13.

12

As stated also by ‘The Digital Trade Principles agreed by the G7 countries’ at the G7 Trade Track on 22
October 2021, available at https://www.gov.uk/government/news/g7-trade-ministers-digital-tradeprinciples.
13
Cf. G Stevens, ‘What Trust and Compliance Looks Like in a Cookieless Digital World’, Mar 29, 2022 in
https://
www.tripwire.com/state-of-security/security-data-protection/what-trust-and-compliance-lookslike-in-a-cookieless-digital-world/.
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