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Abstract: An advertiser can use retargeting to target its site visitors with ads offsite, often to push users to complete
a purchase. Retargeting is controversial because it raises both user privacy concerns and questions about its effecti-
veness for advertisers. In this study, we partner with an advertiser intermediary to measure retargeting effectiveness
across more than 2,000 advertisers, leveraging an industry-wide experiment to evaluate both traditional and
privacyenhanced retargeting approaches. Google's Privacy Sandbox allows advertisers to retarget users without
tracking cross-site browsing by moving ad selling onto the user's device. We provide broad-based evidence that
retargeting lifts advertisers' baseline conversions by 4.6%. While removing third-party cookies significantly reduces
ad clicks and click-through conversions, implementing Privacy Sandbox recovers 46.3% of lost ad clicks, and 43.5%
of lost clickthrough conversions. Importantly, when adjusting for ad expenditure, the performance gap between
privacy-enhanced and traditional retargeting narrows: Sandbox's click per dollar and click-through conversion per
dollar achieve 86.4% and 81.8% of traditional counterparts, respectively. We provide additional evidence exploring
time heterogeneity and advertiser heterogeneity in treatment effects, suggesting that the limited overall perfor-

mance of Privacy Sandbox may be due to the lack of supply-side adoption of Privacy Sandbox.
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