
Big data, first-party data, third-party data, personalization, performance cookies, 
functional cookies, necessary cookies, strictly-necessary cookies…this, that, and the 
other. Companies are constantly trying to play catch-up with technology, customer 
trends, and how the two fit together. One week it’s third-party data, the next week it’s 
cookies, the next week all of those are bad. It’s hard to keep up and implementing 
new technologies and practices requires budgets, training, and downtime.

Don’t worry, data is still king. However, the method by which a company collects data 
has become an essential difference. Security and privacy have come to the 
forefront, with third-party data in particular, and consumers are wise to the intrusive 
ways of third-party data. That is why we are seeing it become extinct–for instance, 
on platforms like Google. 

At the end of the day, no matter what data you have, the key to a successful 
business has always been developing strong relationships with your customers. 
Fostering these relationships has become more crucial, but also more complicated 
with ever-evolving technology and the accompanying digital experiences.
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Data for Two? 

Do you really know your customers? The best way to get to know them is to ask them 
questions about themselves. It’s not spying on them through the online window for “intrusive 
third-party data.” Customers are people and people want you to know them. The brand and 
consumer relationship is very much like courting someone. Have you reached out and asked 
your customers questions? Have you invited them to share more about themselves? 

Did you know that when your customers volunteer information it becomes zero-party data? 
Zero-party data, also known as preference data, gives your company the information you 
need to market to them in a personalized way. What better way to customize offers than by 
using information the customer gave to you about themselves. Preference data is extremely 
beneficial when given to you by the customer willingly.

Surveys are a great way to reach out to your customers and prospects. A small incentive, say 
15% off your next purchase, will often raise a person’s interest in giving you what you need. 
Customers want brands to incentivize them to have a direct, more personal relationship – 
not spam them with ads on social Basically, get to know your shoppers from end-to-end, but 
on their terms.

Establish a Two-Way Conversation

If you found out your friend only bought you a blue item for your birthday because they had 
been starring at you through your window at night–you’d be freaked out. 
Acquiring preference data requires a strategy that will incentivize consumers to tell you 
about themselves willingly, while also giving permission to use that data. Gathering 
zero-party data, such as purchase intent and psychographic data (data that gives insight into 
personality traits and trends), helps you deliver personalized messaging and journey 
orchestration delivering higher engagement.

On the flip side, inferred, observed, and sales data is rarely enough to form that critical 
authentic emotional connection. Companies that generate first and zero-party data, vs 
buying third-party data, are often better positioned to drive true, long-term customer loyalty. 

Build a stronger relationship with your consumer by: 
• Seeking zero-party data to form more personal connections.
• Building a database, from first-party data only, to establish a direct to the consumer 

marketing channel.
• Learning from customer’s cross-channel interactions, allowing you to create a more 

personalized end-to-end journey.
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Loyalty with no Reservations

Your customer’s loyalty marks the pinnacle of your relationship. To get a 
customer to loyalty, and keep them there, is no small feat. Consumers have many 
options, especially today. That is why really understanding your customer is 
imperative. Think of your customer like your friend. If they are always telling you 
that they want something blue and you are only giving them red things–after 
awhile your customer will begin to look elsewhere.

To remain competitive, brands must cultivate these human connections in order 
to make the right product recommendations at the right time. To drive long-term 
revenue, you need to understand better who your shoppers are at their core, build 
one-to-one connections, and create what is called a value-exchange relationship. 
I’ll tell you I like blue for an exclusive offer. You’ll get cake at my party, if you bring 
me something blue. 

What consumers share with you directly, zero-party data, or when they interact 
with your channels, first-party data, they are intentionally giving you vital 
information that they want you to use. These interations and personal 
connections are what brands need use to build loyalty. 

Once loyalty is built, and customers feel important and engaged, they often will 
become brand ambassadors and begin to refer more people to your company. 
This strong connection becomes linked time and time again as more and more 
loyalty is built and more and more individuals are brought into this circle. 
Third-party data is like starting a relationship on a lie. While, zero-party data is the 
centerpoint of trust you need to create something much bigger than your brand 
itself. People don’t want a company that only pushes their agenda and what they 
want. Eventually, you either need to get to know your customer or get used to 
dining alone. 
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