
Leveraging Zero-Party and First-Party Data 
to Get Results



First:

Let’s Talk Cookies
(mostly the shift from)



“I just met you.
 And this is crazy.
 But you got cookie.
 So share it, maybe.”
Cookie Monster
Life coach, professional food taster



3rd-Party Cookies

Third-party cookies are those created 
by domains other than the one the user 
is visiting at the time, and are mainly 
used for tracking and 
online-advertising.

YourSite.com

A sh*t ton of other places



1st-Party Cookies

First-party cookies are those created 
directly by the website being visited 
and are used to remember information 
about the user and their behavior.

The big limitation of first-party cookies 
is that they can be read only when the 
user is visiting the domain of the 
publisher. This makes them useless for 
advertising purposes (e.g. retargeting).

YourSite.com



The Shift:

From Cookies to Data



1st-Party Data

First-party data is collected from 
customers and visitors and is stored by 
that company. Information about 
customers is compiled through 
software and systems that the 
company itself owns or subscribes to.

YourSite.com

Event Data

Purchases

Searches

Customer
Data 
Platforms



Zero-Party Data

Zero-party data is that which a 
customer intentionally and proactively 
shares with an organization. It is not 
derived from behaviors, but rather 
received via preference center, 
purchase feedback, personal 
interactions, and surveys.

YourSite.com



Next Steps:

Data Collection



This is how RGE does it

First-Party Sample Vendors

My name is

Identity
Attributes

● Name
● Location
● Size
● Gender
● …
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This is how RGE does it

First-Party Sample Vendors

My name is

Identity
Attributes

● Name
● Location
● Size
● Gender
● …

Behaviors
● Sources
● Preferences
● Interests
● Actions
● …

Who they are

What they do

RGE



This is how RGE does it

First-Party Sample Vendors

My name is

Events
● JSON objects

RGERGE



This is how RGE does it

First-Party Sample Vendors

My name is

Event Streams
● JSON objects
● Record & Log in “stateful” way
● Isolate the order of what they do

Behaviors
● Sources
● Preferences
● Interests
● Actions
● …

RGERGE

● Preferences
● Interests
● Sources
● Videos watched
● …

RGE

● Social Referral
● Categories
● Products
● Add to cart
● …



● Search, Browse, & URLs

● Click Events

● Categories & Products

● Add to Cart

● Discounts Applied

● Referral Source

● Login State

● Page Metadata

● Frequency of Opens

● Connected with Friends

● Reccos Viewed

● Submitted Criteria

● Finished Task

● Checked Loyalty Status

● Saved Item

● Uploaded Photo

● Opens?

● Category Click

● Product CTA

● Contact Customer Service

● Reply to Message

● Days Since Last Engagement

● Shared Referral

● Unsubscribed

Website App Messaging

Sample event data that we can actually use



So… Everything then?







The key to reaping the 
rewards of first-party data 
is getting the right data 
from the right sources.



A weird site 
about emails
Browse, Search, Save, Share

Fictitious Example:

Over 10,000 email examples from the 
best senders out there at your fingertips.

● Categories
● Recommendations
● Profiles
● Collections
● Companies
● Collaboration





Event Name When does it fire? What does it 
contain?

Search - When a user submits a search
- When a user filters results (by category for example)

‘searchphrase’ as a string
‘filter’ as a string

Email - Viewed - Each time a user views an email detail page emailObject

Email - Attempt to Like - Each time a user clicks like on a specific email
- Regardless of whether they are logged in or not
- Regardless of whether the like resolves

emailObject
‘loggedin’ as a boolean

Email - Successfully Liked - When the like function successfully resolves emailObject

Email - Attempt to Collect - Each time a user clicks collect on a specific email
- Regardless of whether they are logged in or not
- Regardless of whether the like resolves

emailObject
‘loggedin’ as a boolean

Email - Successfully Collected - When an email is successfully added to a collection emailObject
collectionID as a string



The Lytics CDP surfaces 
rich insights from all 
customer data, removing 
complexity to help 
marketers serve smart and 
relevant experiences.

mParticle believes data is 
a team sport and they 
make it easy to holistically 
manage customer data 
along the entire product 
and customer lifecycle.

Segment is a single 
platform that collects, 
stores, and routes your 
user data to hundreds of 
tools with the flick of a 
switch.

First-Party Sample Vendors

https://iterable.com/partners/More Vendors:



Then:

Objectives & Campaigns



Example: Educate users about live code view

Objective
To introduce code as a feature to those who don’t know about it

Content
This email will contain a partial snippet to the email template and reference the email 
they looked at as well as the sender. The copy will entice the reader to see the 
underlying code of the email and teach them why that is helpful.

Send conditions
Send to all users:

● Who triggers the event ‘Email - Viewed’ where the email has_html = true (so 
we only send this for emails that contain a code view)

● Who has NOT triggered the event ‘Email - Viewed’ since triggering this 
campaign (ensures we trigger this campaign on the last email they looked at)

● Who did not go on to trigger the event ‘Email - Code Viewed’ within 20 minutes 
of triggering the start condition (because we know that the median time taken 
to view the code is 17 minutes and 43 seconds)

● Who has not received this email in the past 90 days

Conversion objective
Source UTM Campaign = ‘Codeview’ and Event name = ‘Email - Code Viewed’

X9

X3



My name is

Use your event 
attributes

● Company Name
● URL
● Image

RGERGE

<a href="{{event.url}}/live" 
target="_blank" 
style="text-decoration:none;">
                  <div style="overflow: 
hidden;height: 600px;max-height: 
500px;position: relative;">
                        <img 
class="em_g_img" 
src="{{event.image}}" alt="" 
border="0" style="display:block...

Example:



My name is

Use your event 
attributes

● Company Name
● URL
● Image

Dynamically 
insert content to 
those who meet 
your conditions 

RGERGE

Example:



The Question:

Why go through all
this trouble?



The Question:

Why go through all
this trouble?



Real results

Personalization Works

Main Reasons:

Personalization in emails, on average, 
see an increase of 26% in clicks and 
20% more in revenue.

Plus readers expect it now.

45%

Engagement Rate

14%

Conversion Rate



Show me

Real World 
Examples



Show me

Real World 
Examples Not this.



Objective:

Get kids addicted to watching streaming and make parents feel 
good about it.

Netflix



Content:
● Images
● Theme Data
● Recommendations

Conditions:
● Kids Profile is True
● Watched more than 5 hours per week on Kids Profile
● Account Owner is watching at same time
● Kids profile hasn’t logged any hours in 7 days

Conversions:
● Kids show is watched

Netflix



Objective:

Increase customer loyalty by introducing things to do.

Airbnb



Content:
● Location
● Activities
● Reviews

Conditions:
● Tier 1 City Booked
● 30 days until departure
● Hasn’t viewed Experiences
● Spent over $1,000 on Booking

Conversions:
● Books Experience

Airbnb



Content:
● Location
● Activities
● Reviews
● Dates

Conditions:
● Tier 1 City Booked
● 14 days until departure
● Hasn’t viewed Experiences
● Spent over $1,000 on Booking
● Top Experience has inventory

Conversions:
● Books Experience

Airbnb



Objective:

Get lapsed users to stop being lazy and get them to use the app 
more by telling them that there are new features.

Strava



Content:
● User Name
● Route Name
● Map
● Efforts
● Distance

Conditions:
● Local Legend = True
● Hasn’t logged in for 14 days
● Attempts have not been made on route for 30 days

Conversions:
● Views ‘Local Legend’ Leaderboard and completes route

Strava



Objective:

Get customers to come back to the category they’ve looked at 
and entice them with a discount.

Fashion Nova



Content:
● Search Query
● Product Images
● Product Name
● Price

Conditions:
● Search Results >= 36
● Viewed at least one product from Search Source
● Price is between $15 and $45
● Products are in stock
● No purchase in past 24 hours

Conversions:
● Purchases product

Fashion Nova



Objective:

Drive customers who are thinking of buying a home to take a 
look at the additional features that Zillow has to offer.

Zillow



Content:
● Zip Avg Price
● Zip Code Map
● Homes for Sale
● Home Details

Conditions:
● Zip Code Search = True
● More than 3 homes are for sale
● Viewer has not searched in past 7 days

Conversions:
● Viewer saves home in Zip Code

Zillow



Objective:

Ensure that customers don’t get stuck in the process.

Zapier



Content:
● Customer Name
● Zap Creations
● Company Logo

Conditions:
● Created Zaps >= 2
● Hasn’t logged in since creating zap in 7 days

Conversions:
● Views Current Zaps and extra templates

Zapier



Now back to

Zero-Party
Data



Profile Info
Remember Identity Stuff?

Data that is captured via:

● Account setup
● Onboarding
● On-site Quizzes
● Surveys
● Customer Service
● Computer Settings

○ Location
○ Language

This is how 
RGE does it

First-Party Sample 
Vendors



The key to reaping the 
rewards of first-party data 
is getting the right data 
from the right sources.

And Remember this?



The key to reaping the 
rewards of zero-party data 
is asking for the right data 
at the right time.



Draw attention to their account so they will give you more info:

● Birthday
● Preferences
● Company / Industry
● Twitter Handle / LinkedIn Profile
● Pictures of themselves
● Favorite Junk Food or N’Sync Member

Profile Data



Draw attention to their name so they will give you more info:

● Birthday
● Preferences
● Company / Industry
● Twitter Handle / LinkedIn Profile
● Pictures of themselves
● Favorite Junk Food or N’Sync Member

Profile Data



Real results

Account Completions Work

Main Reasons:

When reminded within two weeks of 
creating an account, 63% engaged with 
the reminder email and 83% of those 
made updates to their accounts.

63%

Engagement Rate

83%

Conversion Rate



Easy:

Names



Objective:

Make people feel seen by including their name in a fun way.

● Give them a fake nickname
● Use the number of characters in their name to match 

them with an agent with the same number
● Make a connection between their first letter of their name 

and an special ingredient
● Make something up for them (discount, product name)

Ideas: Names
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Also Easy:

Birthdays



Objective:

Customize a kid’s book weeks before a birthday occurs, 
showing off some options of how that is done.

Wonderbly

Ideas: Birthdays



Objective:

Retain customers who have been using the product for a year 
by giving them a special discount.

Grammarly

Ideas: Anniversaries



Objective:

Keep new customers engaged with timed emails post delivery 
date so they see the rewards of the product.

Hers

Ideas: Product Consumption



A little harder:

Product Interests



Objective:

Have new users find products quicker by taking a quiz or talking 
directly to an aesthetician.

Hawthorne

Ideas: Products



Objective:

Highlight products that a customer has chosen so that they 
remember why it is better than others.

Prose

Ideas: Products



Objective:

Increase class engagement based on the user’s mood (and also 
to determine which moods build loyalty).

SkillShare

Ideas: Products



Objective:

Prompt user with financing options for those who haven’t 
complete their instrument builds to increase conversions.

Fender

Ideas: Products



More Complicated:

Location



Objective:

Remind local customers about tax-free day to increase the 
likelihood of purchasing products on that day.

Apple

Ideas: Location



Objective:

Show customers the crazy weather over the next week so that 
they feel the need to get better suited with new clothes.

Uniqlo

Ideas: Location



Objective:

Bring attention to local environmental factors to acquire new 
customers.

Temboo

Ideas: Location



Objective:

Build the community and number of reviews by showing users 
places that have recently updated their listings nearby.

Yelp

Ideas: Location



Objective:

Help users discover new locations and use the app in the 
process.

Uber

Ideas: Location



Objective:

Recommend close-by trails to those who have not logged an 
activity in more than a month.

AllTrails

Ideas: Location



Just the Beginning

Your data 
strategy starts 
now. It is up 
to you how 
you use it.



Caution:



Your data can be a valuable 
asset. This is data that is 
about your actual 
customers and potential 
customers. This is a unique 
resource for your brand. 
When you purchase 
third-party cookie data, you 
have not built an asset that 
is uniquely about your 
business and customers (or 
potential customers). 

A Valuable Asset

Because your data is about 
your audience and brand, 
it's relevant to your purpose 
and targeted individual. 
You know where you 
collected that data, how 
you got it and why you 
targeted it. Critically, when 
you utilize the data, it is 
relevant for your purpose, 
and the audience is aware 
of, or even expecting, 
engagement.  

Highly Relevant

Your data offers a 
competitive advantage. 
Because it is specifically 
relevant to your brand, it 
can deliver insights to help 
you differentiate yourself 
from competitors. This is 
more important than ever in 
a hypercompetitive market.

Differentiator

Parting Reminders



Thanks & Stuff.



Get Personal
Mike Nelson

Scan to get this presentation,
links to the specific examples,
or to just strike up a conversation
about Cookie Monster’s vast career
choices. 

reallygoodemails.com/mike


