


Å The Indian Society of Advertisers (ISA) is the peak body representing advertisers across India for 70+ years.

Å ISA is one of the founders of Advertising Standards Council of India (ASCI).

Å ISA is one of the three constituent bodies that formed Broadcast Audience Research Council (BARC), a pioneer 

body in TV audience measurement.

Å ISA is also one of the founding members of the World Federation of Advertisers (WFA) that operates from 

Brussels.

Å L{!Ωǎ mission is to safeguard the interest of advertisers by promoting efficient and effective Advertising 

Practices 
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As the Indian advertising landscape continues to evolve, the need for a robust and 
transparent framework has never been more critical. The Indian Society of Advertisers 
(ISA) has been at the forefront of these developments, committed to fostering a media 
ecosystem that prioritizes transparency, efficiency, and the highest standards of practice.

We are proud to present the culmination of our efforts in the form of the ISA Media 
Charter Playbooks. These playbooksτfocused on Brand Safety, Ad-Fraud, Viewability, and 
First-Party Dataτrepresent the collective expertise, insights, and commitment of industry 
leaders and stakeholders. The creation of these playbooks has been a meticulous process, 
driven by our shared vision to safeguard the interests of brands, consumers, and the 
broader advertising community. 

In an era where digital advancements and the proliferation of media channels present 
both opportunities and challenges, these playbooks offer a comprehensive guide to 
navigating this complex environment. They serve as a testament to our dedication to 
upholding the highest standards in advertising. We extend our deepest gratitude to 
everyone involved in the development of these playbooksτour members, partners, and 
industry expertsτwhose contributions have been invaluable. 

We believe that these resources will empower advertisers to make informed decisions, 
enhance the effectiveness of their campaigns. With the launch of these playbooks, we 
reaffirm our commitment to safeguarding the interest of advertisers by promoting 
efficient and effective Advertising Practices. 

Foreword



The use of brand names, vendor names and/or company names in the ISA Media Charter (IMC) playbooks 
and/or any mention or listing of specific commercial products or services in these playbooks is solely for 
educational purposes and does not imply endorsement by the ISA, nor discrimination against comparable 
brands, products or services available in the market. ISA does not endorse or recommend any 
vendor/company and references to any vendor/company in the IMC playbooks are incidental and have 
been used with the consent of such vendor/company for illustrative purposes. ISA members are not 
obligated to follow the recommendations outlined in the IMC playbooks. Each member should 
independently evaluate which suggestions, brands, vendor or company is best suited to their specific 
business needs, policies, and values. The action plans presented in the IMC are intended as 
recommendatory and optional guidelines. While the IMC playbooks address various challenges within the 
digital advertising ecosystem and propose potential solutions for improved efficiency and effectiveness, 
members are encouraged to consult their legal counsel if necessary before implementing any suggestions. 
ISA makes no representations or warranties regarding the content or outcomes of the IMC playbooks

Legal Advisory
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This playbook serves as a definitive guide to unlocking the potential 
of first-party data, covering everything from setup and fundamentals 
to strategic implementation for impactful results. 

VISION

It offers strategic, process, and technological insights to optimize first-
party data and enhance data-driven marketing, including a detailed 
2023 industry overview. 

The playbook categorizes organizations as 'Mature' or 'Developing' 
based on their self-assessment responses from a global survey 
conducted among WFA Media and Marketing Communities members 
in 2023. 'Mature' organizations have reported being 'already there' or 
'well on the way,' while 'Developing' organizations are those that have 
'just started' or ϥƘŀǾŜƴΩǘ started'. The data charts primarily derive 
from this survey, providing a clear view of current practices and 
trends.
.
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A current overview of progress in 
the organizational Data Journey

Source: WFA Global Survey



What is First-party data? 
How is it different from 
Second-party and 
Third-party data?

SECTION 1



First-party data is data collected and owned directly by a company.  

1PD is information you collect directly from your customers and 
audience, like when they interact with your website, app, products, 
events or marketing campaigns.   

WEBSITE VISITS / APP USERS

People who have visited the 
website/App. (Frequency and 
duration of app opens, features 
used, in-app purchases etc.)

DATA GATHERED DIRECTLY WHICH 
HAS PII (PERSONALLY IDENTIFIABLE 
INFORMATION) OF THE USER 

Email address, phone number, postal 
address.

What is First-party (1P) data?



What is Second-party (2P) data?

Second-party data refers to another company's first-party data that is shared directly between the two 
parties for mutual benefit. This exchange, typically governed by a data-sharing agreement, allows both 
parties to benefit by leveraging each other's data to enhance targeting, personalization, and insights. Unlike 
1P data, second-party data is not gathered firsthand but acquired from another organization/platforms, etc. 

COLLABORATIVE 
PARTNERSHIPS

Two companies in a 
strategic partnership 
may share relevant data 
to enhance their 
marketing efforts, such 
as a manufacturer and a 
retailer collaborating on 
customer insights.

JOINT VENTURES 

Businesses involved in 
joint ventures often 
share data to optimize 
their collective 
marketing strategies, 
such as in the case of 
co-branded products.

DATA EXCHANGES

Platforms or 
marketplaces where 
companies willingly 
share their first-party 
data with specific 
partners for targeted 
advertising or analytics.

DIRECT PURCHASES

In some cases, 
companies may directly 
purchase another 
company's first-party 
data, making it second-
party data for the buyer.



Example

If any brand operating in the category of infant /  child care 
does a tie-up with Largest Online Store for newborn, baby & 
kids products and runs the marketing campaign on their 
dataset.

The key characteristic is that the data is shared in a mutually 
agreed-upon and transparent manner between the two 
parties for a specific purpose, often leading to more precise 
targeting and personalized marketing strategies.



What is Third-party (3P) data?

Third-party data (3P data) is information collected by an entity that does not have a direct relationship with 
the individuals the data pertains to. This data is typically acquired from various external sources, and 
companies may purchase or license it to supplement their own first-party data for marketing, analytics, and 
targeting purposes.

DATA AGGREGATORS

Companies that collect & 
aggregate data from various 
sources to create 
comprehensive datasets. 

For instance, demographic 
information, purchasing 
behavior, or interests collected 
from multiple providers viz. 
Lotame, PayU 

OPEN WEB 

Data collected by large DSPs from 
open web also falls under 3rd party 
data. 
Example: Could be interest targeting, 
affinity targeting. Google has an 
audience cohort called beauty mavens 
which is based on browsing/search 
behavior, similar audience 
cohorts/interests are available in 
meta, open web.

LOCATION DATA PROVIDERS

Companies that collect and sell 
data related to the location and 
movement patterns of 
individuals. This information is 
valuable for location-based 
targeting in advertising. 

Example: Life sight 



Evolution of First-party 
data & its importance 
to Businesses 

SECTION 2



THE WHY: To what extent do you have a data strategy which 
describes the end goal for consumer data collected?

Collecting data without a clear reason creates a cost without a return and leaves organizations open 
ǘƻ ǊŜƎǳƭŀǘƻǊȅ ǎŎǊǳǘƛƴȅΦ IƻǿŜǾŜǊΣ ǘƻƻ Ƴŀƴȅ ƻǊƎŀƴƛȊŀǘƛƻƴǎ ŀǊŜ ǇǳǊǎǳƛƴƎ Řŀǘŀ ŎƻƭƭŜŎǘƛƻƴ όǘƘŜ Ψ²ƘŀǘΩ ŀƴŘ 
ǘƘŜ Ψ²ƘŜǊŜΩύ ŀƴŘ ǇǊƻŎŜǎǎƛƴƎ όǘƘŜ ΨIƻǿΩύ ǿƛǘƘƻǳǘ ŀ ŎƭŜŀǊ Ǝƻŀƭ όǘƘŜ Ψ²ƘȅΩύΦ

Organizations who have 
answered ΨŦǳƭƭȅΩ to the Ψ²ƘȅΩΣ 
Ψ²ƘŀǘΩΣ ΨIƻǿΩΣ and Ψ²ƘŜǊŜΩ 
have now got the basics right, 
so should be well set to realize 
the gains possible. However, 
this is less than 10% of the 
total market. 

Why collect Consumer data?

MATURE

4%

62%

35%

DEVELOPING

17%

72%

11%

NOT AT ALL

PARTIALLY

FULLY

Source: WFA Global Survey



Things to consider

Align as a project team the Why, before addressing any of the 
other topics in the discipline.

Secure agreement at a senior level before proceeding.

Be open to revising strategies once underway. The market is 
evolving rapidly and changes may be necessary and desirable.



Why is the First-party gaining importance?  

Increased Privacy Concerns: Growing concerns over privacy are 
driving significant changes in audience targeting. Users now 
have more control over their data, leading to a shift away from 
third-party tracking.

Enhanced Privacy Options: Major platformsτlike iOS's opt-out 
options, Chrome's new user controls, and Android's 
strengthened ad personalization opt out policiesτare 
reshaping how advertisers can use third-party data. As a result, 
first-party data is now strategically crucial as it enables 
advertisers to directly gather and utilize data from their own 
channels without relying on third-party cookies or tracking.

Ad Blockers and Opt-Outs: The increasing use of ad blockers 
and opt-out features in apps and browsers limits the 
effectiveness of campaigns that rely on third-party data, further 
emphasizing the value of first-party data in targeting and 
personalizing ads effectively



Global Statistics Things to consider

As you consider the type of data to collect, 
assess what you will be using the data for. 

When you know what you will be using data for, 
consider the skillset required for analysis. This 
field has become ever more specialized so it 
may be preferable to contact external providers.

Building confidence in ROI is vital to keep the 
organization engaged with the process. All work 
streams should ultimately be helping to build 
this metric.

Source: WFA Global Survey



Importance of 1P to business

Consumer expectations are undergoing significant 
transformations, with an increasing demand for 
personalized experiences across diverse brands and 
channels. In response to this dynamic landscape, 
organizations must prioritize the acquisition of 
consumer data and formulate a robust, privacy-
respecting data strategy.

First- party Data, by its very nature, equips 
organizations with a deeper understanding of their 
audience beyond demographics, enabling the provision 
of meaningful, personalized products, services, and 
experiences. It is considered the most valuable type of 
data for businesses because it comes directly from the 
source and is often the most accurate and reliable.



1. Enhancing Consumer Experience

IMPROVE CONSUMER 
EXPERIENCE,  JOURNEY 

Business can tailor interaction 
based on consumer preference 
and behaviour to make the 
content more relevant to 
individual consumer, leading to 
higher engagement and connect.

Example: 
An e-Commerce site can use past 
purchase history to recommend 
related products, enhancing the 
customers shopping journey.

CREATIVE, TARGETING AND LANDING PAGE 
PERSONALIZATION 

Consumers can be categorized into segments, enabling 
brands to deliver customized content to deliver better ROI. 

Example: 
An online fashion retailer uses first-party data to identify 
existing buying audiences of Formalwear.  They are shown a 
communication/creative - which talks about the new 
fashion in formal office wear. Once they click and land on 
the landing page, there is new collection of formal wear, 
there by driving personalization across the entire consumer 
journey. Similarly, multiple segments, would be identified 
for targeting, creative and landing page personalization.



2. Consumer Insights

DEEPER UNDERSTANDING OF CONSUMERS

1PD provides direct insights into consumer 
behavior, allowing business to understand 
their needs and build products/content 
accordingly.

Example: 
A fitness app uses data to analyze the 
consumer workout preference, enabling the 
app to suggest personalized exercise routines.

MORE TRUSTABLE INSIGHTS

Data collected directly from consumers are 
more reliable and accurate than third party 
data, fostering trust in the insights delivered 
from it.

Example: 
Customer survey conducted from the 
acquired data provides trust worthy insights.





4. Lever to Deliver Higher ROI

CROSS-SELL/UP-SELL OPPORTUNITIES

First-party data helps identify opportunities 
to recommend additional products or 
upgrades based on the customers past 
purchase behavior.

Example: 
An online electronics retailer suggests 
accessories or warranty plan to maximize 
cross sell.

INCREASED ROI 

First party data helps in improving conversion 
rates, customer lifetime value, reduce customer 
acquisition cost, higher average transaction cost, 
higher media effectiveness

Example: 
Targeted advertising and personalized 
marketing helps optimize ad spends, leading to 
a more efficient customer acquisition   
Lookalike audiences created using 1PD have 
shown better response to online ads leading to  
improvement in media metrics like CPL, CTR etc.

CROSS-SELL UP-SELL



First-party can play a transformative role across industries, influencing 
the way businesses operate and connect with their consumers. 

ÉŸůĲШћƨƚĲШĦċƚĲƚќШċĦƖŸƚƚШŔŰĬƨƚƣƖŔĲƚ

PERSONALISED 
SHOPPING EXPERIENCE

Businesses leverage 1PD to 
create personalized 
shopping experiences. This 
includes tailored products, 
different pricing/promotion, 
customized journey 
depending on the 
consumers need.

PATIENT CARE AND 
ENGAGEMENT

Healthcare sector uses 1PD to 
improve patient care and 
engagement. Electronic health 
records, patient surveys, and 
feedback contribute to a 
comprehensive understanding of 
individual health needs, allowing 
for personalized treatment plans 
and effective communication.

RISK ASSESSMENT &  
PERSONALIZATION

In financial sector, 1PD aids in 
risk assessment for lending and 
financial planning. Also enables 
personalized financial advice 
and services based on individual 
spending patterns and financial 
goals.



TRAVEL EXPERIENCE

Using 1PD, travel industry 
customized travel 
recommendations, loyalty 
programs, and targeted 
offers for accommodations, 
flights, and activities.

CUSTOMER 
RETENTION & SERVICE 
OPTIMIZATION

Telecommunications 
companies use 1PD to 
improve customer 
retention by 
understanding usage 
patterns, preferences, 
and customer feedback.

CUSTOMER 
PREFERENCE & 
MARKETING

1PD helps manufacturers 
and dealerships 
understand customer 
preferences for vehicle 
features and options. It 
also supports targeted 
marketing efforts, 
including personalized 
promotions and 
advertisements.

CONSUMER 
UNDERSTANDING & 
PERSONALIZATION

In FMCG, 1PD drives 
targeted marketing and 
loyalty programs, 
leveraging insights into 
consumer preferences for 
personalized promotions 
and repeat purchases.

First-party can play a transformative role across industries, influencing 
the way businesses operate and connect with their consumers. 

ÉŸůĲШћƨƚĲШĦċƚĲƚќШċĦƖŸƚƚШŔŰĬƨƚƣƖŔĲƚ



MENU PERSONALISATION 
& LOYALTY PROGRAM

Restaurants and food services use 
1PD for menu personalization and 
loyalty programs. Understanding 
customer preferences enables 
targeted promotions,  personalized 
menus, and rewards that enhance 
customer loyalty.

CUSTOMER PREFERENCE 
FOR PROPERTY

In real estate, 1PD data assists in 
understanding customer 
preference for property features 
location and price range. This 
information aids in targeted 
property recommendations and 
personalized marketing efforts.

CONTENT 
PERSONALISATION

1PD leveraged from content 
personalization. Streaming 
services. For example, user 
viewing history and preference 
to recommend relevant 
content, enhance 

First-party can play a transformative role across industries, influencing 
the way businesses operate and connect with their consumers. 

ÉŸůĲШћƨƚĲШĦċƚĲƚќШċĦƖŸƚƚШŔŰĬƨƚƣƖŔĲƚ



How should you
build a First-party 
program?

SECTION 3



Value exchange

Value exchange framework needs to have one/many of these elements. 

FUNCTIONAL EMOTIONAL PURPOSE

Value exchange is important for both stakeholdersτbusinesses and consumers. When consumers 
willingly share their PII* in exchange for something valuable from the businessτsuch as offers, 
exclusivity, personalization, or a greater purposeτit leads to an increase in trust in the brand/business 
in the First Party Data journey.

*PII -  Personally Identifiable Information



1. Functional

aŀƪŜǎ ŎƻƴǎǳƳŜǊΩǎ ƭƛŦŜ ŎƻƴǾŜƴƛŜƴǘ ς 
saves time / money. 

This could also be a contest / 
sweepstakes, that enables the consumer 
to win a prize/discount/experience. 

Example : A brand in exchange for signup, gives you a Digestive quotient test, a promo.



2. Emotional

Makes the consumer's life enjoyable - 
creates emotions.

Example: A brand in exchange for your 
mobile number, helps you personalize, 
and create a happy birthday song that 
you can share with your friends, family 
and loved ones.



3. Purpose

Makes the consumer's life 
meaningful - leading to joy / 
satisfaction.

Example: A brand, in its pack, 
gives you an experience where 
you can contribute to empower 
women by sharing your free 
mobile internet pack by scanning 
the QR code.

Post availing the Free data, there was content around how to learn life skills, which can help 
the  audience become financially independent



Brands / businesses need to ask 
themselves the following in the 
context of value exchange 

~ŸƚƣШŔůƓŸƖƣċŰƣũǃЯШƽőċƣќƚШƣőĲШĦŸƚƣШƻƚЮШĤĲŰĲŉŔƣШ
analysis of the value exchange offered, as 
the value exchange cost needs to be part of 
the cost/1PD acquisition cost?

ìőċƣќƚШŔŰШƣőŔƚШŉŸƖШĦŸŰƚƨůĲƖƚе

How to classify the consumer data basis 
value exchange into low, medium, and high 
for engagement?

How to ensure that value exchanges are 
more meaningful and long term in nature?



How do you collect 1P data?

There are multiple sources of how first party data can be procured. 
These include online channels as well as offline ways: 

ONLINE

EMAIL AND NEWSLETTER SUBSCRIPTIONS
OWNED CHANNELS: WEBSITES, APP 
Example: via Landing Page or Pop-ups

SURVEYS & FEEDBACK



How do you collect 1P data?

ONLINE

Additionally, 1PD 
can also be 

collected through 
COLLABORATIONS 
& PARTNERSHIPS 

with Media Partners 
TV, OTT, etc. with 

the help of 
sponsorships

LEAD GEN FORM 
CAMPAIGNS
Example: Social media 
& Advertising 
platforms, Affiliates, 
WhatsApp 

DIRECT CHATS
(chatbots, 
customer 
service, social 
media 
messages)



How do you collect 1P data?

OFFLINE

CALL CENTRE / 
CUSTOMER SERVICE 

INTERACTIONS

SALES 
REPRESENTATIVES

PRODUCT PACK 
(scan QR code)

SURVEYS 
AND FEEDBACK

RETAIL OUTLETS 
(such as for banks, 

or salons)



Acquiring Consent from customers for collection of first-party data

It is imperative for companies to design a procedure 
to acquire consent from users while collecting the 
personal data via Online or offline channels. 

This procedure should also inform the user about the 
purpose for which the data is to be processed. 

The details of Digital Personal Data Protection Act 
(DPDPA) are covered in detail in the Section 5 (Legal)

Thank you for your consent



Segmentation & Enrichment of data

ENRICHMENT

What is Data Enrichment?

Data Enrichment is the practice of revitalizing 1P data, ensuring it stays 
current by incorporating the latest behavioral attributes. 

This process typically entails merging internally sourced 1P data from 
channels like websites, apps, landing pages, and CRMs with data 
obtained from other internal or third-party external sources, such as 
paid campaign data.



Segmentation & Enrichment of data

ENRICHMENT

To illustrate, data management platforms often organize data in tabular formats. In the table, columns 
marked in blue are relatively static, changing infrequently. In contrast, behavioral segments like life-events 
and in-market/affinity status are prone to frequent changes (marked in yellow). The process of Data 
Enrichment ensures that the data is consistently refreshed with the latest attributes of consumers.



Why is Data Enrichment important?

The key benefits of Data Enrichment include:

Audience insights - Richer Insights About Audience and Preferences: By continually updating and enriching 
1P data, marketers gain deeper insights into the ever-changing preferences and behaviors of their audience. 
Example ς ƪƴƻǿƛƴƎ ŎƻƴǎǳƳŜǊΩǎ ƛƴ-market preference for AC, can help an AC brand for better comms and 
placement.

Better strategic interventions: Insights derived from enriched 1P data empower marketers  for strategic 
adjustments to align with evolving consumer trends. Example: for an AC brand, it can reveal particular Geo 
preferences, which are not factored in conventional marketing, which helps in better market prioritization.

Better Deployment - Look-alike Audiences and Activation Channel Optimization: A better understanding 
of the audience enables the creation of look-alike audiences. Marketers can leverage this knowledge to 
optimize activation channels more effectively, reaching audiences with similar characteristics & preferences.

Better experience - Personalized Content and Communication: Enriched data points provide the foundation 
for personalized content and communication strategies. Marketers can tailor their messaging to align with 
individual preferences, enhancing the overall customer experience.



When does Data Enrichment become relevant?

Enrichment of 1P data becomes more relevant the moment it gets 
ŘŀǘŜŘΣ ǎƻ ƪŜŜǇƛƴƎ ǘƘŜ ŎƻƴǎǳƳŜǊΩǎ ŀǘǘǊƛōǳǘŜǎ όŀŦŦƛƴƛǘȅΣ ƛƴ-market 
status, life-events, job profile, HHI) updated its important to enrich 
the data.

Example: A consumer who is right now in-market to buy an air-
conditioner won't remain in-market / interested forever, his 
journey ends once he purchases the product and then he may 
move to buy something else. Like that depending on the category 
consumers choices are continuously changing and their online 
behavior will also change accordingly.



Means and forms to enrich data after acquisition

Advertisers these days have 2 sources. 

INTERNAL SOURCES EXTERNAL SOURCES

Utilizing campaign data: Leveraging campaign 
data, you can ensure the continuous 
refreshment of your 1P data with the latest 
audience attributes.

Leveraging customer data attributes: Recency, 
frequency, and monetary value, to feed back into 
your first-party (1P) marketing data. This is 
beneficial in categories characterized by frequent 
repeat purchases or where a brand aims to 
maximize the lifetime value (LTV) of a consumer. 

Direct Partnerships: An advertiser can also use 
direct partnerships with data aggregators /  
platforms like PayU, Lifsight to enrich their data. 

Data Clean Rooms: Some evolved advertisers are 
adopting solutions known as "Data Clean Rooms" 
(DCR) to enrich their 1P data beyond basic fields. 



Data clean rooms

Let's understand DCR a little more in detail. Data Clean Rooms 
ŀǊŜ ǇƻǘŜƴǘƛŀƭ άaŜǎǎƛŀƘέ ƛƴ /ƻƻƪƛŜ-less World because of 
following reasons:

Ensures robust consumer insights.

Maintaining privacy and yet identifying the similarities in the 
data sets.

Can understand deeper insights like interest, intent, purchase 
intention and more, of first party data for richer segmentation 
and data enrichment.



Data clean rooms

Let's understand DCR a little more in detail. Data Clean Rooms 
ŀǊŜ ǇƻǘŜƴǘƛŀƭ άaŜǎǎƛŀƘέ ƛƴ ŀƴ ŜƴƘŀƴŎŜŘ ǇǊƛǾŀŎȅ ŀƴŘ ǳǎŜǊ ƻǇǘ 
out world because of following reasons:

Ensures robust consumer insights.

Maintaining privacy and yet identifying the similarities in the 
data sets.

Can understand deeper insights like interest, intent, purchase 
intention and more, of first party data for richer segmentation 
and data enrichment.



Data clean rooms

Match happens 
without violation 
of privacy

Ingest Data to the Data Clean Room
ω DƻƻƎƭŜ !5I
ω !ƳŀȊƻƴ aŀǊƪŜǘƛƴƎ /ƭƻǳŘ

Run highly 
targeted 
campaign

Engagement 
& Transactions 
resulting from 
the campaign, 
adds to the 
pool

DATA LAKE
50 M Uniques 

with Basic Fields 

DATA CLEAN ROOM
Expecting ~60% Match-rate, 

Access to 400 M + Uniques 
with Affinity / In-Market / 
Life Events / Purchase cohorts



Activation

1PD can be shared with partners to reach consumers, with each partner having 
unique deployment methods. 

For example, Meta enables the targeting of lookalike audiences similar to your 
1PD to enhance reach and allows cohort creation within 1PD. 1PD can be used for 
one-to-one and one-to-many communication on Google and Meta, and one-to-
one communication on WhatsApp, SMS, or CRM ecosystems.

The table in the next slide highlights top providers that enable brands to upload 
hashed 1PD and target audiences with native creative formats. It also outlines 
each platform's capabilities, use cases, and tools to enhance the data.



Platform 1PD Types supported Mode Of Deployment
Lookalike

Possible or not
Additional 1PD 

Cohorts Possible
API/CRM 

Integration
Note

Meta
Cookie based, Customer List, 

CRM Database

Pixel for Cookie based, Excel for 
Customer List & Zapier type connectors 

for CRM integration
Yes

Cross Sell, Upsell, Add to cart, Website visitors & 
past Purchasers

Yes

Google/ 
Gmail

Cookie based, Customer List, 
CRM Database 

GA Tag, Excel for customer data & CRM 
Integration

No
Cart Abandoners, Past purchasers, Website Visitors, 

Category Affinity
Yes

DV360
Cookie based, Customer List, 

CRM Database 
DV Tag, Excel for customer data & CRM 

Integration
NO

Cart Abandoners, Past purchasers, Website Visitors, 
Category Affinity. 

Custom cohorts can also be built if custom 
parameters have been passed through DV Tag. 

Yes

Paytm Customer List Excel file with hashed data Yes No No

Phonepe Customer List & CRM Database Avatar: 1PD tool by Phonepe Yes No Yes

Cred Customer List Excel file with hashed data No No No

Criteo Cookie Based Criteo Pixel Yes
Cart Abandoners, Website visitors, Past purchasers, 

Cross sell & Up sell based on website behavior
Yes

Whatsapp Customer List & CRM Database Excel with Phone no. & Name is must No
Custom cohorts can be built based on user behavior 
understanding like discount seekers or Lost users or 

Loyal users

Depends on 
tool being 

used

Deploymet of 1PD for WhatsApp will 
depend on the tool being used for 

sending Whatsapp messages. 

SMS (Various 
partners)

Customer List & CRM Database Excel with Phone no. & Name is must No No Yes

OTT
For optimal utilization of first-party data (1PD) on OTTs, it is advisable to implement OTT campaigns through DV360.This is because the majority of OTTs lack the capability to process & match 1PD and 

generate lookalike audiences.OTT

Possibilities across platforms



1P Data
Use Cases 



LEADING PROPERTY DEVELOPER IN INDIA

Objective : Increase Walk-in to the Phase 2 Launch of 
the Township in Ahmedabad.
Data strategy  stage: Acquisition / enrichment / usage 
insight from the Local Sales Team at the ite: People who 
walk-in to book a flat often come in Sedan Car.
Approach : Tied up with Car Dekho (Girnar Soft) targeting 
consumers who were closer (signed-up for test drives) 
towards buying a car valued between Rs.6-10L and 
showcasing tailored communication .



Colgate Visible White Case Study

COLGATE 
VISIBLE WHITE

Objective: Activate 1PD + 
LAL audiences on Meta
Approach : Created relevant 
segments within the 1PD 
database and deployed a 
scaled LAL audience on Meta.
Results: Using 1PD led LAL 
audience improved media 
metrics like CTR and CPC т 
enhancing effectiveness & 
Efficiency.

C-t LƴŘƛŀ ǳǎŜŘ aŀȅŀΩǎ 
profile to find similar 
consumers (1PK LALs)

who were then served an 
ad for Visible White

Maya, a consumer in our 
1PK database, engaged 

with C-P Whitening emails

After clicking on the ad, 
consumers landed on the 
marketplace to browse & 

purchase

Demonstrated value of 1PD in driving incremental impact in effectiveness (Reach/Engagement) & Efficiency (Campaign Cost) 

1PD Active, Whitening Loolalike (LAL) audience drove
higher engagement and cost efficiencies v/s

3P demo audiences
from 1PK Whitening 

lookalikes v/s 3P 
generic audience 

by leveraging 1PK
audiences overall

from 1PK Whitening 
LAL ς 59% greater 

than 3P

Highest CTR Lower CPC Overall CPC
Savings
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CLICKSERVE AD

Whitening Campaign in action
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Primary Marketing Objective(s):
ÅIncrease Guest Count (GC)
ÅReduce cost per GC
Challenge :
McDonald's faced the challenge of increasing engagement among its existing offline users and app user base. It 
identified two groups: users who had been inactive online and users who had never used the McDonald's app to 
redeem offers online in the last 3 months. Additionally, needed to achieve these objectives while maintaining a 
cap on the cost.
Target Audience:
1.Offline users who had never used the McDonald's App but had transacted in offline stores.
2.App users who had not made any transactions on the app or in-store within the last 90 days.



aŎ5ƻƴŀƭŘǎΩǎ /ŀǎŜ {ǘǳŘȅ /ƻƴǘƛƴǳŜŘ

Approach
Executed a demand gen campaign targeting increased guest counts and lowered cost per guest by leveraging 
diverse Customer Match lists derived from first-ƓċƖƣǃШĬċƣċШыΝÂ?ьЮШÑőĲШΝÂ?ШƽċƚШƓƨũũĲĬШƨƚŔŰŊШљ7ƨũťШ?ċƣċШEǂƓŸƖƣШ
ы7?EьњШŉƨŰĦƣŔŸŰċũŔƣǃЯШƣőŔƚШċũũŸƽƚШƨƚШƣŸШƓƨũũШƣƖċŰƚċĦƣŔŸŰШũĲƻĲũШĬċƣċШŉƖŸůШŸƨƖШ ƓƓШѼШŉĲĲĬШŔƣШŔŰƣŸШŸƨƖШ9?ÂЮШxĲƻĲƖċŊĲĬШ
creative communication to promote loyalty points for accessing complimentary products or discounts. 
Successfully implemented this strategy through performance marketing, harnessing the power of first-party data. 
Furthermore, utilizing AI-powered bidding and measurement capabilities, the demand gen campaigns facilitated 
optimization for high traffic, convert valuable users, and efficient bidding based on key metrics.

Results Key Highlights:
Using First Party Data Demand Gen exceeded expectations by driving cost-efficient re-engagement across the 
product mix. With Demand Gen, existing users saw a 9% conversion lift over the current product mix, at a 12% 
lower cost per guest count.
Å9% fŰĦƖĲċƚĲШ]9ШŉƖŸůШŸŉŉũŔŰĲШƨƚĲƖќƚШĤċƚĲ
Å12% Decrease in Cost per Guest Count



TTP LOHRI CAMPAIGN (Punjab & Haryana)

Overview: As part of the sustenance campaign, TTP aimed to cultivate 
awareness, boost market penetration, and underscore its identity as the 
pride of Punjab among women aged 24-54 residing in urban areas of Punjab.

First-Party Data Utilization: In line with the brand's hyperlocal approach, 
TTP embraces region-specific festivals. Leveraging technology during the 
significant Lohri celebrations in Punjab, the brand enabled users to craft 
personalized greetings for their loved ones. These custom greetings were 
delivered to the consumers' personal WhatsApp numbers, facilitating first 
party data collection in the form of phone numbers. The brand enhances 
targeting on Meta by incorporating 1PD collected, refining parameters such 
as Age, Gender, and specific locations. Utilizing this data-driven approach 
in our sustenance campaign.

Tata Tea Premium Case Study



Tata Tea Premium Case Study- Conti.

Results: The brand implemented the campaign for a month (30 days) 
with a 10-second video edit, evaluating the performance of regular 
targeting against first-party data (1PD) / lookalike-based targeting. 
1PD-driven targeting resulted in a 14% higher VTR compared to regular 
targeting on Meta and a noteworthy 46% reduction in CPV.



ÑÑ]9Ш~§ÑcEÅќÉШ? òШ9 ~Â f] 

Overview: ÑőƖŸƨŊőШƣőĲШ~ŸƣőĲƖќƚШ?ċǃШĦċůƓċŔŊŰ-TTGC want to give 
the consumers a unique opportunity to express their gratitude to 
their mothers by gifting them a customized Tata Tea Gold Care pack 
having a picture of our consumer with their mother along with a 
special message.

First-Party Data Utilization: With the multimedia campaign across 
Print, OOH, Digital & Influencers, the brand encouraged consumers 
to share the entries on the brands website for customized packs. 
Thereby, generating 5,000+ unique entries with the multimedia 
campaign facilitating first party data collection in the form of phone 
numbers.

Tata Tea Gold Care Case Study



First-Party Data Utilization (Contd.) : The brand re-engaged with these 
consumers for announcing shortlisted winners and gratitude for 
participating and incentivizing by communicating  via WhatsApp to the 
participant/consumers by the brands WhatsApp bot.
Further the brand used the 1PD to share back 50% exclusive discount 
coupons to the winners as well as the non-winners of the custom TTGC 
~ŸƣőĲƖќƚШ?ċǃШƓċĦťШĬƖŔƻŔŰŊШƣőĲůШƣŸШŸƨƖШ?Ξ9ШƽĲĤƚŔƣĲШNutrikorner for 
purchase.

Results: 50,000+ visits to the microsite, 5,085 Entries and 1000 shortlisted 
winners. 50% discount voucher was redeemed by these campaign exposed 
customers resulting in additional revenue generation during the campaign 
period, at a minimal/no cost

Tata Tea Gold Care Case Study- Conti.



HAQ 2023 + ALL INDIA CAMPAIGN

Overview: Tata Salt launched a Republic Day campaign with the objective to 
give the innocent questions of children of today who will go on to become the 
future of the country tomorrow to ask their innocent questions about the progress 
of the country to the government and leading authorize via its media channels.
Tata Salt leveraged its WhatsApp chatbot to collect these entries of young kids 
through their parents by asking parents to help submit their entries. As part of 
the collection drive, the brand enabled a WhatsApp chatbot collection of the 
name, age, entries as well as parents name and email address. The best entries 
ƽĲƖĲШċũƚŸШƚőŸƽĦċƚĲĬШŔŰШƓƖŔŰƣШċĬƚШŸŉШĲċĦőШĦŔƣǃШыũŸĦċũŔǍĲĬьШċŰĬШċũƚŸШŸŰШÑċƣċШÉċũƣќƚШ
social media pages.

Tata Salt Case - Study



First-Party Data Utilization: The brand collected over 21,000 
ĲŰƣƖŔĲƚШыƓőŸŰĲШŰƨůĤĲƖƚЯШŰċůĲƚЯШƓŔŰШĦŸĬĲƚШċŰĬШĲůċŔũШŔĬќƚьШ
triggered via missed calls that triggered the chatbot of which 
the brand received 14,781 unique entries.
During the campaign the brand reused the chatbot to share 
back the 26th Jan TVC with these parents back on the 
WhatsApp channel.

Results:  This resulted in adding more followers of the brand 
and using the audience base for retargeting in the next campaign 
at a lesser cost.

Tata Salt Case Study- Continued.



Tata Soulfull Case Study

Campaign Overview: Collected 1PD details in 3 ways

When a new customer lands on the website, a form pops 
out after 10 sec asking the customer to submit details and 
get a 10% discount code for purchase.
Whenever a customer places an order from the website, 
he/she must input email ID, phone number and address 
along with first and last name.
The brand collects birthdate and gender details on the 
thank you page after the order is placed.



Tata Soulfull Case Study

First-Party Data Utilization: Cases discussed on usage of collected 1PD
Performance campaigns using FB / YT for exclusions: The brand uses the customer 
list for exclusions in our new user acquisition campaigns to optimize it and ensure 
that we reach out to new users only. The customer list is also used to created look-
alike audiences on Meta & YT to reach similar users across platforms.
How?: The brand runs interesting promotional offers for new customer acquisition. 
The exclusion of our existing user base from these campaigns allows us to ensure 
that the acquired customers are not exposed to this ad and they do not leverage this 
offer. It also helps us utilize the marketing funds to reach only to new customers, 
thus optimizing the spends and ensuring a higher number of new acquisitions.



Tata Soulfull Case Study- Continued

Remarketing campaigns for cross selling / upselling: The brand uses the customer list 
in our remarketing campaigns on Google and Meta to show the product catalogue to 
these set of customers. This reduces the overall marketing spend and helps improve 
the overall conversion rate as the user groups targeted are past purchasers hence 
creating a purchase moments cycle.
Results:  The cost per order for this campaign is 1/4th as compared to other campaigns 
with 3X ROAS. The conversion rate is 9.8% which is much higher compared to ~2% 
from other campaigns. AOV for returning customers is 37% higher as compared to 
AOV for new acquisitions.



Tata Soulfull Case Study- Continued

TATA SOULFULL

Email and WhatsApp notifications based on segments: The brand segments have their 
existing customer list basis criteria like number of orders, past purchases, etc. and they 
reach out to these specific segments via email and WhatsApp automation journeys to 
upsell/cross sell. They also drive sale/offer related comms to focus on growing specific 
products categories in the overall D2C revenues via targeted comms to existing user base.
Results:  Using this kind of segmentation, the brand has been able to ensure  that they scale 
up revenue from different categories. Before making these automations live, Muesli used 
to account for over 80% of the D2C revenue. Now, Muesli accounts for 55%, NPD 28% and 
Ragi Bites and Oats for the remaining 17%. The retention rate is a healthy 40%. The brand 
ťĲĲƓƚШƣőĲШĦƖĲċƣŔƻĲƚШŔŰƣĲƖĲƚƣŔŰŊШƚƨĦőШƣőċƣШĲƻĲŰШŔŉШƣőĲШĤƖċŰĬШĬŸĲƚŰќƣШŊĲƣШĦŸŰƻĲƖƚŔŸŰЯШƣőĲƖĲШ
is a fair amount of awareness created.



Tata Soulfull Case Study

Brand Love Campaigns: The brand uses the birth dates collected to send hampers
to their customers on their special day, resulting in sales uplift.
How?: Such activities enable us to generate loyalty and love for the brand. We can 
collect feedback, reviews, testimonials etc. which we use for other marketing 
activities on social media. We also promote brand merchandise which acts as 
keep sakes with the customer leading to a special association between the 
customer and the brand.



Approach : Access to the in-category audience for 
sampling drives. Feedback survey pre-product launch

Results: 63% lower cost per sample

Nestle - Toddler Nutrition Brand Case Study



KOREAN NOODLES CAMPAIGN 
EXTENSIONS / NPD LAUNCHES

Approach : Engaged the community with exclusives 
/ previews. Gauged immediate response to product 
promotion.

Results: 2X uplift in units sold in a week

Nestle - Maggi Case Study


