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Executive summary.
Many brands having been collecting consumer and prospect data for 
decades in order to personalize experiences and build loyalty. This 
valuable first-party data is a great starting point for powering campaigns 
across channels. 

However, holes in this consumer data can hinder delivering those 
excellent customer experiences. Identifying data holes and finding ways 
to plug them is a new focus for integrated media teams. And certain 
brands may lack first-party data altogether.

This paper explores how you can take inventory of first-party data and 
use second- and third-party data to fulfill programmatic campaigns  
and achieve digital marketing goals. It includes a real-life example on 
how MGM Resorts International uses second-and third-party data 
partnerships to increase campaign efficiency and turnaround times  
and decrease data costs as a percentage of media costs. 

 ■ First-party data is data that 
brands collect and own. Examples 
include email address, point-of-sale 
data, and web behavioral data.

 ■ Second-party data is a partner’s 
first-party data. Examples include 
data being shared between an 
airline company and a hotel 
company to personalize 
experiences and customize offers 
for similar audiences.

 ■ Third-party data is from data 
aggregators, who collect and 
consolidate data into audiences for 
purchase. Examples of third party 
data include demographic or 
income data.

 ■ A data management platform 
(DMP) centralizes and organizes 
your first-party data and can ingest 
or marry it with second- and third-
party data.
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AUDIENCE EXTENSION  
AND RETENTION GOALS  Define your team’s 

goals for customer data.
It’s impossible to measure success unless you’ve 
identified goals. The best goals, for a campaign or  
your entire marketing strategy, are SMART: specific, 
measurable, achievable, relevant, and time-based.  
Good examples of SMART digital marketing goals that 
customer data can help achieve include the following:

 ■ Gain 20,000 new online customers this fiscal year.

 ■ Increase lead generation through your website by  
5% across a quarterly campaign.

 ■ Reduce cost per acquisition by 10% over two years.

Select only a few goals that are relevant to your 
campaign or strategy. Using both top-down and 
bottom-up approaches helps set achievable goals  
that align with the business.

 ■ Increase addressable audience size
 ■ Gain insights
 ■ Reduce CPA
 ■ Convert users 

Define a few specific, quantitative goals that 
you want to achieve with customer data.
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Take inventory of 
your first-party data. 
You probably already own accurate and relevant 
customer and prospect information. This first-
party data may come from website visitors, 
point of sale data, offline customer databases, 
media performance (clicks and impressions), 
email or CRM lists, mobile apps, and more. 
However, some brands find their information  
is lacking in signals (data elements per unique 
user) or scale (number of unique users.) 
Evaluating the depth and size of first-party  
data helps you decide which other data sets 
you will help achieve your goals.

5

 ■ Are you capturing any site data beyond visits and 
page views (e.g., engagement, purchases, content 
consumption)?

 ■ Do you have a CRM database, and how many  
data points are you collecting?

 ■ Do you have valuable POS data and is it  
usable digitally?

 ■ What percentage of customers exist within  
your CRM database?

 ■ What percentage of site traffic is known  
versus unknown users?

Signals

Scale

Best practices for using second- and third-party data to meet digital marketing goals.

Thought starters to help determine  
where you fall on the signal/scale chart.

“Known and niche”

“Few and far between”

“Data rich”

“Unknown but plentiful”
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Explore use cases for second- and  
third-party data.
Now that you know more about the first-party data and have identified the holes in your data using the signal/scale 
map, let’s explore some ways that second- and third-party data can help you reach your goals.  

Jumpstart customer information with third-party data. If you’re new to market with few 
customers, use third-party data to gain access to audiences that you don’t currently have. For example, 
consumer packaged goods brands may not have a significant number of users engaging on their owned 

properties. By acquiring third-party data, they can initiate outreach to potential customers and ensure that marketing 
dollars are spent wisely when launching new products and marketing initiatives.

Get to know your customers better with data enrichment. You may know some information 
about your customers but not enough to target them effectively. For example, a publisher wants to target 
audiences with more granularity. Using third-party data, they can enrich their first-party behavioral data with 

demographic data or data collected across the web and offline, allowing them to sell to more specific audiences.

Reach likely potential customers using lookalike models. Look-alike models are predictive 
models that gauge the similarity of each person to a target consumer profile. It allows you to find and then 
target audiences who behave or are similar to your best customers.  Lookalike models are a great way to 

leverage quality but low-quantity first-party data to extend into new audiences and markets. It saves marketing spend 
by ensuring you avoid targeting people who are unlikely to buy. For example, a marketer working for a hotel chain 
can model audiences based on their loyalty club member segments to find a large pool of potential customers that 
are in some ways similar to their regular customers.
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Gain market share through conquesting. Second- or third-party data can be extremely helpful if 
your goal is to convince your competitor’s customers to switch to your brand. While you may have plenty of 
first-party data on your own customers, you probably have little to none on competitors’ customers. Using 

appropriate data, you can target the right people at exactly the right time—for example, when their subscription is up 
for renewal, or when it’s time for families to decide on their regular summer holiday. 

Apply your data outside of advertising. Once you’ve achieved success in paid media with 
second- and third-party data, use it to do the following:

■ Personalize web experiences through your content management system.

■ Run A/B tests to continuously improve website and app targeting.

■ Personalize email offers through your email service provider.

■ Extend audiences by ingesting first-party data into your DMP, and run lookalikes using third-party data.

■ Gather insights on audiences using analytics. 
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Audience Marketplace, a data exchange in Adobe Audience Manager, is an exclusive marketplace for Adobe 
customers and partners to discover, license, and trade high-value audiences in an efficient, controlled, and transparent 
manner. It enables advertisers and content publishers to buy and sell second- and third-party data without the time-
consuming challenges of setting up individual partnership agreements. Content publishers can choose from dozens of 
data providers and can negotiate pricing and test data before purchase. Purchasing is a simple e-commerce checkout 
experience, with no need for contracts or a lengthy approval process. 
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Finding the best data providers.
Look for different ways to buy data.
Different pricing models suit different use cases. For example, CPM, the 
industry standard for third-party data purchase, is ideal for variable usage, 
while flat monthly pricing can benefit heavy data users. And since time is 
money, an efficient procurement process is critical. Once you get to the 
purchase stage, top questions include the following:

 ■ What kind of pricing models is available?

 ■ How much opportunity is there to negotiate pricing?

 ■ What is the procurement process?

 ■ How long is the time from purchase to delivery of data?

Understand data providers’ sources and methodologies.
Understanding how data providers and partners collect their data will help 
you determine whether they are a good fit for your goals. Good questions 
to ask include the following:

 ■ How is data collected and aggregated?

 ■ How often is data refreshed?

 ■ Are there case studies of customers in my industry who have used 
your data successfully?

 ■ What types of data sets are available?

Best practices for using second- and third-party data to meet digital marketing goals.

Audience Marketplace now 
includes an Audience Finder 
tool that helps you find your 
ideal data providers more easily. 
The tool gives an overview 
of each company, their data 
collection methodology, key 
differentiators, pricing models 
available, key industries, and use 
cases. Using the tool, you can 
search data providers by country, 
industry, and keywords, as well 
as whether or not they collect 
mobile data. This digital library 
is updated regularly as new data 
providers become available in 
Audience Marketplace.



Audience Lab, a feature of Audience 
Manager, enables marketers to divide 
segments into mutually exclusive groups 
to test whether different data elements 
have an impact on performance. Audience 
Marketplace purchasers can take advantage 
of this feature to test whether segments 
built out with third-party data perform 
better or worse when sent to different 
demand-side platforms, for example. 
Audience Lab can also measure how 
different advertising creative drives 
conversions across different destinations. 
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Test data before you buy.
Before committing to a data provider, it’s a good  
idea to test their audiences. Testing should enable 
you to evaluate the following: 

 ■ How large their segments are

 ■ How granular their audiences are and if a  
custom audience might be required

 ■ How much overlap there is with your  
first-party data
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Special considerations for second-party  
data relationships.
Using first-party data from a trusted brand, or selling your own, 
can be an attractive proposition. Advertisers are keenly invested 
in the quality and completeness of their data. However, there are 
some additional considerations:

 ■ Is this a public or private relationship? If it’s a public 
relationship, how does this relationship impact your brand?

 ■ Is this an exclusive relationship? Will these data segments 
also be made available to your competitors—or theirs?

 ■ How will this data be used? What is your strategy for selling 
standard audiences versus custom audiences, for example?

 ■ Is the scale of their data sufficient to meet your goals?

 ■ How are you exchanging data? Is there a pricing plan or a 
straight data exchange?
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There are two models for  
second-party data relationships: 
1:1 sharing and 1:many sharing. 

              1:1 data sharing is when 
data is exchanged privately 
between advertisers and 
publishers or advertisers and other 
advertisers. This exchange is done 
privately and exclusively and 
creates a strategic partnership 
between the entities. 

 1:many data sharing,  
 an idea that is gaining in  
 popularity, is when first- 
 party data is shared to a 
wider audience. This allows higher-
quality first-party data to become 
available to the market and enables 
customers to monetize their 
valuable datasets.
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Combine your first-, second-, and third-party data.
Most companies do not have a comprehensive view of their audiences across channels. Offline purchases, online 
purchases, web visits, app data, loyalty programs, and CRM data often live in different repositories and are not tied 
together. Multiple data sources increase the time it takes to put together an effective campaign and create a 
fragmented view of customers.

Organizing your data with a DMP allows you to uncover 
powerful ways to segment audiences and personalize 
messages to drive higher conversions. Look for platform 
features such as these:

 ■ Can you suppress known first-party data and  
avoid wasting money paying for audiences you already 
have? 

 ■ How easy is it to view and test third-party data 
performance? For example, look at scale and overlap. 
Can you test before you buy?

 ■ What resources are available to leverage existing  
second-party data partnerships or discover new  
second-party data partners?

Purchase history
First-party data

Second-party data

�ird-party data

Family/marital status

Personal interests

purchase history
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Case Study: MGM drives 
programmatic campaign results 
with third-party data.
MGM Resorts International is a global hospitality and entertainment 
company operating destination resorts in Las Vegas, Mississippi, New Jersey, 
and Michigan. Their integrated media team plans and executes marketing 
campaigns across all aspects of their business, driving direct response for 
over 41,000 hotel rooms, 400 food and beverage outlets, 350 retail outlets, 
and 4 major entertainment venues. With a goal to maximize conversions, 
put more “heads in beds,” and drive customers to their luxury properties, the 
team was looking for ways to reduce time to market for campaigns and 
increase control and transparency. 

Through their MLife loyalty programs, MGM has deep insights about repeat 
customers. Their first-party data includes website visitors and online 
purchasers. The team had good relationships with third-party data suppliers 
and media networks to expand the scale and reach of their campaigns. 
However, fragmented toolsets and manual optimization meant turnaround 
times for a single campaign were two weeks or more. 

MGM partnered with Adobe to manage campaigns more efficiently and 
effectively,  with Adobe Audience Manager, Adobe Analytics, and Adobe 
Advertising Cloud. Audience Manager consolidates audience data from 

Challenges
 ■ Fragmented ecosystem 
 ■ Slow time to market for 
campaigns 

 ■ Little control and transparency 

Solution
 ■ Adobe Audience Manager, 
including Audience Marketplace 
for third-party data

Results
 ■ Shaved campaign turnaround 
from weeks to days

 ■ Enabled deeper audience 
segmentation

 ■ Increased acquisition efficiency 
across paid media

 ■ Improved campaign visibility 
and attribution

Next steps
 ■ Explore second-party data 
share with key partners

 ■ Develop more creative/web 
personalization
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multiple sources, including first-party web and email data and  
third-party sources. It acts as a real-time activation hub to their 
advertising and marketing ecosystems, so MGM can see how a 
consumer has been interacting with them across all channels, not 
just paid media. 

MGM uses second- and third-party data from select vendors in 
Audience Marketplace to do high-level prospecting with look-alike 
models of their best customers, such as MLife members, but also 
web visitors and web converters. MGM also finds third-party data 
valuable for targeting certain behaviors, such as luxury travelers or 
people interested in Las Vegas. Having all the segments available 
within Audience Manager and being able to activate on it within 
Adobe Advertising Cloud has improved campaign visibility and 
agility. Not only can the team get campaigns to market quicker, 
they can also adjust campaign strategy quickly based on results

As an example, they identified a major airline carrier who was 
running a nationwide promotion. Using first- as well as third-party 
data, they targeted geographies with the deepest airfare discounts 
to Las Vegas, and within those markets, targeted potential travelers 
using behavior targeting. “Working together, Audience Manager 
and Adobe Advertising Cloud are agile solutions that help us pivot 
a campaign and act on opportunities quickly”, says Aburas. “From 
idea to launch, this campaign took only three days.” 

“Adobe Audience Manager takes  
the high-level segmentation strategy 
that gets talked about in executive 
meetings and makes it actionable 
and quantifiable.”

—  Michael Aburas, Director, Integrated Media, 
MGM Resorts International
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Within Audience Marketplace, MGM has vetted and 
qualified data providers and negotiated pricing, 
eliminating time-consuming purchasing cycles and 
decreasing data costs as a percentage of media costs.

In terms of next steps, MGM executives and the 
integrated media team are exploring ways of  
entering into second-party data relationships using 
Audience Marketplace. 

Since they are also Adobe Creative Cloud and Adobe 
Experience Cloud customers, they are looking to use 
their creative assets to do more web personalization, 
based on segments they identify in Audience Manager. 
“Audience Manager is the hub around which we build  
all of our campaigns,” concludes Aburas.

Multi-channel 
insights

New Ecosystem: Adobe Platform

Website conversion data & tra�c metrics

Adobe Analytics
& A�ribution

Adobe Audience Manager

Adobe Advertising 
Cloud

Audience segmentation 
& personalization

Media performance, personalized creative, & campaign insights

Real-time turnaround (multiple campaigns)
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How Adobe can help.
Adobe Audience Manager is a DMP that helps you build unique audience 
profiles so you can identify your most valuable segments and use them 
across any digital channel. Audience Manager is part of Adobe Experience 
Cloud, a comprehensive set of cloud services designed to give you 
everything you need to build exceptional customer experiences across all 
channels. Audience Manager works across Adobe Experience Cloud 
products:

 ■ Connect with Adobe Analytics to eliminate reliance on third-party 
cookies and vendors so you can get to market faster.

 ■ Integrate with Adobe Target to enable A/B tests of experiences and 
choose the best-performing ones for different audiences.

 ■ Combine with Adobe Advertising Cloud to connect your online 
advertising to your marketing channels and recommend optimal search, 
display, and social advertising spend.

 ■ Link with Adobe Campaign to unify anonymous and authenticated 
profiles and enrich cross-channel campaigns.

For more information about Adobe Experience Cloud, visit  
www.adobe.com/experience-cloud.html
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