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Data is critical to the success of any 
marketing organization. While first-party 
and third-party data each play a key role in 
helping marketers move toward a 360-degree 
view of the customer, challenges in sourcing, 
maintaining, and using third-party data have 
limited marketers’ ability to realize its full 
potential. Recent regulatory requirements 
such as GDPR and an increased focus on 
consumer privacy and data governance have 
further defined how organizations can extract 
value from third-party data. 
However, with the emergence of new platforms 
such as Snowflake Data Marketplace, these 
challenges are being addressed, allowing marketers 
to use third-party data to power advanced 
marketing analytics. Specifically, marketers  
can now use third-party data to:

•   Gain a richer, more robust understanding  
of the consumer

•   Uncover more-granular, micro-level insights  
about their audience

•   Increase their reach and personalization at scale

•   Improve ROI and return on ad spend (ROAS)  
on paid media campaigns

•   Embark on new use cases—including  
strategy, planning, and attribution—with  
data-backed confidence
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THIRD-PARTY DATA IS A  
MARKETING ANALYTICS IMPERATIVE

In the world of digital marketing, data is king. 
Behavioral data, demographic data, clickstream 
data, purchase data, and attribution data are 
all important sources of insight for marketers. 
At its core, however, data serves a purpose: 

powering advanced analytics to obtain a 
real-time, 360-degree view of customers. 
By understanding real-time customer needs, 
preferences, and intent, marketers can drive 
better business outcomes.
Most data sets that power advanced marketing 
analytics fall into two categories: first-party data and 
third-party data. First-party data is what a company 
collects directly from its customers or users. It 
includes CRM data, email databases, subscription 
data, website behavioral data, and analog data 
such as event attendance or surveys completed 
at a retail location. Third-party data is obtained 
from sources that did not collect it directly from 
consumers. Instead, these third parties, which include 

data brokers, identity solutions providers, and data 
exchanges, aggregate large amounts of data from 
other platforms, apps, and websites and then package 
data sets for use by others. In essence, third-party 
data is an aggregate of other people’s first-party data.

(Incidentally, second-party data exists, but it’s far less 
commonly used. Second-party data is first-party data 
you purchase or get from a partner directly, so you 
receive it from the entity that collected it, instead of 
from a third-party aggregator.)

Both first- and third-party data are critical to 
marketers’ success. Combined, they are even more 
powerful. Third-party data is one of the most cost-
effective ways to enhance your first-party data, and 
it enables finer segmentation and personalization as 
well as greater scale and audience reach. According 
to a 2020 study by Interactive Advertising Bureau 
(IAB) and Winterberry Group, U.S. marketers spent 
more than $11.9 billion on third-party audience 
data last year, up 6.1% from the year before, with 
spending on third-party digital data assets (geared to 
support display and other online channels) up 13.8%.¹   

1  bit.ly/2RkElUi
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Still, using third-party data has challenges, including 
the cost of sourcing it, maintaining it, and making 
sure it is fresh and ready for use across the 
organization. Third-party data has faced additional 
scrutiny in recent years as marketers and regulators 
seek transparency into how data is collected; what 
consumer consent and protections are involved in 
that data collection; and how the data is stored, 
maintained, and shared by data providers. Thankfully, 
new advances in privacy and security technology 
are helping marketers ensure their data complies 
with regulatory requirements such as GDPR and the 
California Consumer Privacy Act (CCPA). 

The pages that follow describe the ways third-party 
data can help marketers power advanced analytics 
and share strategies for managing the challenges 
that come with bringing third-party data into your 
systems, including:

•   Sourcing and integrating trusted third-party  
data sources

•   Maintaining third-party data pipelines as  
business needs evolve

•   Extending value from third-party data investments 
to new use cases and teams
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THE SHIFT FROM BASIC TO  
ADVANCED MARKETING ANALYTICS

By enhancing a company’s first-party data, 
third-party data can play a large role in 
achieving the goal of getting a 360-degree view 
of customers. For example, if you are a retailer, 
you might have a customer’s email address 
in your CRM system, but you wouldn’t know 
what other sites they browse, the kind of music 
they like, or the other brands they regularly 
purchase. Third-party data can be appended to 
first-party data, helping make your view of the 
customer more robust. 

Companies can also use third-party data to better 
understand consumer buying intent, gain visibility 
into changes in buying trends, and improve 
campaign ROI with better metrics. With third-party 
data, marketers can move from a broad,  
macro-level understanding of their customers to 
a micro-level, more personalized understanding. 
They can slice and dice their audience with greater 
precision, creating dynamic, moment-in-time 
segments that leverage propensity to buy and intent 
signals instead of relying on static segments. They 
can cross-reference online purchase behavior with 
third-party demographic data to better understand 
the age and income of groups that have purchased 
from the company’s website or identify specific 
behaviors that result in shopping cart abandonment. 

For categories such as financial services, 
automotive, or home care, where people move 
in and out of the market, having access to third-
party data about which consumers are in-market 

at any given moment greatly reduces wasted ad 
impressions, ensuring your message reaches the 
right consumers. This is especially true today amid 
the pandemic. For example, a company could 
use business recovery data to understand which 
ZIP codes are opening up and tailor marketing 
campaigns to people in those areas accordingly.

Third-party data also helps marketers increase their 
reach. Many companies are limited in the scale of 
their first-party data. Take, for example, a washing 
machine or TV manufacturer that sells products 
through big-box retailers. Encouraging customers 
to register their purchase to activate a warranty is 
one way for a company to get information about 
its customers, but it’s limited. Or consider a CPG 
company that sells peanut butter at retail locations 
but not directly to consumers. How would it go 
about gathering first-party data? It could create a 
newsletter on its site with information about peanut 
butter or ask people to submit their email address in 
exchange for coupons, but the number of shoppers 
willing to do this will be significantly smaller than the 
number of shoppers who actually buy the product. 
In fact, the customers who do engage with the 
company’s site are likely some of the most loyal 
peanut butter enthusiasts. 
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By augmenting their first-party data sets with 
third-party data, marketers can grow their 
database overall, adding new high-value prospects 
to campaigns. And through the use of look-alike 
modeling, marketers can identify the attributes of 
their best customers (however they define “best”) 
and target more people like them. They can also 
append third-party data, such as purchase data from 
retail locations where their products are sold, to 
help make their view of the customer more robust 
and close the loop on their marketing efforts.

With an enhanced and expanded view of its 
customers, a company can begin to gain real-time, 
or near real-time, insights to inform messaging, 
packaging, and pricing and to optimize future 
campaigns. Marketers can also rely on a larger 
data set to inform machine learning and AI 
algorithms that optimize product recommendations, 
promotions, offers, and content for specific 
customers. With more-targeted segmentation, 
marketers can personalize their efforts at scale, 
driving higher ROI.  

Recently, the amount and types of third-party data 
available to marketers have proliferated, leading 
to the rise of new use cases for third-party data. 
Snowflake Data Marketplace, for example, includes 
data from more than 100 partners, ranging from 
QL2’s consumer travel data and SafeGraph’s 
location data to Weather Source’s climate data 
and S&P Global Market Intelligence’s financial 
data. With new, ready-to-query data sets such as 
these, marketers can leverage third-party data for 
new use cases. These include dynamic creative 
optimization based on the weather (for example, 

promoting grilling tools on sunny days and indoor 
entertainment when it rains) and personalized email 
communications.

Use cases have also expanded to include strategic 
planning initiatives. For example, one CPG company 
used SafeGraph’s foot traffic data to build a more 
accurate demand model for its retail outlets, which 
optimized its inventory strategy and marketing 
spend allocation. In a different use case, a card-
linked offer platform used SafeGraph’s point-of-
interest data to provide more-accurate attribution 
of in-store visits, helping retailers close the loop on 
their own efforts.

By identifying high-value sales prospects and 
speeding up competitive intelligence and market 
research, business-to-business marketers are 
leveraging third-party data sets to accelerate the 
sales cycle. For example, one marketing team 
appended its sales record data with detailed 
company information from Crunchbase to identify 
companies that had recently closed rounds of 
funding and would more likely be open to new 
business development initiatives as a result. By 
leveraging Crunchbase data, the marketing team 
saw a 15% higher response rate to outbound emails 
and was able to qualify accounts three times faster.

 

Using Third-Party Purchase  

Data to Improve Ad Targeting 

Example: A company that markets  

a household cleaning brand

Ibotta, a Snowflake Data Marketplace 
partner, has the largest collection 

of online and offline purchase data 
in the U.S., including UPC, product, 
category, price, quantity, brand, and 
basket total price data. Ibotta ties 
all purchases back to an individual 
through registered email addresses 

and a targetable mobile ad ID (MAID).

Recently, a company that markets 
a major household cleaning brand 
leveraged a one-year “lookback” 

of Ibotta purchase data to identify 
consumers who had purchased the 

brand’s products before the COVID-19 
pandemic but not since. After seeing 

that many of its lapsed customers 
had shifted to purchasing online, the 
company leveraged Ibotta’s data to 

build new audiences and target them 
with relevant ads touting the online 

availability of their products. The 
company saw an increase in ROAS, 
a 30%+ conversion among lapsed 

buyers, and a 40%+ increase in the 
average basket size per transaction.
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https://www.snowflake.com/data-marketplace/?_sf_s=crunchbase
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THE CHALLENGES OF 
THIRD-PARTY DATA

While the benefits of third-party data are 
known and celebrated, they do not come 
without challenges. Three of the main 
challenges for dealing with third-party data 
are delayed time to value, the ongoing cost 
of maintaining data integrations, and data 
governance and security.

LENGTHY TIME TO VALUE

Obtaining third-party data can be challenging. 
Traditionally, data vendors have stored data in 
different formats and platforms, across a mix of public 
and private clouds. Bringing that data together is 
quite a heavy lift for marketers, pushing out the time 
horizon for deriving value from the data. 

Setting up the initial data integration of third-party 
data with first-party data is similarly onerous. It often 
requires engineering resources and the involvement 
of IT security personnel. APIs, FTP transfers, and 
other legacy data transfer processes are painful to 
stand up and manage to ensure proper functionality.

Legal and procurement processes can further delay 
time to value. Each third-party vendor has its own 
requirements, contracts, and licenses, requiring its 
own review process. Onboarding a new data source 
can take weeks or months, since internal legal, IT, and 
compliance teams must review each supplier’s specific 
and detailed requirements for how data will be shared, 
stored, and securely monitored. 

Finally, third-party data is only as fresh as the last 
time it was updated by the vendor and imported 
to the system, which often means that it’s stale for 
marketers’ intended purposes. This results in waste 
and inefficiency. (Consider how often you continue 
to see ads for a pair of shoes you have already 
purchased.) When data is refreshed by a vendor, the 
process of transforming, moving, and integrating 
the new data requires time that delays the potential 
impact of insights the data can provide.

INCREASED COST OF MAINTAINING  

THIRD-PARTY DATA PIPELINES

With typical data integrations, managing the 
data requires ongoing monitoring and effort. Far 
from a “set it and forget it” type of setup, moving 

data results in increased complexity and costs over 
time. This is due to the complexity in managing data 
security, privacy, and regulatory compliance for an 
increasingly large data set. Significant investment is 
required to maintain these processes and extract the 
greatest value from the data. Without proper data 
flow, the data sets will be stale, incomplete, and far 
less valuable.
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In particular, FTP data transfer processes require 
ongoing resource commitments and typically result 
in data sets that are the stalest. Extract-transform-
load (ETL) processes are an improvement, but they 
face challenges when a company needs to change 
a data type, frequency, or use case. Recently, there 
have been instances of bidirectional sharing, in 
which multiple parties enrich data in sequence 
or via “cleanrooms,” and then enable the data to 
be accessed by customers. While this method 
addresses privacy and data security concerns, 
it does not remove the challenge of costly data 
pipelines or lags in data freshness.

DATA GOVERNANCE AND SECURITY RISK

With increased concern about data privacy and 
regulation, many businesses are sharpening their 
focus on data governance, working to build their 
own systems for securely managing first- and third-
party data. The act of moving, copying, and storing 
data in a company’s system presents additional 
cost and additional risk. Data governance is a key 
challenge when third-party data is used to power 
advanced marketing analytics.

Paradoxically, third-party data’s flexibility is a major 
reason it creates business risk. Because third-party 
data may need to be used in a variety of ways 
across different teams to drive marketing impact, 
data is frequently copied and moved into different 
systems. These copies create significant challenges 
for managing customer data. 

As companies work to meet GDPR, CCPA, and 
other regulatory compliance standards, managing 
personally identifiable information (PII) data 

across fragmented data silos can be costly, time-
consuming, and risky if not properly managed. 
Leading companies are increasingly working with 
providers who are certified in data security and 
regulatory compliance to limit this risk.

Deleting data, for instance, can require costly 
processes for searching and updating data sets and 
copies across an enterprise. Companies still using 
data marts to analyze specific data sets are prone 
to particular scrutiny since a deletion requires the 
data to be purged from the data warehouse as 
well as from all the data marts that house it. This 
process is time-consuming and presents a new risk 
of potentially failing to fully comply with a data 
deletion request.
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HOW SNOWFLAKE DATA  
MARKETPLACE HELPS SOLVE  
THIRD-PARTY DATA CHALLENGES

Snowflake Data Marketplace was designed to 
address the common challenges of working 
with third-party data, including sourcing, 
integrating, and maintaining it securely. With 
more than 100 data partners available on the 
platform, marketers can improve the efficiency 
of their existing data sets and leverage new 
third-party data sets with ease.

LIVE DATA ENSURES FRESHNESS

The first major difference in Snowflake Data 
Marketplace is that the data sets are always live. 
This reduces time to value exponentially, ensuring 
that whenever a data supplier makes a change to 
a data set, the data is immediately updated—and 
usable—in a company’s environment: update once, 
read everywhere. By using live data, marketers can 
rest assured that the insights they are using to inform 
campaigns are fresh and up to date.

DATA STAYS IN THE MARKETPLACE

In Snowflake Data Marketplace, consumers don’t 
move data. This has two large implications for 
marketers. The first is that no costly APIs or FTP 
transfers are required, and reliance on engineering 
resources to onboard and maintain third-party data 
sets is minimized. The second is that data governance 
is greatly simplified, since the location of data never 
changes. No copies means lower overall risk.  

DATA IS ALL IN ONE PLACE

By maintaining all data in one system, organizations 
can ensure that every team is accessing the most 
recent, freshest data sets to guide their efforts. From 
analytics to personalized engagements, all initiatives 
will pull from the same, live data set, eliminating 
time delays and ensuring consistency across the 
organization. Keeping all the data in one system also 
streamlines privacy compliance processes, as there is 
only one source of customer data to reference during 
audits or other checks. And when third-party data 
is in the same system as an organization’s own data, 
marketing teams can join data sets without having to 
copy and move data to other systems.

DATA IS READY TO QUERY

All data accessed via Snowflake Data Marketplace 
is ready to query; no transformation is required. 
Marketing operations and marketing analytics teams 
can immediately build dashboards, join the third-party 
data with their own or, thanks to bidirectional sharing, 
easily share their data with data services companies 
for enrichment, all without the bottlenecks associated 
with traditional data sourcing. 

“Using Snowflake to get 

data from our analytics 

and marketing vendors has 

helped us create a better view 

of our customers in ways not 

possible before.” 

Mike Lempner 

VP of Engineering & Technology,  

Mission Lane
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CONCLUSION

Data is critical to the success of any marketing 
organization. By leveraging third-party data 
successfully, marketers can:
•   Gain a richer, more robust understanding  

of the consumer

•   Uncover more-granular, micro-level insights  
about their audience

•   Increase their reach

•   Embark on new use cases—including  
strategy, planning, and attribution— 

with data-backed confidence 

While sourcing and maintaining third-party data 
sets has traditionally been challenging, new 
platforms such as Snowflake Data Marketplace 
have emerged to help solve those challenges. 
Through a system that keeps live data in one place, 
marketers can rest assured that data is always 
up to date and meets evolving data privacy and 
regulatory standards.
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