
LEVERAGING ZERO-PARTY & FIRST-
PARTY DATA FOR PAID MEDIA
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MARKETER 
INVESTOR

INNOVATOR 
SPEAKER
CPFҿ



SWIFTIE



My career started about as far away from marketing as 

one can get: in corporate finance ҭ cpf"KҲxg"ecttkgf"vjg"

lessons learned (and profit obsession) into the digital 

gequ{uvgo."yjgtg"KҲxg"yqtmgf"hqt"pgctn{"9"{gctu0"

KҲxg"yqtmgf"hqt"ygnn"qxgt"322"enkgpvu"ҭ ranging from the 

Fortune 500 to pre-seed startups on 5 continents, with 

budgets ranging from $1,000 to $1M+

K"fqpҲv"lwuv",fq,"octmgvkpi"ҭ I teach others, too. I speak 

cnn"qxgt"vjg"yqtnf"cv"eqphgtgpegu"cpf"gxgpvu."cpf"KҲo"

currently on the faculty at Johns Hopkins University, 

Cabrini University and Georgetown University



AI AUTOMATION IS EVERYWHERE
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SAY GOODBYE 
TO CONTROL

@DigitalSamIAm



DATA IS YOUR OPTIMIZATION 
LEVER. 



EVERY BRAND SAYS THEY NEED 
MORE DATA
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MOST NEED THE RIGHT DATA
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PARETO PRINCIPLES APPLY

20% OF THE DATA
80% OF THE 
IMPACT



GET THE GOOD STUFF
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THE DATA PYRAMID
Zero-Party Data: user-specific data that is shared intentionally + directly 
with a brand in a value exchange. This can include physical 
characteristics (size, skin type, diet, etc.), household composition, brand + 
style preferences, qualitative + quantitative feedback, testimonials, etc. 

First Party Data: Data collected by observing user behavior on owned 
properties ҭ this can be anything from page views or video views to 
scrolls, app usage, quiz completions ҭ pretty much you collect that 
occurs on a property (website, app, etc.) that you own. 

Third party data is aggregated data from  multiple sources that do not 
have an  direct relationship. Because 3P data sets are stitched together 
from various sources (public, private) over an indeterminate period of 
time, they tend to be less accurate + reliable. They do, however, have 
the advantage (and illusion) of scale ҭ you can pretty much find a 3P 
data set of anything. 

Second Party Data: C"rctvpgt."chhknkcvg"qt"eqwpvgtrctv{Ҳu"hktuv-party data, 
shared with permission as part of an engagement. For instance, this 
could be data shared between two brands co-marketing an event, or 
data obtained via a licensing agreement directly with a publisher. 
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0P vs. 1P DATA
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0P DATA IS SPECIAL
HIGH IMPACT DATA

A proper 0P data strategy allows your brand to collect 

otherwise-near-impossible data points about your 

target audience. This can range from taste 

preferences to due dates to brand affinities to 

personality traits. 

EXCEPTIONALLY ACCURATE
Ykvj"2R"fcvc"*cpf"3R"fcvc."vq"cp"gzvgpv+"{qw"fqpҲv"

have to worry about data accuracy ҭ it is directly 

collected on your owned properties and is explicitly 

provided ҭ no inference or modelling needed. 

LIMITED DOWNSIDE
0P data is collected by your brand (or org) directly on 

your website, and is used for commercial purposes. 

This makes it relatively resilient to future data 

reductions (i.e. cookie sunset, iOS14.5), as well as to 

any privacy concerns. 
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QUIZZES/SURVEYS POST-PURCHASE PROFILE SETUP

REVIEWS + RATINGS CONVERSATIONAL ONBOARDING

OP DATA COLLECTION METHODS

Excellent way to collect immediately actionable data Understand purchase drivers + satisfaction Adding preferences to a user profile is gold

Unbiased, direct feedback from people who bought 

your stuff + thought about it
The digital equivalent of a sales associate Tailor the product experience to your new 

ewuvqogtҲu"pggfu1rtghgtgpegu
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USE THE 
DATA NO ONE 
ELSE HAS (OR 
CAN)

ÂIf you only have the data everyone else has (I.e. platform 

fcvc+."vjg"kpetgogpvcn"cfxcpvcig"{qwҲnn"igv"htqo"kv"ku"nkokvgf0"

ÂUnlocking exceptional results requires bringing data into the 

view that is otherwise not there ҭ yjgvjgt"kvҲu"dwukpguu"fcvc."

customer data or creative insights

Smart Biz Data ҭ data that uniquely applies to your business (i.e. purchase 

paths, common upsells, gateway products/services, etc.)

Unique Customer Insights ҭ non-obvious drivers or motivators for core 

audience segments (i.e. understanding due date to sell strollers)

Sources of Influence ҭ sometimes its easier to just tell the machine where 

to fish vs. letting it figure it out

Business Outcomes ҭ segment performance, lifetime value, upsell 

opportunities, subscription behavior, tool usage, etc.



ONLY ASK FOR THE DATA YOU 
ARE READY, WILLING & ABLE TO 

ACTION
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A DATA STRATEGY THAT WORKS
COLLECT
Identify mission-critical data that you have a high level of 

confidence will improve your paid media performance 

REFINE
All data is dirty ҭ the question is the cause(s) of dirt, 

how long it stays clean, and the degree to which it 

matters.

LEVERAGE
Data that sits somewhere has zero value; you must have 

ways to leverage the data (workflows, etc.)

EVOLVE
Wrfcvg"vjg"fcvc"{qwҲtg"eqnngevkpi"-"{qwt"ogvjqf*u+"qh"

deployment. 

DEPLOY
Annotate + deploy your workflows ҭ then monitor 

performance once its live to confirm it makes a 

difference

INTEGRATE
Qpeg"{qwҲxg"kfgpvkhkgf"jqy"{qwҲnn"kpenwfg"vjg"fcvc"*oqtg"

on that later), AUTOMATE as much as possible



THE 14 THINGS



DISCLAIMER:
PLEASE HASH YOUR DATA BEFORE 

YOU PROCESS IT + 
FQPҲV"DTGCM"VJG"NCY
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UNCOVER AUDIENCE INSIGHTS1

BUILD SMARTER LOOKALIKES2

CURATE PLACEMENTS + INTERESTS3

ACTIVATE CUSTOMER MATCH4

5

FIND THE RIGHT VOICE6

7

SET RELEVANT tCPA/tROAS

TAILOR MESSAGING BY SEGMENT

14 WAYS TO USE 0P + 1P DATA

@DigitalSamIAm

DEPLOY SEQUENTIAL MESSAGING8

TAILORED POST-CLICK EXPERIENCES9

IDENTIFY CONQUESTING OPPORTUNITIES10

ACTIVATE PREFERENCE CASCADING11

12

LIFE EVENT TRIGGER CAMPAIGNS13

14

DISCOVER KEYWORDS

VALUE PROP TESTING



UPGRADE PAID MEDIA



OUTSIZED PERFORMANCE IS 
BORN IN THE EXTREMES
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NORMAL? ANYTHING BUT.
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UNCOVER AUDIENCE INSIGHTS

SEGMENT YOUR CRM

Averages hide insights. Your challenge is move from 

generalities about your audience into the specifics that 

drive them. Easiest way? Upload your customer file + 

have AI segment it down into relevant groups.

DEEP DIVE INTO EACH

Take each of those relevant groups, head over to 

SparkToro, and use the upload feature to pull an audience 

tgrqtv"qp"gcej"qpg"*cpf"{gu."{qwҲnn"igv"YKNFN["fkhhgtgpv"

results for each segment)

FIND THE INTERESTING

Vjgp"kvҲu"vkog"vq"cpcn{|g"gcej"tgrqtv"hqt"yjcvҲu"

interesting ҭ yjgvjgt"vjcvҲu"c"eqooqpcnkv{"qt"cp"

qffkv{1fkhhgtgpeg"kp"qpg"vjcv"kupҲv"hqwpf"gnugyjgtg0"

Those oddities are your competitive advantage
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SPARKTORO AUDIENCE 
REPORTS
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SENSITIVITY TO INITIAL 
CONDITIONS

$200
+

Trial 
Kit

All 
Customers

Limited Overlaps In Output 
Despite 100% Overlap in 
Input



THIS WORKS FOR BAD/LOW 
QUALITY CUSTOMERS, TOO! 
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CONNECT DATA TO ADS
DOWNLOAD INTEREST LISTS
JgtgҲu"c"nkuv of all Google Ads targeting options 

available to advertisers in the US + EU. Download it 

and provide it to your LLM. Ask it to provide you with 

the most relevant interests based on your target 

audience. 

CURATE YOUR PLACEMENTS
Download the SparkToro high-affinity websites + your 

Google Ads placement report. Ask the LLM to identify 

which placements are least likely to be relevant to 

your target audience, based on their browsing habits 

as indicated by the SparkToro Report.

FIND HIDDEN GEMS
Download your existing placement and/or topic 

targeting, then upload the list of SparkToro YouTube + 

Podcast Placements. Prompt the LLM to identify 

which placements on that list are most likely to be 

relevant based on your existing targeting.

https://blog.vidhoarder.com/the-ultimate-list-of-google-ads-targeting/
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SMARTER DATA PASSBACK

ENHANCED CONVERSIONS

Use offline/enhanced conversions and CRM data 

integrations to improve your visibility into conversion 

quality (vs. quantity) ҭ way too often, we think cheaper 

ERCu"ctg"dgvvgt."yjgp"kv"tgcnkv{."vjg{Ҳtg"oqtg"gzrgpukxg0"

Enhanced Conversions also help with incrementality.

OFFLINE CONVERSIONS

Offline conversions + conversion value re-stating are two 

of the most powerful things you can do to improve your G 

Ads performance in Q4. Offline Conversions allow you to 

connect your CRM (inc. Shopify!) to Google ҭ bypassing 

blockers to good data. Conversion Re-Stating allows you 

to better communicate lifetime value, discounts + returns.

SMART BIZ DATA

Hkpcnn{."vjgtgҲu"vjg"tgcn"dwukpguu"fcvc"ҭ yjkej"KҲxg"ytkvvgp"

about extensively. This is more than your customer data; 

kvҲu"{qwt"equv"fcvc"cp"f"qvjgt"cevkxkv{"fcvc"cpf"hkpcpekcn"

data. Machines assume you have $0 costs and $0 

qxgtjgcf"cpf"tgrn{kpi"vq"ngcfu"ku"htggҿ0wpnguu"{qw"vgnn"

them differently.

@DigitalSamIAm



CONNECT YOUR CUSTOMER 
VALUE DISTRIBUTION TO YOUR 

AD ACCOUNT
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YOUR CUSTOMER-CM CURVE

CUSTOMER PERCETILE-$500

$0
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$750

0 10 20 30 40 50 60 70 80 90 100

-20% to -25% DRAG ON CM WHY ARE THESE CUSTOMERS SUBSIDIZING THE BAD ONES?



TAKE YOUR SEGMENT CM CURVE 
+ MAP IT TO SEGMENT DEMAND 

CURVES



@DigitalSamIAm 36

THE DIGITAL DEMAND CURVE

INFLECTION POINT #2

INFLECTION POINT #1
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A QUICK TRANSFORM:
INFLECTION POINT #2

INFLECTION POINT #1
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FIND THE INFLECTION POINTS
BUDGET 

SIMULATOR
IqqingҲu"Dwfigv"Ukowncvqt"

works brilliantly well to give you 

baseline data (along with 

implied underlying metrics) for 

your forecast. Just remember to 

build out ranges for each (you 

can use Keyword Planner or a 

guesstimate)

Budget planner works at a KW + Ad Group level (I use ad group) ҭ and provides (surprisingly decent) 

volume + cost estimates (though you need to check the implied CTR + CVRs ҭwhich can be *wildly* off. 

In general, you should expect that CVRs will dip as volume increases, while CTR tends to stay flat-to-

increase.  



CONNECT INDIVIDUAL DEMAND 
CURVES TO YOUR tCPA/tROAS



UP YOUR CREATIVE GAME
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NOT ALL INFLUENCE IS EQUAL

Platforms like SparkToro make this easy: upload 

your best customers to see who they truly listen 

toҮpodcasts, YouTube channels, and creators 

they engage with. These trusted voices can carry 

your message further and more credibly than any 

brand ad.

FIND THE RIGHT 
BALANCE + VOICE
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NEXT LEVEL CREATIVE

SPARKTORO LIST

SparkToro provides lists of influential accounts, media 

qwvngvu."rqfecuvuҿcnn"qh"yjkej"ku"c"IQNFOKPG"yjgp"{qw"

upload your 0P + 1P data. 

The same is true of your customer service/support/sales 

data ҭ find the people your audience cares about!

APIFY SCRAPE

Once you find an influencer or personality your audience 

segment follows/listens to, use Apify to scrape their 

entire profile. Upload that to Gemini (Custom Gem) or 

GPT (custom GPT) i) in order to create a tool you can use 

to create + refine your ads, landers + messaging.

UPLOAD + TAILOR

Upload your ads to the custom Gem/GPT and have it give 

real feedback/input on your offer, angle, messaging, 

visuals, hooks, all based on the insights it has uncovered 

by analyzing a person who already deeply understands 

your audience (the influencers/personality).


