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EXECUTIVE SUMMARY

Data you earn is data you can trust
For years, many B2B marketing programmes relied heavily on data that belonged to someone else:

third-party cookies, purchased contact lists and broad intent signals of uncertain origin. Browser privacy

changes, tighter data protection laws and rising buyer expectations have made that kind of data less reliable

and harder to use lawfully. At the same time, buying groups are larger and buyers do much of their research

before speaking to sales.

First-party data — information an organisation collects directly from its own audiences, with their knowledge

— offers a more durable foundation. It includes website and content engagement, form submissions, event

attendance, product usage, support interactions and the preferences people state themselves. Handled well,

it is more accurate, more relevant and easier to defend to regulators and customers.

This whitepaper sets out a privacy-led approach to first-party data for B2B marketers. It covers consent and

preference management, progressive profiling, CRM and marketing automation hygiene, account-based

marketing (ABM) data, measurement that does not depend on third-party cookies, and the data protection

principles that apply under the GDPR and India’s Digital Personal Data Protection Act 2023.

Key takeaways

• Build the strategy on a clear value exchange: people share data when they get something useful in return.

• Make consent and preferences specific, recorded and easy to change or withdraw.

• Ask for less data up front and build profiles progressively over time.

• Treat CRM and marketing automation hygiene as an ongoing discipline, not a one-off clean-up.

• Shift measurement towards first-party signals, modelled attribution and controlled experiments.

CONTEXT

Why the ground has shifted
Three forces are pushing B2B marketers towards first-party data. First, browser and platform changes have

restricted cross-site tracking, so third-party cookie data is less complete and less dependable than it once

was. Second, data protection and electronic marketing laws in many jurisdictions require a lawful basis,

transparency and, in many cases, consent before personal data is used for marketing. Third, buyers

increasingly expect relevant communication and react badly to messages that feel intrusive or poorly

targeted.

None of this means the end of targeted marketing. It means the data that powers it needs a clear origin, a

clear purpose and a clear relationship with the people it describes.
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Data type Description Typical B2B examples

Zero-party Information people deliberately share

about themselves.

Topic preferences, role, project timing stated in

a form or preference centre.

First-party Data collected directly through your

own channels.

Website and content engagement, webinar

attendance, product usage, CRM history.

Second-party Another organisation’s first-party data

shared under agreement.

Co-hosted event registrations shared with clear

notice to registrants.

Third-party Data aggregated by organisations with

no direct relationship to the individual.

Purchased lists, cookie-based audience

segments.

FOUNDATION

Consent and preference management
Consent is not the only lawful basis for processing personal data, but it is central to many marketing

activities, particularly electronic marketing and non-essential cookies. Even where another basis such as

legitimate interests is used, people must be told clearly what happens to their data and be able to object.

Under the GDPR, valid consent must be freely given, specific, informed and unambiguous, given by a clear

affirmative action, and as easy to withdraw as to give. Organisations must be able to demonstrate that

consent was obtained. India’s Digital Personal Data Protection Act 2023 similarly requires consent to be

free, specific, informed, unconditional and unambiguous, preceded by a clear notice, and capable of being

withdrawn as easily as it was given.

• Granular choices: separate consent for different channels and purposes rather than one bundled

checkbox.

• Consent records: store what the person agreed to, when, how, and which version of the notice they

saw.

• A preference centre: let people choose topics, frequency and channels, not just “subscribe” or

“unsubscribe”.

• Propagation: make sure a withdrawal or preference change reaches every system that uses the data,

quickly.

• Cookie consent: align your consent banner, tag management and analytics configuration so that choices

are actually enforced.

COLLECTION

Progressive profiling
Long forms deter people and encourage false entries. Progressive profiling asks for a small amount of

information at each interaction and builds a richer profile over time. A first content download might ask only

for name, business email and company; later interactions can ask about role, priorities or project timing.

• Map the minimum data needed for each stage of the buyer journey and justify every field.

• Use smart forms that hide fields already known and ask the next most useful question.



CYBER TECH INSIGHTS First-Party Data for B2B Marketers

cybertechinsights.com  ·  info@ddmmedsol.com 4

• Prefer questions buyers benefit from answering, such as topics of interest, over questions that only serve

sales.

• Enrich carefully: if you add data from other sources, check its origin, your lawful basis and your

transparency notices.

• Apply data minimisation — if a field is not used, stop collecting it.

OPERATIONS

CRM and marketing automation hygiene
First-party data loses value quickly if it is duplicated, outdated or inconsistently structured. People change

jobs, companies merge and email addresses go stale. Good hygiene improves targeting, protects sender

reputation and supports compliance with accuracy and retention obligations.

• Standards: define a data dictionary covering mandatory fields, picklists, naming conventions and

ownership.

• Deduplication: run matching rules for contacts and accounts regularly, not just during migrations.

• Lead-to-account matching: link individual contacts to the right account to support ABM and reporting.

• Retention: set retention periods and delete or anonymise records that are no longer needed.

• Sync governance: document which system is the master for each field and how conflicts are resolved.

• Access control: limit exports and bulk access to those who need them, and log their use.

ABM

Account-based marketing data done responsibly
ABM depends on knowing which accounts to target, who is in each buying group and how engaged they

are. Much of this can be built from first-party sources: engagement with your website and content by known

contacts, event attendance, sales conversations, customer success data and product usage for existing

customers.

• Build target account lists from firmographic fit and first-party engagement, documenting the criteria used.

• Map buying-group roles in the CRM rather than relying on a single lead per opportunity.

• Aggregate engagement at account level so sales sees which accounts are warming, not just which

individuals clicked.

• If you use external intent or contact data providers, carry out due diligence on how their data is collected

and what notices individuals received.

MEASUREMENT

Measuring without third-party cookies
As cross-site tracking becomes less dependable, marketers need measurement approaches that rely on

their own data and on statistical methods rather than on following individuals across the web.
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Approach How it works Best used for

First-party analytics Analytics configured on your own domains,

respecting consent choices.

Content and journey performance.

CRM-based

attribution

Linking campaign touches recorded in CRM

to pipeline and revenue.

Pipeline influence and sales

alignment.

Incrementality tests Holding out a control group of accounts or

regions from a campaign.

Proving causal impact of a channel.

Marketing mix

modelling

Statistical models relating spend to

outcomes over time.

Budget allocation across channels.

Self-reported

attribution

Asking “how did you hear about us?” on key

forms.

Capturing dark social and word of

mouth.

No single method is complete. Combine them, agree definitions with sales and finance, and focus reporting

on pipeline and revenue outcomes rather than clicks alone.

COMPLIANCE

Regulatory principles in brief
Laws differ by jurisdiction and change over time, so marketing teams should work closely with legal and

privacy colleagues. Some principles recur across most modern data protection laws:

• GDPR (Regulation (EU) 2016/679): requires a lawful basis for processing, transparency, data

minimisation, accuracy, storage limitation and security, and gives individuals rights such as access,

erasure and objection to direct marketing. The UK applies equivalent rules through the UK GDPR and the

Data Protection Act 2018, with electronic marketing and cookies covered by the Privacy and Electronic

Communications Regulations 2003 (PECR).

• India’s Digital Personal Data Protection Act 2023: applies to the processing of digital personal data in

India and to processing outside India connected with offering goods or services to people in India. It

introduces obligations for “data fiduciaries”, rights for “data principals”, notice and consent requirements

and the concept of registered consent managers. Check the current status of implementing rules with

your legal advisers.

• Common themes: know what data you hold and why, tell people clearly, honour their choices, keep data

secure and do not keep it longer than necessary.

BUYER GUIDANCE

Questions to ask martech and data vendors
• How does your platform store consent and preference records, and can we export them as evidence?

• How quickly are opt-outs and preference changes synchronised to connected systems?

• Where is our data hosted, which sub-processors do you use and how are international transfers handled?

• What deduplication, matching and data quality features are included?

• How do your measurement features behave when users decline analytics or advertising cookies?

• For data providers: how was this data collected, and what notice did individuals receive?
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ROADMAP

A phased approach

Phase Focus Outcome

1. Audit Inventory data sources, consent records, forms, tags

and third-party data dependencies.

Clear view of data and risk.

2. Foundations Consent model, preference centre, data dictionary,

retention rules, system-of-record decisions.

Trusted, compliant data base.

3. Value

exchange

Gated and ungated content strategy, progressive

forms, events, communities.

Growing first-party data.

4. Activation ABM account scoring, buying-group mapping,

personalisation based on stated preferences.

More relevant engagement.

5. Measure CRM attribution, incrementality tests, self-reported

attribution, mix modelling.

Credible, durable reporting.

Checklist: privacy-led first-party data

– Every data source has a documented purpose, lawful basis and owner.

– Consent and preferences are granular, recorded and propagated to all systems.

– Forms ask only for data that is used, building profiles progressively.

– CRM and marketing automation have agreed standards, deduplication and retention rules.

– ABM lists and engagement scores are built mainly from first-party signals.

– Measurement combines first-party analytics, CRM attribution and controlled tests.

– Legal and privacy teams review new data uses before launch.
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