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Intro 

2021 is finally here. That means you have a clean 
slate. A brand new chance to create the marketing 
plan you always knew could make your business 
grow like never before.

Millions of people became online shoppers out of 
necessity in 2020, changing the shopping landscape 
forever. Knowing this, it’s time to stop scrambling 
for last-minute ideas and time to start putting a 
detailed, comprehensive plan into motion. 



Customer Lifecycle Management
Key Points

• A Customer Lifecycle describes the stages a 
customer goes through. Customer lifecycle 
management describes the process of marketing 
to each stage.  

• Exponea broke five lifecycle stages down into 14 
segments to be targeted individually.  

• The customer lifecycle is non-linear: a user can 
skip segments.  

• Your lifecycle campaigns should target users 
based on their segment with specific campaigns 
that have succeeded in that segment before.  

• Ideally, the marketing campaigns you design will 
be deployed automatically for each segment, and 
the segments will update in real-time, meaning 
users will always get the right campaigns for 
where they are in the customer lifecycle. 



Googling “customer 
lifecycle management” 
or “customer lifecycle 
marketing” will produce a 
myriad of different results. 

There is no specific rule 
for what makes up a 
customer lifecycle, largely 
because the experiences 
of customers are so 
different across the 
board.



How to Use Artificial Intelligence 
(AI) Key Points 

• AI has already ignited the fourth industrial 
revolution. 

• It has been predicted that companies will save 2.5 
billion customer service hours by using chatbots 
by 2023.  

• AI should offer a better customer journey and 
overall experience; increased sales is a byproduct 
of that.  

• You can use AI for a number of use cases: visual 
recognition, customer purchase predictions, 
trend predictions, purchasing recommendations, 
inventory management, and more.  

• AI becomes more of a necessity for retailers every 
year.  

• SaaS companies are on the lookout for AI patterns 
and trends across the industry, testing different 
use cases across multiple retailers to prove their 
feasibility. 

https://www.technologyreview.com/2020/10/15/1010365/the-fourth-industrial-revolution-has-begun-nows-the-time-to-join/
https://www.technologyreview.com/2020/10/15/1010365/the-fourth-industrial-revolution-has-begun-nows-the-time-to-join/
https://www.smallbizgenius.net/by-the-numbers/chatbot-statistics/#gref
https://www.smallbizgenius.net/by-the-numbers/chatbot-statistics/#gref


Privacy concerns key points

• With GDPR fines soaring as of late, it has become 
blatantly obvious that it is time to take privacy into 
consideration in marketing efforts. 

• Ensure that you know the difference between the 
four types of customer data (zero, first, second, 
and third party data) and the advantages and 
disadvantages of each type before finalizing a 
data collection strategy.  

• Communication with customers regarding privacy 
is more important than ever. Make sure that your 
company’s privacy policy outlines what it needs to.  

• Only collect data from customers on your website 
that have opted in to accepting cookies. The risks 
with this are too great to do otherwise. 



Customer Lifecycle
Management: Why it matters

now more than ever2



Customer Lifecycle 
Management: Why it matters 
now more than ever

Googling “customer lifecycle management” or 
“customer lifecycle marketing” will produce a myriad 
of different results. There is no specific rule for what 
makes up a customer lifecycle, largely because the 
experiences of customers are so different across the 
board. This means marketers are left to define this 
lifecycle on their own through their own experiences 
and the experiences of customers with their 
company.



What is customer lifecycle 
management? 

The customer lifecycle is a way of describing the 
different stages that a customer goes through 
during his or her interaction with your brand. 

Customer lifecycle management describes the 
process of marketing to customers based on 
the stage they are in. You want to address your 
customers based on the stage they are in at 
the time of your message. That way, you can 



communicate in a way that’s meaningful for them 
personally. You can target them with tried and 
tested campaigns that have worked for that stage 
before. This will prevent churn and/or increase their 
customer lifetime value. 

One last thing to keep in mind is that the customer 
lifecycle isn’t linear. What does that mean? While 
graphic representations show a progression of 
stages toward an ideal customer, users may skip 
stages depending on their activity. Customers 
also do not always progress at the same pace as 
someone who may be segmented similarly. 

Why is customer lifecycle 
management important?

Now over 20 years ago in the year 2000, NetGenesis 
and Target Marketing published E-Metrics: Business 
Metrics For The New Economy. This white paper 
detailed the idea of a customer lifecycle, and how to 
use it in the still maturing industry of online business. 
The authors discussed the business cultures of the 
past, and how we have now shifted to a customer-
centered economy. 

https://exponea.com/blog/customer-lifetime-value-guide/
https://www.emetrics.org/history/
https://www.emetrics.org/history/


Thanks in large part to Henry Ford and the assembly 
line, the first half of the 20th century focused 
on mass production. Distribution became the 
focus during the second half of the 20th century, 
something conquered so well by Sam Walton 
through transportation and logistics. 
The rise of the internet led to a new area of 
importance to focus on. The authors of E-Metrics 
identify that the beginning of the 21st century shifted 
the focus of business culture to the importance of 
knowledge about individual customers, led by Jeff 
Bezos of Amazon. 

That has led us up to 2021. The customer lifecycle 
model the authors discuss is essentially the same 
model many use today: 

(Graphic from E-Metrics: Business Metrics For The New Economy) 

https://www.emetrics.org/history/


The difference is that the personalization and 
automation the paper describes have only recently 
begun to realize their full potential. Something the 
authors understood would be the case:

“The rich store of information collected 
in the course of doing business on the 
internet should be carefully archived and 
protected. Holding onto your raw data 
today will allow for deeper and deeper 
analysis tomorrow.”
 
E-Metrics: Business Metrics For The New Economy

Customer lifecycle management is as important to 
business today as the assembly line was to business 
in the early 1900’s.

A customer lifecycle provides marketers with the 
framework for communicating with customers at 
each touch point in their interaction with your brand.



Campaigns can be automated and personalized like 
never before. Companies who do not grasp this to 
the fullest have been left behind or will be soon.

Exponea’s customer lifecycle 
model 

Exponea’s customer lifecycle model is based on 
thousands of hours working with e-commerce sites, 
and enhanced and detailed user data that we 
used to create a custom RFM analysis for customer 
lifecycle segments.

Our customer lifecycle model identifies five main 
stages: 

1. Acquire
2. Retain
3. Increase value
4. Cherish
5. Reactivate 

We then break those stages down further to create 
14 customer segments, using an RFM analysis for 
the traditional 11 segments (learn more here about 

https://medium.com/@jackiekhuu.work/customer-segmentation-rfm-analysis-8007d62101cc


those) and simple segmentations for the three 
added segments of engaged visitor, loyal visitor, 
and first-time customers. Finally, Exponea’s model 
introduces specific campaigns you can use to 
interact most effectively with each segment. Take a 
look: 

https://medium.com/@jackiekhuu.work/customer-segmentation-rfm-analysis-8007d62101cc


Breaking down the customer 
lifecycle model graphic

Acquire
Bring new traffic to your website and convince these 
new customers to make their first purchase. Thanks 
to the global pandemic, this happened quite often 
for many e-commerce retailers in 2020. 

Engaged Visitors 
Who they are: Users who visit, but don’t purchase or 
leave an email. 
What your goal is: Secure a communication channel 
with these customers. 
Campaigns: Email collection banner, banners 
promoting unique selling propositions of the site, 
and limited-time vouchers for their first purchase. 

Loyal Visitors 
Who they are: Users who don’t purchase, but have 
left an email.  
What your goal is: Get them to make their first 
purchase. 
Campaigns: Email them with fresh sales right after 
their visit, weekly newsletter of best-selling products, 
and an onboarding newsletter campaign. 



Customer lifecycle 
management is as important 
to business today as the 
assembly line was to 
business in the early 1900’s.

A customer lifecycle 
provides marketers 
with the framework for 
communicating with 
customers at each touch 
point in their interaction
with your brand. 



Retain
Get your new customers to make another purchase. 
This is arguably the most important step in the 
lifecycle for 2021 because of the influx of new 
customers for so many. 

First-time customers
Who they are: Customers who have made one 
purchase. 
What your goal is: Ensure their experience is positive 
enough for a second purchase. 
Campaigns: Send feedback surveys while offering 
vouchers to complete them, and email them with 
complimentary products. 

Recent customers
Who they are: Customers who purchased recently, 
but haven’t purchased often.  
What your goal is: Ensure a positive post-purchase 
experience. 
Campaigns: Ask for product reviews and provide 
incentives, give vouchers for their friends, and offer 
to provide reminders for items they may purchase 
again soon.



Increase value
Upsell your retained customers to increase their 
frequency and average order value. 

Promising customers
Who they are: Customers who make periodic 
purchases, but spend little. 
What your goal is: Slowly increase their frequency of 
orders and/or monetary value. 
Campaigns: Upsell them with limited-time offers, 
and incentivize more spending with bundle deals. 

Potential loyalists
Who they are: Customers who have made recent 
purchases, spend a good amount, and order often.   
What your goal is: Similar to promising; continue 
increasing frequency and monetary value of their 
orders. 
Campaigns: Offer priority shipping as a thank you, 
and continue to incentivize higher spend with 
bundle deals. 



Cherish 
Show your most valuable customers how important 
they are to you. 

Loyal customers
Who they are: Customers who spend a lot and are 
responsive to marketing communication. 
What your goal is: Keep them happy and upsell 
them toward Champion status. 
Campaigns: Send a gift voucher with a personal 
note and a team photo. 

Champions
Who they are: The best customers. They spend the 
most and spend often.   
What your goal is: Keep giving them positive 
experiences with your brand. Show them how 
important they are to you.  
Campaigns: Reward them with access to new 
products first, include the occasional gift in their 
orders, and have customer care call them personally 
when communication is needed. 



Reactivate
Bring back lapsed customers. Focus your attention 
and resources on the most valuable ones. 

Can’t lose them 
Who they are: Former Champions who have 
stopped purchasing. 
What your goal is: Use whatever you have at your 
disposal to bring them back. These are the big 
customers that you do not want to lose for good. 
Campaigns: Send them store credit to get them 
purchasing again, and call them directly to ask why 
they’ve stopped shopping with you. 

At risk 
Who they are: Previously high volume customers 
who have recently stopped purchasing.  
What your goal is: This group needs a push to get 
them back to purchasing; act now before they lapse 
completely. 
Campaigns: Send a personal note to re-engage 
them along with a small gift, and send exclusive 
offers just for them. 



Needs attention  
Who they are: Customers with above average 
frequency and monetary value who have stopped 
shopping with you recently. 
What your goal is: Similar to At Risk, but with less 
money behind your reactivation campaigns. 
Campaigns: Email them directly to ask why they’ve 
stopped shopping with you, and send exclusive 
offers that are less valuable than those sent to At 
Risk. 

About to sleep
Who they are: Low-value customers who haven’t 
purchased recently. 
What your goal is: Keep these customers without 
spending more than it is worth. 
Campaigns: Re-engage them on social media, and 
use the same campaigns as Needs Attention but 
with less budget. 

Hibernating 
Who they are: Low-value customers who have 
stopped purchasing.  
What your goal is: Worth reactivating, but don’t 
spend too much time or money. 



Campaigns: Send them a reactivation newsletter, 
and retarget campaigns on social media toward 
them. 

Lost 
Who they are: Lowest-value customers who have 
stopped purchasing. 
What your goal is: Worth reactivating, but spend 
even less time and money than on Hibernating. 
Campaigns: Send them a reactivation newsletter. 



Applying customer lifecycle 
management

First, run an RFM analysis on the data in your 
Customer Relationship Management system or your 
Customer Data Platform. Group your customer base 
into the segments described above. Now you can 
start designing campaigns for each segment (see 
recommended use cases above). 

https://exponea.com/blog/customer-data-platform/


You’ll want certain tools for designing and sending 
your communications: 
• Email campaign manager
• SMS campaign manager
• Push notification campaign manager
• Banner ad campaign manager

Ideally, you want your campaigns to run 
automatically, moving your users through the 
customer lifecycle from Visitor to Champion, with 
different campaigns used for each segment as users 
pass through it. To make this a reality, you need all 
of your customer information organized into a single 
customer view: a database with profiles for every 
individual user. This database details each individual 
customer’s interests, purchase history, site activity, 
etc. 

The more frequently your single customer view 
updates your customer data, the better. Otherwise, 
you risk customers receiving communication meant 
for a segment they no longer belong to, or not 
receiving communication meant to prevent churn 
until it is too late. 



Finally, you need a way to A/B test your campaigns 
to make sure they are working. Make sure your 
testing software is quick and easy to use, as you will 
have a lot of campaigns to test.

Even though the solutions we recommend have 
worked for us, there’s no guarantee they will work 
for your business. You should always be testing your 
campaigns.

Define a global control group that will never be 
targeted by campaigns so you can accurately 
understand each campaign’s value. 



Using Exponea for customer 
lifecycle management

As described above, you can deploy this lifecycle 
management plan without using Exponea, but there 
are certainly many advantages to using Exponea 
to do this. Exponea allows you to have all aspects 
of your customer lifecycle management available 
in one program. Using Exponea, anyone can 
perform an RFM analysis of a customer base, and 
group the customers into the 14 lifecycle segments. 
No expertise needed. Within the same program, 
you can then design and run email, SMS, push 



notification, and banner ad campaigns for each of 
the 14 segments. 

The single customer view is updated in real-time: 
the second customers do something that should 
place them in a different segment, they are moved 
automatically. If a customer starts to lapse, the 
reactivation campaigns automatically take over. 

The campaigns you create within Exponea will 
continue to run automatically for each continuously 
updated segment until you turn them off. It’s easy 
to A/B test your campaigns, because the testing is 
automatically built into the campaign designer. Try 
one use case on a particular group of promising 
customers or try a different use case on a different 
group of promising customers. There is great 
flexibility to experiment here. You can compare them 
side-by-side in real time.

Exponea also lets you define a global control group 
of your site’s users. This control group will never be 
targeted by the campaigns, allowing you to see how 
much value each campaign is actually generating. 
Finally, you can create an initiative that categorizes 



and groups all of your customer lifecycle campaigns, 
letting you easily keep track of which campaigns 
you’re running for each customer segment. 

Customer Lifecycle 
Management Key Points
• A Customer Lifecycle describes the stages a 

customer goes through. Customer lifecycle 
management describes the process of marketing 
to each stage.

• Exponea broke five lifecycle stages down into 14 
segments to be targeted individually. 

• The customer lifecycle is non-linear: a user can 
skip segments.

• Your lifecycle campaigns should target users 
based on their segment with specific campaigns 
that have succeeded in that segment before. 

• Ideally, the marketing campaigns you design will 
be deployed automatically for each segment, and 
the segments will update in real-time, meaning 
users will always get the right campaigns for 
where they are in the customer lifecycle. 



How to use artificial intelligence (AI)
in online fashion retail in 20213



How to use artificial 
intelligence (AI) in online 
fashion retail in 2021
If you aren’t using artificial intelligence to 
communicate with your customers, your company is 
already falling behind. Let’s take a look at the state 
of AI in online fashion retail, comparing companies 
that use it and companies that don’t. 



The state of artificial intelligence in 
2021

These days, AI is often communicated as a black 
box. If you feed it data, you get great results quickly. 
Although this may be true in certain AI fashion use 
cases (particularly in 2020 with the influx of new 
online shoppers), this is far from a guarantee for your 
business in 2021. The reality is that commercial AI 
is still in its infancy and we are on the frontier of its 
development and application. 



Most current AI algorithms make predictions 
and choices like humans would: they learn from 
historical data. But as we begin providing AI with 
higher quality training data, its precision should 
dramatically improve. 

That said, AI has already ignited the fourth industrial 
revolution. In 2016, the industry magazine Business of 
Fashion proclaimed that no area of life or business 
will be insulated from AI. That claim was made 
nearly five years ago and more so by the day that 
prediction is coming true.  

Today these technologies, as well as easy access 
to their utilization, are disrupting every industry (not 
just fashion) like never before. The use of artificial 
intelligence in fashion retail is continuing to grow, 
into 2021, and even into the more distant future. 

The impact of AI on online 
fashion retail in 2021

The ever-increasing scale and granularity of 
personalization in online fashion retail is impossible 
to manage without the assistance of AI. It has 

https://www.businessoffashion.com/articles/technology/is-fashion-ready-for-the-ai-revolution
https://www.businessoffashion.com/articles/technology/is-fashion-ready-for-the-ai-revolution


been predicted that companies will save 2.5 billion 
customer service hours by using chatbots by 2023. 
A growing number of companies who have adopted 
these new technologies are raising the bar on 
service and personalization, which customers 
have learned to expect. Companies that have not 
made the change of beginning to use AI have, not 
surprisingly, fallen behind. 

Prior to the pandemic, 44% of fashion retailers who 
had not yet adopted AI were facing bankruptcy. 
With the increase in online shoppers and a global 
desire for a more personalized experience at an all-
time high, that number likely won’t be improving for 
those who refuse to embrace the fourth industrial 
revolution. 

AI fashion e-commerce tools are extremely 
necessary in 2021. It is predicted that global 
spending on artificial intelligence tools by the 
fashion & retail industry will be nearly $7.3 billion per 
year for each of the next two years. That means your 
business needs to get its priorities in order when it 
comes to AI in order to not be left behind. 

https://www.smallbizgenius.net/by-the-numbers/chatbot-statistics/#gref
https://www.smallbizgenius.net/by-the-numbers/chatbot-statistics/#gref
https://www.countants.com/blogs/ai-and-machine-learning-for-fashion-industry-global-trends-benefits/
https://www.countants.com/blogs/ai-and-machine-learning-for-fashion-industry-global-trends-benefits/


Implementing AI now is crucial. Regardless of 
whether your 2020 was positive or negative, the 
clock won’t be turning back on artificial intelligence 
any time soon. The future is here, and it’s AI. 

How do customers interact 
with AI in 2021?

Generation Z is already highly accepting of AI and 
personalization in particular, but older generations 
still tend to be uneasy about AI’s impact on their 
lives. 



The distrust may be in part because the companies 
utilizing AI still haven’t found a way to communicate 
the positive impact effectively. An increase in sales is 
just a product of the seamless customer journey and 
better overall experience that AI offers. 

Today’s customers have higher expectations from 
an online store than online shoppers of the past did. 
Today’s customers:
• Do not want their time wasted
• Want products that fit them 
• Expect that products shown to them will be in 

stock, with a wide variety of products to choose 
from 

• Believe that their experience on your site should 
be personalized 

That is exactly what AI can achieve. Thus, AI is 
slowly, yet steadily transforming the way customers 
shop for fashion products online. 

How can AI be used in 2021 
for online fashion retail? 

Some AI use cases are highly niche, but some AI use 



SaaS companies like 
Exponea have consultants 
on the lookout for repeating 
patterns across various 
online retailers.

These SaaS companies 
supply AI development 
teams with insights that 
push the precision of the 
algorithms, which could be 
applied across the industry. 



cases are already becoming widely implemented, 
with a varying degree of success. 

Using AI in 2021 for visual recognition

One of the most common online fashion AI use 
cases is visual recognition. This fashion algorithm 
recommends similar looking apparel to customers. 
Visual recognition is most often used on the detail 
pages of online stores, ensuring that customers will 
always find the right product. 



Visual recognition can help online fashion retailers 
recommend appropriate tags when adding 
new products to the store, saving time. Visual 
similarity can also be used with past products 
to help companies’ purchasing departments 
better understand the volume needed, minimizing 
overstock. 

How to use AI fashion tools in 2021 for 
customer purchase predictions

Leveraging aggregated data from all of your 
customers, AI algorithms are used to predict 
whether certain customers are showing signs of 
making a purchase soon (analyzing the number of 
visits to product pages, the frequency of newsletter 
opens, etc.). 

These insights are then leveraged to ensure 
the purchase and create a positive customer 
experience. 



Using AI in 2021 for trend predictions

Get ready for AI apparel and AI clothing styles. AI 
could be utilized to predict the next trend in fashion 
through monitoring social media and other popular 
data sources, learning from past behavior and 
its results. These insights could be used to inform 
purchasing departments of which types of products, 
or what sort of marketing campaigns to prepare. 

That said, tread carefully when using social media to 
target customers with personalized offers. 

Using AI in 2021 for purchasing 
recommendations

One of the worst problems fashion retailers are 
facing is overstocking. 

AI can be used to predict which products should 
be purchased to meet the upcoming trends, and 
in what volume. This decision is based on the 
purchasing power of the customers, and taking 
current stock into account in hopes of reducing 
overstock. 



Certain algorithms can also be used to predict 
supplier price changes, and to recommend ideal 
times to lower the purchasing costs. 



Using AI in 2021 for inventory management

One particular application of AI that fashion retailers 
see a lot of promise in is inventory management. 
Fashion retailers tend to have significant capital tied 
up in their inventory; artificial intelligence is being 
used to help them increase stock turnover by taking 
into consideration the “need” to sell older stock as 
soon as possible. 

This is a crucial AI use case that helps fashion 
retailers increase their profitability, because the 
longer you have the inventory in stock, the lower 
your chances of selling it. 



Using AI in 2021 to find an ideal price point 
recommendation 

Using freely available data, AI can monitor your 
competitors’ product prices and recommend ideal 
price points to maximize your revenue. 

These changes can be automatically applied with 
broad strategies: 
• Keep the lowest prices, but retain at least a 

minimal margin. 
• Maximize profitability by slightly increasing prices. 



Using AI chatbots

AI chatbots, alternatively called smart assistants, are 
another way that AI is used in fashion e-commerce. 
These AI chatbots could be used by online retailers 
to mimic customer service agents, helping their 
customers find what they are looking for. This 
greatly-scalable method of customer service can 
increase a retailer’s global conversion rate. 

Brands use chatbots in a multitude of different ways. 
These bots can provide assistance in many ways 
just like a customer service assistant could at a 
fraction of the cost. 

How SaaS companies like Exponea 
are leading the charge

Without a doubt, the tasks currently executed with 
AI will grow in complexity, speed and precision. 
Artificial intelligence will become embedded in our 
daily lives, enhancing our professional performance. 
This will create an ever-increasing divide between 
businesses who have found a way to utilize AI, and 
those who were too late. 

https://exponea.com/blog/full-guide-chatbot-use-cases-brands/
https://jasoren.com/burberry-victorias-secret-tommy-hilfiger-how-major-fashion-retailers-experiment-with-chatbots/


Proprietary algorithms developed solely by 
fashion retailers could have a lasting impact on 
their businesses, and are providing them with a 
competitive advantage. However, their development 
isn’t contributing to the evolution of AI across the 
whole industry. 

SaaS companies like Exponea have consultants on 
the lookout for repeating patterns across various 
online retailers. These SaaS companies supply AI 
development teams with insights that push the 
precision of the algorithms, which could be applied 
across the industry. 

AI development teams are coming up with new 
solutions to test across multiple online retailers, 
proving their feasibility beyond a pure hypothesis or 
a single use. 

That is the reason why Exponea is so highly focused 
on AI. By developing and perfecting algorithms, 
Exponea empowers clients to leverage collective 
know-how to become highly competitive in their 
respective markets. 



How to Use Artificial Intelligence 
(AI) Key Points

• AI has already ignited the fourth industrial 
revolution. 

• It has been predicted that companies will save 2.5 
billion customer service hours by using chatbots 
by 2023. 

• AI should offer a better customer journey and 
overall experience; increased sales is a byproduct 
of that. 

• You can use AI for a number of use cases: visual 
recognition, customer purchase predictions, 
trend predictions, purchasing recommendations, 
inventory management, and more. 

• AI becomes more of a necessity for retailers every 
year. 

• SaaS companies are on the lookout for AI patterns 
and trends across the industry, testing different 
use cases across multiple retailers to prove their 
feasibility. 

https://www.technologyreview.com/2020/10/15/1010365/the-fourth-industrial-revolution-has-begun-nows-the-time-to-join/
https://www.technologyreview.com/2020/10/15/1010365/the-fourth-industrial-revolution-has-begun-nows-the-time-to-join/
https://www.smallbizgenius.net/by-the-numbers/chatbot-statistics/#gref
https://www.smallbizgenius.net/by-the-numbers/chatbot-statistics/#gref
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Privacy and data collection 
concerns
Privacy and data collection concerns are on the rise. 
These issues have become increasingly important to 
consumers and marketers must take this newfound 
importance into consideration. 

As GDPR fines have soared over the past few years, 
the time has come for marketers to start answering 
the tough questions. What types of customer data 
are being collected? Are customers aware of how 
their data is being processed? Is your company 
in full compliance with laws surrounding the 
acceptance of cookies? 

It is important to have a keen knowledge of these 
questions, and more importantly the answers, in 
order to truly be effective as a marketer in 2021. 

https://www.tessian.com/blog/biggest-gdpr-fines-2020/#:~:text=Google%20received%20the%20biggest%20fine,issues%20per%20month%20increased%20by


Types of data collected

Data is the world’s most valuable resource. 

How your company collects data, what types of 
data are being collected, and how that data is used 
sets businesses apart from each other these days. 

If your team does not have a specific plan when it 
comes to which types of customer data to collect, 
the time to make one is now. 

Consider the four different types of customer data: 
zero, first, second, and third party data. Each has its 
advantages and disadvantages and some types 
carry more risk in acquisition than others. 

While zero party data is quickly becoming of the 
utmost importance, here is a brief breakdown of all 
four different types of data. 

https://www.economist.com/leaders/2017/05/06/the-worlds-most-valuable-resource-is-no-longer-oil-but-data
https://go.exponea.com/data-types-cheatsheet
https://go.exponea.com/data-types-cheatsheet


Zero Party Data

Definition: This is data that is freely given by the 
customer to your company. It is not inferred, it is 
explicitly given from customer to company. 

Main advantage: Zero party data respects the 
consumer’s privacy. In a day and age where 
customers have begun to have increasing privacy 
concerns, this is data that the customer is aware of 
giving. 

Main drawback: Customers might think they want 
one thing and provide zero party data that indicates 
that, but actually want another. Purchase decisions 
are often made subconsciously. 

First Party Data

Definition: Information about customers that is 
collected by the company via its own channels and 
sources. 

Main advantage: This data is unique and free. It 
belongs to your company since you collected it from 



the customer which means there will not be an 
acquisition cost associated with it and no one else 
will have the same data. 

Main drawback: It can take a massive amount of 
time and effort to collect this data, particularly if you 
don’t have a customer data platform to help. 

Second Party Data

Definition: The first party data of another company 
that is packaged and sold. 

Main advantage: It can fill in gaps with your own 
collected data and do so quickly since you do not 
have to collect the data yourself.

Main drawback: It is essential that you trust the 
supplier of the second party data. Since you did 
not use your own (100% legal, of course) collection 
methods, you cannot be assured that this data was 
collected legally and ethically. 

https://exponea.com/blog/customer-data-platform/
https://exponea.com/blog/customer-data-platform/


Privacy and data 
collection concerns 
are on the rise. These 
issues have become 
increasingly important
to consumers and 
marketers must take
this newfound 
importance into 
consideration.



Third Party Data

Definition: Aggregated data collected from multiple 
different sources. 

Main advantage: Since this data comes from 
multiple sources, it is often much larger in scale than 
other forms of data. 

Main drawback: Similar to second party data, it is 
almost impossible to be assured that this data was 
collected in a compliant manner. 

Customer communication and data

In order to promote an atmosphere of compliance 
with your company and make your customers feel at 
ease, it is important to appropriately communicate 
data-related information with all necessary parties. 

Specifically, it is essential to inform your customers if 
you use a third party processor, such as Exponea, in 
your privacy policy. 

This is because in order to be compliant with the 

https://exponea.com/


General Data Protection Regulation (GDPR) and 
other governing laws, companies must take every 
necessary step to protect customers’ data, including 
the data that is shared with a third party. GDPR also 
sets out rules and regulations for the third party to 
meet in order to be compliant with the legislation. 

Exponea is proud to say that it is leading the market 
when it comes to data security and customer 
privacy. Forrester recognized Exponea as one of 
only three vendors to receive a perfect score in the 
privacy & security category of the Forrester Wave: 
Email Marketing Service Providers Report in 2020 
quarter two. 

If you want more information, Exponea has an 
individual rights document that outlines specifically 
what rights your customers have and what to do 
when your customers make requests that are within 
their rights. Reviewing this document will make you 
prepared for any such request. 

https://www.prevalent.net/compliance/gdpr/
https://www.prevalent.net/compliance/gdpr/
https://docs.exponea.com/docs/individual-rights#right-to-erasure


Don’t collect data from customers 
who have not accepted cookies 

All of us probably navigated to a website at some 
point in 2020 and were asked in a roundabout way 
about “accepting cookies” while we browsed.



This is because the e-privacy directive and other 
previous case law requires that companies obtain 
consent before dropping a tracker or a cookie on a 
visitor’s device and tracking online. 

Why? To protect internet users from irresponsible 
companies tracking data that they shouldn’t be. 
While your company is certainly not one of the 
irresponsible ones, it is still responsible for following 
the law and gaining permission from users to track 
cookies. 

You risk low levels of trust with users if you put their 
privacy at risk or in extreme cases a monetary fine. 

Exponea leads the way 
with compliance  

Exponea has developed its products with privacy in 
mind. We have developed multiple guides to help 
existing customers stay in compliance with GDPR 
and offer a “GDPR Best Practices” course through the 
Exponea Academy. Our customers’ security and data 
privacy is a top priority. 

https://www.cookielaw.org/the-cookie-law/
https://docs.exponea.com/docs/security-gdpr
https://go.exponea.com/academy/gdpr-course
https://go.exponea.com/academy/gdpr-course


Another great tool for getting compliance right in 
2021 is the Savvy Marketer’s Checklist for GDPR & 
Compliance.

Compiled by Exponea’s experts, this checklist covers 
several of the aforementioned topics but dives 
deeper into cookies and consent, data health and 
safety, and more. It is the perfect tool to generate 
discussion amongst your team members on how to 
handle complex privacy or security issues.

https://go.exponea.com/gdpr-compliance-checklist
https://go.exponea.com/gdpr-compliance-checklist


Privacy and data collection concerns 
key points

• With GDPR fines soaring as of late, it has become 
blatantly obvious that it is time to take privacy into 
consideration in marketing efforts. 

• Ensure that you know the difference between the 
four types of customer data (zero, first, second, 
and third party data) and the advantages and 
disadvantages of each type before finalizing a 
data collection strategy. 

•  

• Communication with customers regarding privacy 
is more important than ever. Make sure that your 
company’s privacy policy outlines what it needs to.  

• Only collect data from customers on your website 
that have opted in to accepting cookies. The risks 
with this are too great to do otherwise. 

 



Wrapping up5



2021 is here and with it, hope springs eternal. 
Whether 2020 was the best year of all-time for your 
company, the worst, or somewhere in between, 
it is behind you now. The information covered in 
this e-commerce guide will help guide you in 2021 
and make sure that your company is prepared for 
whatever it encounters this year. 

If you are interested in learning more about how 
Exponea can help your company with customer 
lifecycle management, AI, or privacy and security, 
schedule a commitment-free demo today. 

There is no better way to kick off 2021 than having 
an ally like Exponea join your team. 

https://exponea.com/video-overview-gated/


Exponea infuses the customer experience 
with limitless relevance, personalization, 

and value — and we do it crazy-fast.

From customer data 
to marketing magic

https://exponea.com/?utm_campaign=kickstart2021&utm_medium=ebook&utm_source=ebook



