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WHO IS YOUR CUSTOMER?
Using identity resolution to harness complete  
customer data

As technology and our relationship to it have 
expanded, the concept of digital identity has 
grown much more complex, evolving into a 
conglomeration of disparate proxies—email ad-
dresses, social media handles and so on—that 
define individuals amid billions of consumers.

There’s more personal information floating 
around out there than ever before. Yet is more 
really better as marketers struggle to manage, 
perfect and monetize all of that data? 

What exactly do all those bits of personal 
data really tell a company about its customers? 
Who’s keeping track of the constant surge of 
information about existing customers and 
prospective ones? How does a company know 
when a particular piece of data no longer 
applies—or whether the information was any 
good to begin with? Tied to this is the issue 
of privacy. Considering the news headlines, 
consumers could be forgiven for asking: “Do I 
have any say about what marketers know about 

me, or are the most intimate details of my life 
simply up for grabs?” 

It’s little wonder that identity resolution 
has become one of the hottest topics to emerge 
in the era of big data. 

The move to identity resolution
What is identity resolution? Simply, it’s the 
science of taking a single piece of contact 
data about a customer or prospect—an email 
address, a social media handle, a mobile num-
ber—and connecting it to signals from that 
same individual across other channels and de-
vices. Identity resolution enables a company to 
build a psychographic and demographic profile 
of a customer, and understand more about his 
or her brand affinities and interests based on 
such activity as social media posts. 

The resulting “whole person” view of an indi-
vidual allows marketers to engage the customer 
seamlessly in an omnichannel environment. Il
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Consequently, the quality and authenticity of the 
relationship between a brand and its customers 
have the potential to grow exponentially. 

How important is identity resolution to 
marketers today? According to a recent report 
from research firm Forrester, identity resolu-
tion is “the literal foundation for all marketing 
activities.”

Bart Lorang, CEO and co-founder of Denver-
based FullContact, says that “great customer 
relationships require trust; trust requires 
empathy; empathy requires understanding 
and insights; and understanding and insights 
require identity data.”  

In fact, FullContact, which developed an 
identity resolution and insights platform that 
uses numerous online sources to glean and 
manage data about more than 1 billion individu-
als, goes so far as to propose a new meaning for 
the term ROI: “Return on Identity.”

For far too long, brands have employed fairly 
generic and mass-oriented marketing cam-
paigns that aren’t exactly personalized and that 
lack authenticity, Lorang says. Now identity 
resolution is offering a way to make truly emo-
tional connections between brands and their 
customers. “What’s that worth?” he asks. “I 
think it’s worth a lot. We believe that businesses 
that own their relationships own their future.”

Says Tim Prunk, president and COO of 
FullContact: “We are seeing the creativity of 
so many of our clients who are now using our 
core capabilities in terms of identity, helping 
them consolidate their information and gain 
insights about it, seeing the applications they’re 
spinning off it.”

Prunk says marketers are driving the use of 
identity resolution to solve long-standing prob-
lems with customer interaction as well as fraud. 
“With the amount of focus on programmatic 
and digital advertising and digital video fraud 
going on, imagine being able to take a dataset of 
people you’ve identified and start weeding out 
the bots and all the fraudulent advertising,” he 
says. “Just think about what that would mean.”

For marketers, identity resolution  
offers such benefits as: 
Profile enrichment: Using identity resolution, 
marketers are able to know who a customer 
is instantly, across multiple channels, with 

complete information about that individual’s 
social media connections. This kind of data 
connection turns partial data into a complete 
record by creating a unified view of customers 
within a company’s current customer rela-
tionship management system. It allows tying 
individual records, such as an email address, 
phone number or social media identifier, to so-
cial handles and activity measures, and turning 
them into a complete social profile. Finally, this 
kind of data aggregation allows marketers to 
understand a consumer’s brand and lifestyle 
interests based on their attributes, behaviors, 
preferences, social media presence and activity.

Audience insights: Marketers need to know 
their current audience as well as their ideal 
future audiences, what they want and how 
to influence them. This includes understand-
ing existing customers and developing new, 
data-driven personas to increase engagement 
and revenue, and increasing lifetime value 
across a company’s funnel and portfolio with 
richer, more complete data and analysis that 
reveals the meaning behind customer behav-
iors and social engagement. 

Identity resolution tells marketers 
who a customer is instantly, across 
multiple channels.

Source: FullContact
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To do this, they need to add hundreds of 
unique data points and characteristics to each 
existing customer record to more effectively 
target, design and activate high-performing 
campaigns, delivering highly personalized 
email, direct mail, website content and text 
messages using lifestyle, behavioral and 
interest insights. This allows them to optimize 
ad spend through more informed look-alike 
targeting, including competitive brand engage-
ment and behavioral tendencies signals.

Audience development and expansion: 
Developing and expanding your audience 
means identifying and connecting with 
consumers, targeting them with a marketing 
message across multiple channels to engage 
with them authentically. It also means reduc-
ing churn through personalized and segment-
ed lifecycle marketing campaigns. To do this, 
marketers need to align media spend to the 
right vehicle while authenticating and under-
standing customers across channels, including 
those that have never been penetrated. This 
involves eliminating duplicates, consolidating 

disparate profiles, verifying that an email 
address still works and correcting misspelled 
email addresses. It also helps to boost lead cap-
ture rates and reduce friction by automatically 
populating forms.

Customer care: Marketers need to recog-
nize and engage with valuable customers and 
influencers across all channels, cultivating 
high-value relationships with these influ-
encers. At the same time, it’s important to 
increase customer service efficiency by using 
unique and uniquely complete social data to 
triage inbound requests, instantly assessing 
the social, transactional and relationship his-
tory of individual customers to prioritize and 
manage communications. 

This will create great customer experiences 
because you will know at all times who you’re 
talking to. For example, you’ll be able to sur-
prise and delight VIP customers with individu-
alized communications and experiences while 
meeting customers where they are, rather than 
making them come to your platform, and en-
gaging them on their chosen social platforms 

Identity resolution helps marketers build 
a complete profile of an elite customer 
and identify potential elite customers in 
their customer data warehouse based on 
those attributes.

Source: FullContact
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to establish direct communications more 
effectively.

Overall, identity resolution is key for 
contextual marketing and personalization, but 
across the industry this term generally refers 
to having a unified view of a customer’s inter-
action with your brand across channels. 

Customer information is imperative for 
successful customer experiences. Every busi-
ness today owns and manages information 
their customers produce when they interact 
with a brand, but very few actually understand 
how to validate and verify this information to 
add a level of confidence to it.

Pitney Bowes and Full Contact have merged 
their capabilities to create  identity resolution 
that enables marketers to resolve actual identi-
ty with the goal of enriching a customer profile. 
“We do this by integrating the first-party 
data of our clients, and then enhancing it with 
publicly available location information to add 
context,” says Rob Minaglia, VP, OEM sales, for 
Pitney Bowes.

“Enriching first-party data in these ways 
enables improved audience creation, targeting 
and personalization,” he says. “This also allows 
synchronized engagement across channels, 
with relevant messages and offers delivered at 
the right place, moment and means—the goal 
for highly effective, people-based marketing.”

The stumbling block: Privacy
Of course, figuring out data and identity 
resolution isn’t enough if marketers don’t also 
consider consumer privacy.  

In the wake of highly publicized data 
breaches, Facebook founder Mark Zuckerberg’s 
appearance before Congress and the scan-
dal around now-defunct consulting firm 
Cambridge Analytica, there is new urgency 
surrounding the protection of consumer data, 
embodied by the General Data Protection 
Regulation mandated by the EU. 

What’s become clear is that standing by and 
waiting for the next data disaster, then trying to 
sweep up the mess, is not a strategy. Companies 
that deal in data must be proactive to ensure 
that consumer information is safeguarded like 
the valuable commodity it has become. 

When it comes to consumer data, says 
FullContact solutions’ director, Jon Tallman, 
transparency is the key. 

“We are fully committed to the individuals 
whom this data represents,” he says. “As we 
are data subjects ourselves, we make busi-
ness decisions through that lens. While this 
increases technological complexity, it’s worth 
the trouble.” 

In other words, consumers need to be in 
complete control of their data—even over so-
called public information. “Privacy is one of 

Business equals relationships.
Managing close-knit, one-to-one 
relationships is difficult when there 
are always new data, new content 
and new channels with which to 
contend. In chasing a multichannel 
view of the consumer, most busi-
nesses end up seeing only the chan-
nels and missing the people—and 
embracing static boundaries rather 
than dynamic opportunities.

Relationships start with identity. 
With effective identity resolution, 
businesses of all kinds can identify 
and understand their customers 
and create amazing, individualized 
relationships at scale. Identity 
resolution gives businesses a 
laser-sharp, instant view of their 
customers as complex, nuanced 
individuals, enabling all of their 
relationships to become one-to-one 
and human-to-human.

Identity must be centralized. 
Businesses today spend so much 
effort maintaining CRMs, importing 
niche data, applying machine  
learning on the data they do have, 
and entering into multiple relation-
ships with intermediaries, closed 
ecosystems and flash-in-the-pan 
media channels and trends. Point 
solutions and applied algorithms  
can be valuable, but to grow a  
business to its fullest potential 
requires core visibility, data and the 
kind of insights a business today 
needs to thrive.

The three keys to identity resolution
FullContact has developed what it calls a three-point ethos around identity resolution:
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Sky’s the limit
A major airline uses identity 
resolution tactics for better 
customer care— specifically, 
to manage the experiences in-
dividuals have with the brand 
across social networks.

The Challenge 
The airline had its custom-
ers’ transactional data, but it 
didn’t really know much else 
about them. Its customers, 
it realized, could be talking 
about the brand on social 
media, either positively or 
negatively, and yet it might 
not have a clue, even if the 
consumer followed the air-
line’s social accounts. 

The Solution
The situation presented a 
learning opportunity for the 
airline—and all brands—as 
well as an opportunity to turn 
the tables. Through identity 
resolution, the airline is able 
to learn the social identities 
of the individuals who are 
talking about it, enabling the 
brand to turn a bad experi-
ence into a positive. If some-
one has a negative experience 
with the brand and shares 
it on Facebook or Twitter, 
marketers now have the 
ability to know the moment 
those feelings are shared with 
followers. By using identity 
resolution, the airline has 
the opportunity to transform 
an unhappy customer into a 
happy one.

Hot ticket
The world’s largest online 
ticketing and event sales plat-
form uses identity resolution 
to personalize the experi-
ence users have while on its 
website.

The Challenge 
The ticketing company did 
not have the supporting data 
and knowledge to be able to 
personalize the experience 
a visitor had on its site. As 
a result, it was treating all 
visitors as anonymous users 
and making generic recom-
mendations on which live 
music events and venues to 
attend. For example, a visitor 
to the site who lives in Atlanta 
and really wants to see Taylor 
Swift might get informa-
tion about shows across the 
country. 

The Solution
Using identity resolution 
solutions, the ticket service 
was able to transform iden-
tities into individuals when 
they visited the site by taking 
underlying demographic, 
geographic and interest data 
and using it to formulate 
recommendations for identi-
fied site visitors in real time. 
With identity resolution, a 
brand has the ability to put 
the right content in front of 
the right people at the right 
time to enhance their brand 
experience.

Robot wars
A leading e-commerce and 
fraud prevention platform 
uses identity resolution to 
score individuals and identify 
bots and fake accounts. 

The Challenge 
Criminals were creating bots 
and fake accounts to commit 
fraud. These criminals would 
buy products with the fake 
accounts on ecommerce 
platforms, which usually 
ended up getting charge-
backs. This company fought 
back by identifying bots and 
fake accounts via identity 
resolution.

The Solution
The company seeks first to 
verify who is involved in a 
transaction, to determine 
whether an actual person is 
associated with an email, so-
cial profile or another identi-
fier, as opposed to a bot, hack-
er or cybercriminal. When a 
user is checking out a product 
or service on an e-commerce 
platform, identity resolution 
provides a look-up against 
the underlying identity of 
that individual and sends 
that information back to the 
company so it can score that 
visitor and make real-time 
recommendations to all 
brands, creating a significant 
reduction in charge-backs.

Case studies: Brands put identity resolution to the test 
Here are three real-world examples of marketers that have 
employed identity resolution practices to address very 
different challenges. 
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our major value propositions—it’s something 
we take the utmost care with,” says Hector 
Rodriguez, VP, customer success, profes-
sional services and data protection officer, 
FullContact. 

“Companies should be using the data an 
individual provides, but at the same time 
understand that that is information they do 
not own—it belongs to the individual, and the 
individual must have total control of what 
information is shared, for whatever purpos-
es they deem appropriate,” Rodriguez says. 
“Consented data is what the industry is moving 
toward and what the public is demanding.”

Using the principles of identity resolution 
and aggregating data gleaned from individual 
profiles—data over which the consumer has a 
measure of control—marketers have the ability 
to identify and connect with entirely new audi-
ences, consumers with whom they have a truly 
one-on-one relationship, and to reach them 
at the optimum moment and channel with the 
most effective messaging.

Identity resolution takeaways
Here are three essential points that marketers 
need to know about identity resolution: 

Identity resolution has become critical. In 
a time of big data run amok, it enables market-
ers to build highly sophisticated profiles about 
individual customers and prospects—and to 
reach these targets with the utmost accuracy 
and efficiency.

Identity resolution offers a number of key 
benefits. These benefits for marketers include 
profile enrichment (maximizing data about a 
customer for maximum results), audience in-
sights (knowing your current—and future—au-
diences, what they want and how best to reach 
them) and audience development and expan-
sion (reducing churn, eliminating duplication, 
refining your media spend). 

It also allows marketers to focus on the 
all-important aspect of customer care (perfect-
ing your communications with customers via 
social media).

Privacy is paramount. Companies that 
deal in data must be guardians, protecting 
it like the priceless commodity it is—not as 
something to be sold to the highest, and some-
times most nefarious, bidder. Marketers need 
to work with companies that follow only best 
practices and help foster a culture of consumer 
consent. 

Identity resolution ties together
individual records and turns
them into a complete social profile.

Source: FullContact
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About FullContact
FullContact is the world’s open, cloud-
based identity resolution and insights 
platform that enables people to fully 
identify, describe and authentically 
connect with each other, human to 
human. Our patented identity graph 
provides a unified view of people across 
their personal and professional lives, 
enabling deeper understanding and 
empathy in every interaction.


