
Navigating the Future:
A Guide to First-Party Data and Cookie 
Deprecation for Lead Generation Companies



In an ever-changing digital landscape, adaptability is the key to survival, and the realm of 
lead generation is no exception. As we stand on the precipice of monumental change, the 
tectonic shifts in data privacy and digital marketing stemming from the impending 
deprecation of third-party cookies present challenges for marketers and lead generation 
companies alike.



Fortunately, along with this current state of upheaval also comes tremendous opportunities. 



This guide examines the inevitable impact of third-party cookies being phased out and the 
significance of first-party data for marketers preparing for life after cookies.
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The Deprecation of Third-Party 
Cookies: Understanding the Shift

Explanation of Third-Party Cookies and Their Role in Digital Marketing

Third-party cookies are fundamental elements of the digital marketing ecosystem. These 
hidden bits of code are vital for understanding user behavior, tracking conversions, and 
enabling personalized ads.

To better understand their mechanics and importance, let's break down how they work and 
their functions.
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Mechanics of Third-Party Cookies

 Cookie Creation: Any website you visit can store cookies on your device. A third-party 
cookie is created when a domain other than the one you're currently visiting (the third 
party) places a cookie on your browser.

 Data Collection: These cookies collect information about your online activities. This can 
include browsing history, website preferences, and interactions with ads.

 Cross-Site Tracking: Third-party cookies enable cross-site tracking. This means they can 
track your activity across different websites, even if those websites belong to other 
companies or organizations.

 Storage: Third-party cookies are stored separately from first-party cookies, which are set 
by the website you're directly interacting with. This allows various websites to access and 
share the data stored in these cookies.

We must first assess the reasoning behind the shift in order to fully understand the gravity of 
a cookieless digital landscape.

The forthcoming shift stems from growing concerns among consumers, privacy advocates, 
and experts regarding the utilization of third-party cookies by certain adtech firms and 
marketers, particularly for retargeting and tracking purposes.

The primary goal in discontinuing support for third-party cookies is centered on the desire to 
construct a more private web environment. This aims to safeguard user anonymity while 
preserving the ability to deliver results and provide value to both publishers and advertisers.
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 Audience Targeting: The cornerstone of audience targeting, third-party cookies allow 
marketers to create highly personalized advertising campaigns by understanding users' 
interests and preferences. For example, if a consumer searches for a short-term loan, 
third-party cookies enable advertisers to show relevant loan provider ads across different 
websites.

 Retargeting: Third-party cookies are essential for retargeting campaigns. If you visit an e-
commerce site and view a product but don't make a purchase, third-party cookies enable 
that website to display ads for the same product or similar items when you visit other 
websites, keeping the product in your mind and potentially encouraging an eventual 
purchase.

 Ad Attribution: Third-party cookies help measure the effectiveness of advertising 
campaigns. Marketers can track conversions, such as purchases or sign-ups, back to 
specific ads and websites, allowing them to allocate ad spend more efficiently.

 Analytics: Marketers and website owners use third-party cookies for website analytics. 
They provide insights into user behavior, helping to optimize website design, content, and 
user experiences.

Pivotal Role in the Digital Marketing Ecosystem

However, while third-party cookies offer numerous benefits for marketers, they have also 
raised concerns about privacy, data security, and user consent.

The Deprecation of Third-Party 
Cookies: Understanding the Shift
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The Deprecation of Third-Party
Cookies: Understanding the Shift

The Rationale Behind Deprecation and Industry Reactions

In the intricate web of digital marketing, third-party cookies have long been the silent
trackers, enabling user data collection across websites. However, their operation has raised
critical questions about privacy, consent, and data ownership.

Many users are uncomfortable with — or completely unaware of — the extent of tracking
facilitated by these cookies, leading to regulatory changes and shifts in the digital marketing
landscape, particularly the decision by major browsers like Google to phase out support for
third-party cookies in response to these concerns.

In addition to privacy concerns, the decision to phase out third-party cookies is driven by
users demanding more control over their data. There's a growing emphasis on giving users
more control over their data and requiring clear, informed consent for data collection and
processing.

Third-party cookies can be vulnerable to security breaches and data leaks. They collect and
transmit user data across different websites, creating potential access points for
cybercriminals and making user data more susceptible to unauthorized access.

To reinforce data security and ensure regulatory compliance, stringent data privacy
regulations, such as the European Union's General Data Protection Regulation (GDPR) and the
California Consumer Privacy Act (CCPA), have been introduced to necessitate changes in
how user data is handled. These regulations often require explicit user consent and the ability
to opt out of data collection, which is challenging to achieve with third-party cookies.

Get a firm understanding of data privacy compliance with our .comprehensive guide

https://phonexa.com/compliance-cheat-sheet/
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Impact on Advertising and Measurement

Since marketers rely on third-party cookies for ad targeting and campaign measurement, 
understanding the full impact is crucial. As these tracking cookies fade into obsolescence, 
they leave behind a significant void but also a chance for innovation.

Let's delve into the multifaceted impact this change will have.

 Attribution Challenges: Third-party cookies have been instrumental in attributing 
conversions and tracking user journeys across touchpoints. Without them, measuring the 
effectiveness of marketing campaigns becomes more complex. New attribution models 
and analytics tools focusing on first-party and privacy-compliant data are emerging to fill 
this void.

 Audience Targeting Evolution: As third-party cookies are phased out, marketers will turn to 
alternatives like cohort-based targeting or first-party data to reach their intended 
audiences. Expect the industry to explore innovative targeting methods that respect user 
privacy while delivering relevant content.

 Data Privacy and Consent: With regard to data privacy and user consent, advertisers 
must implement robust consent mechanisms and transparent data practices to remain 
compliant with evolving privacy regulations.

 The Role of Walled Gardens: Major platforms with vast first-party data repositories, often 
referred to as " ," will become even more dominant. Advertisers may find 
themselves increasingly reliant on these platforms for data-driven advertising.

walled gardens

 Data Ownership and Control: Brands and publishers will have greater control over their 
first-party data collected directly from users. This ownership will enable them to build 
stronger relationships with their audiences and reduce dependency on third-party data.

The Deprecation of Third-Party 
Cookies: Understanding the Shift

https://www.adpushup.com/blog/walled-garden-in-adtech/#How_do_Walled_Gardens_Impact_Publishers
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The absence of third-party cookies requires a pivot toward more privacy-conscious 
methods, like contextual advertising and first-party data utilization. Going forward, marketers 
will rely on broader, less granular data to craft messages that resonate with larger audience 
segments.



In an era where data privacy and user trust have taken centerstage, first-party data emerges 
as a treasure trove for businesses seeking to build genuine connections with their audience.

Effective Approaches for Harnessing 
and Leveraging First-Party Data

 Trust and Transparency: First-party data is willingly provided by users. They opt to share 
their information because they trust your brand, fostering a sense of transparency and 
credibility in your data collection efforts. This trust forms the bedrock of strong customer 
relationships and long-term loyalty.

 Unmatched Accuracy for Data Analytics: Unlike third-party data, which can be 
incomplete or outdated, first-party data directly reflects your audience. It offers 
unparalleled accuracy, providing marketers with precise data for measuring campaign 
performance, attributing conversions, and making data-driven decisions.

 Personalization at Scale: Armed with first-party data, marketers can craft highly 
personalized experiences for their audience at scale. Tailor marketing messages, product 
recommendations, and content to align seamlessly with each individual's preferences, 
facilitating improved targeting and increasing engagement and conversion rates.

 Higher Quality Leads: First-party data helps filter out irrelevant or low-quality leads, 
ensuring that your resources are focused on prospects with genuine interest.

Benefits of First-Party Data: Trust, Accuracy, and Personalization

Marketing professionals are responding to shifts in privacy regulations and the growing 
demand for data transparency. As third-party cookies approach their sunset, a substantial 

 have already crafted a well-defined strategy to transition toward first-party 
data.



Collecting first-party data doesn't require cookies — marketers can directly extract the 
information from their website. By harnessing first-party data, marketers enjoy a variety of 
benefits, including but not limited to the following:


68% of marketers

https://www.salesforce.com/content/dam/web/en_us/www/documents/resource-center/State%20of%20Marketing-8th%20Edition-11102022.pdf
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Effective Approaches for Harnessing 
and Leveraging First-Party Data

 Enhanced Customer Insights: First-party data lets you gain profound insights into 
customer behavior and purchasing patterns. By analyzing this data, you can uncover 
hidden opportunities, identify trends, and make informed decisions to grow your business.

 Cost Efficiency and Reduced Dependency: First-party data results in more cost-effective 
marketing campaigns, as you're targeting an audience more likely to convert. Additionally, 
you reduce reliance on third-party data sources, strengthening your data strategy and 
mitigating risks associated with external data providers.

 Compliance and Privacy: In an era of stringent data privacy regulations, relying on first-
party data ensures compliance with legal requirements. You have full control over how 
the data is collected, stored, and used, reducing the risk of non-compliance and 
associated penalties.

 Competitive Advantage: Leveraging first-party data effectively can provide a significant 
competitive advantage. It allows marketers to stay ahead of the curve, swiftly respond to 
market shifts, and create tailored strategies that resonate with their audience, thus 
facilitating long-term customer relationships and increasing retention rates.

A marketing strategy based on first-party data ultimately positions your brand as a guardian 
of user privacy and a provider of personalized, value-driven experiences.
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Effective Approaches for Harnessing 
and Leveraging First-Party Data

Industry Reactions: How Marketers Are Responding to Cookies 
Being Phased Out

The phasing out of third-party cookies reflects a broader shift toward more user-centric, 
privacy-respecting digital practices. In response, marketers are seeking alternatives and 
adopting measures that align with these developing privacy expectations and regulations.

People-Based Marketing

One alternative gaining momentum sees marketers veering away from behavioral marketing 
in favor of people-based marketing. 



Pioneered by Facebook,  centers around a unique identifier 
associated with the user rather than their device. People-based marketing capitalizes on 
gathering first-party data, such as customer and transaction information, to gain deeper 
insights into customer behavior and interests. 



Furthermore, by leveraging people-based data and tools like Google Analytics, marketers 
can directly tie actions to actual individuals, regardless of their location. This approach helps 
bridge the measurement disparities inherent in traditional cookie-based metrics, which often 
fall short of capturing the complete consumer journey.

people-based marketing

Learn how to tie .affiliate marketing outcomes to actual results

https://www.facebook.com/business/news/insights/the-future-of-marketing-people-based-planning-and-measurement
https://phonexa.com/blog/how-to-tie-publisher-outcomes-to-actual-results-and-increase-visibility-into-partner-marketing-attribution/
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Effective Approaches for Harnessing 
and Leveraging First-Party Data

 Personalized Messaging and Engagement: First-party data from people-based marketing 
enables tailored content creation based on customer preferences, increasing website 
engagement rates.

 Effective Retargeting Strategy: First-party data can be used to craft highly targeted ads 
for users who have previously visited your site, enticing them to return and complete 
desired actions such as making purchases or submitting forms.

 Enhanced ROI Optimization: Insights from first-party data are utilized to optimize a website 
for specific devices, similar to how social media post analytics inform social media 
marketing strategies, ultimately boosting return on investment (ROI).

The ultimate goal of people-based advertising is to display tailored ads to targeted 
consumers across their preferred devices at an appropriate time. The following are some of 
the advantages a people-based marketing approach affords marketers.

Contextual Marketing

Contrary to cookie-based behavioral marketing reliant on prior browsing activity, contextual 
marketing involves the placement of ads on webpages that align with the content of those 
pages.



This process is achieved using contextual targeting within an advertising network, which 
involves categorizing ads according to factors such as keywords or website themes. One 
such example would be an article on life expectancy containing life insurance ads.



Today, an increasing number of marketers are using contextual marketing, or contextual 
advertising, in lieu of third-party cookies.



, VP of Search at Cogniscient Media, “The next best option to cookies-
based behavioral targeting is anything keyword or keyword contextual-based advertising. 
Years ago, everyone discounted it, and we moved further and further away from keyword 
targeting, but now we’re going to have to go straight back to it.”

According to Jon Kagan

https://www.internetmarketconsulting.com/contextual-advertising-the-new-cookies/


11

Effective Approaches for Harnessing 
and Leveraging First-Party Data

Cohort-Based Targeting

When users willingly provide information or engage with your content, this data can be used 
to form cohorts based on their characteristics, behaviors, or preferences. This data is 
considered trustworthy and compliant with privacy regulations, as it is collected with user 
consent.



Cohort-based targeting aligns well with first-party data because it focuses on grouping users 
based on their interactions within your ecosystem, making it a privacy-friendly alternative to 
third-party data and behavioral tracking, which often involve more intrusive data collection 
practices.



Here’s how cohort-based targeting is currently reshaping the digital marketing landscape:

 Enhanced Personalization: Cohorts enable advertisers to deliver tailored content and ads 
to groups with shared interests or behaviors. While the focus is on clusters of users rather 
than individuals, this can still result in highly personalized experiences

 Ad Placement Alignment: Cohort-based targeting ensures that ads are placed in 
environments that align naturally with the content, similar to contextual marketing. This 
contextual relevance can lead to higher engagement and better ad performance

 Behavioral Insights: Cohort data can provide valuable insights into user behaviors and 
preferences within specific groups. Marketers can leverage this information to refine their 
content and strategies, improving overall campaign effectiveness

 Regulatory Compliance: Cohort-based targeting offers a more compliance-friendly 
alternative to behavioral tracking, reducing the risks associated with data privacy 
violations

 Adaptability and Evolution: The adaptability of cohort-based targeting allows it to evolve 
with changing privacy regulations and user expectations. This flexibility makes it a resilient 
strategy in an ever-changing digital landscape.



As the digital marketing ecosystem continues to evolve, cohort-based targeting is poised to 
play a significant role in shaping the future of audience engagement.
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Effective Approaches for Harnessing 
and Leveraging First-Party Data

Leveraging First-Party Data for Lead Generation

First-party data offers a wealth of opportunities to enhance lead generation strategies. As 
such, lead generation companies are increasingly turning to first-party data as a valuable 
asset in their quest for high-quality leads and sustainable growth.



First-party data empowers lead generation companies to refine their targeting. By analyzing 
the preferences, behaviors, and demographics of existing customers, publishers can create 
highly targeted campaigns that resonate with similar prospects. This precision minimizes 
wastage of resources on uninterested or irrelevant audiences and maximizes the likelihood of 
converting leads.



In addition to precise audience targeting, lead generation companies can leverage first-
party data to effectively score leads. Effective lead scoring is crucial for prioritizing and 
nurturing leads. 



By analyzing data regarding lead behaviors and interactions with their brand, lead 
generation companies can assign lead scores to customers based on their level of 
engagement and readiness to convert. This data-driven approach ensures that publishers 
focus on the most promising leads, improving efficiency and conversion rates.



By harnessing first-party data, lead generation companies can position themselves for 
sustained success.



Understanding the practical applications of first-party data-driven strategies is essential for 
sustainable growth. The following examples showcase the power of data-driven decision-
making, highlighting its transformative potential for businesses of all sizes to expand their 
reach efficiently.
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Use Cases:

Practical Applications for Businesses To 
Expand Their Reach and Increase Revenue

Agicap Uses a First-Party Data Approach to Increase Conversions 
and Revenue Growth

In an increasingly competitive market, French-based startup Agicap faced challenges in 
making a distinctive mark. While the company was confident in its cash management 
software's ability to assist small businesses in navigating cash flow obstacles, the digital 
landscape was oversaturated with online ads from competitors all vying for the same target 
audience. Instead of persisting with broad outreach efforts, the brand opted to cultivate 
high-intent prospects within its sales pipeline.



By from HubSpot into Google Ads, Agicap transmitted 
conversion signals to Google based on the lifecycle stages of its existing prospects. 
Consequently, the company harnessed Google's Customer Match feature to re-engage 
qualified leads with tailored advertisements and allocate higher bids toward this core 
demographic. As a result, these strategic adjustments yielded a 10% surge in conversions and 
a 15% uptick in revenue growth, all while effectively managing costs.

integrating its first-party CRM data 

https://www.thinkwithgoogle.com/future-of-marketing/privacy-and-trust/hubspot-case-study/?utm_campaign=Google%20Ads%20EN%20Community&utm_source=HubSpot%20Case%20Study
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Use Cases:

Practical Applications for Businesses To 
Expand Their Reach and Increase Revenue

Hudgell Solicitors Leverages First-Party Data To Improve ROI by 118%

Hudgell Solicitors sought to create a tracking and data analysis system to gain insights into 
the traffic sources and keywords responsible for generating revenue. They pinpointed the 
most lucrative channels by integrating first-party CRM data with their website analytics. 



As a result, Hudgell Solicitors witnessed a remarkable , a substantial 57% rise in 
case value — the financial worth or monetary value associated with a specific legal case or 
matter — attributed to online marketing, and an impressive 28% decrease in the cost per 
case.

118% boost in ROI

Zoe Financial Adopts a First-Party Data Strategy to Boost Sales

Zoe Financial, a wealth-planning platform headquartered in New York, recognized the need to 
gain a deeper understanding of the worth of each potential customer in its sales pipeline 
and to enhance the allocation of marketing resources to attract high-intent prospects. 
Leveraging Zoe Financial's proved 
instrumental in discerning the characteristics of an ideal client. 



By importing offline conversion events into the platform, the company was able to evaluate 
conversion values throughout the entire journey from lead to sale. This newfound holistic 
perspective enabled Zoe Financial to fine-tune its Google Ads campaigns, directing efforts 
toward converting the most promising prospective clients. As a result of this approach, the 
company witnessed its most valuable client segment accounting for 60% of its sales, marking 
the highest percentage since its inception in 2018.


first-party data stored in the HubSpot CRM platform 

https://www.searchlaboratory.com/us/case-studies/massive-increase-in-roi-personal-injury-law-firm/
https://www.thinkwithgoogle.com/future-of-marketing/privacy-and-trust/hubspot-case-study/?utm_campaign=Google%20Ads%20EN%20Community&utm_source=HubSpot%20Case%20Study
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Preparing for the Changes: 
Steps to Take Before 2024

As 2024 approaches, lead generation companies must proactively prepare for the 
impending shift away from third-party cookies. By taking strategic steps well in advance, 
these companies can ensure they remain effective, compliant, and competitive in the 
evolving marketing sphere.



Here are key actions to consider.

Conducting a Data Assessment: Evaluating Data Cleanliness 
and Readiness

Before the cookie deprecation arrives, it's essential for lead generation companies to assess 
the quality and readiness of their data assets. 



A thorough data assessment involves

 Data Cleanliness Check: Audit your existing data to identify and rectify inaccuracies, 
inconsistencies, and outdated information. Clean, high-quality data is the foundation of 
effective lead generation

 Data Completeness: Ensure that your data records are complete and contain all 
necessary information for effective lead nurturing and conversion. Incomplete data can 
hinder your ability to engage with prospects

 Data Relevance: Evaluate the relevance of your data points. Are you collecting data that 
truly matters for lead generation, or are there redundant or non-essential data fields

 Data Segmentation: Segment your data based on relevant criteria, such as lead scoring, 
demographics, or engagement levels. This segmentation will be valuable for targeted 
marketing campaigns.
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Preparing for the Changes: 
Steps to Take Before 2024

Building Data Collection Infrastructure: Tools and Strategies

With third-party cookies fading away, lead generation companies need to strengthen their 
data collection infrastructure. Consider the following

 Embrace First-Party Data: Focus on gathering first-party data directly from your audience 
through website interactions, forms, and opt-ins. Implement user-friendly data collection 
methods that prioritize transparency and consent

 Invest in Data Capture Tools: Explore data capture tools and technologies that enhance 
your ability to collect and manage first-party data effectively. This includes customer 
relationship management (CRM) systems, marketing automation platforms, and data 
analytics solutions

 Implement Progressive Profiling: Gradually gather more information about leads as they 
engage with your brand. Progressive profiling minimizes form fatigue and provides you 
with richer data over time

 Leverage Customer Relationship Management (CRM): A robust CRM system enables 
efficient data management, lead tracking, and personalized communication. Integrate 
your CRM with other marketing tools for a seamless data flow.



Uncover insights from industry experts on . how to thrive in the post-cookie landscape

https://phonexa.com/blog/how-performance-marketers-can-thrive-in-the-post-cookie-landscape/
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Preparing for the Changes: 
Steps to Take Before 2024

Creating a Data Privacy Strategy:

Meeting Compliance and User Expectations

As regulatory mandates tighten, lead generation companies must prioritize data privacy. 
Here's how to develop a comprehensive data privacy strategy

 Stay Informed: Keep abreast of data privacy regulations such as GDPR, CCPA, and 
emerging legislation. Ensure your team understands and complies with these laws

 User Consent: Implement clear and user-friendly consent mechanisms that allow 
individuals to choose how their data is collected and used. Respect user preferences and 
offer transparency in data processing

 Data Security Measures: Enhance data security protocols to protect user information 
from breaches. Regularly update security software and train your team on best practices

 Data Retention Policy: Develop a data retention policy that specifies how long you retain 
user data and under what conditions it is deleted. This aligns with data protection 
regulations

 User Education: Educate your users about your data privacy practices and how their data 
is used. Transparency builds trust and enhances the overall user experience.



Lead generation companies can proactively adapt to the changing digital landscape and 
continue to thrive in the post-third-party cookie era by conducting a data assessment, 
fortifying their data collection infrastructure, and implementing a robust data privacy 
strategy.
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The Road Ahead:

Future-Proofing Your Marketing Strategy

Future-proofing your marketing strategy is about thriving amidst change, not just adapting to it. 



The following are key steps to ensure your marketing strategy remains effective and 
sustainable.

Integrating First-Party Data into Business Operations

Integration of first-party data into core business operations is pivotal. There are several ways 
to make it a seamless part of your strategy.



Lead generation companies can start by creating a centralized repository for first-party data 
to ensure all relevant teams can access valuable insights. Data centralization is vital to a 
fruitful first-party data strategy, as it fosters collaboration and informed decision-making 
within a leadgen company’s network of publishers.



Next, lead generation companies can implement cross-channel integration strategies that 
enable the utilization of first-party data across various marketing channels. Doing so ensures 
consistency in messaging and personalization to create a unified customer experience.



Lead generation companies can propel their first-party data strategy one step further by 
investing in a personalization engine that gathers and analyzes user behavior and data to 
deliver tailored experiences at scale. The insights provided by a personalization engine can 
be used to craft content, offers, and recommendations that resonate with individual 
customers.
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The Road Ahead:

Future-Proofing Your Marketing Strategy

Adapting to Ongoing Changes in Privacy Regulations

Lead generation companies can stay ahead of privacy mandates by conducting regular 
privacy audits to ensure compliance with changing regulations. This can be achieved by 
adjusting data collection and handling practices accordingly.



Furthermore, these companies can also integrate privacy considerations into the design of 
their marketing strategies and technologies by prioritizing data protection and transparency 
from the outset.



Most importantly, to navigate the complexities of data privacy laws, it’s imperative that lead 
generation companies stay informed and seek legal counsel. This ensures that their 
practices align with legal requirements.

Scaling Up with Data-Driven Insights

Leadgen companies can harness the power of data-driven insights to drive growth and 
innovation. Here are a few ways this can be accomplished

 Advanced Analytics: Advanced analytics techniques, including predictive analytics and 
machine learning, can be leveraged to extract deeper insights from first-party data, such 
as identifying trends, customer preferences, and emerging opportunities

 Segmentation Refinement: Lead generators can continuously refine customer segments 
based on data-driven insights. This ensures their lead generation efforts are laser-focused 
on the most promising prospects

 A/B Testing: Publishers can optimize marketing campaigns by experimenting with A/B 
testing. For increased efficiency, use data-driven findings to fine-tune strategies for 
improved conversion rates.



Learn how to uncover the .true origin of your lead sources

https://phonexa.com/blog/original-lead-sources-and-call-tracking-the-missing-piece-in-a-b-testing/
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The Road Ahead:

Future-Proofing Your Marketing Strategy

Recommended Tools and Technologies for First-Party Data 
Integration

Investing in the right tools and technologies can make or break your first-party data 
integration efforts. Here are some essential tools to ensure seamless integration

 Customer Data Platforms (CDPs): Consider implementing a CDP to centralize customer 
data from multiple sources, enabling seamless data integration and personalization

 Marketing Automation Platforms: Marketing automation tools streamline data-driven 
marketing processes, allowing you to create highly targeted campaigns

 Data Analytics Solutions: Utilize robust data analytics solutions to derive actionable 
insights from your first-party data. Look for platforms that support advanced analytics 
and reporting

 Consent Management Platforms (CMPs): CMPs help you manage user consent efficiently 
and transparently, ensuring compliance with data privacy regulations.



Here are the  for optimizing the customer buying journey.



Future-proofing your marketing strategy in the post-third-party cookie era requires a 
proactive approach. 



By integrating first-party data strategically, leveraging data-driven insights, staying 
compliant with privacy regulations, and adopting the right tools and technologies, leadgen 
companies can position themselves for long-term success in an evolving digital marketing 
world.

top martech tools

Contact us 

Book a Demo

818-800-0000

505 North Brand Boulevard, 
16th Floor, Glendale, CA 91203

sales@phonexa.com

https://phonexa.com/blog/the-top-martech-tools-connecting-the-online-to-offline-buying-journeys/
https://phonexa.com/schedule-a-consultation/

