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ETP Group Powers APAC Personalization with
FirstOParty Data and PrivacylReady CRM

ETP Group Outlines How First-Party Data Capture, Integrated
CRM, and Regional Privacy Compliance Are Driving
Enterprise Personalization across Asia Pacific.

MAKATI, METRO MANILA, PHILIPPINES, August 27, 2026
/EINPresswire.com/ -- The global retail landscape is
undergoing a decisive structural migration in how
consumer identities are tracked, understood, and
nurtured across digital and physical touchpoints. For
decades, multi-channel retail organizations relied heavily
on third-party tracking cookies, programmatic ad
networks, and external data brokers to drive digital
marketing campaigns, target prospective buyers, and
execute cross-channel remarketing. However, the
systematic deprecation of third-party cookies across
major web browsers, combined with stringent operating
system privacy controls and the aggressive enforcement
of comprehensive regional data privacy mandates, has
fundamentally disrupted traditional customer acquisition
models. Across the Asia-Pacific region, retail Chief
Executive Officers, Chief Marketing Officers, and Chief
Information Officers are confronting a sharp rise in
Customer Acquisition Costs (CAC) alongside a diminishing ability to target consumers accurately
through legacy digital channels. To maintain operational agility, build long-term brand equity,
and execute hyper-personalized shopping experiences at scale, enterprise retail giants in India,
Singapore, Indonesia, and the Philippines are completely restructuring their technology stacks.
Forward-thinking retail leaders are abandoning fragmented tracking scripts and pivoting toward
robust, self-sustaining first-party customer data ecosystems anchored by unified commerce
infrastructure.

Naresh Ahuja, Chairman & CEQ,
ETP Group

The strategic imperative to transition toward a first-party data framework is further intensified by
a rapidly evolving legislative and regulatory environment across South and Southeast Asia.
Regulatory authorities across the region are enforcing stringent data governance frameworks
that place consumer consent, data minimization, and explicit privacy protection at the centre of
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enterprise commerce. In India, the implementation and strict enforcement of the Digital
Personal Data Protection (DPDP) Act has established rigorous requirements for explicit consent
management, data principal rights, and strict penalties for unauthorized personal data
processing. Concurrently, Singapore’s Personal Data Protection Act (PDPA) continues to raise the
compliance bar regarding how retail enterprises capture, store, and utilize consumer behavioural
insights for automated profiling and targeted promotions. In the Philippines, the Data Privacy Act
(DPA), overseen by the National Privacy Commission, strictly regulates the processing of personal
information across physical and digital storefronts. Operating across these multi-jurisdictional
legal environments requires enterprise retailers to treat consumer data not merely as a
marketing utility, but as a heavily governed trust asset. For CXOs, building a resilient first-party
data architecture is no longer just a digital marketing strategy; it is a critical regulatory
requirement and a foundational requirement for sustainable business growth.

Despite recognizing the urgency of capturing first-party data, many enterprise retail
organizations across APAC remain severely hindered by legacy systems and fragmented software
stacks. Over years of rapid channel expansion, many retail conglomerates built isolated
operational silos—deploying separate software platforms for physical Point-of-Sale (POS)
transactions, e-commerce storefronts, mobile applications, third-party marketplace
management, and standalone email or SMS marketing tools. In this disjointed operational
environment, customer data becomes deeply fragmented across multiple disconnected
databases. A loyal customer who frequently purchases premium fashion items through a
retailer’s mobile app might walk into a physical flagship store and be treated as a complete
stranger by the store associate, simply because the physical POS system operates on an
independent customer file. Furthermore, legacy Customer Relationship Management (CRM)
tools often rely on periodic batch synchronization, leading to duplicate customer profiles,
inconsistent loyalty point balances, and conflicting preference records. During peak retail
events—such as Ramadan and Harbolnas in Indonesia or the extended Christmas shopping
season in the Philippines—high footfall further exacerbates these data lags; an Indonesian
shopper reserving an out-of-stock jacket via a quick-commerce app for in-store pickup often
experiences canceled orders simply because the physical POS operates on delayed batch
updates. When a consumer receives an automated promotional email for a product they
purchased in a physical store two hours earlier, brand credibility erodes instantly. To eliminate
these operational disconnects, retail leaders must replace disconnected point solutions with a
consolidated transactional core that unifies customer identity, order history, and behavioural
data in real time.

Building an enterprise-grade first-party data ecosystem requires architecting a single, centralized
source of customer truth that aggregates interactions across every brand touchpoint. A modern
unified customer data model seamlessly captures, de-duplicates, and enriches consumer
records whenever a shopper interacts with the brand—whether they scan a digital loyalty pass at
an in-store mobile POS, browse products on a branded e-commerce site, interact with a localized
social commerce channel, or place an order through a quick-commerce app. In Indonesia’s
mobile-first ecosystem, where live-stream shopping and WhatsApp conversations drive product



discovery, a fashion conglomerate can capture explicit consumer consent under Indonesia’s
Personal Data Protection Law (UU PDP / Law No. 27 of 2022) directly within a messaging channel.
When that shopper later steps into a Jakarta flagship store, an associate equipped with mobile
POS instantly surfaces their online browsing context and preferred styles, transforming a
fragmented social interaction into a personalized, privacy-compliant sale. By synthesizing these
multi-channel signals into a unified 360-degree customer profile, enterprise retailers gain
complete visibility into individual purchasing habits, basket composition, preferred fulfilment
methods, channel tendencies, and lifetime value metrics. This real-time intelligence empowers
retail marketing and operational teams to move away from intrusive, third-party tracking
mechanisms and transition toward context-aware, hyper-personalized engagement. Rather than
bombarding consumers with generic blanket discounts, retailers can deliver highly tailored
product recommendations, localized promotional offers, and personalized loyalty rewards that
reflect the customer's actual brand affinity and current purchasing journey.

To help enterprise retailers build and govern these sophisticated first-party data networks, ETP
Group, a leading unified commerce retail technology partner in the Asia-Pacific region, provides
an integrated suite of cloud-native enterprise software solutions. ETP Group’s flagship unified
commerce platform, ETP Unify, alongside its integrated CRM, loyalty management, and Ordazzle
e-commerce management suites, delivers the architectural foundation required to unify
customer data across multi-store and multi-channel operations. Built on cloud-native, MACH
(Microservices, API-first, Cloud-native, Headless) architecture, ETP Unify acts as a central
transactional and analytical core, ingesting customer interactions from fixed POS terminals,
mobile POS devices, web storefronts, mobile apps, and online marketplaces into a single, real-
time database. By deploying ETP's integrated CRM and promotions engine, enterprise retail
chains can execute sophisticated customer segmentation, automate hyper-personalized
marketing workflows, and maintain perfectly synchronized loyalty point ledgers across physical
and digital storefronts, eliminating the data lag that plagues legacy retail environments.

Highlighting the critical importance of first-party data sovereignty in modern retail, Mr. Naresh
Ahuja, Chairman & CEO of ETP Group, emphasizes the strategic pivot facing regional retail
executives: "The era of relying on cheap, third-party tracking cookies to fuel retail growth is
officially over. Today’'s Asian consumer demands absolute transparency, strict data privacy, and
deeply personalized shopping experiences. Retailers who rely on fragmented systems and
batch-updated customer records will struggle with rising acquisition costs and eroding customer
loyalty. At ETP Group, we believe that your customer data is your most valuable strategic asset.
Our unified commerce platform is purpose-built to help enterprise retailers capture, consolidate,
and activate clean first-party customer intelligence across every channel in real time. By unifying
physical store transactions with digital behaviour on a single cloud platform, we enable retail
leaders to build authentic, privacy-compliant relationships with their shoppers—delivering
hyper-personalized engagement that drives repeat visits, elevates customer lifetime value, and
protects gross margins."

In addition to driving personalized customer engagement, architecting a first-party data
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ecosystem across the Asia-Pacific region requires strict alignment with complex local fiscal and
administrative compliance structures. In markets like the Philippines, capturing customer
transaction details at the point of sale is deeply intertwined with national tax authority
regulations, including Bureau of Internal Revenue (BIR) directives and the Ease of Paying Taxes
(EOPT) Act (Republic Act No. 11976). When a shopper buying at a Metro Manila flagship store
scans a unified loyalty QR code at checkout, ETP Mobile POS instantly updates their cross-
channel loyalty balance while generating an electronic invoice fully compliant with local BIR
directives. Platform native accreditation ensures that transaction data, customer identification
details, and tax breakdowns are formatted and transmitted in full regulatory compliance.
Furthermore, ETP's unified solutions facilitate automated integration with major shopping mall
tenant management portals throughout Southeast Asia, ensuring that tenant-landlord daily sales
reports accurately reflect synchronized cross-channel transactions without exposing sensitive
consumer personal data or personally identifiable information (PIl) to external third parties.

Safeguarding centralized first-party customer databases against cybersecurity threats and
unauthorized data breaches represents an absolute priority for corporate IT and risk
management executives. As retail organizations consolidate millions of detailed consumer
records, purchase histories, and payment credentials into a unified cloud repository, the
potential impact of a data security breach escalates exponentially. ETP Group mitigates these
enterprise risks by embedding rigorous Zero-Trust architecture and robust data security
protocols into every layer of its software development and cloud hosting infrastructure. ETP
Group's operational frameworks and enterprise software platforms maintain formal
international security certifications, including ISO 27001, SOC 1 Type 2, and SOC 2 Type 2
validation. These independent attestations confirm that ETP’s organizational controls, data
encryption protocols, vulnerability management procedures, and cloud environments adhere to
the highest global standards for data protection and system reliability.

Furthermore, to protect consumer payment credentials collected during cross-channel
transactions, ETP Group'’s unified commerce platform fully complies with the stringent security
benchmarks set by the Payment Card Industry Security Standards Council (PCI SSC). ETP holds
active certifications for both Payment Card Industry Data Security Standard (PCI DSS) v4.0.1 and
the PCl Software Security Framework (PCI SSF) v1.2. This comprehensive compliance framework
guarantees that end-to-end data encryption, tokenization, and secure key management are
applied to all sensitive payment interactions—whether executed through an in-store mobile POS,
a web checkout gateway, or a self-service kiosk. By securing consumer identity data and
payment information behind certified, enterprise-grade defences, ETP Group empowers retail
CXOs to scale their first-party data capture initiatives aggressively while maintaining complete
compliance with regional data protection laws and protecting brand reputation against cyber
threats.

Ultimately, the transition from fragmented, third-party tracking to a robust, self-sustaining first-
party data ecosystem marks a profound turning point for modern retail enterprises across Asia-
Pacific. As digital advertising efficiency declines and regional privacy regulations grow
increasingly stringent, the ability to collect, analyse, and activate clean first-party customer



intelligence across all channels represents the definitive competitive differentiator. Retail
conglomerates that continue to operate with disconnected customer databases face customer
churn, ballooning acquisition expenses, and severe compliance liabilities. Conversely, retail
leaders that partner with a proven unified commerce technology provider like ETP Group
successfully bridge the gap between physical and digital commerce, turning customer data into a
powerful trust asset. By uniting physical store networks, mobile touchpoints, e-commerce
platforms, and integrated CRM engines on a single, secure cloud platform, Asia’s premier
retailers are building resilient, privacy-compliant brand ecosystems that deliver exceptional
customer experiences and foster sustainable, profitable growth for decades to come.

About ETP Group

ETP (operating as ETP Group and ETP International) is a leading Unified Commerce Retail
Technology Partner providing cloud-native POS, SaaS, OMS, and e-commerce software solutions
to prominent retailers across Asia Pacific, India, and the Middle East. With nearly four decades of
domain expertise, ETP powers operations for over 500 brands across 17 countries, helping
clients manage over $10 billion USD in merchandise transactions.

ETP's Cloud-Native, Al-powered platforms include POS, CRM, OMS, PIM, WMS, unified inventory,
promotions, loyalty, order orchestration, and marketplace integrations. Underscoring its
commitment to operational resilience and security, ETP holds global certifications including ISO
27001, SOC 1 Type 2, SOC 2 Type 2, PCI DSS v4.0.1, and PCI SSF v1.2.

To learn more about ETP Group's unified commerce solutions, visit https://www.etpgroup.com.
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