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A note before you read this

Most eBooks tell you what you already know. This one is designed to challenge
something you probably take for granted: that your contact database is an asset.

If you have not audited your data quality in the last six months, the numbers in
this guide may be uncomfortable. That is intentional.




CHAPTER 1

The Big Database Era ls Over

For years, B2B marketing success was measured by database size. More contacts meant more pipeline. That

logic has now broken down.
In 2026, the organisations with the largest databases are not outperforming the market. The campaigns are
slower, deliverability is worse, sales alignment is poorer -- and it all traces back to the same root cause: the data

is not fit for the campaignsiitis being put through.

Database size is a vanity metric. Data readiness is a revenue metric.

The numbers that should concern you

25% 2% + 6 months

of B2B contacts change role every bounce rate is enough to damage average age of a purchased
year on average your sender domain with major ISPs list at point of delivery

When a quarter of your database decays every year, a list that was accurate in January is already significantly
stale by Q3. Yet most organisations are still running Q4 campaigns against data they compiled or purchased at

the start of the year with no meaningful refresh.

The result is not just wasted budget. It is active damage -- to deliverability, to sender reputation, to sales

confidence and to the credibility of the marketing function.

The organisations winning in 2026 have moved from accumulation
to activation -- measuring how much data they trust enough to
act on today, not how much they have stored.




The 3 Hidden Costs Draining Your Campaigns

CHAPTER 2

Most marketing leaders know their data is imperfect. What they underestimate is how much that
imperfection costs -- notjustin wasted sends, but across the entire go-to-market operation.

The Reputation Tax

Every hard bounce, every stale contact, every email sent to arole that no

longer exists -- each one is amark against your sending domain. ISPs track
bounce rates, spam complaints and engagement patterns. When your bounce rate
crosses 2%, your domain starts to be flagged. Even your best emails, going to
contacts who want to hear from you, stop landing in inboxes.

The damage is compounding and largely invisible. You do not get an alert when
your sender score drops. You just slowly notice that open rates are declining, that
replies are harder to come by, that campaigns which used to perform are no longer
performing. By the time the problem is diagnosed, the brand has already paid the
price.

The Personalisation Gap

Buyers expect outreach to be relevant to their current role, their current priorities and
their current context. When your data is six months out of date, your personalisation
is six months behind reality. You are addressing someone as Head of Digital who is
now the CDO. You are referencing a challenge they resolved last quarter.

Irrelevant personalisation is worse than no personalisation. It signals that you did
not do the work. In a market where buyers are more sceptical than ever, that signal is
costly.

The Sales Friction Tax

When marketing hands leads to sales that sales immediately rejects, the
relationship between the two functions breaks down. Sales stops trusting
marketing's data. They start re-verifying contacts themselves, duplicating effort and
creating latency in the pipeline. Marketing spends more time defending its
numbers than improving its campaigns.

Thisis one of the most expensive failure modes in B2B -- and it almost always
starts with a data quality problem that was never fixed at source.




What Marketing-Ready Data Actually Means

CHAPTER 3

Marketing-ready data is not a buzzword for cleaner data. It is a higher operational standard. Clean
datais abaseline. Marketing-ready data is a competitive advantage.

Most data hygiene programmes stop at clean -- fixing formatting, removing duplicates, running an

email validation pass. What they do not address is whether the contact is current, whether the role
maps to the buying decision, and whether the record will survive the campaign it is about to enter.

Live Accuracy

Verified at the moment of delivery,
not last updated in 2024.
The contactisintherightrole,
at the right company, right now.

A

5 Stage Bounce Check Human Verification
Every email that reaches you has The four conditions Al reads ajob title. A trained human
been through a proprietary 5 stage researcher confirms whether that
email check for comprehensive every record ) person actually owns the budget or
bounce protection. Most providers must meet decision you need to reach.
run asingle validation pass and This distinction matters more than
callitdone. most buyers realise.

k/\,,/

L

Cleaned and Formatted

Names and company fields are properly
cased, standardised and CRM-ready.
No 'Hi JOHN (XYZ Corp)' moments
when the campaign goes out.

The shift from accumulation to activation

The old question was: how many contacts do we have? The new question is: how much
of our data can we activate today without hesitation? That single reframe changes
everything about how a data strategy is built and measured.

In this model, a smaller, highly reliable dataset consistently outperforms alarger,
uncertain one. Not sometimes. Every time.

Validation of the fields that drive Continuous refresh over Campaign outcomes as the measure of
decisions, not blanket completeness one-time enrichment data quality, not database metrics



CHAPTER 4

How Live-Researched Data Changes Everything

Traditional data providers run a warehouse model. They collect contacts at scale, store them and sell you a slice of
what they have. The data was accurate when it was collected. The question is when that was.

In a market where roles change quarterly, where companies restructure, where new decision-makers step into
buying roles every month, a warehouse model cannot keep pace with reality.

If your data is not researched in real time, you are paying
to reach yesterday's contacts at today's prices.

© The live-research model -- built for you, not built for everyone

Merit's approach starts from a different premise. Instead of selling you what we already have,

we build your list from scratch at the point you need it. Every contact is gathered live, specifically for your
pbrief, from multiple sources simultaneously -- company websites, news, professional networks, social
media and proprietary sources.

You are not competing for attention with every other company that bought the same list from the same
provider. The contacts your competition cannot reach because they are not on LinkedIn, or have not
updated their profile in months, are still reachable through live research.

© How the two models compare

The core difference is not marginal. Traditional providers pull from a pre-existing database that was accurate
at some pointin the past. The age of that data varies and is rarely disclosed. Merit builds from scratch at the
point of your brief, drawing from live sources rather than stored records.

On data source, traditional providers typically rely on LinkedIn extracts. Merit draws from company websites,
news, social media and proprietary sources simultaneously, which means contacts who are not active on
LinkedIn are still reachable.

Onfreshness, atraditional provider delivers data that was collected weeks or months before your campaign.
Merit delivers data researched specifically for your brief on the timeline you need it.

On exclusivity,adatabase listis sold to multiple buyers. Your competitors in the same sector may be running
outreach to the exact same contacts at the same time. Every Merit list is built exclusively for your campaign.

On verification, most traditional providers run a single automated validation pass. Merit runs a four-layer
bounce check covering syntax, domain, mailbox and reputation -- plus human researcher review on
records where title or relevance requires it.

© Noton LinkedIn? Not a problem.

LinkedIn-dependent providers have a significant coverage gap. Senior leaders in certain industries,
functions or geographies maintain minimal LinkedIn presence. Because Merit builds every list from
multiple live sources, these contacts are still reachable -- and they are often precisely the contacts most
worth reaching.



CHAPTER 5

Is Your Data Stack Ready? A Self-Assessment

Answer honestly. The purpose is not to score well -- it is to identify where the gaps are costing you.

Do you know when your contact data was last verified against live sources?

If the answer is 'more than 3 months ago', your data is decaying faster
thanitis being refreshed.

What is your average email bounce rate across campaigns?

Anything above 2% is actively damaging your sender domain. Below 05% is
where verified data consistently performs

How many of your contacts were sourced exclusively from LinkedIn?

LinkedIn-only lists miss a significant proportion of reachable decision-makers.

Do your marketing leads pass a sales quality check without re-verification?

If sales is re-verifying contacts before calling, you have a data problem masquerading as a
process problem.

Can you trace when each contact record was last updated and by what process?
If your records lack provenance, your data governance has a gap that every campaign is

running through.

Have you validated your existing database in the past six months?
Unvalidated legacy data in your CRM is aliability in every campaign it touches.

Do you build target lists to brief or buy from a catalogue?
Catalogue-bought lists are shared with competitors and stale on arrival. Brief-built lists are

exclusive and current.

Three or more uncertain answers means your data stack has a readiness gap that is affecting
campaign performance right now -- whether or not it is visible in your current reporting.




CHAPTER 6

How Merit Builds Your List From Zero

No pre-existing database. No shelf stock. Every listis built live to your brief and delivered CRM-ready:.
Hereis exactly how it works.

Research begins immediately. We

social media, professional networks been through a proprietary 5 stage

and proprietary sources. No email check for comprehensive

contactis found fresh for your brief.

We build 5 Stage
live Bounce Check

You brief
us

Tell us your targetjob titles, seniority
levels, industries, geographies and
any specific ICP criteria. If you are not
sure how to define your ICP precisely,
we help you shape it. We ask the
questions that most clients have not
been asked before.

Al plus human
verification

Al processes and classifies at speed.

Trained human researchers review
all records where title, budget
ownership or relevance requires
human judgement. This is the step
most providers skip. Itis the step that

makes the biggest difference.

Clean, format
and deliver

Names, company fields and all
contact data are cleaned and
standardised. You receive a list that
is CRM-ready and campaign-ready
with no further processing on your
side.

Our database size is zero. Every list we deliver is built for you,
not repurposed from something built for someone else.




Ready to talk?

If anything in this guide has raised questions about your current data approach, that is a
good sign. The gap between where your data is now and where it needs to be is almost
always smaller and faster to close than marketing teams expect.

Talk to the Merit team about your next campaign. We will help you shape the brief and
make sure you get exactly the contacts you need.

About Merit

Merit Data & Technology, part of Merit Group Limited, is a trusted partnerin Al-driven data and
digital transformation. With over two decades of experience, We deliver scalable, secure and
Al-ready automation and data solutions tailored to business needs. Read More About Us

www.meritdata-tech.com


https://www.meritdata-tech.com/
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