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What is a Customer Data
Platform?
Customer data management is hardly a new concept to marketers and the IT folks 
that support them. What is new however, is the emergence of technology that 
“unifies a company’s customer data from marketing, sales and service channels to 
enable customer modeling and drive customer experience” (Gartner, Hype Cycle for 
Digital Marketing and Advertising, 2016). Customer Data Platforms (CDPs)--having 
been labeled as such merely a few years ago--have grown fast to boast some two 
dozen vendors and more than 50% annual growth (ChiefMartec). 

Even still, awareness that customer data platforms exist is low (which is a shame 
because they solve a fundamental problem plaguing marketers--and by extension, 
consumers). We know that CDPs help marketers solve the need for unified, 
accessible customer data and provide a “holistic view of the customer to help 
execute and optimize personalized journeys” (Gartner, November 21 2016). 

But how? And what exactly qualifies as a customer data platform? 

http://chiefmartec.com/2017/01/everything-marketer-needs-know-cdps-wait-whats-cdp/


The Customer Data Institute summarizes the three critical 
elements of what makes a CDP a CDP quite nicely: 

"Marketer-managed system": the CDP is built and controlled by the marketing 
department, not the corporate Information Technology department. Some technical 
resources will be required to set up and maintain the CDP, but it does not require the 
level of technical skill of a typical data warehouse project. What really matters is that 
marketing is in charge of deciding what goes into the system and what it exposes to 
other systems. In particular, it means marketing can make changes without asking 
anyone's permission, although they may still need outside help.  

"Creates a persistent, unified customer database": the CDP creates a comprehensive 
view of each customer by capturing data from multiple systems, linking information 
related to the same customer, and storing the information to track behavior over time.  
The CDP contains personal identifiers used to target marketing messages and track 
individual-level marketing results.

"Accessible to other systems": data stored in the CDP can be used by other systems 
for analysis and to manage customer interactions.
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A basic CDP assembles customer profiles, making them available in a passive fashion, which is 
the focus of companies such as ActionIQ, RedPoint Global, Datorama, and Lytics.  Then there 
are more robust CDPs with advanced features that give marketers the ability to also create 
segments, deploy campaigns, or personalize engagements for offers. According to ChiefMartec, 
“Other key differences among CDP systems include the types of data they ingest, how they unify 
customer identities, support for real-time updates and queries, and ancillary capabilities such as 
machine learning, segmentation, message selection, and campaign management.” 

One of the other central values of CDPs is that they are made to be run by marketing 
departments to either eliminate the need of IT groups to fulfill marketing needs or make 
supporting marketing much more cost efficient and time effective for IT. 

http://www.cdpinstitute.org/CDP-Basics.html
http://chiefmartec.com/2017/01/everything-marketer-needs-know-cdps-wait-whats-cdp/


CDPs and the
Retail Industry
Mobile devices account for 19% of all US retail e-commerce sales. This figure it 
estimated to reach 27% by the end of 2018. To take advantage of this booming 
trend, retailers need to ensure customers are receiving personalized experiences 
that are consistent across channels. Today, the real-time, unified, actionable data 
that retailers long for is largely unavailable with their current technology stack. 



There are a number of challenges that the retail industry 
faces that can be solved by implementing a customer 
data platform:

1 Technology that can’t make smart decisions to trigger a campaign or 
personalized engagement

2 Inability to tie information from a customer’s prior browsing sessions 
to a current purchase made online

3 Weak or numerous profiles for one individual customer due to 
data only being tied to the specific channel in which it was 
collected 

4 Inconsistent experience across shopping channels
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No mechanism for retailers to connect specific offers 
back to known customers and their respective profiles

Difficulty measuring the effectiveness of 
promotions and the impact they have at the point 
of purchase



CDP Use Cases for the

Retail Industry

E-Commerce Purchases
Personalized Offers Use Case

You want to send personalized offers to customers to encourage them to purchase 
merchandise from your brand’s website or mobile app based on a customer’s 
purchases and engagement patterns. 

How Can a CDP Help?

A CDP can enable this by sending a push notification or email to profiles that have 
never made an e-commerce purchase with a discount for an item related to 
previous purchases or by displaying a personalized offer (for example, something 
related to a brand or product category affinity) in the mobile app via mobile inbox, 
push notification, SMS or in a feed. 



As customers create an account, any number of identifiers can be associated with 
their profile. The most common would be email address. If credit card linking is an 
available option, you can store a hashed representation of a partial credit card 
number to use for purchase matching purposes.

The CDP would ingest all of your SKU level data from the retailer. This data would 
provide insight into hierarchical structure as well as other attributes associated with 
a specific SKU (brand, color, size, etc). All e-commerce purchases are also 
streamed into the CDP, in real time where possible. These purchases include SKU 
level purchase information, price and any offers applied. Purchases are linked to 
each customer’s profile by connecting the email provided when the account was 
created to the email address used for purchase.

CDPs can also understand specific purchase behaviors and add increased detail to 
a consumer’s single, cross-channel profile. For example, the CDP can understand 
and add a brand affinity like Nike shoes, a specific category like running shoes, or 
sizing like size 10 Nike running shoes. 

Advanced CDPs can leverage machine learning algorithms to take historical 
purchase data and calculate the next best offer, or products a consumer is most 
likely to purchase. You could then create campaigns within the CDP to send offers 
to a user based on the calculated values. 



Abandoned Cart Offers Use Case

You want to send personalized engagements to consumers that have added an 
item to their cart, but have not completed their purchase. 

How Can a CDP Help?

A CDP can enable this by sending a push notification or email to profiles that have 
not completed their e-commerce purchase with an offer for an item related to 
previous purchases or monitor those offers and take additional actions based on 
results, marking each profile as responding to the offer or sending follow up 
communication or another offer to profiles that haven’t responded after a certain 
number of days. 

The CDP would ingest a signal that a customer has abandoned an e-commerce 
purchase cart. Then, your pre-configured rules within the CDP can use a number 
of profile attributes to determine the right offer. Examples could include LTV, RFM 
values, status (in cases where a loyalty program is in place), geography, etc. 
These rules could also take into account inventory levels for a specific item. For 
example, offer free shipping if the customer’s LTV is over $10k, or give a 10% off 
discount if the person hasn’t made a purchase in the previous six months.

CDPs are meant to communicate within the right delivery channel. This could be 
an email, an SMS, a push notification, an in-app message or custom content 
displayed when a customer logs back in via web or some combination of the 
above. The CDP can ingest the activity information (including when a purchase 
has been completed) from all channels. If the user has not completed a purchase 
within a specified time period then a series of follow up engagements could be 
executed. 



In-Store Purchases

Real-Time On-Premise Offers Use Case

You want to send personalized, real-time offers to drive customers to make a 
purchase at the most appropriate retail location while they're on premise. 

How Can a CDP Help?

A CDP can enable you to send personalized offers to drive customers to make a 
purchase at a retail location much in the same way that one can help send 
personalized offers to drive customers for e-commerce purchases. Campaigns can 
be created within the CDP to send offers through any or all appropriate channels to 
the customer using the calculated values. 

The additional element of a campaign in an in-store scenario is that offer codes can 
be uniquely generated and tied to a customer profile with redemption being verified 
at the POS and tied back to the customer profile for attribution and campaign 
completion metrics.

Real-Time Engagements
Surveys Use Case

You want to receive feedback from consumers about their experience in real time. 

How Can a CDP Help?

The CDP can enable this by triggering a survey about the store experience as the 
consumer exits a store or once a consumer has completed a purchase by 
triggering a corresponding survey. 

In the former scenario, the CDP ingests a signal that the customer has exited a 
specific geo-fence (via GPS, wifi interaction, or a beacon). 



In the latter scenario, pre-configured rules would ensure the delivery of an 
appropriate engagement based on channel and profile. For example: send all 
users in southern California a post-visit survey with creative X and send all users in 
Boston DMA a post-visit survey with creative Y.

Custom Content Use Case

You want to display content within the brand’s app that is relevant to the end user 
based on what is known about that user. 

How Can a CDP Help?

A CDP can enable this by showing all content in a custom feed, weighting certain 
content higher as it pertains to customer behaviors, preferences, or attributes. 

CDPs integrate with a CMS, allowing the platform to ingest links to content along 
with metadata. Marketers can build rules within the CDP that match profile data 
with content metadata. For example: if a consumer's brand preferences include 
Nike, then weigh Nike content higher in the feed.

As consumers log into the website or the mobile app all content rules are executed 
in real time and delivered. This includes links to content within your brand’s CMS 
system.

CDPs for

Deeper Loyalty (and Revenues)
The right CDP enables brands to expand beyond loyalty that is solely based on the 
total amount of a transaction. With data streaming in from various in-house and 3rd 
party systems, brands can set up loyalty campaigns with diverse outcomes, such 
as points, notifications, upsells and more, to respond to customer behaviors across 
all channels whether in-store, online, or in-app. 



Conclusion
To maximize success in the omnichannel marketplace and differentiate themselves 
from competitors, retailers must overcome many potential challenges. The brands 
that fail to prioritize delivering a consistent customer experience across all 
channels at every stage of the buyer’s journey will not just be leaving money on the 
table; worse -- they’ll be left in the dust. 

There’s good news though: unified, actionable data that’s available in real time 
(driving customer experience and deeper brand loyalty) doesn’t have to exist as 
merely a window shopping fantasy. With a customer data platform, you’ve got it in 
the bag. 



ABOUT 
SESSIONM
SessionM’s technology allows you to deliver one-
to-one, real-time engagement and loyalty at scale. 
Built on a real-time, mobile-first architecture, our 
platform gathers first-party data about your users 
to build a database of dynamic profiles about your 
key in-app events and behaviors.  By applying our 
real-time rules engine solution against these 
events and behaviors, you can trigger 
personalized user engagement at the moments of 
impact. Using those behaviors, you can define key 
milestones to reward customers and unlock new 
program features, keeping their engagement for 
the long-term and expanding their loyalty.

For more information on SessionM, visit www. 
sessionm.com

http://www.sessionm.com
http://www.sessionm.com



