
A customer data platform (CDP) is a sophisticated solution intended to simplify processes 
for marketers and IT teams by unifying customer data from sources such as ecommerce 
platforms, email service providers, call centers, point of sale systems in store, along with 
sources that are traditionally difficult for marketers to access, like data warehouses. 

A marketer can pull up relevant customer data and create targeted segments instantly, 
rather than querying a data warehouse, which can be a slow process - not an ideal solution 
for marketers looking to execute real time engagement. 

Additionally, specialty technology, typically purchased from different departments within 
an organization, stores data in separate silos that often do not communicate - causing 
a marketer to lose sight into a full customer profile. In order to create a more targeted 
engagement strategy, marketers need to reach out to different departments to pull list 
segments for outreach.

Customer Data Platform: 
Build vs. Buy

Why companies choose to buy: 

Gathering customer data from disparate 
sources can be a daunting and lengthy 
experience. Brands spend months 
manually connecting sources into one 
view - a true CDP can integrate directly 
with various sources such as the point of 
sale to liberate transactional data in real 
time, for example. 

A vendor will account for privacy  
regulations that take affect, such as 
GDPR. This reduces the burden on IT of 
monitoring upcoming regulations, and 
instead the brand can rely on the vendor 
to stay compliant. 

Why companies choose to build: 

With so many benefits a CDP adds to an 
organization, it’s easy for marketers to 
want to get started, and quickly. 

The complexity of a CDP can steer IT 
professionals to build instead, however, 
because they feel they will have more 
control over how the technology 
operates. 

Brands may choose to build if they 
typically develop all systems in house 
with pre-built direct integrations. 
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Why buy is better:

Technology needs to be supported consistently, and if a company ultimately decides 
to build, internal resources need to be dedicated to support it. Simply having the right 
resources to start may not be the correct solution, as technology needs maintenance over 
time. Brands can accrue technical debt without the correct support, resulting in an even 
greater challenge when new technology enters the ecosystem. 

In addition to IT resources, building an internal CDP requires web development and project 
managers as well. Brands need a variety of skills from various departments with bandwidth. 
By purchasing a CDP, skills and resources are accounted for. 

A vendor also brings additional benefits: they are aligned with industry best practices as 
they interact with brands of similar size and industry. Anticipating future needs and product 
innovation are a core part of a vendor’s strategy, with a regular release cadence. There are 
dedicated resources to structure and execute roadmap vision, with additional resources 
staffed to deploy. Especially in a space that is developing quickly, tight competition 
ensures that vendors are keeping up with trends, providing support, and getting time-to-
value down to a science. 

SessionM combines the power of a CDP with native engagement and loyalty capabilities 
for a complete solution. The power of the platform lies in our ability to analyze and react 
to customer data in real time so you don’t miss an opportunity to upsell, retain or delight 
your customers. 

To understand what’s best for your brand, visit SessionM.com today to get a free demo. 


