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Most brands have customer data 
stored in multiple databases 
corresponding to each channel and 
device, creating multiple profile 
fragments for a single customer. 
The data divide makes it nearly 
impossible for marketing to keep up 
with evolving customer needs and 
preferences, resulting in inconsistent, 
static communications and generic 
customer experiences. At the same 
time, wrangling the ever-rising tide 
of chaotic customer data keeps 
IT from other critical projects and 
makes it hard for analysts to find 
key opportunities. This combination 
results in increased churn and 
money left on the table rather 
than increased loyalty, incremental 
revenue, and optimal LTV.

The customer data ecosystem is 
evolving to create individual, cross-
channel customer profiles that are 
updated in real time and instantly 

accessible by any system. Marketers 
are then able to react to customer 
behaviors within milliseconds by 
delivering the most relevant and 
profitable message, content or offer 
designed to maximize the value 
of key moments in the customer 
lifecycle.

A customer engagement and loyalty 
solution, namely an advanced one 
with CDP capabilities, is designed to 
enable brands to engage customers 
at the moment of impact, enhance 
interactions at the point of sale, 
award points, currency and other 
offers at the right time to ultimately 
drive customer loyalty.

Mobile devices are expected to 
account for more than $418B1 in 
2022 sales in the United States and 
are expected to grow by more than 
15% annually through 2026. To take 
advantage of this booming trend, 

retailers need to ensure customers 
are receiving relevant 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.

In this guide, we’ll explore how, 
with the right technology provider, 
retailers can achieve unified 
customer profiles in order to deliver 
better experiences, leading to deeper 
loyalty and affinity for your brand.

1. eMarketer, February 2022
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There are several challenges that the retail industry faces 
that can be solved by implementing the right technology

Difficulty scaling personalization 
Technology that can’t make smart, automated decisions 
to trigger a campaign or personalized engagement.

Inconsistent consumer experience
When shoppers have an account with a retailer, they 
expect a cohesive experience across all sales channels.

Disconnected data
Inability to tie information from across a customer’s 
journey leading up to an online purchase.

Duplicate data
Numerous weak profiles for individual customers, due to data 
trapped within the specific channel in which it was collected.

Gaps in reaching customers 
No mechanism for retailers to connect specific offers 
back to known customers and their respective profiles.

Gaps in measurement 
Difficulty gauging the effectiveness of promotions 
and the impact they have at the point of purchase.

Compliance considerations 
Evolving standards for data use means needing to shift 
from depending on third-party data to focusing on first-
party data collected directly from customers. 

Acquisition and retention costs 
Duplicate customer records mean paying to reacquire 
existing customers instead of growing customer loyalty 
and value.
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Technology 
use cases
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Drive E-commerce purchase 
You want to send relevant offers to customers to encourage them 
to purchase from your brand’s website or mobile app based on a 
customer’s purchases and engagement patterns.

How can the right 
technology provider help?
An advanced customer engagement 
and loyalty solution with CDP 
capabilities can enable this by 
messaging customers that have 
never made an e-commerce purchase 
with an offer 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, most 
commonly 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.

An advanced provider would ingest 
all of your catalog data providing 
insight 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.). These 
purchases include not only SKU level 
purchase information, but also 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. 

Advanced customer engagement 

and loyalty solutions with CDP 
capabilities can also understand 
specific purchase behaviors and add 
increased detail to a consumer’s 
single, cross-channel profile. For 
example, an advanced platform 
can understand and add a brand 
affinity, a specific category like 
running shoes, or sizing. This type 
of platform 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 
platform to send offers to a user 
based on the calculated values.
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Abandoned cart offers
You want to send relevant messages to consumers that have added 
an item to their cart, but have not completed their purchase. 

How can the right 
technology provider help?
An advanced customer engagement 
and loyalty solution with CDP 
capabilities can send 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. It can also 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. 

An advanced customer engagement 
and loyalty solution with CDP 
capabilities would ingest a signal 
that a customer has abandoned an 
e-commerce purchase cart. Then, 
your pre-configured rules within the 
platform can use profile attributes to 
determine the right offer. Examples 
could include LTV, RFM values, status 
(in cases where a loyalty program is 
in place), geography and others. 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.  Advanced customer 
engagement and loyalty solutions 
with CDP capabilities 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 platform 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.
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In-store purchase 
You want to send personalized, real-time offers to drive 
customers to make a purchase while on premise

How can the right 
technology provider help?
An advanced customer engagement 
and loyalty solution with CDP 
capabilities 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 incentivize 
e-commerce purchases. Campaigns 
can be created within the platform 
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.



8H OW TO C R E AT E U N I F I E D P R O F I L E S:  A G U I D E F O R R E TA I L E R S 

Real-time engagements surveys 
You want to receive feedback from consumers about their 
experience in real time. 

How can the right 
technology provider help? 
An advanced customer engagement 
and loyalty solution with CDP 
capabilities can enable this by 
triggering a survey about their 
experience as the consumer exits 
a store or completes an online 
purchase. In the former scenario, 
the platform ingests a signal 
that the customer has exited a 

specific geo-fence (via GPS, wifi 
interaction, or a beacon). In the 
latter scenario, preconfigured 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 a 
post-visit survey with creative Y. 
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Custom content 
You want to display content within your brand’s app that is relevant to 
the end user based on what is known about that user. 

How can the right 
technology provider help? 
An advanced customer engagement 
and loyalty solution with CDP 
capabilities can enable this by 
showing all content in a custom 
feed, weighting certain content 
higher as it pertains to customer 
behaviors, preferences, or attributes. 
An advanced customer engagement 
and loyalty solution with CDP 
capabilities integrates with a CMS, 

allowing the platform to ingest links 
to content along with metadata. 
Marketers can build rules within 
the platform 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. 



10H OW TO C R E AT E U N I F I E D P R O F I L E S:  A G U I D E F O R R E TA I L E R S 

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 the 
right technology provider, you’ve got it in the bag. 

About SessionM
SessionM, a Mastercard company allows you to deliver personalized, 
real-time engagement and loyalty at scale. By applying our real-time 
rules engine solution against transactional loyalty and engagement 
events and behaviors, you can trigger personalized user engagement 
at the moments of impact. Using high-value 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

About Amperity
Amperity is the leading customer data platform (CDP) provider that 
helps companies put data to work to improve marketing performance, 
build long-term customer loyalty and drive revenue. Amperity is 
used by many of the world’s most beloved brands, such as Alaska 
Airlines, Endeavour Drinks, Kendra Scott, Lucky Brand, Planet 
Fitness, Seattle Sounders FC, Under Armour and Wyndham Hotels 
& Resorts. For more information, please visit www.amperity.com
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