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In this era of digital transformation, businesses are producing more data than ever before. Data from your website, 
mobile apps, email, call centers, and support tickets are now just a fraction of what your business needs to track. 

But more data isn’t corresponding to more insights. While the average company manages 162.9 TB of data, according to 
Forrester, 60% to 73% of this data will go unused because it’s poor quality and improperly formatted for the applications 
that require it. 

In the race to digitally transform, businesses are unprepared to manage the volume of data being thrown at them. Data 
sits in silos and can’t be integrated with the analytics and marketing tools needed to drive decision-making and power 
personalized customer experiences.  

It’s somewhat unsurprising then that Customer Data Platforms (CDPs) are becoming a cornerstone of the modern 
marketing stack and the underlying data architecture that supports it.

Source: CDP Industry Update July 2020

https://cdn2.hubspot.net/hubfs/1624046/IDGE_Data_Analysis_2016_final.pdf
https://lp.cdpinstitute.venntive.com/DL2176-CDPI-Industry-Update-July-2020


By collecting customer data from many different 
channels, and unifying it into one location, 
CDPs offer all teams within the business—from 
marketing to analytics—a single, accessible, and 
real-time view of their customer. 
 
In doing so, CDPs have real business impact. A 
study by Oracle reports that companies using a 
CDP earn 2.5x more in customer lifetime value 
than those who do not use a CDP. 
 
The rapid growth of CDP as a category, however, 
hasn’t been without growing pains. In the annual 
hype cycle, Gartner recently placed CDPs in the 
“trough of disillusionment.” Suggesting that CDP 
buyers expect this technology to do more than it 
is capable of delivering. However, this guide will 
help you understand the benefits and capabilities 
of a customer data platform. 
 
To offer greater clarity into what a CDP is and 
who it benefits in your business, Segment has 
put together our Definitive Guide to CDPs.

https://www.martechadvisor.com/news/data-management/a-study-by-forrester-consulting-commissioned-by-oracle-finds-brands-are-struggling-to-create-a-unified-view-of-customers/?zd_source=editors_pick
https://www.martechadvisor.com/news/data-management/a-study-by-forrester-consulting-commissioned-by-oracle-finds-brands-are-struggling-to-create-a-unified-view-of-customers/?zd_source=editors_pick
https://www.chiefmarketer.com/martech-innovation-gartners-hype-cycle-for-digital-marketing-2020-report/


A Customer Data Platform is a tool to help you bring 
reliable customer data to every other tool and team 
in your organization. CDPs help you:

Mobile

Web

Warehouse

Connecting customer 
profiles to your growth and 
analytics tool stack to 
improve the customer 
experience.

Activate

Combining all of your 
customer data to create and 
enrich unified profiles.


Synthesize

Standardizing your data to 
ensure accuracy, reliability, 
and privacy compliance.


Govern

Bringing together data from 
your website, app, and  
other business applications.

Collect
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Product Added

Order CompletedPage Viewed

Data collection

A CDP enables you to capture complete 
customer data from wherever your customers 
interact with your brand. This includes your 
“owned” platforms like your website and mobile 
apps. It also includes your advertising channels, 
your email, CRM, payment systems, and support 
tools. 



Your CDP creates a single source of truth for your 
data which connects to the internal systems and 
servers you use to run your business.
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A CDP must apply common data standards to 
ensure the data you are collecting is correct 
and privacy compliant. This means you can 
quickly diagnose data quality issues and get data 
production-ready before acting on it.  
 
If the data is not up to specifications (e.g., 
an event is improperly named), CDPs can 
automatically block or transform an event to 
maintain data integrity.

https://segment.com/product/protocols/


The ability to put individual customers into related 
groups enables you to see all the activity of a user, 
from any channel, online or offline, in one place. 



A good CDP will also create “anonymous” customer 
profiles (i.e., prospects who are visiting your website 
but have not signed up yet). Once these visitors 
become “known” (i.e., they have identified themselves 
through a website form), you can stitch them together 
into a single customer profile.



With a CDP, no data point falls between the cracks.



Data synthesis
Order CompletedPage Viewed

Order Completed 10s

Page Viewed
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A core competency of a CDP is the ability to easily 
route data to the tools you use every day. CDPs are 
ideally data-agnostic by design, meaning that the 
data you collect and route through them can be 
activated in any tool or channel.   
 
In some cases, a CDP may provide some basic 
functionality to allow you to execute campaigns 
on the customer data that it collects. However, in 
most cases, CDPs are the “pipes” that enable you 
to connect your clean, unified data from its point 
of collection to the tools that you use to drive 
engagement, retention, and lifetime value. 

https://segment.com/catalog/
https://segment.com/recipes/increase-conversion-with-personalized-lifecycle-campaigns/
https://segment.com/recipes/prioritize-support-tickets/
https://segment.com/recipes/improve-conversion-by-removing-funnel-bottlenecks/
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How is a CDP different 
from other solutions?

02 / 

Rapid shifts in customer behavior and the 
regulatory environment has made it nearly 
impossible for businesses to get ahead of 
customer demands with their current tech stack.

Customer experiences transitioned 
from offline to online



Customers require personalized, 
relevant, and streamlined experiences



Privacy has become paramount


As customer behavior changes, businesses must 
follow suit by implementing new solutions to 
support those use cases. And, as business needs 
change, technology solutions that once worked 
have become outdated.
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CRMs, like Oracle and Salesforce, were developed to 
help companies create a single customer record. 
However, CRMs weren’t designed to support the 
digital engagement needs of companies and their 
end consumers, especially as the number of data 
sources, types, and applications grew.


CRMs slowly evolved into marketing clouds. They 
acquired marketing automation tools like Marketo, 
ExactTarget, and Pardot to add an engagement layer to 
enable action. However, marketing clouds are mostly 
limited to email and can’t extend data beyond their own 
applications. They are riddled with bad data due to their 
single connection point with CRM systems that relied 
primarily on manual data entry.


CRMs

Marketing clouds


Data collection


Data governance


Data synthesis 


Data activation

Data collection


Data governance


Data synthesis 


Data activation



Data collection


Data governance


Data synthesis 


Data activation

Data collection


Data governance


Data synthesis 


Data activation

Promising to help brands tap into digital ad 
opportunities, DMPs were bolted on to marketing 
clouds. However, the inability to standardize data 
and deliver a unified experience was exacerbated 
by the addition of DMPs. DMPs function primarily 
on generalized, third-party data, going against 
consumer demands for privacy and the ongoing 
shift to first-party data.

Companies quickly realized that they needed to collect 
data from and engage with customers on more channels 
than just email and ads. They needed more connections. 
With the introduction of the GDPR and consumers’ 
renewed focus on privacy, companies also needed less 
reliance on third-party data. And, they needed a way to 
keep data clean and accurate.

DMPs and Data Providers

CDPs

AD
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 Who is a CDP for?03 /
The business goal of a CDP is to bring reliable 
customer data together in one central location so 
that every team can improve the decisions they 
make, their speed in delivery, and ultimately the 
customer experience. As such, CDPs can provide 
discrete benefits for each team in an 
organization.




Executive/Founder

Marketing

Product

Engineering


Analytics
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Use customer insights to fuel better outcomes.



Tailor customer journeys to maximize value.



Easily launch new products and new markets.


Make data-driven decisions


Personalize user experiences


Accelerate time to value


The role of an executive or founder is to 
establish a vision and ensure the company is 
achieving key milestones towards that end 
goal. Data is imperative in both setting a 
realistic vision and accurately gauging 
company progress. With a CDP, the data 
required is both readily available and 
trustworthy.


Executive/Founder

How CDPs can help

How to measure success

Revenue growth



Cost reduction



Mitigation of privacy and security risks 



Ability to identify and capture new opportunities



Team productivity

As our business grows, it has 
become increasingly important 
to understand how online spend 
influences offline behavior, which 
Facebook and Segment have 
made possible.

Micky Onvural 

CEO, Bonobos
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Connect everything online and offline.



Use the same real-time audience in every tool.



Understand your best acquisition channels and 
reliably measure your impact.


Understand the full user journey


Build your own real-time audiences


Power marketing attribution


Advertising efficiency (e.g., conversion rates, 
return on ad spend)



Unique visits to website



Inbound lead or signup volume



Website conversion to lead/signup



Customer engagement (e.g., lifetime value, Net 
Promoter Score)

How CDPs can help

How to measure success

CDPs make it easier to connect all of your 
digital experiences—from advertising 
campaigns to websites to email marketing. 
This connected user journey helps 
marketing teams understand customer 
behavior, build better performing 
advertising audiences, and concretely 
showcase the marketing team’s impact.

Marketing

Segment allows us to be a lot 
more precise with how we 
dynamically suppress or target 
users in ad campaigns based on 
actual product uses.

Sam Coren

Senior Demand Generation 
Manager, DigitalOcean
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CDPs break down data silos so product 
teams can access the data they need to 
measure and improve crucial KPIs. CDPs 
can also help quickly scale growth stacks—
from your product analytics tools to data 
warehouses—and can deliver critical 
product insights immediately.

https://segment.com/blog/the-growth-stacks-of-2019/


CDPs protect one of the engineering team’s 
most precious resources—time. With a CDP, 
engineers can use one API for all customer 
data collection. They don’t need to spend 
weeks building integrations for specific tools 
or maintaining those connections after the 
fact.

Engineering


Use one API for all customer data collection.



Skip time-consuming and redundant work.



Create a clean and ready-to-go data set.


Easily collect data from everywhere


Integrate new tools in minutes


Query your data in SQL


Engineering productivity



Product performance (e.g., page load speed, 
uptime)



Reduction of bugs introduced to production



Faster time to value of technology investments

How CDPs can help

How to measure successSegment allows us to smoothly 
handle the disparate datasets we 
use. It doesn't matter where you 
look at the data, with Segment, 
it’s always consistent.

Nic Sauriol, 

Software Development Leader, IBM
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Implement a shared and enforceable data 
dictionary.



Automate data validation and violation reporting.



Enable “self-serve” analytics for all business 
teams.


Standardize data collection 


Ensure data quality 


Empower users with actionable data 


Improvement in marketing acquisition KPIs (e.g., 
return on ad spend, customer acquisition cost)



Speed of product and customer experience 
iteration



Customer lifetime value



Productivity and efficiency across teams

How CDPs can help

How to measure success

Trustworthy reporting comes from good 
data. CDPs give analytics teams a complete, 
accurate, and clean data set to work from 
and the tools to keep it that way. With CDPs, 
data is automatically standardized across 
tools, including data warehouses. This 
eliminates time spent data munging and 
frees up time for deep data analysis.


Analytics

Segment seamlessly combines all 
of our shopper and transactional 
data, giving us a comprehensive 
view of our customer and 
shopper interactions.

Che Horder 

Former Director of Analytics, 
Instacart
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In a recent report, almost 9 in 10 IT leaders point 
to data silos as their biggest obstacle to digital 
transformation. 
 
Marketing is tracking their specific data; sales 
and support are doing the same, and engineering 
teams are spending thousands of hours building 
point-to-point connections between these different 
data sources. 
 

Source: 2020 Connectivity Benchmark Report, Mulesoft

https://www.mulesoft.com/lp/reports/connectivity-benchmark


At edX, an online course provider to more than 
20 million students, each team had their own 
tools and way of tracking data that caused 
inefficiencies and duplicated work for already 
busy teams.  
 
Because each team had a custom way of tracking 
data, they often tracked the same things, like 
when a student searches for a class or signs up 
for a new one. This caused a lot of redundant 
work for both the go-to-market and engineering 
teams.  
 
Go-to-market teams were blocked from quickly 
accessing the metrics they needed for new 
initiatives, which meant the engineering team had 
to manage these data requests on top of their 
other work. 
 
Rather than building and maintaining their own 
data pipelines to solve this issue, edX turned to 
Segment. With a Customer Data Platform, they 
got an out-of-the-box solution which meant less 
time manually connecting disparate data sets, 
and more time on the work that improved the 
customer experience.

19

https://segment.com/customers/edx/


At Staples Canada, the leading office supply 
retailer, customer-facing teams struggled with 
siloed data in legacy systems. With customer data 
fragmented between point of sales systems, call 
centers, and multiple websites, the marketing and 
analytics teams were missing out on a goldmine 
of valuable customer data that could have 
improved the customer experience. 
 
In order to accelerate their digital transformation, 
Staples Canada turned to Segment to gather their 
customer data from several disparate sources, 
unify it, and make that data accessible to multiple 
teams. Choosing to purchase a CDP instead of 
building one internally freed up their engineering 
team to focus on other mission-critical initiatives 
for the company. 
 
With Segment at the heart of their tech stack, 
different teams at Staples Canada have gained 
unprecedented agility to work with the tools 
they needed to understand and take action on 
customer data. The company was also able to 
better support each customer—regardless of what 
channel they were on—with a complete, real-time 
view of their customer data.

https://www.staples.ca/


At Frame.io, a professional video software 
company, the marketing, engineering, and 
support teams tracked data across the customer 
lifecycle. Their problem wasn’t the amount of data 
collected, it was that they couldn’t use that data 
effectively. 
 
As Kyle Gesuelli, their VP of Growth & Analytics, 
said: “Despite all the data points, we didn’t have a 
global picture or place to manage the customer’s 
profile.” 
 
They needed a definitive “single source of truth” 
where they could unify diverse data sources that 
would provide the full picture of their customers 
for every team in the organization. 
 
By connecting all their customer data with a CDP, 
Frame.io gained a unified view of each customer 
across all touchpoints. Since they no longer had 
to stitch together different datasets, they reduced 
campaign coordination time by 50%.  
 
Meanwhile, the increased accuracy and quality 
of the data improved campaign performance by 
50%.

https://frame.io/
https://frame.io/


The growth and evolution of the customer data platform category is an acknowledgment that data quality, governance, 
privacy, and integration are key to the customer experience today.



An effective Customer Data Platform allows your business to collect reliable customer data from many different channels 
and unify it in one, easy-to-access location for all of your departments. This creates a single, accessible, and up-to-date 
view of your customers that can be used to personalize every customer experience.

 

CDPs can have a transformative impact on your business by allowing you to build a fully connected digital marketing stack 
with your customers at the center.

Transform your data strategy with a CDP06 / 

Total Economic Impact 

Forrester TEI report found companies that use 

Segment see an ROI of $41 million within three 

years.

Download the Forrester TEI report
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https://learn.segment.com/forrester-tei/


stacks up Learn how Segment 

Get in touch with Segment to see how a CDP can 
improve your data strategy by enabling 
best-in-class data collection, governance, 
synthesis, and activation.

Learn more >




Learn more >



Learn more >

Choosing the best CDP in 6 steps

If you follow the six steps outlined in our guide, 
you'll have a much better handle on finding the 
right customer data platform that fits your 
company's unique needs.


CDP Buyer’s Guide

Our buyer’s guide for CDPs will help you 
understand when it’s time to buy a CDP, which 
features you need, and how to evaluate the 
various CDP vendors out there.


CDP RFP Guide

Our CDP RFP Guide provides best practices, 
frameworks, and an RFP template to help you 
identify your CDP requirements, create an 
effective RFP, and select the right CDP vendor.


Continue your CDP education



Get in touch at 
segment.com/demo

https://segment.com/demo
https://segment.com/resources/cdp/choose-best-customer-data-platform/
https://learn.segment.com/cdp-guide-drlp1/
https://learn.segment.com/cdp-rfp-guide/
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