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The CDP Syllogism

. 78% -
O of consumers will be more loyal to brands that 'show they
understand me'

- 8 3 7%  of marketers say customer data silos impact personalization

* You need a CDP

Source: Acquia, Customer Experience Trends Report 2019




The CDP Fallacy

» True: everyone needs unified customer data

* True: CDP builds unified customer data

* False: CDP is the only way to build unified customer data
* False: everyone needs a CDP

Source: Acquia, Customer Experience Trends Report 2019




The CDP Addendum

» True: everyone needs unified customer data

* True: CDP builds unified customer data

* True: CDP is often the best way to build unified
customer data

* True: many people need CDP




So, what’s a CDP?



CDP Definition

* Packaged software

* Persistent, unified customer database

* Accessible to other systems

CUSTOMER DATA
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Behind the Definition

* Packaged software = faster, lower cost, less risk,
more mature

* Persistent, unified customer database = all sources,
full detail, organized for customer management

* Accessible to other systems = easy to share data,
change systems without disruption

CUSTOMER DATA
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CDP Components

Data Decisions

CRM | Ingest Process Expose Analytics Engagement

Budget Content

Mobile
v

) NN
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Wwhy It Works

* Prebuilt components save development time

* ‘Big data’ technology makes data management easier than before
* [t's desighed to do one thing well

* \Vendors are customer data specialists
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CDP vs Other Systems

Data Data Hub, Marketing
CDP Lake/WH DMP Tag Mgr MAF, CRM Cloud, JOE
packaged
software & & é’
persistent

unified customer
data

open access

decisions &
delivery

v & & & &
w» &© &€ & v
o & 2 » @
w & 9 <
& v » @
& » & &
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You need a CDP if...

» Sources include un- & semi-structured data
* Multiple source and execution systems

* You have repeat customers

* I'T resources are busy elsewhere

* Time and money are limited




Marketers Recognize CDP Value

* £650 million

revenue 2018

* 80+ vendors

* 60% annual
growth

CUSTOMER DATA
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Vendors

78
63

49
38

23

12-16 06-17 12-17 06-18 12-18
Report Period

Global CDP Industry

Employees

6,701
5,445

4,048
2,963
1,815

12-16 06-17 12-17 06-18 12-18
Report Period

Funding (€ million)

€1,490

£1,214
€995

£714
£ 567

12-16 06-17 12-17 06-18 12-18
Report Period




What about Europe?



European Consumers Expect Personalization
European Marketers Deliver Despite Complexity

Consumers Marketing Technology
M Europe

M Europe
56%

14
44%
28%
26% 249 I

would let retailers number of data do dynamic cross-
track shopping SOUrces channel
elsewhere to get engagement

spend more at integration of
retailer that multiple data sets
provides is challenge
personalized service personalized offers

Sources: Ipsos+Medallia, The Customer Experience Tipping Point, 2018; Mulesoft, Consumer Connectivity Insights 2018; Salesforce

expect personalized
experiences

Research, Fifth Edition State of Marketing 2019; Infosys, Endless Possibilities with Data, 2018
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U.S. Consumers Expect More
U.S. Marketers Deliver More

Consumers Marketing Technology
mUS mEurope

B US MW Europe

60% 56%

15
14
41%
32%
I I : I

295 11% 44%
I ! I ] I

expect personalized spend moreat  would let retailers number of data do dynamic cross-  integration of
experiences retailer that track shopping sources channel multiple data sets
provides elsewhere to get engagement is challenge

personalized service personalized offers

Sources: Ipsos+Medallia, The Customer Experience Tipping Point, 2018; Mulesoft, Consumer Connectivity Insights 2018; Salesforce

CUSTOMER DATA Research, Fifth Edition State of Marketing 2019; Infosys, Endless Possibilities with Data, 2018
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Conclusion

* European marketers face similar issues but at smaller scale and with
fewer resources
* European CDP vendors tailored to European market
* Campaign CDPs provide most features and least integration effort

* Smaller client bases make specialized data technology less
iImportant

* Industry-specific CDPs offer additional value from the start
* Can combine US-based data access CDP with local campaign CDP

* Want more surveys?
https://lIp.cdpinstitute.venntive.com/DL2022-CDPI-Recent-Martech-Surveys

CUSTOMER DATA
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https://lp.cdpinstitute.venntive.com/DL2022-CDPI-Recent-Martech-Surveys

What about You?



Best Practices
* Let marketing manage customer data

Marketing Responsibilities
B mainstream

M [eaders
48% A7%48% A48%
44% A42% 42%
38% 38%
32%
25% 2% 27%
20%
Ln)
I I - B
customer  governance data security data marketing customer measureme  customer
data and schemas, automation insight and optimize data
operations compliance metadata, rules acquisition
etc.

Source: Econsultancy, The Customer Data Imperative, 2018
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Best Practices
* Match CDP to your needs

CDP Selection Priorities
M enterprise W mid-tier

61%
52% 53%
418% A7% 49%
43%
I I ] I ] ]
data security integrate data analysis integrate integrate 3rd
and control  internal sources tools disparate data party data
CUSTOMER DATA Source: Relevancy Group, CDP Buyers Guide 2018
PLATFORM [
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Best Practices
* Simple tasks first

CDP Benefits

44% 439,

40%

30%

23%

query tools for accessto customer  improved marketing improved ad integrate internal and
customer data data personalization personalization external sources

'%Sl;rf?;}}%%?% Source: Relevancy Group, CDP Buyers Guide 2018
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CUSTOMER DATA

Best Practices
* Follow path to leadership

Achievements and Challenges
M leaders EM mainstream

712%
58%
48%
38%
33%
24% 25%
I . . -
disparate tech is siloed organization  have single customer  guantify benefits of
biggest challenge biggest challenge view personalization and
real time

Source: Salesforce Research, Fifth Edition State of Marketing 2019; Econsultancy, The Customer Data
Imperative, 2018
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What’s Next?




CDP Industry Trends

* Continued growth in demand and new vendors

* GDPR & ePrivacy drive demand in Europe

* Shift from data access to analytics and campaign functions
* Differentiation based on scope, industry, region, client size

* Broader products and marketing clouds embed CDP functions, via
development and acquisition

* Smarter buyers: standards and better understanding

CUSTOMER DATA
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What about
The Netherlands?




Almost all Dutch companies consider customer data
to be important for business

60%
53%
50%
40%
30%
20% . .
B Customer Data are one of the key elements in our business strategy
10% B Customer Data are, among other topics, part of our business strategy
\ B The relevance of customer data is only mentioned in our business
0% strategy
VERY IMPORTANT . .
i Customer data are important but are not part of our business strategy
E Very Important E Important
= . .
B Not important, not unimportant & Unimportant Customer data are not important for our organization
B No priority

CUSTOMER DATA
I PLATFORM I
B INSTITUTE Bl Source: Squadra CDM Research, 2018
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5 Key reasons to consider using unified customer data

Analytics
Compliance

e
c
Q
&
Q
0N
(C
(eT0]
{ =
Lid

Customer
Efficiency

CUSTOMER DATA MANAGEMENT

CUSTOMER DATA
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“Improving customer engagement using
customer knowledge”

“Customer data allow us to better understand
customer preferences and discover potential
needs”

“Using customer data we can personalize our
website content more efffectively”

“Our customers have been segmented and
are treated using different campaigns”

“Specific/relevant emails to our customers”

“Next best actions based on customer
profiles and behavior”

“More opportunities for co-creation”

Source: Squadra CDM Research, 2018



Unified customer view: opportunities to develop new categories,
new markets and new business models with less risk

* “More opportunities for co-creation”

* “Different revenue models and
business models are becoming
clearer”

* “We are finding leads using available
profiles”

* “Using the profiles of existing
customers to create better offers but
also to look for new market
opportunities”

Customer
Engagement
Efficiency
Analytics
Compliance
New Business

* Category optimization decisions can
be taken quicker with less risk

CUSTOMER DATA

CUSTOMER DATA MANAGEMENT

INSTITUTE Source: Squadra CDM Research, 2018
B EUROPE W




Key Issue: iIncomplete customer data

* In your opinion, what are the main issues regarding customer data? What issues do you encounter?

Incomplete customer data 88%

Aged customer data 56%

Multiple records 48%
Bad accessibility to customer data 48%
Incorrect customer data 46%
Insufficient knowledge and experience to 38%

conduct customer analyses

Other 13%

CUSTOMER DATA
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Key obstacles: unclear ownership/governance, complex IT
landscape; data capture done by multiple departments

* What are the key obstacles in you organization that prevent you from getting to the ideal situation
regarding customer data management? (Multiple answers allowed)

Systems do not meet current and future requirements

Lack of knowledge and experience

Level of automatization re. customer related processes is low (manual labour)
Implementing changes in systems is a slow process

Insufficient priority at management level to allocate budget

No unambiguous data model for customer data

Customer oriented processes are neither efficient nor consistent

Systems do not offer DQM functionality for (automated) data management
Data capture and management by multiple departments

Complex IT landscape with insufficient integrations

Ownership is not clear and/or Governance is not sufficiently organized

CUSTOMER DATA 0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%
PLATFORM
INSTITUTE Source: Squadra CDM Research, 2018
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Define business vision, use cases and requirements first;
compare and select the best matching CDP platform next
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Use cases and cllent cases offer gmdance

| Available and actionable data
Y » Reduction of manual work for CRM

e Reduction of required IT support

Connecting to existing channels

Personalized customer journeys
| * Optimized channel mix = higher ROI

Increased conversion rates
Sl 7% W

/
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Use Cases and Cllent Cases Offer Gmdance .

Buﬂdlng a data drlven busmess

*<T -,
v

-

;_-::m' Effect of implementation of CDP solution:

! _ | * Unified customer view instead of data in
B8 various data silos
» 24/7 Data collection and constantly scaling
4+ Less effort to extend and scale data driven

business solutions
e Data quality across the business
* Multiple onsite personalization campaigns
 CTR personalized campaigns 3.4% instead
of 1.8% with non-personalized campaigns

4 -
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Use Cases

and Client Cases Offer Guidance

DNA-POW
INTELLIGE
EVERY CU

BEHAVIORS
Active
Cnline
Searching
Usage

~\rT

Holiday

RISK
Attntion
dentity
Financial
Anomalies

AFFINITIES
Hobbies
Shows
Articles
Travel

LIFESTYLE
Holiday Shopper
Trendshopper
New Collection

LIFE MOMENTS
New Job
Mamage
Back to School
New Parent

RED

NCE ON

TOMER

1

m

REC ’)(“r <

NCoOFUN

Coupons
Campaign
Loyaity
Rewards

Household
Location
Income Lewel

\Y/ F
VA -

Income Level

Spending
Revenue

Lifetime Value

Channel
Devce
Time
Location

OPPORTUNITIES

Buy propensities

Referrals
Cross-Sell
Up-Sell

C

\

QJ

m
m -

LA

O 0

s

D

NCE
Price Poin
New Collection

Category

TEXT g ﬁ JALU
o EX i Al UE
J [
ESzy ! » RIS
NITI Y
PRODUC : | # .
PREFERENCE ¢ | ¥ LIFESTYL
Cl L‘tp‘"
CUSTOMER e SO
JOURNE AFFINITIE
CUSTOMER
JOURNEY
Onboarding
Active Use Source: NGData
Purchase



Source: Telenet Belgium, NGData



How To Talk To Your CEO About CDP: 5 Drivers For CDP Success

L

BUSINESS CUSTOMER
___VISION | FOCUS

ANALYTICS SPEED &
TALENT - FLEXIBILITY




First Step: Assessing CDP Value Re. Business Ambitions & Goals

—  Market Developments

—
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Key Take Aways

* CDP is purpose-built to unify customer data
» Often the best solution

* Buyers must match system to their needs

* Benefits of success are great

* Price of failure is unthinkable

» Success depends on alignment with corporate ambitions




Thank You!

David M. Raab Frans Melenhorst
draab@cdpinstitute.org

Linkedin: fransmelenhorst
www.cdpinstitute.org Clear Value | Squadra Group
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