
What Is a CDP?
A customer data platform makes personalized customer experiences 
possible by unifying data from a broad array of sources in real time to 

create a single view of the customer. So, rather than storing various bits of 
customer data across several solutions, it’s all in one place – a single source 

of truth about your audiences.

A CDP enables you to combine 
structured and unstructured data 
to deliver a unified customer view.
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Why More Brands Are 
Adopting a CDP to   

 Power Their Marketing

Unified customer view

Structured data

Unstructured data CDP

What steps to 
take next

Which products 
to recommend

When to send 
messages

How to manage 
campaigns

What to do to 
optimize the 

customer journey

ML enables you to assess how likely your customers are 
to buy, pay full price, and engage with your brand. More 

importantly, ML can help you coordinate:

... having clean, compliant and 
complete first-party data is a vital 
asset to glean insights that will no 

longer be available in the third-party 
data ecosystem.” 1

Leveraging first-party data helps you better understand what your 
customers want. This gives you the opportunity to deliver highly 

personalized, relevant, and satisfying experiences while retaining trust.

Data management 
platforms (DMP) 

Customer relationship 
management  

(CRM) platforms 

Email service  
providers (ESPs) 

Trigger-based 
marketing automation

How Can We Right-Size 
Our Tech Stack?

Most marketers are open to any technology that can give them an edge. 
The large number of marketing solutions on the market (cited above) is a 

testament to that. A CDP helps simplify martech stacks for many marketers. 
Since all your key audience and analytics data will be centralized, you'll likely 

be able to reduce or eliminate resources that might be put toward other 
marketing technology – like:

Where Would a CDP Fit Within 
Our Technology Ecosystem?

Mobile Analytics

Cloud Messaging

Web CRM

Server Ad networks
A smoothly functioning customer data 

platform is essential to every marketing hub. 

CDP

What About Data Lakes, 
Data Warehouses, or Master 
Data Management Solutions?

Though similar in some ways to a CDP, tools like data warehouses and master 
data management (MDM) solutions aren’t really equipped to collect and analyze 

customer data so it can be leveraged in real time to deliver personalized 
experiences. Because a CDP centralizes customer data, can respond to 

customer queries in real time, and still connects with other important internal 
systems, most businesses can streamline their marketing tech stack.
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Data lakes, data warehouses, and MDM solutions 
aren’t as timely or responsive as CDPs. 

You must weigh the key factors that pertain to your unique situation, 
but a recent Gartner report drew an interesting conclusion to consider:

Brands with lean budgets (<9% of 
revenue spent on marketing) should 
strongly consider buying (a CDP).” 2

What Specific Benefits Will 
We Gain by Adopting A CDP?

The best CDP solution for your business will give your users access to the 
most valuable insights and be founded on unified and accurate customer 

data. Once in place, you can leverage a CDP to achieve goals according to 
your particular set of priorities.

Percentage of 
Marketers Citing 
CDP Being Used 

to Achieve a 
Particular Goal 3

Customer Value (65%)
Retention (61%)

Acquisition (57%)

Awareness (32%)
Expense Reduction (28%)

Other (11%)

Where are today’s marketers getting the most from their CDP? 
Based on a survey of 8,000 marketers worldwide, strategic 

personalization is yielding big benefits. Tailoring interactions and 
content across touchpoints upgrades the CX, builds meaningful 
connections with individuals, and plants the seeds for increased 

loyalty. (See case study examples, below.)

If you’re looking to build an organization where analytical insights 
power success, machine learning (ML) and predictive modeling 

are key – and a CDP helps you accomplish this. 

Marketers say implementing more personalization has 
generated the following improvements: 4

47% 47%

42% 40% 37%
Increased email  

open rates
Increased clicks  

per email
More repeat purchases

54%
Increased engagement 

with our brand
Increased conversions Better response to 

discount offers

Ultimately, a CDP that helps streamline and unify their technology stack will 
make it easier for organizations to deliver cohesive customer experiences.

3,500%
ROI

$250K
in revenue

$1.4M
in revenue

3X
return

621% 
increase in ROAS

125% 
increase in conversion rates

Clothing retailer Aydinli saw a 
3,500% return on investment.

Classic footwear brand Clarks 
pulled in $1.4 million in revenue 

from a $500,000 campaign.

Global premium chocolate leader 
GODIVA saw a 621% increase in 

return on ad spend.

How Today’s Brands Are 
Using Acquia CDP to 
Deliver a Better CX

A number of our customers shared their own data to help prove 
how well Acquia CDP works for them:

User

Web page Transaction

Similar user
Subclass 1

Brand loyalty 1Loyalty 
recommendation

Marketing strategy

Similar user
Subclass 2

Brand loyalty 2

Similar user
Subclass n

Brand loyalty n

User data

Data stored

ML model

Apply machine learning to customer data for predictive recommendations that 
drive a highly effective, personalized experience for your customers.

To deliver an engaging CX, marketing innovators 
must gather and activate first-party data, create 

compelling personalized content, and maintain 
respect for their customers’ data privacy.

In a study evaluating the total costs and benefits across four organizations:

589% <6 months

At the end of the day, adopting a CDP helps your organization 
collect the right data and deliver exceptional digital experiences 
to your customers. When all your teams have access to accurate, 
actionable data, you are better positioned to create and deliver 

relevant, highly personalized customer experiences.
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Want to learn more?
Download our in-depth e-book today

Leading headwear retailer Lids 
achieved $250K in revenue from a 

customer win-back campaign.

Luxury goods brand MCM 
Worldwide achieved a 3x increased 

return from personalized emails.

Outdoor recreation brand 
Moosejaw increased conversions 

by 125%.
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