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The Customer Data Platform (CDP) solves one of the hardest challenges facing 
businesses today: To unify customer data across the organization, including 
known user data, to deliver truly consistent customer experiences across 
channels.

To do so, you need a platform that updates in real-time, provides a complete 
overview of your customers, and enables you to operationalize that knowledge. 
A CDP creates a language around your customers and enables you to 
automatically describe each customer in commercial terms. 

The platform brings personalization that grows with your business and treats 
every customer as an individual, even as your customer base grows far beyond 
what your team could manually manage. 

The immediate advantage to the Raptor CDP is the fact that we are channel-
agnostic, and we support the activation of the data that makes the most sense 
for your customer journey. Through this activation of data, we cultivate your 
opportunities to create value. 

If you want to personalize your customer experience across all cross points and 
channels, then this guide is useful for you. 

Introduction
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What is a Customer Data 
Platform? 
The main purpose of a CDP is to consolidate customer data from various 
sources. It is an operational tool that enables marketers to activate customer 
data in automated flows and processes. This can be done in a wide range of 
activation channels. 

A CDP lets you know and understand your customers on an individual level. 
It is a platform that stores, connects, unifies and activates customer data. All 
information about your customers feeds into the platform from every channel 
and customer touchpoint – your CRM, website, email marketing platform, 
advertising campaigns, SMS, POS systems, social media, call center etc. 

This data gives you an up-to-date, complete view of your customers across 
different devices. You will have a unified single view of each unique customer 
that is accessible by other systems – a so-called Golden Customer Record 
(GCR). Traits and calculated attributes will be visible in the GCR.

The CDP gives you a foundation that ensures that your customer data is always 
consistent across every tool and channel. Through keychain technology, it 
tracks the primary identifiers from your different channels and unifies them 
in the GCR. In this process the CDP automatically dedublicates idents and 
eliminates any conflicts between ids. These primary identifiers include e-mail 
address, Cookie-ID, device-ID, Customer Club-ID, Token-ID, as well as other 
user idents.

A CDP is as a dynamic platform that collects, combines, and integrates data to 
your customer profiles. Seamless integrations enable easy data ingestion and 
data activations.

A CDP is a single foundation for your customer data
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Why do you need a CDP?
People don’t follow linear customer journeys, and it can be very difficult 
to achieve complete customer insight when the data is spread in different 
channels. Luckily, the future of marketing lies within data – real-time, accurate, 
interconnected data enhanced by machine learning and AI.
That is what a good CDP can provide. It enables you to understand your 
customers on a 1:1 level and acts on the data you get from all channels and 
customer touchpoints. 

Basically, you can use a CDP to build actionable segments, to personalize every 
customer interaction, and to communicate consistently and personally on all of 
your channels.

One of the biggest arguments for acquiring a CDP is the fact that isolated 
and siloed data can block your efforts towards scaling personalization. AI is a 
technology that is known for being scalable, but if you are only using it in a 
small section of your business, it is impossible to reach the full potential of your 
investment.

The CDP from Raptor Services allows your teams to automatically eliminate 
data silos, improve customer analytics and segmentation, and support 1:1 
personalization across channels. This is a prerequisite to meet the high 
demands of customers today.

Today, Raptor already delivers a platform that seamlessly integrates data 
from various sources. However, with the CDP, that platform is turned into an 
operational product, which ensures scalable personalization in interaction with 
Raptor’s existing algorithms.

The challenge of isolated data sources
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Different components in the 
CDP 

In today’s world, data can be your largest competitive advantage. Raptor CDP 
enables you to collect data from every single customer touchpoint on all your 
channels, such as online behavior tracking data, programmatic data, POS data, 
Customer Club data, CRM data etc.

From these channels, you can ingest first-, second- and third-party, individual-
level customer data from multiple sources, and the data ingestions happen in 
both real-time and batch, without storage limitations.

Data collection must include first-party identifiers such as emails and/or 
attributes such as demographic information.

Data ingest

Unique ID: 1234567
Name: Rob Jetson
Email: robjetson@gmail.com
Gender: Male
Device(s): Desktop, Mobile
Last purchase: 02.02.2018
LTV: 2043€
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All the relevant data sources that are ingested consolidate into the GCR, which 
is a profile unification from all your different channels.

The GCR is an accessible database where all your customer data is stored 
in one place. This has many advantages, including simplification of GDPR 
compliance and most importantly, the single customer view, which enables 
true omnichannel marketing.

The GCR is an opportunity to see all historical data on a given customer. When 
an audience is created in the audience builder (explained in the next section) 
that audience will be assigned to the respective customers, along with any 
traits defined in the audience.

A GCR consists of Person data, Idents, Demographics, and traits. Traits are 
more dynamic than the other data. For example:
When a customer or user is included in an audience, such as, “churning 
customer” or “high value customer” it means that we assign that trait to all 
customers in that audience.

Every single touchpoint with your customers feeds into the GCR and all the 
different data variables can be used to build your audiences.

Profile unification and Golden Customer Record (GCR)

The CDP should have the 
ability to consolidate profiles at 
the personal level and connect 
attributes to identities. 
 
Include linking multiple 
devices to a single individual 
once they’ve been personally 
identified and deduplicating 
customer records.

Using both probabilistic 
and deterministic matching 
strategies. 
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The audience builder is the marketer’s operational access to the CDP. This is 
where strategic business logics are incorporated and defined from available 
data.

Any technology that claims to solve CDP-oriented use cases, such as the 
above, must help solve the larger problem of delivering experiences that meet 
customer expectations and deliver business value. This means managing the 
data more effectively, but it also concerns the following:

Audience builder

Segmenting audiences and offers

The CDPs must contain the ability to create and manage rule-based 
audiences/segments

Orchestrating cross-channel campaigns

 Activating audiences in real-time through every available channel

 Advanced segmentation features may include automated segment 
discovery or propensity models
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The ability to send Audiences to 
specific tools for the execution 
of email campaigns, mobile 
messaging, advertising, and other 
campaign or channel activity 
(Marketers still need execution 
tools for the final mile).   

The ability to include activation 
features such as next-best 
recommendations, dynamic 
creative optimization, and testing 
and self-optimization capabilities.

A CDP can be categorized as an engine for automated triggers that make 
up the primary communication with your customers in every life cycle and 
touchpoint.
When an audience has been specified and built in the audience builder, that 
audience is activated on your different channels of communication, such as 
email, display banners, and SMS.
Marketers are able to define what will happen to the individual segments/
audiences in the different flows. This is in terms of actions/triggers, channel, 
message and much more.

The interaction between the CDP and Raptor’s algorithms becomes very useful 
in the data activation section. The personalized product recommendations 
support the relevant message in each defined flow.
For example, if the goal of one of your flows is to maintain VIP customers in 
that segment, then it would be wise to show them personalized content/
messages based on their previous behavior and preferences. Similarly, two 
different customers that are in a churn risk flow, should not receive the same 
message, in order to avoid churn. Instead, they should get a message that is 
automatically tailored to their needs and preferences.

Data activation should give you:

Data activation

ADS
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Already existing Machine learning logics are added and utilized in the 
framework of the CDP. 

In product recommendations on websites or in dynamic emails, the algorithm 
finds the most relevant product for the individual customer. In the CDP the 
goal is to find the audience or customers that are most relevant for a product, 
a piece of content, or a campaign. For example, a product that you want to 
clear from stock. You would then be able to define an audience that would be 
most likely to purchase that certain product. 

Machine learning in a CDP context can also be used to support the creation of 
audiences. For example, Churn and lifetime value prediction. 

Churn prediction enables you to identify users that unlike repurchase or 
purchase in the future. You can use this insight to engage these customers, 
with win back or reactivation programs. At the same time, you might identify 
that you do not want to spend your resources on. 

Prediction and Machine Learning 
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The role of your team 
A CDP acts as the foundation for your customer overview, and it makes you far 
more likely to succeed in delivering seamless customer experiences.

However, you will need skilled people to utilize the possibilities provided by a 
CPD. The most important ingredient is the people operating the system, and 
not the technology itself.
 
The first role of your team is to decide why you want to invest in a CDP, and 
how it fits in your existing tech stack.

The second role of your team is the operation itself. After you have 
implemented the CDP, the activation of audiences happens automatically with 
the integrations in the different channels.

However, the effort lies in defining the flows, creating the campaign audiences, 
testing, and monitoring and analyzing performance. Therefore, you need to 
define clear roles for the employees involved, such as:

A CDP operates on several levels of your organization: business and tech, 
strategic and operational.

Technical roles related to integrations and implementation

User/marketing roles related to creating audiences and activating 
campaigns

B2B/B2C roles related to e-commerce, marketing and sales

Business Tech

Strategic CEO/CMO/CCO
Business sponsors

CIO/CTO
Systems Architect

Operational Marketing
Ecom
Super Users

Implementations
Integrations
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Data security
The Raptor CDP makes it simpler to comply with the GDPR and other privacy 
laws since it gives you unified user profiles (GCR) for each of your customers. 
When you have a complete overview of the data you possess, it will be much 
easier to comply with requests for changes to a customer’s privacy. You can 
ensure that a user, who opts out of marketing through your customer service, 
will neither receive emails or ads in banners and social media.

Encrypted data hosted on a secure cloud solution from Microsoft Azure

Internal and external security evaluations

Role-based permissions (Incl. Read-only)

Single sign-on and two-factor authentications

Data privacy features (GDPR)

At Raptor Services we value Responsible data management, which is also why 
we made sure to include the following:
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Implementation and 
integration 
A CDP is the last integration you have to do since it enables your master set of 
customer data.

Through our flexible API, we future-proof your platform. With Raptor’s CDP you 
will always be able to integrate with the rest of your Tech stack even when you 
make changes to your setup.

We always recommend starting the integration with the basics. Begin with 
streaming your behavioral data from your site, your sales transactions from 
physical stores, and your call center data, if you have it. You can choose to 
ingest data in batches or stream it in real-time. See figure below:

All this data can then integrate into your activation channels through a generic 
API. We recognize all types of formatting such as JSON, XML, and CSV. 

It is also possible to do channel-specific activations since we have built 
integrations to Salesforce, Hubspot, Umbraco, and many other systems.

3. Activate
Real Time Engagement

Website

In-Store

1. Ingest
1st, 2nd and 3rd Party Data

2. Unify
Audiences and Predictions

Single Customer View

Ads

Mobile

Email

Behavioral

Transactional

DMP

Device

CRM
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Further reasons to invest in a 
CDP

Enable the master set of customer data1

Remove irrelevant communication – Real-time 
update of audiences3

Customers expect you to know your joint history – 
Accurate profile unification2

Data-driven decisions require clean data4

First-party data should be considered a competitive 
advantage5

 CDP is a resource not only for the team but the 
entire company6
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Customer Data Platform ROI

Data Asset Value

Performance Lift

Operational Savings

Direct & Related Costs

Return on investment

Market value for your audience

Data required for AI & transformation 

initiatives

Potential data products

Incremental new business

Improved retention

Upsell / Cross-sell

Automated sales / Marketing

GDPR compliance

Media savings: Targeting & Data

Customer Data Platform

Professional services & team training

Maintenance costs & data 

enhancemnet

15



16

Create a Single 
Customer View 
Today!
Consolidate your customer data in order to get rid of data 
siloes.

Any questions?
Do not hesitate to call us now 

+45 61 55 15 54

Request a demo

www.raptorsmartadvisor.com

sales@raptorsmartadvisor.com 

https://www.raptorsmartadvisor.com
https://www.raptorsmartadvisor.com/request-demo/
https://www.raptorsmartadvisor.com
mailto:sales%40raptorsmartadvisor.com?subject=Get%20a%20Demo%20-%2010%20tips%20to%20personalize%20your%20email%20marketing
mailto:sales%40raptorsmartadvisor.com%20?subject=Get%20a%20Demo%20-%2010%20tips%20to%20personalize%20your%20email%20marketing
https://www.linkedin.com/company/3150655/
https://www.facebook.com/raptorsmartadvisor/
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