
White paper

Customer Data Platforms (CDP)
the key to data-driven marketing success

https://www.iodigital.com/en?utm_source=pdf&utm_medium=whitepaper&utm_campaign=CDP_EN&utm_content=link_to_website


In this 
whitepaper

Foreword� 3

Modern customers: more demanding than ever� 4

What is a CDP and why is it important? � 6

How does a CDP work?� 15

How interesting are CDPs for your industry?� 19

The implementation process of a CDP: a valuable triptych� 25

Critical factors in deployment� 29

The future of CDPs� 36

Conclusion� 39

2 © iOCustomer Data Platform (CDP)



We love data. Because it is factual and it provides undeniable proof of 
how your target audience responds to your product or service. But to 
leverage data effectively, you need to ensure its accuracy, relevance, and 
efficient management. 

At the same time, customers are becoming increasingly demanding, and 
the boundary between online and offline experiences is blurring. This 
presents companies with major challenges in customer-centricity and 
data-driven marketing. 

This whitepaper introduces Customer Data Platforms (CDPs) as a 
powerful solution to these challenges. As a central hub for all customer 
data, CDPs provide marketers with direct control over valuable insights. 

We will take you through the workings of CDPs, from data collection and 
unification to segmentation, activation, and implementation. Using real-
world examples from various industries, we will demonstrate the diverse 
applications of CDPs. 

We believe that CDPs will change the way you view customer data and 
marketing strategy. With a CDP, you can truly work in a customer-centric 
way, leading to better customer experiences, more efficient marketing, 
and ultimately improved business results.  

Foreword
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Modern customers:  
more demanding than ever
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Customers have never been more demanding than they are today. 
Take Lisa, a 32-year-old professional. She wants to buy a new 
smartphone and expects the following from an electronics store:

	→ She starts her search online. She expects extensive product 
information, and to be able to compare devices. 

	→ She wants to be able to ask questions via live chat, even late at night. 

	→ She expects the salespeople instore to know her 
online search history and preferences. 

	→ She wants to have the option to view the device in store, and 
the option to order online with next day home delivery.

	→ If there is a problem with her order, she expects an 
immediate response via WhatsApp or social media. 

	→ She compares prices and service with other providers constantly 
and will not hesitate to switch if she finds better elsewhere. 

And then there’s Stefan, a 45-year-old procurement manager at a mid-sized 
manufacturing company. He expects competitive pricing and an efficient 
digital experience from his suppliers. TechParts, a major supplier of industrial 
components, uses a CDP to provide Stefan with a personalised experience: 

	→ When Stefan logs into the TechParts website, he expects to 
see relevant product recommendations immediately. 

	→ When he contacts customer service, he does not want to repeatedly 
explain his customer history or search for details on open quotes. 

	→ He expects personalised emails with offers tailored to his purchasing patterns 
and business needs. If he receives irrelevant newsletters, he will unsubscribe.

These examples highlight the three challenges businesses  
face today: 

1	 Cross-industry expectations: Whether it’s an electronics 
retailer, a bank, or an energy company, customers 
expect a wide choice, a hassle-free ordering process, 
and 24/7 service on their channel of choice. 

2	 Declining customer loyalty: Customers are less loyal  
to brands. After as little as one poor experience 
they switch to the competition. 

3	 The line between physical and digital is blurring: 
offline and online is merging. Customers expect 
a frictionless experience across all channels.  

These developments force businesses to continuously  
innovate and tailor their services to ever-growing  
expectations. 

Customer Data Platform (CDP)



What is a CDP and  
why is it important? 
A Customer Data Platform (CDP) collects customer data from 
a variety of sources. It provides marketers with a complete 
and unified view of each customer. Indispensable in a digital 
landscape that is becoming more complex every day.
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1. One central location  
for all your customer data 
All departments have direct access to the same, up-to-date information. 
This prevents inconsistencies because employees can make decisions using 
information from the same reliable source. 

For Lisa, the customer from our example, this would mean that her online browsing 
behavior, in-store purchases, and interactions with customer service all come 
together in one place. 

So what exactly is the added 
value of CDPs for companies?
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2. Marketers have direct 
control over customer data
Marketers are no longer dependent on the IT department.They have direct access 
to the customer data they need. Developing and executing campaigns is now 
much faster. 

For example, if Stefan from our earlier example calls someone at TechParts, it 
doesn’t matter who picks up. Everyone has access to the relevant customer data. 

So what exactly is the added 
value of CDPs for companies?
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3. Tailor strategies and 
activations to the customer 
Integrate all customer data to get a complete picture of your 
customers. This allows you to develop truly customer-oriented 
strategies, tailored to their needs and preferences.

So what exactly is the added 
value of CDPs for companies?
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4.  Make decisions based  
on data
A CDP delivers deep insights from your customer data. This allows you to make 
better, data-driven decisions at all levels: from product design to customer service. 
As a result, your marketing campaigns and offerings will have a greater impact. 

CDPs also help predict future customer behavior, ensuring your business is 
prepared for what’s ahead. 

So what exactly is the added 
value of CDPs for companies?
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5.  Increase the efficiency 
and effectiveness of 
marketing activities 
A CDP enables precise segmentation and personalization, helping you optimise 
your marketing based on detailed customer profiles. Every interaction with your 
customer is relevant and consistent across all channels—whether it’s email, social 
media, your website, or physical stores. 

Additionally, a CDP makes it easier to deliver offers and content to your target 
audience at the right time. Your company saves time by automating manual 
processes, allowing campaigns to go live faster while increasing efficiency and 
effectiveness. 

The result: higher conversion rates, improved customer retention, and a greater 
marketing ROI. 

So what exactly is the added 
value of CDPs for companies?
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6. Improved ROI
All these benefits boost the return on investment of your marketing activities. 
Advanced personalisation leads to higher conversion rates, as customers receive 
more relevant and appealing offers. More efficient targeting results in lower 
acquisition costs since marketing budgets are allocated to the most promising 
prospects. 

This leads to more satisfied customers who stay longer, spend more, and ultimately 
increase their lifetime value. 

So what exactly is the added 
value of CDPs for companies?
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7. Compliance with privacy 
regulations 
As privacy regulations continue to tighten, CDPs provide crucial compliance 
advantages. They enable centralised management of consent and preferences, 
making it easier for businesses to comply with regulations like GDPR. Customers 
can specify their privacy preferences, which are then consistently applied across 
all channels. 

Additionally, a CDP enhances data governance and transparency. Companies gain 
a clearer overview of what data they have, how it is used, and who has access to it. 
This simplifies compliance with data requests and ensures accountability in data 
usage—essential for maintaining customer trust and meeting legal requirements. 

So what exactly is the added 
value of CDPs for companies?
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Unlike traditional systems like CRMs or data warehouses, where IT departments often  
have control, a CDP puts marketers in charge of customer data. It is a powerful tool for  
modern, customer-centric organisations. 
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INTEGRATIONS

360° profile creation

Insights into your customers from a holistic
 perspective, across channels and sources

Data unification

Bring together known and unknown customer 
data into a profile that's ready for activation

Campaign orchestration

Orchestrate entire campaigns across channels 
and interaction levels

Real-time CX

(near) real-time customer experience

Reporting & Analytics

Providing insights into entire campaigns 
across channels and segmentations

Audience segmentation

Based on insights, preset segmentation, 
behavioural information, or individual preferences



How does a CDP work?
A CDP functions as a central hub for customer-related data  
and operates based on six key principles:  
‘data collection’, ‘data unification’, ‘persistent storage’, 
‘segmentation’, ‘activation’ and ‘analysis & reporting’
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1. Data collection: all customer 
data in one place
The CDP collects data from various sources, 
both online and offline. This includes data from 
websites, mobile apps, CRM systems, point-of-
sale systems, and customer service interactions.  

It integrates both first-party data, which the 
company collects directly, and third-party data 
purchased from external sources to enrich 
customer profiles. In addition, the system captures 
both structured data, such as customer data 
in databases, and unstructured data, including 
customer service chats, social media posts and 
emails, providing a complete view of your customers. 

For Lisa, this means that her browsing behaviour 
on the electronics website, her purchases in 
the physical store, and her interactions with 
customer service are all collected in one place. 

2. Data Unification: merging data 
into one profile per customer
In this phase, the CDP combines data from different 
sources into one integrated customer profile. This 
creates a holistic view of each customer, bringing 
all interactions and transactions together.  

The system uses advanced matching algorithms 
to link data, allowing different email addresses 
or device IDs to be linked to the same customer, 
for example. In addition, it provides data 
deduplication and purification, which eliminates 
duplicate records and corrects inconsistencies, 
resulting in cleaner and more reliable data. 

In Stefan’s case, TechParts would merge all his 
interactions - from website visits to phone calls 
with the sales department - as well as those of his 
colleagues at TechParts, into one coherent profile. 

3. Persistent storage: always 
up-to-date information
A CDP preserves years of customer data, which 
makes it possible to analyse long-term trends and 
preserve the entire customer history. The system 
enables real-time updates of customer profiles, so 
that as soon as new data comes in, the profiles are 
updated immediately. This ensures that information 
is always up-to-date. Additionally, it provides flexible 
data models for different use cases, allowing the 
system to be customised to meet specific business 
needs and evolve as these needs change. 
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4. Segmentation: grouping 
customers for more 
effective campaigns
CDPs allow marketers to create dynamic segments 
that automatically update as customer data changes, 
ensuring they always stay current. The system 
offers advanced behaviour-based segmentation, 
which goes beyond demographic segmentation 
and can, for example, create segments based 
on buying behaviour or product usage.  

In addition, it enables real-time segmentation 
based on current customer behaviour, allowing 
marketers to respond immediately to customer 
actions, such as cart abandonment. 

5. Activation: putting your 
customer data to work
A CDP makes customer data available for instant 
marketing campaigns. Data can be used immediately 
for personalisation, targeting, and campaign 
execution. The system integrates seamlessly with 
other marketing tools such as email platforms, 
advertising tools, and direct action CRM systems.  
It also supports omnichannel campaign execution 
that ensures consistent customer communication 
across all channels, from email to social media and 
in-store experiences. 

6. Analysis & reporting: in-
depth and clear insights 
CDPs offer built-in analytics capabilities for deep 
insights, allowing marketers to discover patterns, 
analyse customer segments, and measure campaign 
performance. It enables predictive models based 
on historical data, which can help predict customer 
behaviour, including churn or purchase probability. 
The system also provides dashboards and reports 
for various stakeholders, from operational reports to 
strategic overviews, allowing data to be visualised 
for different users within the organisation. 
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Channels

Service channels Customer channels Customer channels

Marketing & data 
activation layer

Data input
layer

Unified data layer

Data lake(s) CRM Behavioural data

Customer Data 
Platform

Agency Call
center

Employee Customer
Portal

Mobile
app

Website Push 
notification

Email Mailing Search Display Social
Media

Technically, a CDP uses APIs to integrate with various data sources and marketing tools.  
The platform often uses advanced technologies such as machine learning for data linking  
and analysis, and big data technologies for processing large amounts of data in real-time. 

18 © iOCustomer Data Platform (CDP)



How interesting are CDPs  
for your industry?
CDPs are applied in a variety of industries to 
support customer-centric strategies
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Example - FashionWarehouse

A large clothing retailer uses a CDP to build customer profiles based 
on online browsing behaviour, in-store purchases, and customer 
service interactions. When a customer regularly browses children’s 
clothing but has never bought before, FashionWarehouse can send a 
personalised email with a special offer for children’s clothing, exactly 
when the season changes and the chance of purchase is greatest.

1. Retail
A better shopping experience and seamless 
transition between online and offline

In the retail sector, CDPs are used to personalise e-commerce experiences, 
optimise omnichannel marketing, and predict buying behaviour for targeted 
product recommendations. A CDP allows retailers to integrate customer data from 
different channels, allowing them to provide a seamless shopping experience, 
both online and offline. For example, they can combine a customer’s browsing 
behaviour on the website with their purchases in the physical store to provide 
highly targeted offers. can combine a customer’s browsing behaviour on the 
website with their purchases in the physical store to provide highly targeted offers. 

This is exactly the experience a customer like Lisa expects: personalised offers that 
match her interests and buying behavior, whether she shops online or in-store.
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2. Financial Services 
Better service and personalised advice

In the financial sector, CDPs help improve customer service by providing 
complete customer insights, supporting risk assessment and fraud 
detection, and offering personalised financial advice and products.  

By combining data from different sources, financial institutions can gain a 
better understanding of the financial health and needs of their customers.

Example - BankNow

A digital bank uses a CDP to integrate customer data from their 
mobile app, online banking environment, and customer service. 
When a customer regularly checks their savings account but saves 
little, BankNow can propose a personalised savings plan through 
the app, linked to the customer’s specific spending patterns. 
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3. Telecom
Reduced churn and better service

In the telecom industry, CDPs are used to reduce customer churn 
through predictive analytics, to optimise network capacity based 
on user behaviour, and facilitate cross and upselling of services. 
Telecom providers can gain detailed insights into how customers 
use their services and anticipate this with targeted offers. 

Example - TeleCom+

TeleCom+ uses a CDP to analyse customer usage patterns. When 
the system detects that a customer is regularly exceeding their data 
limit, TeleCom+ can proactively offer a data plan upgrade at the 
exact time when the customer is most receptive to such an offer.
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4. Travel Industry 
Personalised offers and greater loyalty 

In the travel industry, CDPs make it possible to personalise travel offers, 
improve loyalty programs, and optimise pricing strategies. By combining 
data on travel preferences, booking history, and even social media activity, 
travel companies can provide highly targeted and relevant offers.

Example - HolidayFlight

An online travel agency, uses a CDP to analyse customer preferences  
and travel history. If a customer travels to a sunny destination during  
the same period each year, HolidayFlight can display relevant offers  
months in advance, timed exactly when the customer usually  
starts planning.
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5. Media & entertainment 
CDPs play an important role in the media 
and entertainment industry.

CDPs are used for content recommendations based on viewing behaviour, 
optimisation of ad placement, and personalisation of user experiences 
across platforms. For example, by building detailed viewing profiles, 
streaming services can make highly accurate recommendations. 

Example - StreamFlix

A popular streaming service, uses a CDP to analyse users’ viewing habits 
across devices. If a user often watches comedy series on their tablet 
in the evening, but action movies on the smart TV on the weekend, 
StreamFlix can dynamically adjust the homepage to show the most 
relevant content depending on the time of day and the device used
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The implementation process 
of a CDP: a valuable triptych
Implementing a Customer Data Platform is a complex but valuable 
process that is best described in three parallel streams
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Technical Implementation 
Preparation and strategy 

The technical implementation starts with thorough preparation and strategy 
determination. This involves defining clear objectives and KPIs and mapping 
out the current data landscape. It then selects the right CDP based on business 
needs, evaluating different providers and conducting proof-of-concept testing. 

Data-audit 

After the selection, an extensive data audit and preparation follows. All available 
data sources are inventoried, and the quality of the existing data is assessed. 
Based on this, a plan is developed for data cleaning and enrichment. 

Integration 

The technical integration phase involves configuring the CDP according to the 
specific business needs and integrating it with existing systems. Data ingestion 
processes are set up and security measures are implemented. 

Data unification and profiling 

Then it’s time for data unification and profiling. Developing a unified customer 
profile schema and implementation of identity resolution processes. Data 
matching and merging rules are configured and the unification process is 
thoroughly tested. 

Segmentation set-up and activation 

The segmentation and activation set-up focuses on operationalising the CDP.  
Key customer segments are defined, dynamic segmentation rules are configured, 
and integrations with activation channels are set up. 

Testing, validation and go-live 

After extensive testing and validation, in which data accuracy, segmentation 
processes and compliance are checked, it’s time for go-live. This happens in a 
phased roll-out, supported by monitoring tools for system performance and data 
quality. 

Continues improvement

Finally, the CDP is adapted and expanded based on new insights in a process of 
continuous technical optimisation. 

Stream 1
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Organisational maturity and change management 
Maturity assessment: where do we stand now? 

This stream starts with a thorough maturity assessment of the organisation in the 
field of data use and management. This is the basis of the continuing change 
process. 

Stakeholder mapping and change management 

Subsequently, an extensive stakeholder mapping takes place, in which 
key stakeholders and their interests are identified. Based on this, a change 
management plan is developed to guide the organisation through the 
implementation process. 

Stimulation of a data-driven culture  

A crucial step is to stimulate a data-driven culture within the organisation. This 
often requires a significant culture change and requires focused efforts at all levels 
of the organisation. 

Training and adoption  

We organise training sessions tailored to the different levels of data maturity 
within the organisation. Alongside the training, a comprehensive communication 
plan is implemented to provide transparent and frequent updates about the CDP 
implementation and its benefits.  

Competency development

Parallel to this, a competence development programme to nurture the necessary 
skills within the organisation is required to make optimal use of the CDP. 

Implementation of data governance framework 

With a data governance framework, we establish clear guidelines and 
responsibilities for data management and usage across the organisation. This 
framework defines who is accountable for specific data sets and outlines rules for 
ensuring data quality, security, and privacy.  

Continuous improvement 

Finally, a culture of continuous learning is encouraged, so that the organisation 
can continually adapt to new CDP opportunities and changing market conditions. 

Stream 2
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Use case development & roadmap 
This stream begins with a broad use case identification, brainstorming 
and prioritising potential applications of the CDP. From this list, a high-
impact, low-complexity use case will be selected for the pilot.

Pilot implementation  

Afterwards, a thorough evaluation of the pilot results will 
follow, drawing lessons for future use cases. 

Long-term roadmap  

Based on these experiences, a long-term roadmap will be developed 
for further use case implementation. This roadmap considers both the 
technical capabilities of the CDP and its organisational maturity. 

Scaling use cases 

As implementation progresses, scaling occurs with successful use cases 
being extended to other parts of the organisation. In parallel, more advanced 
use cases are being explored as the organisation’s CDP maturity grows. 

ROI measurement and communication  

For each use case implemented, ROI is carefully measured and communicated, 
which helps maintain support for the CDP project and inform future decisions. 

Flexible roadmap  

The use case roadmap is regularly reviewed and adapted based 
on changing business priorities, technological developments, 
and lessons learned from previous implementations. 

These three streams run in parallel and are interdependent. 
The technical implementation is the backbone, but success 
depends on the organisational willingness to change, 
and the value created by relevant use cases.  

By balancing and continuously aligning these three streams, 
organisations can achieve a successful and sustainable 
CDP implementation that delivers real business value. 

Stream 3
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Critical factors in deployment
When implementing a CDP, organisations 
must consider several factors
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1. Consistent data quality 
The quality of the data is critical to the success of a CDP. Organisations must 
ensure they have accurate and up-to-date data by implementing robust data 
purification and validation processes. This includes identifying and correcting 
errors, removing duplicates, and standardising data formats. In addition, it is 
essential to invest in data governance to guarantee quality in the long term. This 
means establishing clear guidelines for data collection, storage, and use, as well 
as assigning responsibilities for data management within the organisation. 
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2. Integration with 
existing systems
A successful CDP implementation requires seamless integration with existing 
systems with compatibility with current marketing tools, CRM systems, and other 
relevant platforms. This may mean that adjustments are needed to existing systems 
or that middleware must be developed to facilitate communication between 
systems. It is also important to create a careful plan for migrating data from legacy 
systems to the CDP, while maintaining the integrity and consistency of the data. 
In addition, organisations should consider the impact on existing workflows and 
adjust processes as needed to make the most of the new CDP capabilities.
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3. Privacy & regulation 
In today’s climate of increasing privacy concerns and stricter regulations, it 
is essential that organisations comply with all relevant laws and regulations, 
such as the GDPR in Europe, when implementing a CDP. This means 
implementing robust consent mechanisms, where customers are clearly 
informed about how their data is collected, stored, and used, and given the 
ability to exercise control over it. Transparency towards customers about 
data use is not only a legal requirement, but also crucial for building trust. 
Organisations need to communicate clearly about their data practices 
and provide customers with the ability to adjust their preferences. 
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4. Organisational change
The implementation of a CDP often requires significant organisational change. 
It is crucial to build support across different departments, from marketing 
and sales to IT and customer service. This can be achieved by clearly 
communicating the benefits of the CDP and involving key stakeholders early 
in the process. Adequate training of employees is essential to ensure that 
they can work effectively with the new system and take full advantage of its 
capabilities. Additionally, it is important to develop a data-centric culture within 
the organisation, where decision-making is based on insights from data and 
where continuous improvement based on these insights is encouraged. 
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5. Technical Expertise 
Implementing and maintaining a CDP requires specific technical expertise. 
Organisations need to ensure that they have sufficient technical knowledge 
in-house, either by training employees or by working with external partners. 
It can be worthwhile using data specialists to get the most out of the CDP, 
especially in the early stages of implementation. These experts can help 
set up complex data models, optimise integrations, and develop advanced 
analytics. Additionally, it is important to stay up-to-date on technological 
developments in the field so that the organisation can take advantage 
of new capabilities and functionalities as they become available. 
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6. Scalability 
When choosing a CDP solution, it’s crucial to think about the future and select 
a platform that can grow with the organisation. This means choosing a system 
with sufficient processing capacity to handle growing data volumes without 
degrading performance. Organisations should also plan for future use cases and 
integrations so that the system is flexible enough to adapt to changing business 
needs. This could mean, for example, considering the possibility of processing 
new data types in the future, or integrating with emerging marketing technologies. 
By planning ahead and adopting scalability as a core principle, organisations can 
ensure that their CDP investment continues to deliver value over the long term.
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The future of CDPs
There are several trends that will impact the 
evolution of Customer Data Platforms

36 © iOCustomer Data Platform (CDP)



1. AI & Machine 
Learning 
The integration of AI and Machine Learning into 
CDPs will lead to improved predictive analytics, 
allowing businesses to better anticipate customer 
needs and behaviours. Automatic segmentation and 
personalisation will become more refined, allowing 
marketing campaigns to be even more targeted 
and effective. Advanced pattern recognition 
in customer behaviour will enable companies 
to identify and respond to subtle changes in 
customer preferences and trends early on.

2. Real-time  
capabilities 
The future of CDPs lies in even faster processing and 
activation of data, allowing companies to respond 
to customer actions almost instantaneously. Real-
time personalisation will be possible across all 
touchpoints, whether it’s a website, mobile app, or 
even in-store experiences. This immediate response 
to customer interactions will lead to more relevant 
and timely communication, which significantly 
improves the customer experience. 
 

3. Expansion of 
data sources 
CDPs will increasingly integrate with IoT devices, 
leading to new and rich data streams that provide 
insights into customers’ daily lives and habits. 
The processing of voice and video data will add 
new dimensions to customer profiles, allowing 
companies to get an even more complete 
picture of their customers. In addition, the 
incorporation of external data sources will lead to 
even richer customer profiles, giving companies 
a broader perspective on their customers. 
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4. Enhanced 
privacy features 
With the increasing focus on data protection, 
CDPs will develop advanced consent management 
systems, giving customers more control over their 
personal data. Enhanced data anonymisation 
capabilities will enable businesses to gain valuable 
insights without violating individuals’ privacy. 
Automated compliance with evolving privacy laws 
will ensure that companies always remain compliant, 
even when regulations change.  

5. Expansion into 
Customer Experience 
Platforms
CDPs will evolve into fully-fledged Customer 
Experience Platforms through integration with 
customer experience management tools. This 
will lead to seamless orchestration of customer 
interactions across all channels, allowing businesses 
to provide a consistent and personalised experience 
regardless of the touchpoint. End-to-end customer 
journey management will become possible, 
enabling companies to optimise every interaction 
and improve the overall customer experience. 

6. Democratisation  
of data
The future of CDPs includes more accessible 
interfaces for non-technical users, enabling a 
wider range of employees within an organisation to 
leverage customer insights. Self-service capabilities 
across departments will reduce dependency 
on IT departments and enable faster decision-
making. Improved visualisation and reporting 
tools will make complex data understandable 
to all stakeholders, leading to better and faster 
decision-making at all levels of the organisation. 
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Conclusion
Tap into the power of customer data with CDPs
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Ready to 
transform your  
customer 
experience?
Start building deeper relationships, 
delivering personalised experiences, and 
exceeding customer expectations.

Contact us today to learn how a CDP 
can drive growth and innovation in your 
business! 

business@iodigital.com

Customer Data Platforms represent a significant advancement in organisations’ ability 
to understand and serve their customers. By centralising and activating customer data, 
CDPs enable companies to operate in a truly customer-centric way, resulting in improved 
customer experiences, more efficient marketing, and ultimately better business outcomes.

For businesses considering implementing a CDP, it’s essential to: 

1	 Define a clear data strategy: set clear goals and determine how you want to use customer 
data. What do you aim to achieve with your CDP?

2	 Ensure high-quality data and strong data governance: a solid foundation of clean, 
reliable data is essential for a successful CDP. Invest in processes and guidelines that 
ensure data quality.

3	 Choose the right CDP: select a CDP that aligns with your organisation’s specific needs 
and technical infrastructure. Consider the required features, integrations, and scalability to 
ensure it can grow with your business. 

4	 Invest in expertise and training: make sure your team has the knowledge and skills to fully 
leverage the CDP. Invest in ongoing training and, if necessary, bring in external expertise.

5	 Start small and scale gradually: take a phased approach, starting with a few key use cases. 
Expand the use of the CDP gradually as you gain more experience and confidence.

With the right approach, a CDP can be transformative for an organisation, leading to deeper 
customer relationships, increased customer satisfaction, and ultimately a stronger competitive 
advantage in an increasingly data-driven business environment.

Whether it’s a consumer like Lisa expecting a seamless shopping experience or a B2B customer 
like Stefan requiring efficient and personalised service, a CDP enables businesses to operate in a 
truly customer-centric way and exceed the expectations of modern customers.  
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Blending 
expertise 
for optimal 
experiences
iO is a blended agency. We break down the walls 
between the worlds of agency, technology and 
consultancy. We meet your challenges by combining 
the right expertise in strategy, marketing, innovation 
and digital.

Contact us through iodigital.com →

Brand, Business & Experience Design
We bring your brand to life, shaping every user’s experience while connecting 
them with your brand and business.

→

→
Digital Platforms
We build technology teams, architecture, and platforms from simple to complex, 
helping you to digitise your services and develop customer loyalty.

→
Marketing Programmes & Campaigns
We reach your target groups on the right channels with the right tone of voice. 
Accelerating your brand growth through tailor-made full-funnel marketing.

→
Creation & Content Production
We create content that shapes your brand experience and attracts users. Our 
experts advise, plan and create photo, audio, text and video content.

→
Cloud, Data & Integration
We make your IT, data and marketing infrastructure scalable. Integrated with the 
right cloud partnerships and data setups.

→
Transformation & Consulting
We support your transformation, deliver CX impact through service design, and 
develop digital knowledge across your teams.
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