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T      he last decade has seen a rush on data. Every click, 
               call, text, transaction — consumers provide vast 
               data that could be used to create lasting value for 
               brands and their customers. But too often, this wealth 
               of opportunity goes wasted as untapped potential.
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What’s getting in the 
way of today’s enterprise 
using data to serve their 
customers? And who is 
responsible for solving this?

The brands that use 
customer data to drive 
business forward and 
stand out from the crowd 
focus on three principles. 

Is it a marketing problem? An IT obstacle? An analytics challenge? 
Yes, yes, and yes. To unlock better customer experiences and 
better business results, brands need historically siloed teams to 
collaborate on the knottiest problems, from data management to 
data science to cross-channel activation and optimization.

But for too long, they’ve had to choose: prioritize data 
management in tools marketers can’t use, or give the marketer 
an easy-to-use environment behind which lurks a data 
management mess. In both scenarios analytics teams continue to 
hunt and munge customer data instead of uncovering the insights 
that can change a brand’s future. Customer care, retail store 
associates, guest services teams — someone always seems to be 
left without the data they need. Cooperation fizzles. Frustration 
simmers. And competitive advantage is lost.  

In this guide we’ll give an overview of what it looks like for 
customer data to work across the enterprise, the challenges that 
can make this tricky, and the capabilities that make it possible.

Trust:
Keeping data 

accurate, complete, 

up-to-date, and 

safeguarded

Access: 
Giving everyone 

across teams and 

skill sets real-time 

access to the data 

and insights 

they need 

Activation:
Segmenting, 

predicting, 

measuring, and 

coordinating 

customer-driven 

actions across 

channels  



Is the data reliable? 
Do people trust it? 

The question is how they’re able to use it.

When there’s no single source of truth, and 
people can’t easily get their hands on customer 
data and insights, your company misses out on 
realizing vast untapped potential.

Every consumer 
business has 
customer data.

Do all customer-involved teams in your 
organization have the customer data they 
need, when they need it?

If not, teams could be missing opportunities 
or working at cross-purposes. 

Marketers  
want to find the 
best segments, 
organize cross-
channel experiences, 
and measure 
performance, but 
they’re stuck if they 
can’t access or rely 
on customer data.

Analysts  
work with 

sprawling, 

disorganized 

datasets, and have 

to plug holes with 

third-party data 

that’s expensive and 

often incorrect.

IT  
professionals 

spend valuable 

time managing a 

precarious data 

infrastructure, 

wrangling data 

quality, and 

struggling with 

governance.

Executives  
don’t have a clear 
sense of who the 
most valuable 
customers are or 
how to steer the 
business toward  
the areas of greatest 
opportunity. 
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How Customer Data 
Powers the Enterprise

When customer data is easy to access and 
understand, each team can use it in their own 
way to help drive the business forward.

Build business intelligence 
dashboards, measure performance, 
run models and predictive analytics, 
strategize segmentation, and find 
customer insights. Make strategic 
recommendations to help the  
business grow. 

Give other teams direct access  
to data for exploration in a single 
merged Customer 360 database. 
Integrate new data sources and 
protect customer privacy, including 
compliance with GDPR and CCPA.

Specialized marketing to personalize 
digital experience across web 
and mobile apps. Coordinate 
consistent touchpoints and get a real 
understanding of ROI. 

Plan and refine products and services 
based on how customers engage with 
your brand, anticipating needs and 
friction points. 

Give customers more personalized 
service based on real-time access 
to their full history of interactions 
with the brand, including special 
experiences for your best customers.

Get a clear view of customer metrics 
that let you see how your business 
is really doing, like how many 
customers you have and how valuable 
they are to your brand.  

Forecast based on historical  
and predictive customer lifetime 
value. Use customer metrics for  
M&A analysis.  

Analytics IT

Digital

Products & Experiences

Customer Service

C-Suite

Finance

Grow the business by winning 
new customers and keeping them. 
Orchestrate cross-channel journeys, 
enroll customers in loyalty programs, 
and unlock marketing that delights 
customers with real-time experiences.

Marketing



U S I N G  C U S T O M E R  D A T A  A C R O S S  T H E  E N T E R P R I S E 5

So what’s getting in the way?

So much data from 
so many different 
sources, and it’s always 
changing, so you miss 
the best opportunities 
before you even knew 
about them.

Teams across the enterprise operating off the 
same customer data means better planning, 
smoother collaboration, and stronger results. 
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Customers engage across 
multiple channels, online 
and offline, resulting 
in a different identifier 
each time. Without a 
common key to link these 
interactions, it’s impossible 
to be sure that they all 
apply to the same person. 
That means no unified 
customer view, which in 
turn means mistakes in 
segmentation, insights, and 
personalization. This is bad 
for business and bad for 
customer experience.

Not only is customer 
data fragmented, but 
the different bits are 
typically stored in their 
own systems — email, 
loyalty programs, digital 
engagements, on-site, 
etc. — and these systems 
don’t talk to one another. 
Manual attempts to connect 
them are notoriously time-
consuming and fragile, 
often falling apart when 
changes are introduced. 
As companies add new 
customers and new 
channels, the problem only 
grows more complex.

Once you overcome the 
obstacles to unifying and 
organizing customer 
data, there’s still the 
question of what to do 
with it. Marketers and 
other business users need 
tools that surface insights 
and shortcut decisions to 
find the areas of greatest 
opportunity, activate 
omni-channel campaigns, 
and measure ROI based on 
customer behavior rather 
than channel performance. 

Speed is a challenge in 
multiple areas. Building 
tools can take a long time 
until launch, let alone until 
realizing value. Once tools 
are in place, processing 
speed can be the difference 
between waiting minutes 
or seconds for data 
instead of days or weeks. 
And the flexiblity of data 
architecture has a major 
impact on the speed of 
implementing changes. 

Fractured Identities

Siloed Data

Insight / Action  
Disconnect

Speed Blockers

These are the fundamental challenges that 
inspired the birth of the Customer Data 
Platform (CDP).

So how does a CDP go 
about solving them?

Major Blockers
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Collect 
Data

Unify 
Records

Create 
Profiles

Segment 
Audiences

Insights & 
Predictions

Orchestrate 
Data

Test & 
Measure

For the trust, access, and activation 
that lets your teams make the most of 
customer data, a CDP should be able to do 
all of the below. If you already have some 
of these capabilities built out but not 
others, a CDP should be able to plug in as 
needed to fill any gaps.

While teams across the organization 
can use customer data for planning and 
execution, different functions usually get 
involved at different stages:

Marketing

Digital

Analytics

IT

Products & Experiences

Customer Service

C-Suite

Visibility and transparency: executives 
should be able to see what’s happening 
with customer data at any stage.

Finance

The Seven Key 
Capabilities of an 
Enterprise Customer 
Data Platform
And How They Apply Across the Business
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Customization at every step to work with 
your existing infrastructure and ensure 
you’ll never outgrow the platform.

Processing petabytes of data daily, 
powered by your cloud of choice, so no 
data goes unused.

Fast, easy, comprehensive ways to get data 
in from anywhere and out to any system, so 
you’re never held hostage by one product or 
suite of tools.

Ingesting data in sub-100ms, querying it 
on the spot, and pushing it to real-time 
personalization tools so you’re never leaving 
customers hanging. 

Visibility into every aspect of how your data 
is managed with granular controls, so you 
can customize your foundation and build 
lasting trust in your data.

The highest standards at every level, 
ensuring enterprise compliance, audit, 
and a security suite to safeguard every 
customer record.

A safe, parallel environment to make any 
changes with zero downtime, including 
adding new data sources or changing data 
structures, letting  you keep your data 
foundation up to date without ever stopping 
business as usual.

Flexibility

Scale

Interoperability

SpeedTransparency

SecurityChange Management

With hundreds of thousands or even millions of customers 
(and multiple records for each), the biggest consumer 
brands have the biggest customer data challenges. For 
enterprise brands, a CDP needs to do more than just check 
the box on the seven capabilities above; it also needs to 
account for the following:

Additional Requirements 
for Managing 
Enterprise Data
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Collect 
Data

Unify 
Records

Create 
Profiles

Segment 
Audiences

Insights & 
Predictions

Orchestrate 
Data

Test & 
Measure

Amperity Built its 
CDP for Use Across 
the Enterprise 

AmpID TM Amp360TM AmpIQ TM

AI-powered Customer Identity 
Management: Fully Flexible, 
Radically Transparent

The Modern Customer 360: 
Access for All to Complete 
Customer Profiles 

The Hub for Customer 
Intelligence and Activation

DataGridTM

POWERED BY Fully Connected Customer Data 
Infrastructure that Powers Our 
Full Suite of Products

Flexibility Scale InteroperabilitySpeed Transparency SecurityChange Management
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When looking to power up your use of 
customer data, aim for tech that lets teams 
across your organization make the most of 
it, no matter how big your business or how 
complex your data.



“Our day-to-day has changed dramatically since we’ve 
implemented Amperity’s Customer 360, and it’s made it much 
easier for us to be data-driven in everything that we do. ...We saw 
double-digit increases in ROAS, clickthrough rate, and conversion 
rate. We are also able to see significant increases in our audience 
sizes. Amperity does everything that it says it does — it’s fast, it’s 
flexible, and it’s very powerful.”

“Amperity allows us to better understand our customers and 
put actionable insights into the hands of our teams to drive 
experimentation and activation, enabling us to personalize 
the critical touchpoints our brands have with our customers 
without the need for significant technology expertise or code. 
Our ability to combine data from various sources and create a 
comprehensive and unified view of our customers is another step 
in Tapestry’s strategy to be an enabling platform that enhances 
opportunities for our brands.”

“We chose Amperity because the platform enables us to build 
a more comprehensive customer view than any other platform 
on the market — and the results speak for themselves. During 
a 12 week pilot, we identified 1.5 million previously unknown 
customers and correctly attributed $192 million in customer 
lifetime value by linking siloed data sources. This is the first 
step in building a holistic and actionable understanding of our 
customers, and the foundation for best-in-class personalization 
and customer experiences.”

Danielle Harvey
VP, Digital & Customer Intelligence

Noam Paransky
Chief Digital Officer

Mike Relich
Chief Operating Officer (fmr.)

Enterprise Customer Data 
in Action with Amperity
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Amperity is the only CDP that takes a comprehensive approach to  
helping you use data to serve your customers.  
 
Our suite of enterprise-grade products addresses the full spectrum 
of customer data challenges, from identity resolution to assembling 
and accessing the elusive customer 360 to uncovering and activating 
the customer intelligence that matters. Amperity puts you on a fast-
track to customer-centricity, builds trust, and enables true customer-
centric alignment and collaboration. Give us 30 days to show how 
customer data can change your business.  
 
Our platform enables organizations to take control of their customer 
data, systematically improve customer relationships, and foster 
brand loyalty. We provide the power, flexibility, trust, and expertise 
to overcome the most daunting roadblocks on the path to customer-
centricity at scale.  
 
Amperity works with 100+ leading global brands across industries:

To see if our platform might be the right choice for your 
brand, contact us at hello@amperity.com.
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https://amperity.com/
mailto:hello%40amperity.com?subject=

