
Grow Revenue by Unlocking   
Enterprise-Wide Customer Centricity 
Understand Your Customers, Trust the  
Accuracy and Value of Your Data, and  
Fuel Engagements with Targeted Insights
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Quick Facts

SUMMARY
With SAP® Customer Data Platform, enterprises 
can surface connected customer insights to fuel 
trusted, relevant engagements at every in-person 
and digital touch point. 

As a result, they can be better equipped to pivot 
to new revenue opportunities, deliver value-add-
ed engagements to the right customers, and 
meet their growth goals.
 
OBJECTIVES

 • Enable agile, customer-centric business models
 • Anticipate customer needs and deliver consis-
tent, value-added engagements that strengthen 
loyalty

 • Simplify and accelerate business growth while 
navigating the evolving data privacy climate

  

SOLUTION:	SAP	CUSTOMER	DATA	PLATFORM
 • Unify data from front-office and back-office 
sources into holistic profiles that form the  
foundation for deeper customer understanding, 
actionable insights, and predictive actions

 • Earn your customers’ trust by respecting their 
privacy and honoring the purpose of their data

 • Grow your business by fueling engagements 
throughout the customer journey with rich 
context

 
BENEFITS

 • Boost revenues by uncovering hidden  
opportunities and pivoting faster

 • Increase customer conversion, retention,  
and loyalty

 • Accelerate growth while reducing IT  
resource strain

LEARN	MORE
To discover how SAP Customer Data Platform 
can help you unlock enterprise-wide customer 
centricity, visit us online.
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Customer Centricity: The Key to Revenue Growth

Why is customer centricity critical for business 
growth? According to Aberdeen Strategy &  
Research, “Tailoring customer conversations by 
keeping up with and addressing buyer needs . . .   
allows firms to enjoy 48% greater year-over-year 
growth in annual revenue.”1

To achieve the understanding necessary to keep 
up with and address customer needs, brands 
need a strategy for making data-driven customer 
insights the core of their business. 

THE	IMPACT	OF	PERSONALIZATION
Importantly, this shift to customer centricity  
isn’t just a business-led trend. The demands of 

modern consumers are driving it too. At every  
engagement, customers want brands to:

 • Know who they are
 • Understand their signals and intents
 • Act ethically while protecting their data  
and privacy

Can you deliver this rich personalization across 
channels and touch points? Can you anticipate 
customer intent and predict next-best actions 
accurately while respecting data privacy? With-
out these capabilities, you might miss valuable 
opportunities (see Figure 1).
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Figure	1:	Effect	of	Personalization	on	Revenue	Opportunities2

In sales influenced by personalized 
offers that resulted in consumers 
making a purchase they did not 
otherwise intend to make

US$87.5 billion $93.2 billion

In potential sales lost due to consumers 
not purchasing an advertised product 
they were interested in because too many 
steps were required to find the product or 
service or complete the transaction

1. Omer Minkara, “CX	Agility	in	Customer	Data:	5	Key	Building	Blocks	for	Hyper-Personalized	Interactions,” Aberdeen, 2021.
2.  Sheryl Kingstone, “Exceeding	Customer	Expectations	with	the	Next-Generation	Customer	Data	Platform,” 451 Research, 

September 2020.

To grow revenue in a crowded market, businesses must take customer  
understanding to a new level.
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Five Key Customer Data Principles

The ability of customer experience (CX) to drive 
revenue hinges on five customer data manage-
ment principles.

VOLUME:	QUALITY	OVER	QUANTITY
Better data is greater than more data. Brands 
should prioritize data that’s connected to the 
business to create better outcomes in sales,  
service, commerce, and marketing.

VELOCITY:	THE	TRUE	DRIVER	OF	AGILITY
Data can play a vital role in true business agility. 
Instead of answering the “What do I market” 
question based on products alone, brands can  
inform decisions with additional context based 
on real-time insights – what’s in my actual  
inventory, and how many of each SKU can I  
actually sell?

VARIETY:	BREAKING	THE	CLOSED	LOOP
ERP systems and supply chain management  
are huge untapped opportunities for CX. These 
foundational systems store data tied to business 
outcomes that directly impact customers. Is  

the product in stock? How much does it cost to 
manufacture and ship it? How soon can I get it 
there? Connecting back-office data to front-office  
engagement is where the magic of CX happens.

VERACITY:	ZERO	IS	THE	NEW	EVERYTHING	
Given evolving data privacy regulations and third-
party cookie deprecation, the new token of value 
is zero-party data. This is permission-based data 
that customers volunteer in an information-for- 
value exchange. It is key for delivering personalized 
engagements that strengthen brand loyalty.

DATA	VALUE:	GOING	BEYOND	MARKETING
Data strategies for personalizing online experi-
ences – mostly marketing, advertising, and loyalty 
engagements – are losing ground. Enterprise-scale 
strategies for personalizing marketing, sales,  
service, and commerce are gaining momentum. It 
makes sense that consumers want brands to get 
their names right and know their order numbers 
when they call customer service, as well as to  
engage them with relevant marketing messages.
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Customer Data Management Gaps in the  
Technology Stack

Many brands rely on a complicated web of  
technologies to manage their customer data.  
Unfortunately, each piece of this approach has 
key gaps.

CUSTOMER	RELATIONSHIP	MANAGEMENT
Built with first-party, structured, and known  
data attributes, a customer profile in a customer 
relationship management (CRM) system includes 
the operational details businesses need to under-
stand customers and prospects during a sales 
process. Yet today, structured and known data 
provide only a small slice of the overall view  
needed to improve customer experiences. The 
explosion of unstructured and anonymous data 
has outpaced the CRM system’s ability to consol-
idate customer information effectively.

MARKETING	SOLUTIONS
These solutions enable enhanced segmentation, 
dynamic customer profiles, and personalized  
engagements. Yet they do not address an enter-
prise’s needs for omnichannel engagement 
throughout the entire customer journey. 

CIAM SOLUTIONS
Customer identity and access management 
(CIAM) solutions specialize in collecting first-party 
customer data, building rich profiles, and fueling 
digital engagement systems across the organiza-
tion. But these solutions do not natively address 
the variety of customer data available, such as 
anonymous, offline, second-party, third-party, 
and experience data.

DATA	MANAGEMENT	PLATFORMS
Data management platforms (DMPs) enable the 
creation of target audiences based on in-depth 
first- and third-party audience data. They help 
companies target campaigns to those audiences 
across third-party ad networks and exchanges. 
Because of this singular focus on marketing and 
advertising, DMPs cannot serve as a foundation 
for one-to-one engagements that require the 
highest confidence of customer data.

DATA	LAKES	AND	DATA	WAREHOUSES
While data warehouse and data lake solutions 
may handle the sheer amount of customer data 
ingested by an enterprise, they cannot make the 
data available at the speed brands demand or 
help with real-time decision-making.
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The Emergence of Customer Data Platforms

A customer data platform (CDP) is a prebuilt  
system that centralizes customer data from all 
sources within an enterprise and then makes this 
data available to other customer engagement 
systems.

The market category has existed since 2013, but 
widespread adoption has been slow. According to 
IDC, “CDPs deliver extraordinary data inventories 

and analytical power, but without broadening  
the way people think about data, innovation 
will be limited.”3

Many of the early CDP solutions focused on  
marketing use cases, which largely explains  
IDC’s critique. They also didn’t fully address  
the scale and availability requirements of  
global enterprises.
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3.  “Worldwide Customer Data Platform Forecast, 2020–2024: Calm Before the Marketing Cloud Vendor Storm,” IDC,  
March 2020. 
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What’s Needed? 
An Enterprise-Grade CDP

There are three main types of CDPs in the market,  
detailed below.
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SYSTEM	OF	INSIGHTS
This type of CDP is principally concerned with managing 
customer data, creating a common information model, 
segmenting customers, and analyzing and activating 
data. It is similar to CRM and master data management 
(MDM) systems and is considered a “system of record” 
for customer data.

SYSTEM	OF	ENGAGEMENT
This type maintains a real-time customer profile and is 
mostly concerned with making sure the right customer 
gets the right message, offer, or action in real time. It is 
similar to journey management or real-time interaction
management (RTIM) systems. This type is great for  
creating personalized engagement at scale, but it’s not 
really where an enterprise would actively manage its 
customer data. 

SYSTEM	FOR	THE	ENTERPRISE
The third type covers an “enterprise-strength” offering. 
In this type of CDP, pure data management capabilities 
are structurally intertwined with the systems that deliver 
engagement (marketing, commerce, service, and others). 
It provides an infrastructure where a persistent customer 
profile and the ability to activate it is the foundation for a 
company’s CX technology stack. It solves the problem of 
siloed data, provisions an incredibly rich customer profile, 
makes machine learning smarter, and helps drive experi-
ences at scale across every touch point.

This enterprise-grade version reshapes the way we  
think of a CDP into a framework for thinking about data 
management. It renders many CDPs in the market as 
point solutions and transforms the way brands connect 
back-end systems such as ERP to front-end systems 
such as CRM, marketing, and commerce.

© 2022 SAP SE or an SAP affiliate company. All rights reserved.



SAP® Customer Data Platform

SAP Customer Data Platform: Three Core Pillars

Fuel every engagement with rich, trusted, and accurate customer insights to 
achieve sustainable revenue growth.

With our enterprise-grade customer data platform, 
SAP brings its significant expertise in back-office 
data management and business processes to 
customer data management. 

Now, businesses can ingest and process the  
massive amounts of customer data that exist 
across their enterprise and fuel accurate,  
in-the-moment engagement across interactions, 
both online and offline.
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Deepen	customer	understanding 
Enhance customer understanding by unifying fragmented  
customer data from relevant sources and bridging functional  
silos through a centralized data model.

Trust	your	customer	data 
Gain confidence in the accuracy, credibility, and value of your  
customer data with a CDP built on a proven enterprise identity  
and data privacy foundation.

Crush	growth	targets 
Maximize growth by fueling real-time customer engagements  
with targeted insights curated for specific use cases.
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Deepen Customer Understanding

CUSTOMER	DATA	UNIFICATION	
Personalized experiences require brands to know 
who their customers are and have the rich context 
of their data. SAP® Customer Data Platform  
collects and connects customer data around  
a foundational identity, with deterministic and 
probabilistic identity resolution rules. It creates  
a comprehensive view of customers, containing 
the interactions, events, transactions, products 
purchased, and data about them, from anonymous 
stages to fully known and brand advocates  
(see Figure 2).

HIGH	DATA	AVAILABILITY	
Never miss a moment. Built to ingest huge data 
volumes, our solution collects first-party, second-
party, third-party, structured, unstructured, 
known, and anonymous attributes. Everything 
from operational data such as an in-store purchase 
to experience data such as online survey results 
can be connected to a profile in real time. 

CUSTOMER	INSIGHT	
Uncover insights and opportunities with continu-
ous rule-based calculation of customer actions 
and attributes. These activity indicators classify 
customers into dynamic segments that marketers 
can use to deliver personalized engagements. 

BACK-OFFICE	PREINTEGRATION	
Having access to much of the intelligent suite of 
SAP solutions, spanning cloud ERP and supply 
chain management, gives businesses a competi-
tive advantage. SAP Customer Data Platform  
is an offering within SAP Business Technology  
Platform. With one common domain model,  
the single view of front-office, back-office, and  
experience data through our solution results  
in a truly unified customer profile.

ADAPTIVE	BUSINESS	HIERARCHIES	
Realize synergies in your business by understand-
ing who owns the customer relationship across 
various business units of a large enterprise  
(for example, brands and regions).
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Figure	2:	A	Customer	Profile	in	SAP	Customer	Data	Platform

© 2022 SAP SE or an SAP affiliate company. All rights reserved.



Trust Your Customer Data

PURPOSE-DRIVEN	CUSTOMER	DATA
Today, businesses are required to honor the  
purpose of the customer data they collect to 
build trust with customers and avoid regulatory 
issues. Built on an enterprise data privacy foun-
dation, SAP Customer Data Platform uses a 
framework to combine your customers’ identity 
and purpose data to truly understand how  
customers want to engage.

DATA	GOVERNANCE
Knowing the purpose of customer data is critical 
to its orchestration and governance. Our solution 
merges inbound data to the profile only if the  
required consent and processing purpose exist. 

Then, the customer data needs to move to the 
right engagement systems based on permission 
data to enforce consent, preference, and purpose. 

ZERO-PARTY	EXPERTISE
When it comes to personalization, the best data 
is volunteered to a brand by the customer. Our 
CDP is built on expertise in customer identity,  
access, and consent management. This means 
the zero-party data explicitly shared by the  
customer can be trusted and activated smoothly.

RELATIONSHIP	OWNERSHIP
Create workflows and manage data privacy and 
governance for multibrand and multiregion orga-
nizations to honor the purpose of the data and 
orchestrate that data to the appropriate systems. 
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“The purpose for processing of 
personal data must be known, 
and the individuals whose data 
you’re processing must be  
informed.”
The Purpose Limitation Principle of the General Data  
Protection Regulation (GDPR) 4

4.  “Can	Data	Be	Processed	for	
Any	Purpose?,” Article 29 Data 
Protection Working Party,  
European Commission, 2013. 
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Crush Your Growth Targets

CONTEXTUAL	PROFILE	VIEWS	FOR	 
PERSONALIZATION
Our solution goes far beyond marketing use cases 
to add rich context to commerce, sales, and service 
experiences, with relevant marketing at the right 
time. It also can impact multiple engagements, 
from early stages to brand advocacy.

SAP Customer Data Platform offers two unique 
views of customers. The first is a contextual profile 
view that extends the core customer master data 
intended for operational systems such as CRM 
and ERP that need high-quality data. The second 
is a unified customer profile view, which is more 
probabilistic, based on your precision level, and 
intended for marketing and advertising use cases.

REAL-TIME	DECISIONING	CORE
Don’t miss a beat with your customers. Stay  
relevant with real-time, actionable insight enabled 
by integrated customer attributes such as “Activity 
Indicators” and “Segments” (see Figure 3).

INDUSTRY	ACCELERATOR
Achieve the agility and intelligence needed to 
meet customers in the moment, no matter what 

channel they choose. We help you get up and  
running with your data models, key integrations, 
and intelligence to activate with speed and scale.

The result is being able to accelerate your ability 
to predict where, when, and how customers prefer 
to engage. You can develop a CX strategy for  
your industry that leverages actionable customer 
insights designed to fit the existing business pro-
cesses that give you your competitive advantage.

ENTERPRISE	CUSTOMER	DATA	 
ORCHESTRATION	
Collecting customer data and deriving rich insights 
is not enough. After receiving customer inputs, 
the data needs to flow in near-real time to your 
engagement systems. SAP Customer Data  
Platform adds context to each integrated  
application to deliver relevant customer engage-
ments at the right time and place. It pushes  
customer data, based on purpose, to the right  
engagement systems to personalize the customer 
experience. A user-friendly interface (no-code and 
low-code) empowers your users to deliver an  
omnichannel customer experience that can  
increase conversion and loyalty.

Figure	3:	Segmentation	in	SAP	Customer	Data	Platform
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Conclusion

In the end, an exceptional customer experience 
isn’t a deliverable a brand can orchestrate with 
technology. There are too many variables: How’s 
the customer feeling on the day in question? 
Where is the customer during the engagement? 
At its most basic level, the customer is in charge 
of a large majority of the experience.

Instead, brands oversee the environment pre-
sented to the customer. And the goal of this  
environment is to create the best possible chance 
for positive emotional reactions, no matter where, 
when, or how customer engagements occur. 

With SAP Customer Data Platform, more busi-
nesses can use the power of personalization to 
enable experiences that strengthen customer 
loyalty.

SET	UP	FOR	SUCCESS
Our implementation program is more than  
customer service – it’s customer enablement. 
We have a sound methodology of best practices 
and techniques built through our experience in 
implementing solutions at thousands of global 
brands across a variety of industries. We begin 
each project with a laser focus on the customer 
experience and help you attain visible, quick  
wins soon after implementation. We also enable 
customer data management expertise across 
your organization based on a technology founda-
tion that can grow with your business.

LEARN	MORE
For more information on SAP Customer Data 
Platform, visit us online.
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