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There is a paradigm shift

unfolding in retail.

Retail used to be a world of real estate,
inventory planning, and allocation.
Communication with shoppers was through
advertising like TV commercials, direct
mail, and billboards. When e-commerce
emerged, it was simply a new retail
channel — an extension of the store. As
digital marketing grew, agencies owned
that communication channel, as if it were
exclusive to e-commerce.

In today’s retail world, however, channels
are blurring. Customers can browse online
and buy in-store, order online and pick up
in-store, or browse in-store and buy online.
The variety of options makes it challenging
for retailers to determine who is most likely
to buy what items and when, especially
when customer data exists in siloed
platforms across the organization. Direct-
to-consumer (DTC) provides yet another
channel for consumers to engage, enabling
any brand to set up their own e-commerce
shops and build direct relationships with
consumers.

With more visibility into competitive
pricing, exceptional customer experiences
are no longer a “nice-to-have,” but a

key competitive differentiator to meet
evolving consumer expectations in a
crowded marketplace. Nearly three-
fourths of consumers (74%) say they are
at least somewhat likely to buy based on
experience alone.

In a highly competitive global marketplace,
retail brands need to embrace this new
paradigm and be able to drive superior,
real-time, one-to-one personalized
experiences to gain lasting loyalty. This
requires brands to dive deep into their
data to understand their customers across
every channel and device, both in-store
and online.

What does that mean for the retailer of
today and tomorrow?

A good data foundation is a must for
retailers to track customer behavior and
deliver personalized experiences. But
achieving greater personalization requires
the ability to deploy extensive testing,
utilize machine learning models, and,
most importantly, build a repository of
first-party data. In most cases, this means
ditching the legacy systems and moving
to a more modular, flexible approach to
data management.

/4%

of consumers say they are at least
somewhat likely to buy based on
experience alone.



https://treasuredata.com/
https://www.treasuredata.com/resources/forbes-insights-proving-the-value-of-cx/
https://www.treasuredata.com/resources/forbes-insights-proving-the-value-of-cx/

Treasure Data’s robust Customer Data
Cloud, an integrated suite of customer
data platform (CDP) solutions, allows retail
brands to centralize all their data to create
connected customer experiences across
the entire enterprise — from marketing,
customer service, and B2B sales, to
product development and logistics.

Brands are already seeing the benefits of
a connected customer data foundation.
For example, after consolidating data
across channels and systems, global
retailer Stripe International, Inc. was able
to optimize campaigns and ad spend to
increase revenue attainment. They were
also able to apply insights to their supply
chain and customer service organizations,
improving the understanding of their

product mix, and elevating the quality of
support experiences.

In this guide, you'll explore even more
unique ways to do more with your data,
along with how other retail leaders

are making operations more efficient,
optimizing spend, and driving real impact.

If you would like a deeper dive into
specific use cases that will drive the most
impact for your organization, reach out to
schedule a consultation with one of our

Treasure Data experts.

SIRIPE o

“Now that we can easily access and analyze customer data in-

house, we are motivated to look at problems and say, ‘let’s try

this too.’ By increasing the accuracy of our work, | feel we have
come closer to understanding our customers.”

Shigeki Yamazaki, Advisor, Digital Transformation, Stripe International Inc.
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Getting started
With CDP use cases

By understanding your level of customer data maturity, you can
create a CDP use case roadmap to maximize the impact and ROI
of your CDP investment.
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CDP use case maturity model

At Treasure Data, we have developed a customer data maturity model that can help you understand where your organization is when using customer
data to make key decisions. This model will also help you identify how to prioritize the right CDP use cases for faster time to value, and how to use your
data to create a competitive edge for your business.

FOUNDATIONAL m INTERMEDIATE EXPERT

At this stage, you will focus on
centralizing and integrating key
first, second and third-party data
sources into your CDP to establish
a data foundation. Part of this
process includes cleansing and
deduping inaccurate records to
create a unified customer profile.
Al-powered identity resolution
can be applied to enrich data and
increase the number of known
profiles. Data privacy, consent
management, and governance
safeguards are also applied to
ensure secure and compliant data
management practices.

With a good foundation in place,
you can now begin to use your
customer data to maximize
marketing, sales, service, and
operational efficiency. Use

cases at this stage include
optimizing ad spend through
audience segmentation, improving
conversion, reducing churn, and
personalizing experiences for both
known and unknown audiences.

At this stage, you can begin

to layer on more advanced Al
capabilities that power real-time
personalization use cases and
next-best action recommendations,
as well as advanced analytics, like
propensity modeling, to generate
higher retention, and cross-sell/
upsell opportunities

to drive retention and loyalty.

At this stage, you have the
experience and capabilities to fully
orchestrate the customer journey
and deliver connected customer
experiences. Campaign optimization
can be improved through multi-
touch attribution and automation. A
strong data foundation, combined
with advanced predictive analytics
will also enable consistent profile
enrichment, enabling real-time
insights and swifter decision making.

TIME FRAME:
Two weeks - two months

BUSINESS VALUE:

Know and understand profitable
sources, identify your ratio of
known to unknowns records, and
establish data privacy and consent
models.

TIME FRAME:
One month and ongoing

BUSINESS VALUE:

Increase marketing efficiency,
democratize data to all
departments, start to see increases
in conversion rates and customer
loyalty.

W TREASURE DATA | www.treasuredata.com

TIME FRAME:
Four months and ongoing

BUSINESS VALUE:

Your CDP becomes an increasing
competitive advantage. Drive
increased revenue through
personalization, create more
relevant offers, and quickly identify
cross-sell and upsell opportunities.

TIME FRAME:
Six months and ongoing

BUSINESS VALUE:

You have become elite in your approach
to customer experiences. Increases

in customer loyalty and return on
investment (ROI). Reduction in churn
and increased customer lifetime

value of your customers. Stronger
relationships with your customers and
long-term loyalty gains.
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Moving beyond products
to connected customer
experiences
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Elevate the entire customer journey

Consideration

Conversion

Loyalty

Convert Unknown
Audiences to Known
Audiences

Personalize
Communication for
High-Value Leads

Increase Sales
per Buyer

Customize Buyer

Engagement Across
Channels

Improve Customer
Loyalty

Acquire Maximize Grow

® Target Ad Spend with ® Optimize ® Optimize Customer Maximize Customer
Lookalike Audiences Conversions Service Interactions

® Lifetime Value
<
Exceptional
Experiences

—e

Optimize
ROI
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In a fractured and unpredictable ecosystem, customer experiences are broken. When your brand has incomplete data, it's impossible to meet the high
expectations of today’s savvy customers. And these broken experiences aren't just clunky, they’re costly. They can lead to wasted marketing spend,
inefficient use of resources, and lost revenue. And worst of all, they can mean lost customers.

With Customer Data Cloud, you can combine all of your customer data in one place, creating a unified customer profile to power connected customer

experiences across the entire customer lifecycle. Your customer experiences and your brand become one, with personalization at every touch point,
creating a trusted relationship between your brand and your customers.

Empower every department to create a
Connected customer experience

Trusted brand @

Marketing Service

Sales

* In-store associates
+ Contact center
* Retention
+ Cross-sell/upsell

« Omnichannel * Online
+ Advertising * Direct to consumer
* Loyalty * In person at the store
+ Consent » Mobile e-commerce
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Our suite of customer data management solutions allows you to guide customer interactions, make operations more secure and efficient, and maximize the
value of your customer data across the customer journey in a number of ways.

Overcome the disconnect Operationalize insights

Integrate all your first, second, and third-party Leverage Al/ML models to determine the next-best
customer data - from physical retail, to digital message or offer, optimal channels for campaign
channels, service and agency partners, customer delivery, optimizing product mix, and predicting
support, and supply chain - all in one place. propensity to buy.

Orchestrate connected Optimize CAC & LTV with

customer experiences

smarter operations and
engagement

Deliver one-to-one personalized experiences across Dynamically sync all touch point systems for
every touch point along the customer journey. continuous campaign feedback that drives meaningful
conversations, empowers innovation, and delivers
speed to value.
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Modernize your organization for
data privacy and governance

Data privacy is becoming increasingly important to consumers and is an
essential part of the customer experience. Enterprises that want to maintain
customer trust must show consumers that they take data protection and privacy
seriously, and are ethical stewards of customer data. This requires protecting
personal data and respecting your customers’ data privacy preferences.

Integrating data privacy and governance practices is a foundational part of your
data management strategy, and should be considered at the early stages of
your CDP implementation plan. A CDP gives data and IT teams better control
over how data is accessed and activated across the enterprise. This means
that permissions can be granted, so that certain teams have access to only
that data that’s relevant to their needs. Consent management capabilities allow
for customer data privacy preferences to be integrated directly into customer
profiles, ensuring that preferences are respected and consumer choice is
upheld. And, identity resolution capabilities enable data consolidation across
brands, eliminating risk of duplicate profiles that could pose security risks when
managing compliance across geographies.

With these capabilities integrated into your CDP, keeping up with customer
privacy preferences and evolving regulatory demands becomes easier and
more efficient, while reducing risk of non-compliance that could result in costly
fines. With unified customer profiles, changes and updates to data governance
practices can easily be rolled out across the enterprise, ensuring all business
units are on the same page.

@ TREASURE DATA | www.treasuredata.com



https://treasuredata.com/

Treasure Data helps you manage customer data preferences through native or integrated consent management, and brings transparency to the
audience creation process. With Customer Data Cloud, you can integrate key privacy attributes like consent management, communication preferences,
and other global requirements into individual customer profiles, manage data access across teams, and enforce privacy policies across the organization
without having to worry about managing all the variations in privacy regulations or inadvertently misusing data through an improperly shared list.

Give privacy choices & comply with regulations

Oa‘a governance

Use data with the right level of consent and privacy

Work with partners seamlessly and securely

Protect data and Pl

Quickly identify risks with alerts and audits

Set up policies once to streamline data operations

SE
CURE INFRASTRUCTURE
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Customer data use cases that maximize retail revenue

To remain competitive in today’s crowded digital landscape, retailers must create and deliver experiences that truly resonate with customers. By

deploying specific use cases across each customer journey stage, retailers can drive greater marketing efficiency, conversions, loyalty, and ultimately,

more revenue.

To make the most of your investment in a CDP, it’'s important to understand the use cases you'll be able to accomplish. You'll need to evaluate which use
cases are most important to you to ensure you're optimizing the value of your customer data.

On the following pages are just some of the many use cases our customers can successfully execute with Customer Data Cloud. You can also click on

the use cases below to jump ahead and explore what matters most to you.

Discovery &
awareness

Exploration

Unify online and offline Real-time
data to extract insights personalization

Identify high-value
customers and lookalike
audiences

Combine structured and
unstructured data

Unified data enrichment
for better targeting and
segmentation

Build and activate
audience segments by
channel
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Determine upsell or
cross-sell propensity

Power next-best
recommendation
engines

Customize in-person
buying experiences
based on previous
product preferences

Product and usage

Measure product and
service usage to inform
product development

Hyperlocalize
Inventory

Optimize backend
logistics

Customer service

Power real-time
customer service
experiences

Grow loyalty

Manage loyalty program
data to promote future
purchases

Send Customized In-App
Mobile Offers

13
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PRE-SALE

Discovery
& awareness

By unifying online and offline data to extract
insights, retail brands can improve Al-powered
identity resolution, enrich third-party data

to improve targeting, and build and activate
audience segments. This leads to greater
marketing efficiency and a more connected
customer experience.
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1

Unify online and
offline data to
extract insights

Gaining a holistic view of your customers requires

connecting all of your data in a centralized location.

A CDP provides a dynamic, scalable way to acquire
and aggregate fast-moving data streams of both
online and offline data. With this single source

of truth, you can strengthen brand loyalty with
omnichannel campaigns that resonate and drive
more sales.
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The customer cxperience

“| often see products online that I'm
interested in, but plan to buy them later in a
store. When a brand sends me a promotion
for something | was already considering
purchasing, I'm even more likely to go to
the store and make the purchase.”

15


https://treasuredata.com/

/

Combine structured
and unstructured data

With a CDP, all your data can be unified, with Al-powered
identity resolution activities performed on top of it. This
allows you to clearly define customer records, dedupe
customer profiles, create better segments, orchestrate on
output, and increase personalization — all of which leads
to more efficiency in how you market to customers.

@ TREASURE DATA | www.treasuredata.com
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3

Unified data
enrichment for
better targeting
and segmentation

A CDP acts as a single source of truth, allowing you
to centralize all first, second, and third-party data
in one location. With this single source of truth, you
can unify customer profiles to optimize marketing
while decreasing reliance on outside services or
partners.

@ TREASURE DATA | www.treasuredata.com
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4

Build and activate
audience segments
by channel

A CDP provides a secure and scalable platform to
manage all your customer profiles, with the ability to
segment customers into specific audiences based
on a holistic marketing plan. These segments can
then be shared across teams and applied across
channels to help improve the customer experience
and increase conversions at different stages of the
customer journey.
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The customer experience

“I want to engage with brands in a way that
meets my personal preferences for how | like
to shop.”

18
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PRE-SALE

Exploration

At this stage of the journey, retailers should
focus on identifying current and potential
customers most likely to buy, and personalizing
those experiences. Doing this well requires
knowing who your best customers are,
discovering similar customers across channels,
and driving real-time personalized experiences.
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Real-time
personalization

Connect your data across all channels to drive real-
time personalization. This will allow you to deliver

a connected customer experience that deepens
relationships, builds loyalty, and increases overall
engagement.

@ TREASURE DATA | www.treasuredata.com

The customer experience

“I love engaging my favorite brands in their app,
in-store, and online, especially when they make
it fun and rewarding for me to do so.”

20
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[dentify high-value
customers and
lookalikeaudiences

Use your CDP to model customer behavior to find new
prospects similar to your best customers. This will
help create more targeted campaigns and improve the
efficiency of your marketing spend.
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The customer experience

“I'like it when new brands market to me with
products that match my interests.”

21
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Purchase

A CDP can help you improve the online and
offline buying experience by powering
recommendation engines and customizing in-
person buying experiences based on previous
brand engagement.
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Determine upsell or
cross-sell propensity

Using your CDP and machine learning models, you
can analyze customers’ propensity to buy based on
historical data and real-time behaviors. Using these
insights, you can then target customers to upsell

or cross-sell, helping you drive more sales and
increase revenue.
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The customer experience

“When | bought a pair of running shoes from a
new brand, | didn’t anticipate buying anything
else, but then they sent me a great promotion
on running apparel, and | ended up making
another purchase.”

23
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3

Power next-best
recommendation
engines

Use your CDP’s customer behavior data and Al-
powered next-best recommendation engine to ensure
products recommended to consumers are relevant.

This increases the likelihood of customers to purchase
those products.
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The customer experience

“I want to see products that | am interested
in when | visit a retailer online. | don’t want to
search or scroll through a lot of products that
are not relevant to me.”

24
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9

Customize in-person
buying experiences
based on previous
product preferences

Use your CDP to acquire and aggregate real-time store
inventory and purchase history to enable personalized
buying experiences in a dynamic and scalable way.
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The customer experience

“I want to save money by getting promotions on
products | want to purchase in-store to make my
shopping trips seamless.”

25
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Product and usage

Grow product engagement by measuring
product and service usage and interactions
to inform product development.
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Measure product
and service usage
to inform product
development

You can use your CDP to allow brands to view
sales in its own channels and across all combined
channels. This gives manufacturers great value

in each phase of product development and post-
market promotion. It can also help your brands to
understand how to improve products in terms of
packaging, pricing, and product extensions.

@ TREASURE DATA | www.treasuredata.com
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Hyperlocalize
Inventory

A CDP can determine product affinity using
Al-driven predictive analytics models. This can
increase sales, upsell, and cross-sell,

as well as reduce overstock losses.
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The customer experience

“The retailer always has the products | want to
buy in stock”

28
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Optimize backend
logistics

Use your CDP to predict demand by product and
send each store the right amount of inventory to
minimize store transfers and clearances, helping you
to manage your supply chain and ensure you have the
right merchandise in your stores.

@ TREASURE DATA | www.treasuredata.com
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Customer service

Improve customer service by giving in-store
agents a unified view of the customer, including
recent online and offline behaviors, and
transactions. This will allow agents to provide
more informed guidance instore, online, or
through the contact center.
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Power real-time
customer service
experiences

Use your CDP to capture behavioral data that helps
your contact center agents understand the entire
customer experience. You can optimize the customer
experience across your apps, websites, and other
touch points to reduce or eliminate friction, and make
customers more likely to take desired actions.
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The customer experience

“I want to be able to call in and have contact
center agents understand who | am and what
my past interactions have been with the
brand, so they can better serve me now.”

31
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Grow loyalty

Once you acquire customers, you want to
retain them by growing loyalty to your brand.
Sending customized offers in-app or via
email, determining customers’ affinity for
other products, cross-selling or upselling, and
ingesting social media interactions helps you
further personalize experiences and build
relationships with your customers.
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Manage loyalty
orogram data to
oromote future
ourchases

Data unification helps you to drive business insights
and intelligence around your loyalty program that can
improve the customer experience. This can increase
participation in your loyalty program and drive greater
overall customer loyalty.

@ TREASURE DATA | www.treasuredata.com

The customer experience

“I love when a loyalty app rewards me in ways
that feel fun and are tailored to my interests.”

39
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Send customized
In-app mobile offers

Combine customer data with real-time mobile app
data in your CDP to identify opportunities to send

customized offers in-app to help you increase sales.
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The customer experience

“l got a notification for a great deal right as |
was headed to the store, so | used it on my
purchase.”

34
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Create connected customer experiences
aCross your organization

Remaining competitive in omnichannel retail requires the ability to be agile and

pivot as customer preferences evolve. With a modular approach that delivers more
flexibility, retailers can pivot quickly, allowing brands to have deep insights into who
their customers are in order to be able to reach them at the right time, with the right
product, on the right channel.

With Treasure Data’s Customer Data Platform, you can create more personalized and
connected customer experiences, while driving efficiency in your marketing efforts,

and your backend operations.

It's time to get more from your customer data in revenue growth, improved customer
experience, and marketing spend efficiencies.

Schedule a consultation with one of our experts to explore the use cases that will
drive the most impact for your organization.
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Treasure Data empowers the world's largest and most innovative companies to drive
connected customer experiences that increase revenue and reduce costs..Built on a

big data foundation of trust and scale..Treasure Data is a customer data platform (CDP)
pioneer and continues to reinvent the CDP by putting Al and real-time experiences at the
center of the customer journey..

Our CDP gives customer-centric teams across Fortune 500 and Global 2000 companies -
marketing..sales..service..and more — the power to turn customer data into their greatest
treasure..Visit www.treasuredata.com to learn more..

Join Treasure Data's global CDP community at CDP World (cdpworld.com)...
its annual summit for marketing and data leaders..
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