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Executive Summary
Data is a fundamental page in the marketer playbook. As the volume 
and sophistication of customer data continue to expand, marketers face 
the challenge of transforming it into useful information that builds trust 
in the brand. In doing so, leading firms deliver the hyperpersonalized 
experiences that drive customer engagement and loyalty.

In August 2019, Oracle commissioned Forrester Consulting to evaluate 
the market maturity of customer data unification. Forrester conducted 
an online survey of 337 marketing and advertising professionals in North 
America and Europe who are responsible for customer data, marketing 
analytics, or marketing/advertising technology. We found that while 
many firms have customer data platforms, their ability to use unified 
customer profiles to personalize experiences, provide a consistent 
experience across channels, and generally improve customer lifetime 
value and other business outcomes as a result varies widely from firm 
to firm.

KEY FINDINGS

 › Most firms have a version of a customer data platform (CDP) 
but are not using it to its fullest capabilities. Only 11% of firms 
effectively use a wide variety of data types in a unified customer 
profile; these same leading firms are 2.5 times more likely to increase 
customer lifetime values as a result of unified data management.

 › Marketers have an opportunity to improve their organizations’ 
customer data practices. Leveraging third-party solutions, 
earning key stakeholder buy-in, and collaborating closely with data 
professionals are key elements to successful implementation.

 › Firms with better unified customer profiles experience better 
business results. Leading firms that effectively leverage unified 
customer profiles are more likely to experience revenue growth, 
increased profitability, and higher customer lifetime values. 

TERMINOLOGY

For the purposes of this study, customer data platforms (CDPs) are 
marketing technologies that centralize customer data from multiple 
sources and make it available to systems of insight and engagement. 

Only 11% of firms 
can effectively use a 
wide variety of data 
types in a unified 
customer profile. 

Firms that use 
CDPs effectively 
are 2.5x more likely 
to have increased 
customer lifetime 
values.
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Customer Profiles Support Marketers 
On Key Priorities 
With the help of customer data platforms, marketers use unified 
customer profiles to deliver on critical marketing priorities and achieve 
superior customer experiences. In surveying 337 marketing and 
advertising decision makers, we found that:

 › Unified customer profiles deliver on marketing priorities. Decision 
makers indicated that unified customer profiles deliver on a number 
of top priorities (see Figure 1). Customer profiles support customer-
focused operational priorities like improving the use of data and 
analytics, personalization, and content marketing — as well as 
customer-focused business priorities like aligning brand promise 
with CX and developing new products/services. Marketers see the 
value of investing in technology that wrangles the massive amounts 
of customer data generated each day to continuously optimize 
customer interactions. 

 › Customer engagement data is critical to achieve superior 
customer experience. Seventy-five percent of respondents indicated 
that the ability to improve the experience of their customers is a 
critical or important objective when it comes to the use of customer 

Figure 1

“To what extent are the following initiatives likely to be an important priority for your firm’s 
marketing organization over the next 12 months?” and “How important is having a single, 
unified customer profile to achieve the following priorities?”
(Showing top �ve marketing priorities)

Base: 337 director level and above in marketing or advertising roles responsible for customer data, 
marketing analytics, or marketing/advertising technology
Source: A commissioned study conducted by Forrester Consulting on behalf of Oracle, September 2019

Critical or important priorities Uni�ed customer pro�le is critical or important to achieving

73%
73%

73%
69%

72%
68%

71%
71%

71%
69%

Improve our use of data and analytics

Align brand promise with 
customer experience

Develop new products or services

Improve our personalization 
capabilities

Improve our content 
marketing capabilities

71% say a unified 
customer profile is 
important or critical 
to personalization.
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engagement data; customer engagement and personalization are 
similarly important (see Figure 2). As modern buyers expect more 
personalized experiences tailored to them, the ability to effectively 
leverage customer engagement data is shifting from “nice-to-have” to 
table stakes.

 › CDP users expect their customer data management solution 
to support the entire customer lifecycle. From initial customer 
acquisition to deeper understanding for retention, firms want to 
leverage customer analytics across the entire buyer journey, from 
known to unknown customers (see Figure 2). A tailored, personalized 
experience is key not only to attract attention in crowded markets, 
but also to keep customers loyal.

 › Firms are increasing investment in customer data management. 
Survey respondents indicated that CDPs are a growing component 
of their overall customer data management strategies, which also 
includes data management platforms (DMPs), customer relationship 
management (CRM) and marketing databases, customer profiles and 
digital intelligence, and data warehouses and data lakes. Sixty-nine 
percent of respondents expect to increase CDP investment at their 
organizations over the next two years; one-quarter expect it to grow 
by more than 5% (see Figure 3). With growing amounts of customer 
data and a need to make that data available to systems of insight and 
engagement, it is not surprising that firms are investing more deeply 
in customer data management; the level of spending only makes it 
that much more critical to get CDP implementation right. 

25% - Increase by more than 5%
44% - Increase between 0 and 5%
29% - Remain �at 
2%   - Decrease

Base: 337 director level and above in 
marketing or advertising roles responsible 
for customer data, marketing analytics, or 
marketing/advertising technology
Source: A commissioned study 
conducted by Forrester Consulting on 
behalf of Oracle, September 2019

Figure 3

“How do you expect the 
investment in customer data 
platforms to change in two years?”

69%
increasing
investment
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Most Firms Struggle To Reap CDP 
Benefits, But Leading Firms Realize Key 
Business Results 
Our survey explored how various firms are using their CDPs, and 
we found that while nearly nine in 10 (89%) say they have a CDP, 
individual firms vary greatly in how effectively they are able to leverage 
unified customer profiles to achieve business results. When asked 
what benefits users have realized from unified data management, 
respondents cited increased functional effectiveness (e.g., advertising, 
marketing, or sales) and increased channel effectiveness (e.g., email, 
mobile, web, social media) as the top two benefits. Because these 
two benefits are still localized, rather than integrated across functions 
or channels, this finding suggests that firms still have work to do to 
effectively leverage their CDPs. 

Based on the results of our survey, we conducted a maturity 
assessment to identify how effective various companies are at 
leveraging a wide range of data types within unified customer profiles 
(see Figure 4). We assigned each respondent 



75% �nd improving 
customer experience 
to be a critical or 
important objective 
for customer 
engagement data.

69%

69%

68%

64%

56%

Increase prospect engagement rates through 
improved targeting and personalization

Increase customer conversion rates through 
improved personalization

Customer demand for consistent and contextually 
relevant engagement experience across channels

Develop a single source of truth (pro�le) 
for customer understanding

Cost reduction/operational streamlining

Figure 2

“How important are the following objectives to your organization when it comes to the use of 
customer engagement data?” 

(Showing top six responses rated “Important” or “Critical”)

“You indicated you currently have a unified customer data management solution. What drove you 
to adopt this technology?”*

Base: 337 and *301 director level and above in marketing or advertising roles responsible for customer 
data, marketing analytics, or marketing/advertising technology
Source: A commissioned study conducted by Forrester Consulting on behalf of Oracle, September 2019

75% Improve the experience of our customers

73% Increase customer engagement and satisfaction

73% Personalize customer experience through 
optimized nurturing campaigns

73% Personalize customer experience for both 
known and unknown customers

72% Increase customer acquisition through more targeted ads

69% Create a uni�ed customer pro�le across 
channels and devices
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Figure 4

Customer Profile Maturity Model Overview

DATA TYPES EVALUATED MATURITY SCORING CRITERIA DISTRIBUTION OF 
MATURITY LEVELS

Base: 337 director level and above in marketing or advertising roles
Source: A commissioned study conducted by Forrester Consulting on behalf of Oracle, September 2019

Transactional data

Engagement data

Customer sentiment data

Types of data tracked 
at customer level

Customer pro�le maturity

Emerging
22%

Scaling
67%

Leading
11%

LOW HIGH

Effectiveness at unifying 
each data type into 
single customer pro�le

Demographic data

Attitudinal and af�nity data

Contextual data

Behavioral data

Measurement data

Third-party data

CDP users 
cite increased 
effectiveness of 
specific functions 
and channels as 
the top two benefits 
of unified data 
management — 
indicating remaining 
gaps in supporting 
holistic customer 
experiences.
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a score between 0 and 45 based on how many types of data their 
firm tracks at the customer level, as well as their assessment of how 
effectively their firm merges those data types into a single unified 
customer profile. We found the bottom 22% classified as emerging 
(score of 0 to 15), the middle 67% classified as scaling (score of 16 to 
30), and the top 11% classified as leading (score of 31 to 45).

Our analysis revealed that compared to emerging and scaling firms, 
leading firms that effectively leverage unified customer profiles are (see 
Figure 5):

 › More purposeful in leveraging their marketing technology 
investments. Leading firms are 3.3 times more likely than emerging 
firms to significantly increase martech budgets in the next 12 months. 
Leading firms also intend to use their CDPs at higher rates across all 
marketing use cases.

 › More effective at measurement. Leaders are more likely to measure 
across multiple marketing metrics categories, and they have a 
notably higher focus on business and digital metrics. Interestingly, 
customer metrics like customer lifetime value, customer satisfaction, 
and revenue per customer are in the bottom one or two categories 
for measurement across all maturity segments, suggesting that firms 
across the board need help with defining and measuring against 
customer metrics.

 › More committed to customer obsession. Leading firms are 1.4 
times more likely to recognize driving customer centricity as an 
important or critical priority in the next 12 months. They are also 



Leading firms are 
3.3x more likely than 
emerging firms to 
anticipate significant 
increases in their 
martech budgets next 
year.

These investments 
pay off in faster 
revenue growth, 
increased customer 
lifetime value, 
and increased 
differentiation.
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focused on leveraging customer engagement data to do just that: 
They are more likely than emerging firms to invest in customer 
engagement data management that builds long-term loyalty (2x) and 
provides insight to predict customer behavior (2x). 

 › More focused on delivering highly personalized, targeted 
campaigns. Leaders are 2.3 times more likely than emerging firms 
to personalize customer interactions with contextually relevant 
content, and they also more greatly emphasize targeted ads and 
personalized nurture campaigns. This finding is not surprising, as 
“today’s empowered customers feel entitled to contextually relevant 
experiences.”1 

 › More likely to prioritize an omnichannel strategy. Leaders are 2.5 
times more likely than emerging firms to prioritize seamless cross-
channel customer experiences, and they also place critical emphasis 
on creating a single unified customer profile across channels and 
devices. Leaders are 1.3 times more likely than emerging and 
scaling firms to have realized the ability to scale consistent, relevant 
customer engagement and experience across touchpoints and 
channels.

 › More successful in driving top- and bottom-line business 
outcomes. Leading firms are 7.9 times more likely to see a revenue 
increase of more than 10% year to year compared to emerging firms. 
They are also 2.6 times more likely than emerging companies to see 
increased business results, such as profitability, as a result of their 
unified data management. Finally, they are 2.5 times more likely to 
enjoy benefits like increased customer lifetime values. 

Marketers can help their firms achieve broader customer analytics 
maturity by working with their business technology counterparts on 
key competencies for rich customer insights — namely, 1) strategy 
to position customer analytics for insights-driven decision making; 2) 
structure of the customer analytics team to either build skills in-house 
or develop successful external partnerships; 3) data quality, quantity, 
and integration; 4) analytics tied to business and financial metrics; 
5) process to generate, disseminate, and apply customer analytics 
insights; and 6) technology to produce, distribute, and  
activate analytics2. 

Emerging And Scaling Firms Must Find 
A Path Forward For Effective Customer 
Data Management 
As firms continue to develop more personalized experiences, investing 
in unified customer profiles and leveraging them to their full potential 
are critical requirements to stay competitive. We found that firms can 
streamline the road to adopting this technology by: 

 › Alleviating complexity by leveraging experts. Complexity topped 
the list of barriers for respondents who are not interested in using a 
CDP (see Figure 6). One way to mitigate complexity is to leverage the 
unified customer data platform of a third-party vendor. Leading firms 



Figure 5

Leaders In Unified Customer Profile Management Make Customer-Centric 
Investments That Drive Business Outcomes

Tech investments, customer-centric goals, and strong metrics drive leading firms’ customer data initiatives.

These differentiators help leaders realize more benefits and drive stronger business outcomes.

Marketing technology budget

Marketing metrics tracked Marketing priorities Critical use cases for customer data

Customer engagement data objectives

Double-digit revenue growth Benefits realized from unified data management

Expect signi�cant increase in the 
next 12 months

Build long-term customer loyalty
97%

53%
49%

95%
59%

27%
89%

65%
35%

79%
60%

35%

Provide insight to predict 
customer behavior

Provide a seamless cross-channel 
customer experience

Personalize customer interactions 
with contextually relevant content

LEADING SCALING EMERGING

63% 24% 19%

Business 
metrics

7.9x more likely to increase 
revenue by more than 10%

Digital
metrics

97% 74% 58% 97% 72% 67% 45% 22% 22% 39% 28% 19%

Driving customer centricity 
is important or critical

77% 70% 54%

Increase acquisition 
through targeted ads

Create a single pro�le 
across channels/devices

Increased business results
82%

55%
32%

55%

20%

7% 79%
56%

43%
79%

58%
59%

76%
50%

30%

Strategic market differentiation

Ability to scale consistent, relevant 
customer experiences

Increased customer lifetime values

Improved customer relationships
76%

55%
46%

Base: 301 to 337 director level and above in marketing or advertising roles (N = 37 to 226 per segment)
Source: A commissioned study conducted by Forrester Consulting on behalf of Oracle, September 2019

7.9x
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69%    Complexity to implement

64%    Lack of executive support

61%    We have other initiatives 
to complete before it 
would be useful

44%    Cost to implement

39%    My organization does not 
see the value of a CDP

Base: 36 director level and above in 
marketing or advertising roles at 
organizations not planning to use a CDP
Source: A commissioned study 
conducted by Forrester Consulting on 
behalf of Oracle, September 2019

Figure 6

“Which of the following indicate 
why your organization does not 
plan to use a CDP?” 

Leading firms are 
3.2x more likely than 
emerging firms to have 
implemented a third-
party cloud solution as 
part of their CDPs.
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Figure 7

“In thinking about how your organization implements and operates its current unified customer data 
management solution, which of the following were challenges your firm encountered?”
(Select all that apply)

57%

55%

53%

53%

51%

Maintaining costs associated with the CDP

Identifying the source data sets that should 
be incorporated into the CDP

Resolving identities across the different data sources

Merging all the data together into a single repository

Keeping the customer pro�les refreshed 
and up to date

Determining the use cases for the data once in place

Analyzing the data and �nding actionable insights

Putting the insights to work back into 
your marketing and CX applications

50%

49%

43%

Base: 337 director level and above in marketing or advertising roles
Source: A commissioned study conducted by Forrester Consulting on behalf of Oracle, September 2019

are 3.2 times more likely than emerging firms to have implemented a 
third-party cloud-based CDP solution as part of their customer data 
strategies. 

 › Garnering executive sponsorship for CDP initiatives. Sixty-four 
percent of non-CDP users indicated that lack of executive support is 
a major barrier to implementing a CDP (see Figure 6). Putting the data 
house in order is no small feat; it requires time and investment to get 
unified customer profiles up and running. Executive support is critical 
to ensure the initiative lives through initial implementation to realize 
the full benefits of the technology.

 › Coordinating closely between marketing and data management 
functions. Respondents whose firms have already implemented 
CDPs revealed that top implementation challenges often were tied 
to breakdowns between silos (see Figure 7). Firms can address 
challenges like identifying disparate data sets (55%), resolving 
identities across different data sources (53%), and keeping customer 
profiles refreshed and up to date (51%) with tight coordination 
between marketing and other functions responsible for data 
management. 



Key Recommendations
A holistic customer data management strategy is a prerequisite for 
delivering experiences that are valuable for customers and profitable 
for the brand. Customer data management technologies are therefore 
critical business technology investments. Within a firm’s marketing 
technology ecosystem, customer data management investments 
like CDPs enable marketers to integrate engagement data, build 
unified customer profiles, and deliver personalized experiences. 
Getting it right can yield significant business dividends, but marketers 
struggle with inherent data complexities. Forrester’s survey of 337 
marketing and advertising decision makers yielded several important 
recommendations to help marketers overcome customer data 
management challenges:

Don’t conflate your strategy with a platform. Organizations invest 
in various customer data management technologies, including CDPs, 
as part of their enterprise customer data management strategies. It is 
critical to understand the capabilities of a CDP and how to integrate it 
seamlessly as a requisite component within your business technology 
ecosystem. Remember that your customer data management strategy 
is more holistic than any one technology category, and it spans the 
entire customer experience spectrum, including sales and commerce, 
marketing, and services.

Collaborate across business and technology functions, with 
leadership buy-in. A successful customer data management strategy 
involves multiple stakeholders and will require collaboration across 
marketing, other business functions, and IT experts responsible for data 
science, enterprise architecture, and technology implementations. Firms 
see higher returns on their customer data management investments 
when marketers align technology solutions, cross-enterprise 
requirements, and business objectives that are supported by the 
executive team.

Pinpoint useful data sources and invest in identity resolution. You 
can only truly personalize experiences for customers you recognize and 
understand. Look for data sources that enable you to append additional 
insights to customer profiles using identity parameters. Embrace data 
discovery techniques to associate affinities, attitudes, sentiment, and 
context with demographic and behavioral profiles. Don’t underestimate 
the complexity of data integration and profile aggregation; look to 
vendors with customer data management expertise to support your 
efforts.
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Enrich customer profiles with actionable intelligence. Effective 
CDPs consolidate multiple types of customer data from disparate 
sources into a centrally managed repository. Marketers looking to 
deliver more personalized customer experiences must identify gaps 
in their customer data management strategies and design digital 
touchpoints to capture missing data elements. Don’t collect data just 
for the sake of it; understand how each data point will contribute to a 
deeper understanding of how the brand can serve customer needs.

Build trusted relationships based on value exchanges. It is critical 
to be open about collecting data to establish trust with customers and 
meet evolving expectations (and regulations) for privacy and security. 
Consider the kind of customer data that can be captured in one 
touchpoint for creating experiences in others, and clearly explain to the 
customer why you are collecting the data and how you intend to use it. 
Focus on customer experiences that will deliver value in the moments 
that matter to individual customers, versus superficial personalization.

Define and track customer-centric metrics. It is obviously critical to 
understand marketing’s contribution to business results like revenue 
and profitability. It is equally important to understand how customer 
engagement via digital channels contributes to interactions and 
transactions. But to become truly customer obsessed, organizations 
must pivot to customer metrics that focus on improving customer 
experiences to drive long-term loyalty, higher lifetime value, and 
sustainable competitive differentiation.
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Appendix A: Methodology 
In this study, Forrester conducted an online survey of 337 professionals 
in North America and Europe who are responsible for customer data, 
marketing analytics, or marketing/advertising technology. Survey 
participants included decision makers at the director level and above 
in marketing or advertising roles. Respondents were offered a small 
incentive as a thank you for time spent on the survey. The study began 
in August 2019 and was completed in September 2019. 

Appendix B: Demographics/Data

0 3 6 9 12 15

REGION

RESPONDENT LEVEL

INDUSTRY (TOP 10 SHOWN)

17% 
CAN

32%
US

C-level executive Vice president Director

22%
13%

65%

0
10
20
30
40
50
60
70
80

Advertising and/or 
marketing

Retail

Financial services 
and/or insurance
Telecommunications 
services
Media and/or 
entertainment
Manufacturing and 
materials

Healthcare

Technology and/or 
technology services

Transportation 
and logistics
Energy, utilities

13%

12%

10%

9%

7%

7%

7%

5%

4%

4%

17% 
UK

18%
DE

16%
FR

Base: 337 director level and above in marketing or advertising roles
Source: A commissioned study conducted by Forrester Consulting on behalf of Oracle, September 2019
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Appendix C : Related Research
“How To Build A Moments-Based Marketing Ecosystem,” Forrester Research, Inc., September 13, 2019.

“Measure Your Digital Intelligence Maturity,” Forrester Research, Inc., March 21, 2019.

“Evaluate Your Data And Information Management Maturity,” Forrester Research, Inc., January 16, 2019.

“Customer Data Platforms Offer A Compelling Solution To B2B Data Challenges,” Forrester Research, Inc., 
July 9, 2019.

Appendix D: Endnotes
1   Source: “Now Tech: Cross-Channel Campaign Management, Q2 2019,” Forrester Research, Inc., 
May 17, 2019.

2   Source: “Gauge Your Customer Analytics Maturity,” Forrester Research, Inc., September 6, 2019.
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