
SUPER-CHARGE

GAME SCIENCE
YOUR CDP USING



1. Building Identities Profile Completeness

2. Obtaining Consent

3. Understanding Events

4. Driving Longer Engagements 

5. Preference Validation

6. Meaningful Audience Segmentation & Personalization

7. Improved Modeling & AI

8. Audience Targeting

Here are the stages in 
acquiring data to activate 
audiences within your CDP, 
as well as the lowdown on 
maximizing its value.

Customer Data Platforms (CDPs) have certainly had a moment in the marketing tech stack — and they 
are a potential game-changer for marketers. You could say CDPs are the burger bun of the marketing 
stack — sandwiching your siloed marketing ingredients neatly in one (delicious) place. Continuing this 
foodie metaphor - Earned Data acts as the salt in your recipe — enhancing the ingredients and 
completing the flavor profile. Who knew CDPs could make us this hungry!

A CDP’s capabilities lie in its ability to bring all your data into one view — which has revolutionized the 
way many big brands think about, make decisions, and activate their data. However, CDP vendor 
BlueVenn recently discovered that just 37% of U.S. marketers and 45% of U.K. marketers say their CDP is 
fully integrated with other systems. And we’ve all heard the line, “CDPs are only as good as what goes in.” 
So, if you have patchy, outdated data, the analysis and activation of audiences will also be patchy and 
outdated. 

This is where we come in. 3radical audience engagement solutions help you augment customer data 
and provide completeness by encouraging self-identification using game science to drive mutually 
beneficial value exchanges specific to your data needs. We are the technology that fills in the gaps with 
real-time Earned Data. For example, your CDP may tell you there are missing phone numbers — we 
incentivize the customer to provide phone numbers, and other pertinent information, through interactive 
online experiences.
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https://3radical.com/earned-data/
https://uplandsoftware.com/bluevenn/resources/white-paper/digital-divide-whitepaper/
https://3radical.com/earned-data/


BUILDING IDENTITIES
+ PROFILE COMPLETENESS

OBTAINING CONSENT

UNDERSTANDING EVENTS

CDPs are exceptional at finding gaps in your customer data, and they can show you precisely what you 
need to complete their identity. Scorecards are another excellent CDP feature; this discovery process is 
critical in identifying how much, or how little, you know about your audience; and how valuable your data 
can be. 

A brand’s first priority in the post-cookie world will be incentivizing consumers to self-identify when they 
hit their website. 3radical’s consumer data acquisition tools enable this to be done seamlessly and 
effectively, allowing the gaps in the CDP to be filled in by prompting customers who have missing 
details. Identity means increased relevance and increased likelihood of getting the right message to the 
right person — every time! 

Obtaining consent from your audience in 2021, and onwards, is non-negotiable. Not only because it’s 
lawful, but because this builds trust and a two-way relationship with your audience. Applying consent-
driven approaches to the data in your CDP by correctly and progressively earning it directly from your 
customer will yield far greater click-through and avoid churning out irrelevant ad impressions.

Many companies are struggling to work with generic data. 3radical can boost this with consent-driven 
experiences, creating rich, relevant and actionable data.

CDPs focus on reporting events. An event in the CDP world is anything that happens within a customer 
engagement ecosystem. However, too much authority is given to these events, which are little more than 
clickstream data; this type of data does not paint a complete picture of your consumer. For example, if a 
consumer clicked on an ad for shoes, your CDP might automatically funnel them into an ‘interested in 
shoes’ audience. This event tells us little about what motivated that person to click; we don’t know if they 
need shoes for walking or running, or if they want next-day delivery. These breadcrumbs are, of course, 
helpful over time, but without the broader context, it’s impossible to connect and understand the 
individual behind the click. Understanding in real-time why a consumer is clicking on ads for shoes will 
enable you to serve them better. Simply put, adding descriptive and attitudinal data that enables forward 
looking strategies and approaches is a significant win for CDP’s, their customers, and the consumers 
they support. 

Earned Data fills these gaps and helps you define and understand the broader context of why a 
transaction is going to occur.
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PREFERENCE VALIDATION VIA 
CONSISTENT CAPTURE AND UPDATING
Most organizations only capture preferences related to opt-in status. This serves little use to the marker 
though. Understanding interests, likes, and other preferences informs the marketing communications 
that will be most influential when the customer is making purchase decisions. And because preferences 
change frequently, the data needs to be up-to-date and ideally captured in real time to ensure messaging 
is in sync with the consumer’s needs.

Referring back to BlueVenn’s recently published report, just under half of the data companies are 
collecting is ever put to use. This data takes up valuable space in your system and becomes less relevant 
over time. Meaning not only did you waste resources in acquiring it, but you will continue to waste 
resources storing it.

Individual preferences change on a dime. Based on traditional grouping by transactional or clickstream 
data, you might have clicked on a running shoe, and suddenly you’re inundated with running shoes, but 
what you really wanted was a day-to-day sports shoe. Brands are missing out on up-to-date preferences, 
but it’s relatively easy to add constant preference capture into your consumer experience flow. 
(Ask us how)!

Clickstream data is one of the best sources of real-time data; in that, it’s captured and sent to your CDP at 
that exact moment. Tremendous value comes from the information CDPs capture, process,and activate 
in real-time. Relevant data increases the chances of interacting with your audience at the right moment. 

Brands need to support the in-moment context — this is an excellent opportunity for brands using CDPs 
(and those who aren’t).

DRIVING LONGER & MORE 
ACTIVE ENGAGEMENTS
According to a study by marketing agency Wolfgang Digital, there is a strong correlation between longer 
session durations and conversion rates. Wolfgang Digital reported that by increasing time on an 
e-commerce site by 16%, the conversion rate would increase by 10%. This infers, the longer consumers 
engage with your marketing, the more likely they are to take action. In addition, consumers are more 
likely to interact longer with your marketing if it’s engaging, relevant, and offers them value. This is 
important because focusing on strategies to make consumers engage more is often overlooked. 
However, adding contextual and behavioral data, such as session duration, dwell time, frequency of visit 
all adds value uniquely supported by a CDP’s data management capabilities.

In traditional email marketing campaigns, one email will generate a 20% open rate, 10% will click, and 1% 
will convert into a sale. Perhaps less. When the average lifespan of most marketing emails is just three 
days, if they don’t engage with it within that time frame, it is unlikely that they will. 3radical’s digital 
gamification experiences incentivize people to engage more often by adding intelligent incentives, 
games, contests, rewards, and questionnaires. As a result, we can increase the lifespan of emails to 18 
days and increase conversion to 9%, all of which is impacted by the utilization of engagement data 
uniquely acquired in the Voco platform. 
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https://www.rte.ie/documents/news/2017/09/wolfgang.pdf
https://uplandsoftware.com/bluevenn/resources/white-paper/digital-divide-whitepaper/


MEANINGFUL AUDIENCE 
SEGMENTATION & PERSONALIZATION
Many brands are still pumping out campaigns that 
use lazy segmentation. Let us explain: 

Transactional data blended with a name, email, and a 
few clickstream data points result in a campaign like 
this. Let’s say that “Bob,” hasn’t bought a burger since 
2019, and, since then, he has become vegan. He’s 
been on the Killer Burgers site to just stare at pictures, 
but the brand didn’t incentivize him to log in or to 
update his preferences. In the meantime, Killer 
Burgers launched a fantastic vegan burger. Since their 
data is outdated, they have no idea that “Bob” is now 
vegan. So Killer Burgers is missing out on an 
opportunity with customers like “Bob” simply because 
the data is not current. 

CDPs can help brands do so much more cool stuff 
with accurate and current data going in — the core 
thing here is that moving away from clickstream data 
doesn’t need to be so scary when you have tactics in 
place to get real-time, preferential data. So please, 
someone give the guy a vegan burger and move him 
to the correct audience segment.

Moving forward, firms plan to 
focus adoption efforts on 

technologies like real-time 
decision engines and advanced 

customer analytics solutions that 
will enhance their understanding 
of customers and their ability to 

act on customer data.
- Forrester opportunity snapshot: a 

custom study commissioned by 
Celebrus and Teradata | May 2021
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AUDIENCE TARGETING

IMPROVED MODELING & AI
State Farm created an ad campaign in 2018 poking fun at AI - specifically chatbots — and even more 
specifically — taking a shot at Lemonade, a digital-first competitor. The advert pushes the agenda that 
consumers want to be understood as humans by humans. Ironically, while the advert is only four 
years old, chatbots are now the norm, but the jury may still be out on if they’re helpful, if you ask us. 

CDPs automate audience segmentation; their value to creating accurate audiences to activate across 
platforms is vast. However, your brand is so much more than the data you’ve probably had available to 
this point. Adding 3radical Earned Data strategy enables you to embrace your audience and adjust your 
experiential taxonomies to meet the demands of your customers. 

Focusing on transactional and clickstream data alone is, in essence, creating a self-defined bubble; it’s 
only by cross-referencing personal, contextual preferences that you can confidently and accurately 
personalize communications on an individual level.

Why spend so much time and investment on a CDP if the data you are using is already accessible in 
Google Analytics? 

Like anything driven by data, AI is only successful when fed meaningful intelligence. CDPs can model 
behaviors and identify trends — but only with actionable data that drives consumer insight.

Unfortunately, models and predictions are often inaccurate and can direct brands to communicate 
messages to the wrong consumer, which runs the risk of upsetting your customer if you claim to know 
them when you genuinely don’t understand their preferences and needs. 

6

https://www.youtube.com/watch?v=Zkcutf36SkU


ABOUT

3radical is a consumer data acquisition and audience engagement 
solutions provider. We help organizations listen to their consumers and 
adapt experiences accordingly by giving them the ability to earn consented 
data directly from their audience. Critically, this fosters humanized 
interactions through choice-driven journeys provided by 3radical’s 
gamification software. 

We use game science and comprehensive strategic services to shape and 
support the customer experience by creating a fair value exchange 
delivered directly to each recipient and optimized by data and real-time 
decisioning. Every progressive exchange results in consented, Earned Data 
provided by the consumer in a transparent, motivating, and mutually 
beneficial environment, enticing consumers to share and engage more. 
3radical operates globally through North America, the U.K., and Asia Pac 
and services major brands across various industries.

Contact us to learn more, or book an informal chat about how 3radical can 
help you get the most out of your CDP with fully-permissioned data. 

UK
Desklodge House, Redcliffe Way,
Bristol BS1 6NL England
+44 117 205 0150

SINGAPORE
111 Middle Road, #03-02,
National Design Centre
Singapore 188969
+65 6970 6400

U.S.A
564 W. Randolph Street
2nd Floor, Chicago,
Illinois 60661, USA
+1 312 646 2542

w:  www.3radical.com
e:  info@3radical.com
t:  @3radicaltweets
l:  linkedin.com/company/3radical

IN CONCLUSION
CDPs are a precious and incredible tool in any marketer’s arsenal. However, many miss the data needed 
to complete and build an accurate real-time, current profile of each customer — one that you can hand 
on heart say — is accurate. 

Activating campaigns based on outdated and incomplete data asks for trouble; relying on clickstream 
data is shortsighted and creates a ‘cannibalization of sorts. Shoddy and incomplete data leads to poor 
segmentation, alienating valuable customers, preventing conversion, and increasing attrition. 

3radical’s audience engagement solutions help brands do more to extend and enhance the value of 
their CDP by capturing the missing pieces in your data. A recent Forrester study found that many firms 
have invested in channel-specific execution tools that aren’t well suited to building a complete view of 
the customer. Forrester also commented that decision-makers now realize they must add best-of-breed 
data capture and analytics tools to their martech ecosystems. Our data capture solutions prove that 
using game science to create mutually beneficial experiences results in deeper engagement across all 
platforms and touch-points and skyrockets conversion. Still not convinced? Talk to any of our data 
experts about results we have generated for our clients. 

https://3radical.com/contact-us/
https://twitter.com/3radicaltweets
https://www.linkedin.com/company/3radical
https://www.teradata.co.uk/Resources/Analyst-Reports/Invest-In-Customer-Insights-To-Drive-Business-Growth
https://3radical.com/contact-us/
http://www.twitter.com/3radicaltweets



