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Dynamic Audience 
Segmentation
Segmenting customers using first-party data
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Dynamic Audience 
Segmentation
There is a fundamental shift going on in 
the digital marketing industry. Targeting 
audiences based on third-party cookies 
has been impacted heavily from decreased 
cookie lifetimes, limitations to cross-domain 
tracking capabilities and increased data loss 
from ad blockers and consent. This has re-
sulted in a necessary and ongoing shift from 
third-party to first-party data.

Digital marketing platforms use algorithms 
that fuel their effectiveness on data and 
information, meaning more data leads to 
better bidding processes. However, if ad-
vertisers know what customer groups to 
include or exclude, it is of high importance 
to share the information with the algorithms. 
Unfortunately, many companies miss out on 
the potential uplift in digital marketing from 
segmenting and targeting audiences based 
on specific characteristics and behaviors. 

Even though some companies use CRM lists 
in advertising, data is often manually upload-
ed to marketing platforms. Not only is it time 
consuming but typically results in a single 
“all customers”-list which easily becomes 
out of date and where marketing consent is 
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often forgotten. 

Segmenting and targeting customers can be 
difficult, costly, and time consuming. Docklin 
Piper’s Dynamic Audience Segmentation fe-
ture solves that problem and is built specif-
cally for performance marketing use cases.

Our solution
Docklin Piper is a solution built to remove 
data engineering barriers and enable ac-
tivation of first party data in performance 
marketing at scale.

Dynamic Audience Segmentation makes it 
possible for our clients to activate custom-
er data in marketing activities. Use cases 
range from excluding existing customers in 
a prospecting campaign to target customer 
segments with upsell products. 

The client’s first-party data is imported to 
Piper through Google Sheets/CSV, HTTP or 
sFTP on a scheduled basis. When data is 
available in Piper, Docklin’s digital market-
ing team can model and combine data sets, 
segment customers and dynamically export 
audience lists to marketing platforms. 
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The advantage of Piper’s Dynamic Audience 
Segmentation is the high degree of flexibility 
in joining and modeling data sets. Customer 
data can be combined with product data in 
order to find customers who are interested in 
specific product categories. We can use or-
der data to find our best customers in terms 
of quantity or revenue or target new custom-
ers with lucrative deals. 

For example, a multi-brand electronics 
reseller could segment new customers from 
the customer data set and combine it with 
orders including a specific product, identi-
fying all new customers who purchased an 
iPhone in the last 90 days and target these 
customers with tailored ads and a product 
feed containing Apple Watches, AirPods and 
other Apple accessories.

Other possible segmentations of customers 
include: 
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These use cases are examples of what 
segmentations of customers are possible 
through Piper’s Dynamic Audience Segmen-
tation. The features flexibility allows audi-
ence lists to be built based on each client’s 
specific needs and available data with up-
dates and adjustment done as necessary.  

Together with our client’s product feeds 
used for shopping ads, we can dynamically 
segment what products are displayed for 
each audience, leading to higher relevance 
and potential uplift in conversion rate. It is 
also possible to combine with Dynamic Ads 
to design custom creatives to match the 
audience and products shown.

All audience segmentations stay up to date 
with the built in scheduler. Our digital mar-
keting team can choose from having the 
audience list updated and pushed to the 
marketing platform every hour, day or week. 

Piper makes sure that the first-party data 
is retrieved, modeled and uploaded on a 
continuous basis, with respect for changes 
in marketing consent. 

Docklin Piper and its feature Dynamic Au-
dience Segmentation has the advantage of 
being closely connected to digital marketing. 
In other words, the dimensions available in 
Piper are based on real use cases from our 
clients, making the functionality built for pur-
pose. In a world of declining third-party data 
efficiency and where everyone has access to 
the smartness in digital marketing platforms, 
sending the right signals to the algorithms 
can make all the difference.

Q&A
Is it possible to anonymize customers’ email 
addresses? 
Yes, either by hashing the emails prior to 
sending the data to Piper or letting Piper 
hashing it during the import process.

How do I know if my company can integrate 
with Docklin Piper?  
Piper is a product built for removing data en-
gineering barriers. As long as your company 
can share the data through Google Sheets/
CSV, HTTP or sFTP, your company can 
benefit from features within Piper. If you are 
unsure - reach out to us and we can discuss 
possible options. 

Can I use the audience list on multiple mar-
keting platforms?  
Yes, you can use the same or different au-
dience lists on multiple marketing platforms. 
We have currently integrations in place for 
Google Ads and Meta, and are developing a 
Tiktok integration. 

How often do we need to update the export-
ed data? 
As often as you want. We recommend at 
least daily updates to ensure lists are up to 
date.  
 
Does the solution respect marketing con-
sent? 
Yes, the feature Dynamic Audience Segmen-
tation has the built in option to only include 
customers with marketing consent.

 
How can Piper combine the different data 
sets? 
As long as there is a join key (binding param-
eter) between the data sets, Piper can com-
bine data sets. For example, between the 
customer data set and the order data set the 
customer ID is the join key. Between order 
data set and product data set, the product 
SKU is the join key.


