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Why You Should Read This White-Paper

Today, 66% of consumers want retailers to be more digitally innovative. But 
for a traditional retail or e-commerce brand, it’s often unclear what the ide-
al tech stack looks like. Endeavoring to become as digitally savvy as your 
customers is daunting. It’s natural to be wary of committing both time and 
money when you can’t even picture the end result. 

We’re here to help. We’ll give you an overview of two key software systems, 
the Customer Data Platform and the Data Warehouse. We’re showcasing 
Salesforce and Snowflake specifically because they are the most wide-
ly-used. Then, we’ll explain the typical applications for these technologies 
and what a comprehensive tech stack looks like when all the software is in 
sync. You’ll walk away with a playbook for your brand to wow modern con-
sumers. 
Let’s begin. 

What is Salesforce CDP? 
A CDP, or “customer data platform”, provides a single source of truth on a 
brand’s customers. This software (1) connects all customer data in one place, 
(2) reconciles known customer identities and (3) makes data available in 
real-time across many systems. This means your team can garner new 
insights about your audience, monitor unique customer journeys and even 
deploy personalized experiences in the moment.  

What is Snowflake? 
Snowflake is a data-warehouse-as-a-service company. This means you can 
store, process and analyze data with greater speed and flexibility. Snowflake 
is natively designed for the cloud and offers some unique benefits: 

1. no hardware to install or configure

2. no software to install or manage 

3. day-to-day maintenance, upgrades, fine-tuning etc. are handled by 
the Snowflake team

Many companies are attracted to the pay-as-you-go and adaptable nature 
of this service. 

Your brand competes in a world where 32% of customers “break up” with a 
favorite brand after one poor customer experience. Learn how the CDP and 
Data Warehouse work together to create a system that provides consistently 
excellent CX.

https://fitsmallbusiness.com/omnichannel-statistics/
https://www.salesforce.com/blog/what-is-a-cdp/
https://docs.snowflake.com/en/user-guide/intro-key-concepts.html
https://review42.com/resources/customer-experience-statistics/
https://review42.com/resources/customer-experience-statistics/
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1.  Why do you need a CDP and a DW?

We don’t need to tell you that dealing 
with data is tricky. First, storing large 
amounts of data can be costly. When 
you have many employees, locations, 
brands, customers and prospects, 
keeping data organized is a hassle. 

Lastly, you have to carefully guard the 
security of customer data. 

This inherent trickiness of data is 
exactly why we recommend including 
a CDP and a Data Warehouse in your 
tech stack. CDPs charge based on the 
number of profiles. So to keep costs 
under control, you can keep active 
profiles in the CDP and use your Data 
Warehouse as a persistent repository. 

Both these systems working together 
help you stay organized. On one hand, 
the CDP can store customer-centric 
data like profiles, transaction histories 
and behaviors. Then, the Data 
Warehouse can store operational 
data such as financial information, 
inventories, supply chains and more. 

Categorizing and dividing data in this 
way is also helpful for keeping tabs  
on security. 

of customers say their 

standard for customer 

experience has never 

been higher

67%

https://emplifi.io/resources/blog/customer-experience-statistics
https://emplifi.io/resources/blog/customer-experience-statistics
https://emplifi.io/resources/blog/customer-experience-statistics
https://emplifi.io/resources/blog/customer-experience-statistics
https://emplifi.io/resources/blog/customer-experience-statistics
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2.  Operations in CDP vs DW

Here’s how these two systems work in sync for various business scenarios.

Identity Resolution
Pinpointing the identity of specific customers is crucial for personalization and 
relationship-building. Customer data is most likely coming from multiple sources, 
such as your website, social media, support calls, etc. You’ll want the CDP to resolve 
the identity of the customer before pushing the profile to the Data Warehouse.

Calculated Insights
The goal of analyzing customer data is to glean insights into preferences and 
behavior. Such understanding can lead to specific customer interactions in real-
time (like offering someone a tailored discount right as they browse your website), 
so this operation belongs in the CDP.

Consent Management
For legal reasons, ensuring you have proper consent from the prospects and 
customers you are messaging is paramount. This is best handled upfront in 

the CDP. Then, you can determine whether you can -- and want to -- activate 
marketing messaging, calculate analytics and run machine learning models.

Machine Learning Insights
Typically, advanced Machine Learning Operations systems would be connected 
to your Data Warehouse. So, it’s best to run these operations within the DW, then 

transfer valuable insights back to the CDP.

Activation
A CDP makes segmenting customers a breeze. Once you have those segments, 
your team can choose to “activate” them. 

Activation means advertising to customers, sending them emails or text messages 
or even displaying certain website pages. Activation can either happen in real-time 
or as a batch action. An example of following up in real-time would be triggering an 
email when a customer places an online order. On the other hand, a batch action 
would be grouping customers with the same birthday month and sending them all 
a special offer. 

Activation targets should be triggered by the CDP as they are all driven by                     
customer data. 

Reporting
 Depending on the kind of analytics that interest you, reports may cut across both 

transactional and operational data. That’s why we recommend creating reports 
from the Data Warehouse.
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3.  Data Flows
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There are different ways for data to 
flow from any given source across 
multiple systems, including the CDP 
and Data Warehouse. Before selecting 
a configuration, you should weigh 
(1) time-to-market, (2) data recency 
and (3) data processing. We explore 
a few different options and explain       
further below. 

a. Data source --> CDP --> DW:      
Marketing data sources such as 
websites or mobile apps are more 
likely to have pre-built connectors 
with a CDP.  So, bringing these data 
sets directly into the CDP reduces 
time-to-market. Also consider data 
recency, meaning which data sets 
your team needs to apply in re-
al-time or nearly real-time for mar-
keting campaigns; these should 
always flow directly to the CDP.  A 
good example of data sets needed 
in real-time are new leads.

b. Data source --> DW --> CDP:      
Data from your internal systems 
might be already flowing to the 
Data Warehouse, or you might 
need to perform transformations 
on these datasets before ingesting 
into the CDP.

c. Data source --> CDP and Data 
source --> DW (simultaneously): 
Some datasets don’t go through 
any major processing in either sys-
tem that’s relevant for the other. For 
example, email sends, clicks and 
opens are used for customer seg-
mentation in the CDP, and for ana-
lytics in the Data Warehouse. These 
data sets can flow simultaneously.
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Now that you’ve committed to an 
overall data flow configuration it’s 
time to think about the finer points. 

Third-party Data

If you’ll be enriching your analytics 
with third-party data, you need to 
reconcile those third-party profiles 
with your owned customer profiles. 
So, enriched data should first flow into 
the CDP and get tied to the correct 
customer profiles. Synching to the 
Data Warehouse is next, assuming 
you have consent to run analytics and 
machine learning models on those 
customer profiles. 

Machine Learning Models 

Machine learning models can be 
extremely useful for customer-level 
predictions such as lifetime value, 
discount propensity, likelihood to 
convert and next best product or 
action. These predictions should be 
synced to the CDP in order to enrich 
the 360-degree view of the customer. 
The richer your customer insights, the 
easier it is to segment and personalize. 

On the other hand, machine learning 
models that are not at an individual 
customer level or not relevant for 
customer segmentation should be 
stored in the Data Warehouse. For 
example, demand forecasting for 
different products and product lines 
should live within the DW. 
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4.  Typical Segments

So far, you’ve got a general definition 
of what a CDP is and why it’s useful 
to have a single source of truth 
for customer data. Now it’s time 
to expand on how retailers and 
e-commerce brands make the most 
of this technology. The most typical 
CDP segments and their uses are 
listed below:

New Prospects

These users have visited your site or 
shared their contact information in-
store, but haven’t made a purchase. 
Your team can leverage the CDP to 
segment these customers and target 
them with marketing campaigns.

First-Time Buyers

Your marketers can deepen the 
relationship with first-time buyers by 
designing an onboarding flow. This 
could entail sharing your brand story 
or recommending related products, 
encouraging these new customers to 
become brand evangelists.

Loyal Customers

A CDP can   segment customers 
into different loyalty tiers. This type 
of segmentation leads to easier 
personalization for customer service.

Exclusions

Certain customer segments will 
need to be excluded from marketing 
messages at different times. For 
example, you might want to exclude 
loyal customers or customers that 
bought something in the last 30 days 
from a new paid marketing campaign. 
Such an exclusion optimizes ROI for 
your media spend.

Content Personalization

Your marketers can segment 
customers based on feedback to 
customer service agents, product 
return reasons and more. Then, these 
customer segments can be targeted 
with tailored content.

Segments based on ML 

predictions

Your team can further enrich 
customer profiles in CDP by adding 
highly sophisticated customer-
level predictions from Machine 
Learning systems (more on this in the            
next section).

Loyal customers on average are worth the 

value of their first purchase 10X

https://www.qminder.com/blog/customer-experience/customer-experience-statistics/
https://www.qminder.com/blog/customer-experience/customer-experience-statistics/
https://www.qminder.com/blog/customer-experience/customer-experience-statistics/
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Machine Learning 

Applications

We’ve mentioned Machine Learning 
systems several times. You might 
be wondering exactly what types 
of customer insihts your team can 
garner from this technology. Here’s   
an overview:

Customer Lifetime Value

The CLV gives your business an 
estimate of the value of a customer 
over the life of the relationship. This 
includes both the past purchase 
history as well as future potential.

Discount Propensity

Machine Learning systems can 
deduce the price sensitivity of a 
particular customer to help your team 
personalize promos and discounts. 
The right promo might just take 
someone who is on the fence and 
convince them to buy.

Conversion Likelihood

This prediction tells your marketers 
how likely a given customer is to buy.

Churn Likelihood

A measure of the likelihood that 
a customer will stop buying. For 
subscription businesses this could 
mean canceling or pausing the 
account. For traditional retailers this 
could mean a loyal or frequent buyer 
stops returning.

Brand Affinity
Many retailers encompass multiple 
brands. Machine Learning can tell 
you which brands or sub-brands a 
customer is likely to prefer in order to  
in order to maximize customer value 
across the brand portfolio.

Next-best Offer

This measure goes a step beyond 
discount propensity. The Machine 
Learning system predicts the optimal 
offer that will get a customer to 
convert profitably. The algorithm 
takes into account factors like their 
likelihood to convert, lifetime value 
and more to arrive at a perfectly 
calibrated personalized discount.

Next-best Product

Your team can cross-sell and up-sell 
by predicting the next best product 
to recommend to each customer 
based on their past purchases, stated 
preferences, browsing behavior       
and more.

Next-best Channel

Contacting a customer on their 
preferred communication channel 
(social media, phone, email, 
app notification, etc) increases 
the chances of conversion. The 
Machine Learning system can 
tell your marketing team what is 
that ideal messaging method for                     
each individual.
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Lastly, this tech stack ultimately 
empowers teams with actionable 
analytics and reports. These two are 
the most common:

Average Order Value

 When customers can purchase 
multiple products at once, you 
might want to measure the Average 
Order Value. Using this metric as a 
segmentation parameter will allow 
you to target big spenders differently 
from more budget-conscious 
customers. 

Sales Trends by Category

This report can give your marketers 
invaluable insights. Explore how 
different product categories 
contribute to your sales numbers 
based on the time of year.

Customer Journey Analytics

Track your customers’ journey across 
different channels leading to specific 
actions such as a purchase or a 
form submit. This way, you establish 
a baseline for successful customer 
journeys. Customer journeys may vary 
by segment or can even be used as a 
parameter for segmentation.

Purchase Patterns

Analyze segment-level purchase 
behavior to understand what is 
the preferred path to a purchase. 
For example, if you are a clothing 
retailer you might want to identify 
customers that only tend to buy jeans 
from your brand. Or customers that                  
only purchase during the back-to-
school season.

of companies that work on 

improving their CX report 

an increase in revenue

84%

https://www.qualtrics.com/blog/customer-experience-stats/
https://www.qualtrics.com/blog/customer-experience-stats/
https://www.qualtrics.com/blog/customer-experience-stats/
https://www.qualtrics.com/blog/customer-experience-stats/
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5.  Typical Tech Stack
The Accelerize360 team has guided many retail and e-commerce companies 
on their digital transformation journeys. We’ve seen countless variations of this 
tech stack. The summary below shows the most popular software choices. 

Website

Mobile App

CRM

POS

Data 
enrichment

Data Sources

of millennials are inclined to make purchases from brands 

with a mobile customer service portal79%

https://www.forbes.com/sites/blakemorgan/2019/05/13/40-stats-on-digital-transformation-and-customer-experience/?sh=59af5ce36475
https://www.forbes.com/sites/blakemorgan/2019/05/13/40-stats-on-digital-transformation-and-customer-experience/?sh=59af5ce36475
https://www.forbes.com/sites/blakemorgan/2019/05/13/40-stats-on-digital-transformation-and-customer-experience/?sh=59af5ce36475
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6.  Are You Ready?

Now you have a clear overview of the 
standard retail tech stack, you’re likely 
eager to modernize your brand. 

Consider these points to gauge 
whether you’re ready to start: 

Leadership

You need a clearly defined      
decision-maker for both systems and 
marketing automation scenarios. If 
you’re not sure who will have final say, 
you’re in for a lengthy project. 

Team Alignment

Your marketing, customer service, 
data and IT teams should be aligned 
on this initiative. If all these teams 
don’t understand what is about to 
happen and the value of the software 
changes, you’ll end up creating 
confusion and wasting time. 

Budgeting

You know money talks. Before you 
begin, your budget and the business 
applications for this initiative need to 
be in order. 

Change Management

Three elements need to work in 
tandem for this new marketing 
approach to be successful: 
people, process and technology. 
Salesforce and Snowflake address 
the technology component, but it 
is equally (if not more) important 
to align the marketing team 
and marketing operations to a 

new mindset of automation and 
personalized messaging. This is a 
big leap for teams that are used to  
batch-and-blast emails.

Success Metrics

It is important to lay out, at the very 
beginning, how you will measure 
this initiative’s success. Define what 
KPIs you need to measure pre and       
post-implementation to evaluate your 
return on investment.

Assuming you’re ready to take the 
next step, there are two possible 
approaches. You could dedicate 
internal resources to building a 
standard setup. If so, use our included 
illustrations and tips as a free guide. 

The other option is to seek the 
assistance of an experienced partner. 
The benefit of this strategy is that 
you’ll avoid common pitfalls and get 
exactly what you want. Your unique 
retail business likely has unique 
requirements. A partner can build your 
tech stack to suit specific scenarios 
and fit your plans for future growth. 

Our team is standing by if you have 
any questions. 
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About Accelerize360:

Accelerize360 is a diverse team of Salesforce experts. We work across clouds, 
with clients from different industries in disparate time zones. Our motto is to 
never stop learning, so we’re always pushing the boundaries of Salesforce with 
creative custom solutions.

To know more, please connect with us:

hello@accelerize360.com

646.970.3601

www.accelerize360.com
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