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DMP Salesforce Marketing Cloud: Unlocking the Power of Data-Driven Marketing

dmp salesforce marketing cloud is becoming a game-changer for marketers looking to
harness the full potential of their customer data. As businesses strive to create personalized
and impactful marketing campaigns, integrating a Data Management Platform (DMP) with
Salesforce Marketing Cloud offers a powerful solution. This synergy allows brands to unify
disparate data sources, segment audiences effectively, and deliver relevant messaging that
resonates with consumers. If you’ve ever wondered how to elevate your digital marketing
strategy using data, understanding the role of DMP within Salesforce Marketing Cloud is
essential.

What Is a DMP and Why It Matters in Salesforce
Marketing Cloud

At its core, a Data Management Platform (DMP) is a centralized system that collects,
organizes, and activates large volumes of customer data from multiple sources. This data
can include online behavior, CRM details, mobile app interactions, and even offline
purchase history. When combined with Salesforce Marketing Cloud—one of the leading
platforms for customer engagement—DMPs enable marketers to create more nuanced
audience segments and execute data-driven campaigns with precision.

The Role of DMP in Enhancing Customer Segmentation

One of the biggest challenges marketers face is identifying the right audience to target.
DMPs help overcome this by aggregating first-party, second-party, and third-party data to
build comprehensive customer profiles. These profiles can then be segmented based on
behaviors, interests, demographics, and other attributes. Within Salesforce Marketing
Cloud, this translates to smarter segmentation strategies that go beyond traditional lists
and static groups.

For example, a retailer using Salesforce Marketing Cloud integrated with a DMP can target
customers who have previously browsed certain categories on their website but haven’t yet
made a purchase. This data-driven insight allows for timely and relevant messaging,
increasing the likelihood of conversion.

Data Unification: Breaking Down Silos

Many organizations struggle with fragmented data scattered across multiple
platforms—web analytics, email marketing tools, mobile apps, and CRM systems. A DMP
acts as the glue that brings all these data points together. When integrated with Salesforce
Marketing Cloud, this unified data environment ensures marketers have a single source of



truth. This unification is critical for consistent customer experiences across channels such
as email, social media, SMS, and advertising networks.

How DMP Integration Works with Salesforce
Marketing Cloud

Integrating a DMP with Salesforce Marketing Cloud involves connecting the data
management system with Marketing Cloud’s Journey Builder, Audience Studio, and
Advertising Studio. This integration enables seamless data flow, allowing marketers to
leverage audience insights directly within their campaign workflows.

Audience Studio: The Heart of DMP Functionality

Salesforce Audience Studio is the native DMP solution within the Marketing Cloud
ecosystem. It empowers marketers to ingest data from various sources, create detailed
audience segments, and activate those segments across advertising channels. Audience
Studio’s advanced data modeling capabilities support lookalike modeling, predictive
analytics, and real-time segmentation, which are vital for personalized marketing.

Improved Campaign Orchestration with Journey Builder

Once segments are defined in Audience Studio or an external DMP, they can be imported
into Salesforce Marketing Cloud’s Journey Builder. This tool allows marketers to design
automated, multi-channel customer journeys that adapt based on user behavior and
preferences. Integrating DMP data ensures these journeys are more relevant and context-
aware, thereby enhancing customer engagement and retention.

Benefits of Using DMP Salesforce Marketing
Cloud Together

The combination of DMP capabilities and Salesforce Marketing Cloud unlocks a wide range
of benefits for marketers aiming to improve ROI and customer satisfaction.

Enhanced Personalization: By leveraging detailed customer insights, marketers
can tailor messages that resonate on an individual level, boosting engagement rates.

Cross-Channel Consistency: Unified data ensures that customers receive coherent
messaging whether they interact via email, mobile push notifications, social ads, or
other touchpoints.



Improved Audience Targeting: Access to third-party data and lookalike modeling
helps find new customers who resemble your best existing clients.

Data-Driven Decision Making: Rich analytics from combined data sets enable
marketers to optimize campaigns in real time based on performance insights.

Reduced Data Silos: Centralizing data through a DMP eliminates fragmentation,
leading to more accurate audience profiles and better campaign outcomes.

Real-Time Data Activation

One standout advantage of integrating a DMP with Salesforce Marketing Cloud is the ability
to activate data in real time. Whether it’s triggering personalized emails based on recent
website activity or adjusting ad bids dynamically, marketers gain agility and
responsiveness. This capability is essential in today’s fast-paced digital ecosystem where
customer expectations are higher than ever.

Implementing DMP Salesforce Marketing Cloud:
Best Practices

To fully benefit from the power of DMP and Salesforce Marketing Cloud integration, it’s
important to follow some key best practices.

Ensure Data Quality and Compliance

The effectiveness of any DMP depends heavily on the quality and accuracy of the data it
processes. Regularly clean and validate your data sources to avoid targeting errors or
wasted ad spend. Additionally, with increasing privacy regulations like GDPR and CCPA,
ensure your data collection and usage practices comply with legal standards to protect
customer trust.

Start with Clear Objectives

Before integrating a DMP, define your marketing goals clearly. Are you focusing on
customer acquisition, retention, upselling, or re-engagement? Understanding your
objectives will help tailor data strategies and audience segmentation to achieve
measurable results.



Leverage Automation and AI

Salesforce Marketing Cloud offers AI-powered tools such as Einstein that work well
alongside DMP data. Use these capabilities to automate personalization, predict customer
behavior, and optimize campaign delivery. Automation reduces manual workload and
enhances precision.

Train Your Team

A successful integration requires your marketing, IT, and analytics teams to be aligned.
Invest in training and workshops to familiarize them with DMP concepts, Salesforce
Marketing Cloud features, and the nuances of data-driven marketing. Cross-functional
collaboration is key to unlocking full value.

The Future of Marketing with DMP Salesforce
Marketing Cloud

Looking ahead, the integration of DMPs with platforms like Salesforce Marketing Cloud will
continue to evolve. Advances in AI, machine learning, and customer data platforms (CDPs)
will drive even more sophisticated audience insights and real-time personalization.
Marketers who embrace this technology will be better equipped to anticipate customer
needs, deliver seamless experiences, and stay ahead in a competitive landscape.

Moreover, as privacy concerns reshape data strategies, DMPs integrated with Marketing
Cloud will need to adapt by focusing on first-party data and consent-based marketing. This
shift will require innovative approaches to data collection, segmentation, and activation
that respect user privacy while maintaining marketing effectiveness.

Ultimately, understanding and leveraging dmp salesforce marketing cloud capabilities
today can position brands for greater success tomorrow. It’s an exciting time for marketers
ready to harness the true power of data-driven customer engagement.

Frequently Asked Questions

What is a Data Management Platform (DMP) in
Salesforce Marketing Cloud?
A Data Management Platform (DMP) in Salesforce Marketing Cloud is a centralized platform
that collects, organizes, and activates customer data from multiple sources to help
marketers deliver personalized and targeted marketing campaigns.



How does Salesforce Marketing Cloud integrate with a
DMP?
Salesforce Marketing Cloud integrates with a DMP by allowing seamless data exchange
between the DMP and Marketing Cloud’s Journey Builder and Audience Studio, enabling
marketers to create highly targeted customer segments and personalized campaigns.

What are the benefits of using a DMP with Salesforce
Marketing Cloud?
Using a DMP with Salesforce Marketing Cloud provides benefits such as improved audience
segmentation, enhanced data accuracy, better customer insights, unified customer profiles,
and optimized cross-channel marketing campaigns.

Can Salesforce Marketing Cloud’s Audience Studio act
as a DMP?
Yes, Audience Studio is Salesforce Marketing Cloud’s native Data Management Platform
that helps marketers collect, unify, and activate data from various channels to create
targeted audiences and improve campaign performance.

How does a DMP improve personalization in Salesforce
Marketing Cloud campaigns?
A DMP improves personalization by aggregating customer data from multiple touchpoints,
enabling marketers to build detailed audience profiles and deliver tailored messaging
through Salesforce Marketing Cloud’s channels like email, mobile, and advertising.

What types of data does a DMP handle in Salesforce
Marketing Cloud?
A DMP handles first-party data (from your own sources), second-party data (partner data),
and third-party data (external data providers), allowing Salesforce Marketing Cloud to
leverage comprehensive customer insights for targeted marketing.

Is it possible to use third-party DMPs with Salesforce
Marketing Cloud?
Yes, Salesforce Marketing Cloud supports integration with various third-party DMPs through
APIs and connectors, enabling marketers to enrich their customer data and enhance
audience targeting capabilities.

How does audience segmentation in a DMP benefit
Salesforce Marketing Cloud users?
Audience segmentation in a DMP allows Salesforce Marketing Cloud users to categorize



customers based on behaviors, demographics, and preferences, which leads to more
relevant communications and higher engagement rates.

What role does data privacy play when using a DMP
with Salesforce Marketing Cloud?
Data privacy is critical; Salesforce Marketing Cloud and connected DMPs must comply with
regulations like GDPR and CCPA to ensure customer data is collected, stored, and used
responsibly, maintaining trust and avoiding legal issues.

Additional Resources
DMP Salesforce Marketing Cloud: Unlocking Advanced Customer Insights and
Personalization

dmp salesforce marketing cloud represents a critical convergence of data management
platforms (DMP) with Salesforce's robust Marketing Cloud ecosystem, empowering
marketers to leverage comprehensive customer data for highly targeted and personalized
campaigns. As businesses continue to seek deeper audience understanding and more
efficient customer engagement strategies, integrating a DMP with Salesforce Marketing
Cloud has become an increasingly valuable approach. This article delves into the
capabilities, benefits, and practical implications of combining DMP technologies with
Salesforce Marketing Cloud, analyzing how this integration enhances data-driven marketing
in today’s competitive digital landscape.

Understanding the Role of DMP in Salesforce
Marketing Cloud

A Data Management Platform (DMP) serves as a centralized hub that collects, organizes,
and activates vast amounts of audience data sourced from multiple touchpoints—websites,
mobile apps, CRM systems, offline transactions, and third-party providers. When paired with
Salesforce Marketing Cloud, which is a leading customer engagement platform offering
tools like Email Studio, Journey Builder, and Audience Studio, the DMP enriches the
marketing cloud’s ability to create precise audience segments and deliver personalized
messaging at scale.

Salesforce’s native DMP capabilities are embodied in its Audience Studio, which aggregates
first-, second-, and third-party data, allowing marketers to build unified customer profiles.
This is essential in breaking down data silos and ensuring marketers have a holistic view of
each customer’s behavior, preferences, and lifecycle stage. By integrating external DMPs or
enhancing Audience Studio’s functionalities, Salesforce Marketing Cloud users can sharpen
targeting accuracy and optimize campaign performance.



Key Features of DMP Salesforce Marketing Cloud
Integration

The synergy between a DMP and Salesforce Marketing Cloud manifests in several
noteworthy features:

Unified Customer Profiles: DMPs consolidate disparate data sources, creating a
single customer view that feeds into Salesforce Marketing Cloud. This enables
marketers to tailor communication based on a customer's complete interaction
history.

Advanced Segmentation: Leveraging DMP data, marketers can define highly
granular audience segments based on demographics, behavior, purchase intent, and
more, facilitating precision targeting.

Cross-Channel Activation: Integrated DMP data allows seamless activation across
email, social media, display advertising, mobile, and other channels within the
Marketing Cloud ecosystem.

Real-Time Data Processing: Some DMP solutions offer real-time or near-real-time
data ingestion and activation, which is crucial for dynamic personalization and timely
customer engagement.

Third-Party Data Integration: Access to external data providers enhances
audience insights, enriching Salesforce Marketing Cloud campaigns beyond
proprietary data limitations.

The Strategic Advantages of Using a DMP with
Salesforce Marketing Cloud

Integrating a DMP within the Salesforce Marketing Cloud framework offers strategic
advantages that directly impact marketing effectiveness and ROI. First, it addresses the
complexity of managing customer data at scale, especially for enterprises with multiple
business units or global operations. The ability to unify and segment audiences reduces
redundancy and improves targeting precision.

Moreover, marketers benefit from enhanced personalization capabilities. According to
Salesforce’s own data, personalized marketing campaigns can increase engagement rates
by up to 20%, and conversion rates by similar margins. A DMP provides the granular
insights necessary to achieve this by revealing customer preferences and behaviors that
drive relevant content delivery.

Another significant advantage is the improved measurement and attribution offered by
combining DMP data with Marketing Cloud analytics. Marketers can track the full customer



journey, identify the most effective touchpoints, and refine campaigns accordingly. This
data-driven feedback loop supports continuous optimization and budget allocation
decisions.

Comparing Salesforce Audience Studio to Third-Party
DMPs

While Salesforce Audience Studio is a powerful DMP solution, some organizations opt for
third-party platforms such as Adobe Audience Manager, Lotame, or Oracle BlueKai,
integrating them with Salesforce Marketing Cloud to leverage specialized features or
existing investments.

Salesforce Audience Studio: Deep integration with Marketing Cloud, seamless data
sharing, and native support for Salesforce CRM data. Best suited for organizations
fully invested in the Salesforce ecosystem.

Adobe Audience Manager: Offers robust data onboarding, strong machine learning
capabilities, and extensive third-party data partnerships. May require more complex
integration efforts with Salesforce.

Lotame: Known for flexible data collection and audience segmentation across
multiple platforms. Provides cost-effective options for mid-market businesses.

Oracle BlueKai: Emphasizes expansive third-party data and advanced audience
modeling but may involve higher implementation complexity.

Choosing between these depends on factors such as existing technology stack, budget,
required features, and data privacy considerations.

Challenges and Considerations When
Implementing DMP with Salesforce Marketing
Cloud

While the integration of DMPs with Salesforce Marketing Cloud offers substantial benefits,
several challenges deserve attention:

Data Privacy and Compliance

With increasing regulations like GDPR, CCPA, and evolving privacy frameworks, marketers
must ensure that data collection and usage comply with legal requirements. DMPs handling
personally identifiable information (PII) must have robust consent management and data



governance capabilities. Salesforce Marketing Cloud provides tools to manage consent, but
marketers need to configure and monitor these diligently.

Data Quality and Integration Complexity

The effectiveness of a DMP integration hinges on the quality and consistency of data.
Fragmented or inaccurate data can lead to poor segmentation and misguided campaigns.
Additionally, integrating external DMPs with Salesforce Marketing Cloud may require
complex API configurations, ETL processes, and ongoing maintenance.

Cost and Resource Allocation

Deploying a DMP and integrating it with Salesforce Marketing Cloud can involve significant
costs—licensing fees, implementation services, and internal resource commitments.
Organizations must weigh the potential return on investment against these expenditures,
ensuring alignment with business goals.

Use Cases Showcasing DMP Salesforce Marketing
Cloud in Action

Leading enterprises across sectors have demonstrated successful implementations of DMP
integrated with Salesforce Marketing Cloud:

Retail Sector: A global retailer unified online and offline customer data through a
DMP to create personalized email campaigns and targeted digital ads, resulting in a
15% uplift in average order value.

Financial Services: A banking institution used Salesforce Audience Studio to
segment customers by product usage and risk profile, enabling tailored cross-selling
campaigns and reducing churn by 10%.

Travel and Hospitality: Airlines leveraged real-time data from a DMP to deliver
dynamic offers through Marketing Cloud Journeys, increasing booking conversion rates
during peak seasons.

These examples illustrate how combining DMP capabilities with Salesforce’s marketing
automation tools can drive measurable business outcomes.



Future Trends Impacting DMP Salesforce
Marketing Cloud Integration

As digital marketing evolves, several trends will influence how DMPs and Salesforce
Marketing Cloud collaborate:

Increased Use of Artificial Intelligence: AI-powered audience segmentation and
predictive analytics will become more sophisticated, enabling hyper-personalized
marketing experiences.

Privacy-First Data Strategies: With tightening data privacy laws and browser
restrictions on third-party cookies, marketers will increasingly rely on first-party data
collected via Salesforce and integrated DMPs.

Real-Time Customer Engagement: Enhanced real-time data processing capabilities
will allow marketers to react instantly to customer behavior, optimizing journey
orchestration within Marketing Cloud.

Cross-Platform Integration: Integration with emerging channels such as connected
TV, IoT devices, and voice assistants will expand the scope of DMP and Marketing
Cloud collaborations.

These dynamics underscore the need for marketers to remain agile and continuously invest
in data infrastructure.

---

In the ever-evolving digital marketing arena, dmp salesforce marketing cloud integration
stands as a cornerstone for marketers striving to harness data-driven insights and deliver
personalized customer experiences. By blending the robust data orchestration capabilities
of a DMP with Salesforce Marketing Cloud’s comprehensive engagement tools,
organizations can not only enhance targeting precision but also foster deeper customer
relationships that translate into tangible business growth. As technology and privacy
landscapes continue to shift, the strategic deployment of these combined platforms will be
pivotal in maintaining competitive advantage.

Dmp Salesforce Marketing Cloud
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  dmp salesforce marketing cloud: Winning with Data in the Business of Sports Fiona Green,
2021-03-17 New technologies mean that sports clubs and governing bodies are generating more
data than ever to help manage their relationship with fans, their performance, and their income
streams. This new edition of Winning with Data in the Business of Sports explains how to acquire,
store, maintain, and use data in the most effective ways. The key developments are three-fold: new
technology, new understanding of how to apply that technology, and the new laws informing and
controlling the data that can be generated from the technology. Important developments that have
occurred since the publication of the first edition include the General Data Protection Regulations
(GDPR) and the COVID-19 pandemic. With a focus on these unique challenges coupled with the
opportunities the use of data creates, this book is essential reading for professionals within the
sports industry. This second edition includes: - An introduction to new technologies, the data they
generate, and the supporting processes we need to have in place to use them. - Brand new case
studies with recent examples of creative applications from clubs, teams, leagues, and governing
bodies, including Arsenal, AS Roma, ICC Cricket World Cup, LA Kings, Portland Trail Blazers, and
UEFA. - The sports industry’s response to tighter data legislation introduced primarily though the
GDPR. - The role of data and direct engagement during the COVID-19 pandemic. The book provides
clear guidance and knowledge that sports industry professionals need to understand the role of data
for the business side of sports. It is essential reading for sports clubs, governing bodies and those
working in sports marketing, media and communications, sponsorship, merchandise, ticketing,
events, and participation development. The book will also be of interest to students of sports
management.
  dmp salesforce marketing cloud: Hands-On Salesforce Data Cloud Joyce Kay Avila,
2024-08-09 Learn how to implement and manage a modern customer data platform (CDP) through
the Salesforce Data Cloud platform. This practical book provides a comprehensive overview that
shows architects, administrators, developers, data engineers, and marketers how to ingest, store,
and manage real-time customer data. Author Joyce Kay Avila demonstrates how to use Salesforce's
native connectors, canonical data model, and Einstein's built-in trust layer to accelerate your time to
value. You'll learn how to leverage Salesforce's low-code/no-code functionality to expertly build a
Data Cloud foundation that unlocks the power of structured and unstructured data. Use Data Cloud
tools to build your own predictive models or leverage third-party machine learning platforms like
Amazon SageMaker, Google Vertex AI, and Databricks. This book will help you: Develop a plan to
execute a CDP project effectively and efficiently Connect Data Cloud to external data sources and
build out a Customer 360 Data Model Leverage data sharing capabilities with Snowflake, BigQuery,
Databricks, and Azure Use Salesforce Data Cloud capabilities for identity resolution and
segmentation Create calculated, streaming, visualization, and predictive insights Use Data Graphs to
power Salesforce Einstein capabilities Learn Data Cloud best practices for all phases of the
development lifecycle
  dmp salesforce marketing cloud: Data-Driven Customer Engagement Ralf Strauss,
2024-10-30 Embark on a journey through the rapidly evolving landscape of Marketing Technology
(MarTech) with this comprehensive guide. From understanding the strategic imperatives driving
MarTech adoption to navigating the intricacies of data-driven customer interaction, this book
provides invaluable insights and practical strategies. Explore topics ranging from budget allocation
and market potential to data readiness and GDPR compliance, gaining a deep understanding of key
concepts and best practices. Whether you're grappling with the complexities of AI integration or
seeking to optimize measurement and KPIs, this book equips you with the knowledge and tools
needed to thrive in today's digital marketing environment. With decades of industry experience, Ralf
Strauss offers in this book a roadmap for success, empowering marketers to navigate the challenges
and seize the opportunities presented by MarTech innovation.
  dmp salesforce marketing cloud: Salesforce Marketing Cloud For Dummies Chester Bullock,
Mark Pollard, 2017-10-13 Salesforce Marketing Cloud: Take your digital marketing on a journey!
Everything seems to be moving to the cloud these days—and digital marketing is no exception!



Salesforce Marketing Cloud For Dummies guides you through the use of Salesforce's exciting suite
of cloud-based digital marketing solutions, which have the power to help you plan, personalize, and
optimize your customers' journey. Written by a leader of the Salesforce training and development
team, Salesforce Marketing Cloud users will find essential information on using the suite of tools and
tips and tricks that only an insider would be able to share. With easy-to-follow instructions, this
guide helps you discover how to incorporate your data sets into the tools to create models,
campaigns, and customer maps that enable you to create a positive experience for your customers.
As Salesforce.com's multi-channel digital marketing platform, the Salesforce Marketing Cloud
focuses on helping you manage one-on-one customer journeys. Leveraging a variety of features, this
suite of tools offers email marketing, mobile marketing, social media marketing, content and
messaging, predictive intelligence, and more. Your ability to navigate these features and functions
will determine your digital marketing campaign's success, so it's critical that you make the most of
this tool! Navigate and manage the Salesforce Marketing Cloud Define and understand your
customers' journeys—and how you fit into them Engage your customers across devices, ensuring
consistent communication Use predictive data to optimize engagement Salesforce Marketing Cloud
For Dummies helps you make the most of your investment in the digital marketing world!
  dmp salesforce marketing cloud: Customer Relationship Management Francis Buttle, Stan
Maklan, 2019-04-24 Customer Relationship Management, Fourth Edition continues to be the go-to
CRM guide explaining with unrivalled clarity what CRM is, its uses, benefits and implementation.
Buttle and Maklan take a managerial perspective to track the role of CRM throughout the customer
journey stages of acquisition, retention and development. Theoretically sound and managerially
relevant, the book is liberally illustrated with examples of technology applications that support
marketing, sales and service teams as they interact with customers, but assumes no deep technical
knowledge on the reader’s part. The book is structured around three core types of CRM – strategic,
operational and analytical – and throughout each chapter, case illustrations of CRM in practice and
images of CRM software demystify the technicalities. Ideal as a core textbook for advanced
undergraduate and postgraduate students on CRM or related courses such as relationship
marketing, digital marketing, customer experience management or key account management, the
book is equally valuable to industry professionals, managers involved in CRM programs and those
pursuing professional qualifications or accreditation in marketing, sales or service management.
NEW TO THIS EDITION: New and updated international case illustrations throughout New and
updated screenshots from CRM applications Fully updated to reflect the evolving CRM landscape,
including extended coverage of: Big data and its influence on CRM Artificial intelligence (AI)
Advances in CRM analytics The relationships between CRM and customer experience management
The role of social media in customer management strategy Real-time marketing Chatbots and
innovative customer self-service Privacy and data security Updated lecturer support materials online
  dmp salesforce marketing cloud: The SAGE Handbook of Digital Marketing Annmarie
Hanlon, Tracy L. Tuten, 2022-06-10 Digital marketing changes the dynamics of traditional routes to
market, augments conversations and facilitates the measurement of activities by organisations and
consumers alike. This Handbook strives to advance the study and understanding of this domain and
provides a digital marketing journey that flows from methods and methodologies. It moves from the
fundamentals to the different aspects of digital marketing strategy, tactics, metrics and
management, and ethics. This Handbook brings together the critical factors in digital marketing as
the essential reference set for researchers in this area of continued growth. It is essential reading
for postgraduate students, researchers, and practitioners in a range of disciplines exploring digital
marketing. Part 1: Foundations of Digital Marketing Part 2: Methodologies and Theories in Digital
Marketing Part 3: Channels and Platforms in Digital Marketing Part 4: Tools, Tactics and Techniques
in Digital Marketing Part 5: Management and Metrics in Digital Marketing Part 6: Ethical Issues in
Digital Marketing
  dmp salesforce marketing cloud: Innovatives Customer Relationship Marketing Manuel Hinz,
Dr. Markus Wübben, 2018-09-03 Das CRM-Handbuch für Einsteiger und Profis im Bereich



Kundenmanagement und Marketing. Entdecken Sie neue, innovative Wege, Ihre Bestandskunden
anzusprechen und langfristig zu halten. Dieser Band ist eine Sammlung an Themen, Thesen und
Inhalten, mit denen wir uns bei CrossEngage in den letzten Jahren befasst haben und die wir als
entscheidend für die erfolgreiche Implementierung eines zeitgemäßen
Kundenbeziehungsmanagements und einer Optimierung der Customer Journey ansehen. Denn eine
nachhaltige Kundenbetreuung und Personalisierung der Kommunikation hat langfristig nicht nur
positive Auswirkungen auf das Customer Engagement, die Kundenzufriedenheit und Customer
Loyalty, sondern auch den Umsatz von Unternehmen im B2C- und B2B-Bereich.Wir freuen uns sehr,
dass der Trend zu fortgeschrittenem Customer-Relationship-Management (CRM) und Marketing
mehr und mehr die aus unserer Sicht nötige Aufmerksamkeit findet. Darüber hinaus werden auch
einige generelle Themen beziehungsweise Grundlagen behandelt und angerissen, ohne den
Anspruch auf eine vollständige Abdeckung der Themenbereiche, die in entsprechender Vertiefungs-
und Grundlagenliteratur bereits gegeben ist. Uns geht es vielmehr darum, bekannte wie neue
Konzepte sowie aktuelle Entwicklungen und Trends in einen Zusammenhang zu bringen und ein Bild
der aktuellen Landschaft des CRMs und zu Teilen auch des Online-Marketings zu skizzieren. Zu
vielen Themen haben wir mit Experten aus verschiedenen Branchen gesprochen – über Ideen,
Konzepte, technische Möglichkeiten sowie operative und organisatorische Aspekte und Erfahrungen.
Nach einer allgemeineren Einführung, die aktuelle Entwicklungen beleuchtet und einen größeren
Kontext für die darauffolgenden Kapitel bereitstellt, gehen wir auf die drei Stützpfeiler der
Kundenbindung ein: Strategie: Wie lassen sich Kampagnen-Ziele und konkrete
Marketing-Kampagnen von den Zielen des Unternehmens ableiten und strategisch sinnvoll
umsetzen? Wie wird der gesamte Kundenlebenszyklus, von der Kundenakquise bis hin zur
Kundenrückgewinnung, idealerweise gestaltet und auf die Zielgruppen ausgerichtet? Technologie:
Welche Vor- und Nachteile haben verschiedene Software-Plattformen für die Umsetzung
erfolgsorientierter Cross-Channel-Kampagnen? Wie unterscheiden sich die Anbieter in Bezug auf die
Konsolidierung von komplexen Kundendaten, Verarbeitung großer Datenmengen,
Marketing-Automatisierung, Echtzeit-Fähigkeit und die Aussteuerung von Kampagnen?
Organisation: Wie verändern sich organisatorische Strukturen, um dem Wandel von kanal- zu
kundenorientierten Maximen Rechnung zu tragen? Wie setzen moderne Unternehmen ihre
personellen Ressourcen für ein kanalübergreifendes Kampagnen-Management ein? Die CRM- oder
Marketingstrategie gibt die grundsätzliche Stoßrichtung vor und dient damit als Grundlage für die
Unternehmensstruktur sowie entsprechende Marketing-Ziele und ‑Maßnahmen, die
Markt-Segmentierung, Prozesse, Ressourcen und Kompetenzen. Technologie, insbesondere
CRM-Systeme und ‑Software, steht in diesem Werk an zentraler Stelle, um der gestiegenen Relevanz
digitaler Entwicklungen und daraus erwachsener Potentiale Rechnung zu tragen. Eine ambitionierte
Ausgestaltung von Unternehmensstrategie und ‑organisation vermag ohne die Integration relevanter
technischer Ressourcen kaum auf den Gesamterfolg moderner Unternehmensführung auszahlen.
  dmp salesforce marketing cloud: Integrating AI-Driven Technologies Into Service Marketing
Nadda, Vipin, Tyagi, Pankaj Kumar, Singh, Amrik, Singh, Vipin, 2024-08-29 In an era marked by
rapid technological advancements and the increasing integration of artificial intelligence (AI) into
various sectors, the intersection of AI technologies with service marketing stands as a pivotal
frontier. It is essential to explore the intricate nexus between AI technologies and service marketing
strategies. Integrating AI-Driven Technologies Into Service Marketing elucidates the transformative
impact of AI on key facets of service marketing, ranging from customer engagement and relationship
management to market segmentation and product customization. It underscores the imperative for
stakeholders in emerging economies to harness the power of AI technologies in crafting innovative
and adaptive service marketing strategies. The book navigates the complexities of AI adoption while
offering pragmatic recommendations for fostering responsible and inclusive AI-driven service
marketing ecosystems. Covering topics such as customer engagement, influencer marketing, and
sentiment analysis, this book is an excellent resource for scholars, researchers, educators, business
professionals, managers, academicians, postgraduate students, and more.



  dmp salesforce marketing cloud: Sistemas de Informação Gerenciais Laudon, Kenneth C.,
Laudon, Jane P., 2022-12-13 Esta nova edição de Sistemas de informação gerenciais foi
completamente atualizada para refletir as mais recentes mudanças na indústria e na tecnologia da
área. O livro conta com novos casos de abertura e de fechamento e com sessões interativas. Oferece
ainda dados de pesquisas recentes sobre o assunto, incluindo uma abordagem atualizada sobre
inteligência artificial, uma avaliação do impacto da pandemia do coronavírus sobre os sistemas de
informação e uma perspectiva detalhada de big data, Internet das Coisas e computação em nuvem.
  dmp salesforce marketing cloud: La publicité à l'heure de la data Jean Allary, Vincent
Balusseau, 2018-02-07 Data et publicité : où en êtes-vous ? J’utilise des données de différentes
natures pour accroître la performance de ma publicité digitale. J’automatise une partie de mes
investissements display en passant par des plateformes programmatiques. Je tire parti des
fonctionnalités de différentes briques ad tech pour toucher les bons consommateurs au bon moment
et au meilleur coût. Je fais disparaître les frontières entre les logiques publicitaires et celles héritées
du CRM. Vous avez coché moins de deux propositions ? Vous voulez vous lancer ? Ce livre est fait
pour vous ! Ad tech et programmatique révolutionnent la publicité digitale. Dans cet ouvrage, 15
professionnels et universitaires travaillant au sein d’organismes leaders dans le domaine
démystifient cette révolution. Ils en livrent les grands principes et les recettes opérationnelles dans
des termes accessibles, afin d’améliorer l’efficacité de vos campagnes publicitaires.
  dmp salesforce marketing cloud: Digital Sense Travis Wright, Chris J. Snook, 2017-01-06
Compete in the digital world with pragmatic strategies for success Digital Sense provides a complete
playbook for organizations seeking a more engaged customer experience strategy. By reorganizing
sales and marketing to compete in today's digital-first, omni-channel environment, you gain
newfound talent and knowledge from the resources already at hand. This book provides two
pragmatic frameworks for implementing and customizing a new marketing operating system at any
size organization, with step-by-step roadmaps for optimizing your customer experience to gain a
competitive advantage. The Experience Marketing Framework and the Social Business Strategy
Framework break down proven methods for exceeding the expectations customers form throughout
the entirety of the buying journey. Customizable for any industry, sector, or scale, these frameworks
can help your organization leap to the front of the line. The evolution of marketing and sales
demands a revolution in business strategy, but realizing the irrelevance of traditional methods
doesn't necessarily mean knowing what comes next. This book shows you how to compete in today's
market, with real-world frameworks for implementation. Optimize competitive advantage and
customer experience Map strategy back to business objectives Engage customers with a pragmatic,
proven marketing system Reorganize sales and marketing to fill talent and knowledge gaps Today's
customer is savvy, with more options than ever before. It's critical to meet them where they are, and
engagement is the cornerstone of any cohesive, effective strategy. The technological revolution has
opened many doors for marketing and sales, but the key is knowing what lies behind each one—what
works for your competitor may not be right for you. Digital Sense cuts through the crosstalk and
confusion to give you a solid strategy for success.
  dmp salesforce marketing cloud: Curso de marketing digital Rosa Moreno, 2024-08-09
Con este manual aprenderás de forma práctica y sencilla las claves del marketing digital. Desde los
fundamentos básicos hasta las estrategias avanzadas con las que diseñar planes efectivos en
internet. Explora las técnicas de SEO, redes sociales y publicidad online con ejemplos prácticos para
maximizar tu presencia online y alcanzar el éxito empresarial en la era digital. También conseguirás
acceso a la descarga de plantillas gratuitas y cupones descuento de diferentes plataformas. Temas
que aprenderás con este curso de marketing digital: Perspectiva actual del marketing digital. El
marketing y las nuevas tecnologías. Estrategias y técnicas de marketing digital. Canales para
promover la venta online. El plan de marketing digital. Herramientas para implementar las acciones
de marketing. ChatGPT, la inteligencia artificial al alcance de todos. Organización de recursos para
la implementación del plan de marketing Casos de éxito, tutoriales y guías que profundizan en
determinados temas de marketing digital. Claves fundamentales para triunfar con tu marketing



digital. Descarga de plantillas y otros recursos gratuitos. El manual cuenta con el testimonio y
colaboración de referentes y expertos del marketing digital que nos ofrecen tips y recomendaciones
para optimizar nuestras estrategias de marketing digital.
  dmp salesforce marketing cloud: Handbuch Kindheit, Technik und das Digitale Rita
Braches-Chyrek, Jo Moran-Ellis, Charlotte Röhner, Heinz Sünker, 2021-05-10 Führen die medialen
und digitalen Transformationen, wie sie insbesondere in spätmodernen kapitalistischen
Gesellschaften in den letzten Jahren in rasanter Geschwindigkeit stattgefunden haben, auch zu
fundamentalen Veränderungen kindlichen Lebens und Erlebens? Und falls ja, in welcher Weise und
mit welchen Konsequenzen? Obwohl diese Fragen gesellschaftlich wie pädagogisch bedeutsam sind,
wurden Veränderungen kindlicher Lebenswelten und Lebenslagen durch Technik in den Folgen für
kindliche Subjektivität in der deutschsprachigen Kindheitsforschung bislang wenig untersucht. Das
Handbuch gibt einen systematischen Überblick über zentrale Zusammenhänge und die
interdisziplinär geführten Diskurse – ausgehend von Analysen zum Verhältnis von
Gesellschaftsentwicklung, Technik und Digitalisierungsprozessen über Ergebnisse der
Kindheitsforschung bis zu Fragen der Initiierung und Beförderung emanzipatorischer Bildungs- wie
Lernprozesse.
  dmp salesforce marketing cloud: Programming Salesforce Marketing Cloud
ZHONGCHEN ZHOU, 2019-04-03 This book introduces concepts to integrate with marketing cloud
using API and build custom components in a platform agnostic way, including the following aspects:
Marketing Cloud Package Custom Journey Builder Activity API Integration (Server to Server & Web
App) Custom Marketing Cloud App Server Side JavaScript These concepts will be applicable to any
programming language and platform. After introducing the concepts, we will implement these
concepts using APEX programming language within Salesforce sale cloud. Tips, patterns and special
considerations will be introduced when using APEX in sales cloud to implement these concepts, for
example: how to serve custom activity configuration file; how to expose less REST service and write
less APEX class and at the same time achieve right level of encapsulation; how to decode JWT
passing from marketing cloud Journey Builder; how to build user interface and allow marketing
cloud users without sales cloud account to access; how to display visualforce page inside marketing
cloud iframes how to set up the right architecture.
  dmp salesforce marketing cloud: Digital Engagement and Customer Experience
Leadership: Strategies for the Modern Enterprise Rakibul Hasan Chowdhury, 2025-09-12 The
journey toward writing this book began with a simple yet powerful observation: in the digital age,
engagement is no longer optional; it is existential. As someone who has worked at the intersection of
digital transformation, marketing strategy, and customer-centric innovation, I have witnessed
firsthand how enterprises succeed or falter based on their ability to meaningfully engage with their
customers. It was my previous educational experience in Digital Business Management and Business
Analytics, where I first learned the frameworks and tools that enable data-led decision-making. But it
was getting to work on live projects across brand strategy, digital platforms and CRM optimization
that made me understand the real leadership challenge is finding a way of orchestrating technology,
creativity and empathy. The more time passed, the more I was intrigued by the why customers do
what they do, how experience is designed and what means transformation at an enterprise level.
This is a compendium of thoughts gathered from decades spent in digital marketing and CX
management, as well as the result of hands-on marketing experience. More than just a technical
guide, it is a leadership field manual for people taking responsibility for doing great things with
others (in their organizations or networks) in difficult and uncertain conditions. Purpose and Scope
of the Book This book is designed to serve as both a strategic compass and a tactical roadmap that
would enable readers, acting as digital leaders in their organizations, to clearly comprehend ahead
of time what forced trajectory & predefined outcome are - enforced reality. The central purpose is
to: Explain the evolution of digital marketing and customer experience in the context of
technological advancement, shifting consumer behaviour, and business model innovation. Equip
readers with the frameworks, tools, and best practices required to craft personalized, ethical, and



scalable digital experiences. Demonstrate how leadership in engagement and CX can drive brand
loyalty, customer retention, and sustainable competitive advantage. Bridge the gap between
academic insight and practical execution, drawing from recent research, enterprise case studies,
and platform-specific strategies. The scope of the book spans five critical dimensions: The strategic
foundations of digital engagement and CX. The technological infrastructure and MarTech tools that
enable experience management. The design methodologies and UX/CX principles that shape
high-impact interactions. The measurement and optimization techniques that drive continuous
improvement. The leadership competencies and ethical considerations needed for the future of
experience-driven enterprise. Whether you're responsible for managing a brand, leading a
marketing department, or driving enterprise transformation, this book will help you lead with
insight, intention, and integrity. Intended Audience While the digital landscape is vast and
ever-evolving, this book is written with clarity and inclusivity in mind, making it accessible and
valuable to a diverse audience: Business Leaders seeking to integrate CX and digital engagement
into core strategy. Marketing Professionals aiming to modernize their approach and embrace
technology-driven personalization. Technology Executives and Product Owners responsible for
enabling scalable customer-centric platforms. Customer Experience Architects, UX Designers, and
Service Designers shaping end-to-end customer journeys. Data Analysts and Digital Strategists
interested in applying analytics to CX insights. Academics and Researchers exploring
interdisciplinary models that fuse business strategy, consumer psychology, and digital innovation.
Graduate and MBA Students looking for an applied textbook grounded in both theory and real-world
practice. How to Use This Book: Academic Readers vs. Practitioner Path This book has been
intentionally designed to be modular, allowing readers to engage with it in ways that suit their
professional, educational, or entrepreneurial needs. For Academic Readers: The theoretical
frameworks, scholarly citations, and curated references in each chapter provide an academically
rigorous foundation suitable for university-level study. Professors may adopt this book as a core text
for courses in Digital Marketing, Customer Experience, Strategic Innovation, or Digital
Transformation. Graduate students will benefit from the integrated case studies, maturity models,
and data analysis insights, which can support coursework, research, or thesis development. For
Practitioners and Executives: Each chapter concludes with action checklists, implementation tips,
and strategic reflection prompts to aid in translating ideas into execution. Real-world case examples
and toolkits (e.g., journey mapping templates, MarTech stack builder) support immediate application
in corporate settings. Leaders managing cross-functional teams will find leadership insights on how
to build capability, champion ethical design, and foster experience-led transformation. Whether you
read this book cover-to-cover or selectively based on your current challenges, I encourage you to
treat it as a living guidebook, one you can return to as your organization evolves along its digital
engagement journey. In closing, Digital Engagement and Customer Experience Leadership:
Strategies for the Modern Enterprise is a call to action. In a time where technology enables
unprecedented interaction, the true differentiator is leadership, leadership that is digitally fluent,
human-cantered, and relentlessly focused on delivering experiences that matter.
  dmp salesforce marketing cloud: Pubblicità Potenziata Gian Mario Infelici,
2025-03-24T00:00:00+01:00 244.73
  dmp salesforce marketing cloud: Consumer Behavior and Marketing Matthew Reyes,
2020-03-04 This Edited Volume Consumer Behavior and Marketing is a collection of reviewed and
relevant research chapters, offering a comprehensive overview of recent developments in the field of
psychology. The book comprises single chapters authored by various researchers and edited by an
expert active in the research area. All chapters are complete in itself but united under a common
research study topic. This publication aims at providing a thorough overview of the latest research
efforts by international authors and open new possible research paths for further novel
developments.
  dmp salesforce marketing cloud: Automating Salesforce Marketing Cloud Greg Gifford, Jason
Hanshaw, 2022-04-18 Make the most of Salesforce Marketing Cloud through automation and



increase your productivity on the platform without adding any extra resources Key Features
Increase your knowledge of automation theory and the applications of SFMC Explore automation
with SFMC and its capabilities beyond general usage Understand the automation features and
integrations of SFMC to use the platform from outside the user interface (UI) for maximum
efficiency Book DescriptionSalesforce Marketing Cloud (SFMC) allows you to use multiple channels
and tools to create a 1:1 marketing experience for your customers and subscribers. Through
automation and helper tasks, you can greatly increase your productivity while also reducing the level
of effort required in terms of volume and frequency. Automating Salesforce Marketing Cloud starts
by discussing what automation is generally and then progresses to what automation is in SFMC.
After that, you’ll focus on how to perform automation inside of SFMC all the way to fully running
processes and capabilities from an external service. Later chapters explore the benefits and
capabilities of automation and having an automation mindset both within and outside of SFMC.
Equipped with this knowledge and example code, you'll be prepared to maximize your SFMC
efficiency. By the end of this Salesforce book, you’ll have the skills you need to build automation
both inside and outside of SFMC, along with the knowledge for using the platform optimally.What
you will learn Understand automation to make the most of the SFMC platform Optimize ETL
activities, data import integrations, data segmentations, email sends, and more Explore different
ways to use scripting and API calls to increase Automation Studio efficiency Identify opportunities
for automation with custom integrations and third-party solutions Optimize usage of SFMC by
building on the core concepts of custom integrations and third-party tools Maximize utilization of
employee skills and capabilities and reduce operational costs while increasing output Who this book
is for This book is for Salesforce Marketing Cloud users who want to know how to make their day to
day lives more efficient and get the most out of the tool by working smarter, not harder. A solid
understanding of SFMC and basic knowledge of what automation is will help you get the most out of
this book.
  dmp salesforce marketing cloud: Customer 360 Martin Kihn, Andrea Lin, 2024-11-13 Become
more competitive by developing a superior customer experience through data, AI, and trust - and get
your organization ready for AI agents like Agentforce Customer 360: How Data, AI, and Trust
Changes Everything delivers key insight and vision on using emerging technologies to delight
customers and become more competitive by providing a superior customer experience. Find out why
AI agents like Agentforce need a strong foundation of customer data. This book helps readers attract
and engage their customers across channels and throughout their journey, from acquisition and
onboarding, through service, upsell, retention, and win-back. To demonstrate the influence and
importance of these ideas, this book contains a multitude of real-world case studies from companies
in a range of industries, with business models, and at various stages of digital maturity. Readers will
learn about: Using exciting technologies like AI and GPT while building a commitment to ethical use,
safety, and privacy through secure guardrails Getting ready to use exciting emerging technologies
like AI agents and autonomous AI Organizing data around customers, prospects, and accounts—even
if that data comes from many different sources in different formats Making new technologies an
extension of your existing data investments so that both work better Choosing a strategy and
implementation plan to minimize time-to-value and ensure success weighing build, buy, or partner
Handling internal stakeholders and dealing with change in a way that benefits the business For
business leaders, executives, managers, and entrepreneurs, Customer 360: How Data, AI, and Trust
Changes Everything is an essential read to understand and connect technology, people, processes,
and strategy—truly the future of customer engagement—and leave competitors wondering what just
happened.
  dmp salesforce marketing cloud: Salesforce Marketing Cloud A Complete Guide - 2020
Edition Gerardus Blokdyk,
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encountered a problem.A diagnostic has been AnsysWBU.exe encountered a problem.A
diagnostic has been written，谁能帮忙解答？
dmi5.0 4.0 和dm dmp的区别是什么，DMI5.0为什么有这样生节能   DMP就是魏某说的，低扭不行全靠莽，唐DMP冲坡的时候全靠莽，速度一旦慢下来越
野能力就不行了。 所以DMO和DMP的最主要区别就是后轮增加了一个2档变速箱，1个通用
CRM、DMP、CDP，都是什么？ - 知乎 什么是DMP，以及CDP与DMP的区别 CDP和DMP很容易混淆。 DMP的设计目的是为广告提供服务， 尤其是
通过Cookie实现重定向广告。 但是在DMP中，大部分信息是匿名的，而且会
数据治理证书CDMP/CDGA/CDGP哪个含金量高？如何选择？   先说下我个人情况，坐标是一线城市，从事6年数据分析工作，因工作需要，考取了 高项、工信部大数据分
析师、DAMA数据治理工程师（CDGA） 这三种证书，目前正在积极备
为什么我的火绒总是需要点一下修复才能正常保护？ - 知乎 ★ 解决方案：建议您下载运行火绒木马专杀工具，处理后重启电脑即可。 专杀工具下载地址 如果您通过以上方法排查后仍未解决，
您也可以进入火绒安装目录（右键桌面快捷方式——打开文
比亚迪DM、DMI和DMP技术有什么区别？ - 知乎 这三种技术实际上是两种，一种老的DM，一种的新的包括dmi和dmp。他们的区别从结构上看是否有变速箱，从使用
上看发动机是否能独立驱动车辆。 比亚迪的DM是老技术了，特征是机械部
ps崩溃了，按照教程找到了转存的dmp文件，打开显示不是类型文 刚才试了一下,有用的,当你转存好后打开PS时,修复后的图片会自动打开，而不是教程里说的把DMP拖进去，我是
不需要拖就有了。我看到的教程如下： “当我们遇到photoshop停止工作的
【真机实测】2025开年王炸，性价比拉满的——开博尔 DMP-K3   总的来说，开博尔 DMP-K3 PRO 是一款性价比非常高的 HIFI 数播解码一体机，拥有高解
析力、优质音质和广泛兼容性，为很多千元左右预算的玩家提供了很大选择空间。
DMP和CDP有什么区别? - 知乎 CDP 和 DMP、CRM、数 据湖的异同 CDP 与 DMP、数据湖、数据仓库 DMP（data-management-
platform）：数据管理平台，乍一听与 CDP 极为相似，实际上二者也并非泾渭分
机器人运动规划方法动态运动基元 (dynamic movement primitive) 机器人运动规划方法动态运动基元 (dynamic movement
primitive)应如何理解实现? 作为一名科研小白，看了几篇动态运动基元DMP (dynamic movement primitive)方面的论文，在复现一篇硕
encountered a problem.A diagnostic has been AnsysWBU.exe encountered a problem.A
diagnostic has been written，谁能帮忙解答？
dmi5.0 4.0 和dm dmp的区别是什么，DMI5.0为什么有这样生节能   DMP就是魏某说的，低扭不行全靠莽，唐DMP冲坡的时候全靠莽，速度一旦慢下来越
野能力就不行了。 所以DMO和DMP的最主要区别就是后轮增加了一个2档变速箱，1个通用
CRM、DMP、CDP，都是什么？ - 知乎 什么是DMP，以及CDP与DMP的区别 CDP和DMP很容易混淆。 DMP的设计目的是为广告提供服务， 尤其是
通过Cookie实现重定向广告。 但是在DMP中，大部分信息是匿名的，而且会
数据治理证书CDMP/CDGA/CDGP哪个含金量高？如何选择？   先说下我个人情况，坐标是一线城市，从事6年数据分析工作，因工作需要，考取了 高项、工信部大数据分
析师、DAMA数据治理工程师（CDGA） 这三种证书，目前正在积极备
为什么我的火绒总是需要点一下修复才能正常保护？ - 知乎 ★ 解决方案：建议您下载运行火绒木马专杀工具，处理后重启电脑即可。 专杀工具下载地址 如果您通过以上方法排查后仍未解决，
您也可以进入火绒安装目录（右键桌面快捷方式——打开文



Related to dmp salesforce marketing cloud
Salesforce Preaches The Power Of The Krux (adexchanger8y) The Marketing Cloud keynote
address at Dreamforce included a phrase never before uttered publicly by a Salesforce exec: “You
can’t be a marketing cloud without a DMP.” That was SVP and chief product
Salesforce Preaches The Power Of The Krux (adexchanger8y) The Marketing Cloud keynote
address at Dreamforce included a phrase never before uttered publicly by a Salesforce exec: “You
can’t be a marketing cloud without a DMP.” That was SVP and chief product
Salesforce’s New Segmentation Features Tread DMP Territory (adexchanger9y) Some of
Salesforce Marketing Cloud’s new products, rolled out Wednesday, seem to mimic the capabilities of
a data management platform (DMP) – software historically absent from the stack. Salesforce’s
Salesforce’s New Segmentation Features Tread DMP Territory (adexchanger9y) Some of
Salesforce Marketing Cloud’s new products, rolled out Wednesday, seem to mimic the capabilities of
a data management platform (DMP) – software historically absent from the stack. Salesforce’s
Salesforce Acquires Krux, DMP Market Consolidates Further (MediaPost8y) Salesforce.com
has agreed to acquire Krux, a highly regarded independent data management platform, marking
another prized data-management platform (DMP) to become part of an even bigger marketing
Salesforce Acquires Krux, DMP Market Consolidates Further (MediaPost8y) Salesforce.com
has agreed to acquire Krux, a highly regarded independent data management platform, marking
another prized data-management platform (DMP) to become part of an even bigger marketing
To beef up in marketing, Salesforce will buy Krux for $340M in cash, up to $750M overall
(TechCrunch8y) Salesforce is making yet another acquisition, once again to build out its footprint in
marketing and adtech. The company has just confirmed that it is buying Krux, a company that tracks
traffic (“data
To beef up in marketing, Salesforce will buy Krux for $340M in cash, up to $750M overall
(TechCrunch8y) Salesforce is making yet another acquisition, once again to build out its footprint in
marketing and adtech. The company has just confirmed that it is buying Krux, a company that tracks
traffic (“data

Back to Home: https://old.rga.ca

https://old.rga.ca

