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OUR CLIENT PLATFORMS
A North American premier automotive Automotive, Marketing, Sales,
dealership, offering a diverse Service, and Data Cloud

inventory of new and pre-owned

luxury vehicles. INDUSTRY

Automotive

OUR STRATEGY

We designed a roadmap to accelerate our client's sales and marketing using
CRM + Data + Marketing Cloud + Trust. This included developing a Data
Cloud implementation plan, outlining key features, and validating the
business value. Ensuring data quality was critical, focusing on accurate,
complete, and consistent data ingestion.

OUR SOLUTION
We Don’t Build Data Pipes, We Build Trust.

Data Identity Self Service

Stitching Resolution Segmentation

We integrated their We merged and synthesized By utilizing Data Cloud, we
auto-endemic CRM and multiple identity signals to shifted the client's marketing
Service platforms with Google develop the C360 golden strategy from neutral to
Analytics to enhance their record. second gear, achieving
digital trackability. significant performance

improvements for
performance car sales.



High-Value Audience Segments:

Clinent successfully leveraged Salesforce Data Cloud to identify and
precisely target high-value audience segments.
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