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For a week in November, the streets of San Francisco 
turn bright blue with Salesforce branding as the annual 
Dreamforce event sees 171,000 registered attendees 
from 90 countries around the world descend on the 
city’s Moscone Center to attend 2,700 sessions on 
topics ranging from artificial intelligence to sustainability.

A stone’s throw away from the famous 61-floor 
Salesforce Tower, the Dreamforce event sees delegates 
engage with the latest technology solutions and hear 
from global blue-chip brand speakers including Gucci 
and Apple. Even former US president, Barack Obama, 
graced the keynote stage the morning after the big 
Dreamfest party, which saw Fleetwood Mac entertain the 
crowds at the Oracle Park stadium.

While Salesforce’s roots lie in CRM, retail has been 
an increasing focus for the technology giant ever 
since it shelled out $2.8bn for ecommerce company 
Demandware in 2016. Demandware transitioned into 
Salesforce Commerce Cloud and has since been 
supercharged with innovative functionalities including 
AI-powered Einstein. 

In recent years, Salesforce has also invested in B2C 
areas such as Marketing Cloud with the acquisition 
of Exact Target, DMP with Krux, B2B Commerce with 
Cloud Craze, Marketing Intelligence with Datorama and 
Tableau, and Social Media Marketing with Buddy Media. 
An indicator that Salesforce are increasingly focused on 
direct business from CRM roots – from what was once a 
B2B focused business.

We have waded 
through the buzz and 
glitz of the industry 
must-attend event 
to develop six key 
topics to consider 
when planning your 
technology stack 
for 2020.
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This acquisition cemented Salesforce’s move into 
commerce, and what the most recent Dreamforce 
event shows is that helping to improve customer-facing 
businesses like retail is still high on the agenda for the 
technology provider.



Putting customers at the centre of everything you do 
was a message heard loud and clear by Dreamforce 
attendees. 

Whether you work in retail, or one of the other dozen 
or so industries Salesforce supports, connecting the 
dots of siloed information across your business to 
identify customers is a huge challenge in the digital 
age, with so many different consumer touchpoints – in 
retail Salesforce estimates there are 7.6 touchpoints 
throughout a typical shopping journey.

During Dreamforce, additional capabilities were added 
to Salesforce’s Customer 360 suite of services, with the 
availability of ‘Customer 360 Truth’, which was revealed 
as an upcoming feature at last year’s event. The new 
functionality allows retailers to connect customer data 
from various silos into one data model to create a “single 
source of truth”. 

Salesforce also announced Customer 360 Data Manager 
which provides capabilities to help retailers create a 
single customer ID for those who engage with a brand at 
multiple touchpoints – as well as tools to segment data, 
and governing policies to help retailers overcome issues 
around customer privacy and consent. 

“We see the Customer 360 Data Manager having the 
potential of being an industry game changer, especially 
in retail,” says David Adler, Service Cloud and Platform 
Consultant at DEG, Linked by Isobar.

1. Customer 360
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“Having a master data management (MDM) platform 
solution has been a want of any retailer, with the ability 
to see all relevant data of their customer, calculate 
customer lifetime value, and unlock the hidden data 
they can’t see today. Traditional MDMs take over 8-12 
months, can cost well into the seven figures, and have 
a high failure rate against business expectations. The 
[Customer 360] Data Manager allows customers to 
unlock these capabilities in as little as 8-10 weeks with 
the potential of much more to come.”

Financial services group, State Farm, details its use 
of Customer 360 to empower its call centre agents to 
“really know customers on a personal level”. In this 
industry, customers are generally stressed when filing 
insurance claims, but Customer 360 means claimants 
do to not have to repeat information again and again, 
because the State Farm representative can see all of 
the customer’s information in one place. Additionally, 
the use of natural language processing is saving each 
call handler ten minutes per case in admin, thanks to 
artificial intelligence.



Another interesting trend from this year’s Dreamforce is 
the ability to connect customer touchpoints from inside 
the Salesforce suite with data sources from external 
vendors. The conference gave a lot of airtime to recently 
acquired Mulesoft, whose API technology allows brands 
and retailers to connect customer data from in and 
outside of Salesforce.

This openness to integrate with non-Salesforce 
technology platforms shows an understanding that 
companies may still have legacy systems they can’t 
immediately update. Mulesoft allows them to connect 
data from any of these legacy platforms with the cloud-
based services Salesforce offers. “Integration is the 
number one reason innovations fail,” explains Lindsey 
Irvine, Chief Marketing Office at Mulesoft.

When retailers have this sought-after single view of their 
customer, the next challenge is to use this information 
to better drive better business decisions and improve 
customer experience. 

One example is The Salvation Army’s use of data-driven 
emails within Marketing Cloud to improve engagement 
with their donors on the west coast of America. 

The charity looked to retail’s use of abandon basket 
emails and post-purchase journey messaging, adapting 
this for donors.

2. Data-driven

Working with DEG, Linked by Isobar, it was able to 
deliver a cohesive retail-style personalisation strategy 
across the territory leading to 18% year-on-year revenue 
growth, as well as a 58% increase in email open-rates 
after cleaning all of its donor data. 

Another DEG, Linked by Isobar client, Pilot Flying J, 
consolidated data sources to launch a new loyalty 
programme. The road-side convenience retailer uses 
Salesforce Marketing Cloud as well as integration from 
Mulesoft to power its app and targeted email marketing 
programme after unifying data from four different 
customer segments. For example, four-wheeled drivers 
may be offered a free beverage, while professional 
truckers can reserve a shower at certain locations. 

experiences
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Once retailers have a handle on their customer data and 
can deliver a seamless online experience, they also have 
the opportunity to transfer many of these commerce 
innovations to the store. 

Louis Vuitton is already using the Customer 360 
platform to personalise its online storefront using AI, 
by offering different customers a different landing page 
layout – brand-loyal customers will see the name of a 
new collection clearly at the top of a page, while new 
shoppers will see more detailed product information.

Now the brand is using this technology in store via 
an app so the store associate can greet customers 
personally when they walk in, having information about 
previous purchases, style preference or even WhatsApp 
conversations directly in their hands.

Travelex is also in the midst of moving to tablet POS, 
rather than a counter experience the foreign exchange 
company is known for. 

This allows the company to reimagine the retail space 
and engage more with customers who are already using 
their smartphones to order currency. 

Shoppers can now walk into an airport store and use 
a self-service iPad to scan a QR code relating to their 
order to pick up their cash.

3. Innovative store

On the subject, Vikalp Tandon, Global Chief Technology 
Officer at Isobar says, 

“Brands interested in solving for seamless 
experience online and in store should look to 
consolidate their data from across multiple 
brand touchpoints. Isobar works as a Salesforce 
Platinum Partner to offer brands the most 
innovative approach and Salesforce solutions 
to simplify brand platforms, combine data 
across touchpoints and design the best creative 
experience for the consumer.”

commerce
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Supporting brands to leverage software and technology 
to simplify processes that may once have required 
development time is a key USP to many of the 
Salesforce suite of products. “Clicks not bricks” was 
a phrase that kept coming up in the various seminars 
throughout the week. 

Louis Vuitton’s app was built without having to code, 
and L’Oreal’s CIO, Michael Kingston detailed how this 
aspect of the Salesforce platform has allowed the 
company to innovate at speed. During the commerce 
keynote, L’Oreal’s Kiehl’s website demonstrated how 
easy it is to customise an ecommerce website by 
dragging and dropping content, rather than briefing an 
engineer to code the changes. 

Pepsico also chose Salesforce’s Datorama to support  
its media buying team because it needs a platform that 
can be used by everyone, “even if you don’t have a 
coding background”. 

Meanwhile, travel company Luxury Escapes claims it no 
longer needs to hire developers now it has built its new 
app using Salesforce Heroku.

4. Clicks not code
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Lucky Dreamforce attendees not only spent the 
week being immersed in the latest ground-breaking 
technology – if they could tear themselves away from the 
practical sessions, the keynote stages offered a range 
of talks from business strategy to women’s rights and 
sustainability. 

Some of the big celebrity names included President 
Obama, David Beckham and Megan Rapinoe. 
Meanwhile, Phumzile Mlambo-Ngcuka, Executive 
Director of UN Women, provided a moment of clarity as 
she spoke about how the world needs to accelerate the 
empowerment of women around the globe, which will 
greatly increase economic development. 

Arguably, the biggest trend to come out of Dreamforce 
2019 was the need for businesses to start putting 
measures in place to save our planet. 

Obama admits sustainability is the number one concern 
on his mind, and Gucci’s President and CEO urges 
fellow business leaders to take a stance and pledge to 
reduce greenhouse gases as a “matter of survival”.

“Everybody is saying ‘we’re going to kill the planet’ – 
we’re not killing the planet, the planet will survive, we’re 
killing ourselves”, says Gucci CEO, Marco Bizzarri.

5. Strategy and
sustainability
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Salesforce launched its new Content Management 
System (CMS) – a system that allows for content 
development, the analysis of metrics, and offers 
workspaces to launch specific campaigns. Brands are 
encouraged to use the CMS for publishing content to 
their channels, connecting all systems and tailoring 
every touchpoint for their customers.

In a keynote session on digital experiences, Adi 
Kuruganti, GM Community Cloud SVP, Products 
B2B Commerce, Salesforce said “Customers value 
experience more than ever before, 84% of consumers 
prefer experience over product and 66% are willing to 
pay more for better experience – but only 48% say that 
companies provide a good experience.” 

There is an opportunity to build a connected experience 
across the entire customer journey. This connected 
journey may only be made possible if the experience is 
connected to the Salesforce CRM.

Fenty Beauty, the beauty collection by Rihanna, was 
showcased as an example of personalisation across 
every page and touchpoint. Fenty implemented the 
Salesforce Interaction Studio to personalise pages 
based on online interactions, and Audience Targeting, 
API-based personalisation powered by CRM.

6. Connected CMS
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Anna Roseman, VP, Community Cloud and B2B 
Commerce Marketing at Salesforce, explained situations 
in which Fenty Beauty can expand the content and 
experience opportunities that become available using 
Salesforce CMS. Areas covered in the keynote included 
how a content marketer at Fenty Beauty could create 
relevant personalised content with Salesforce CMS, 
how the consumer engages with that content increasing 
personalisation with Marketing Cloud Interaction Studio, 
then how Fenty turns a one-time shopping into a lifetime 
fan powered by Salesforce Order Management. 

As an early adopter of the connected CMS, Isobar 
Switzerland won a Bolty Award for Best Design 
Experience at Dreamforce 2019.

Reflecting on receiving the award, Patrik Gamryd, 
CEO, Isobar Switzerland said, “Isobar is committed 
to delivering exceptional experience-led projects and 
this award is a demonstration of our clients’ trust when 
embarking on their digital transformation journey. 
Salesforce technologies have enabled us to build and 
deliver rich digital experiences on Community cloud 
by leveraging insights, tech and creativity. Special 
thanks to Salesforce for this award and long-standing 
relationship.”



After four days of absorbing technology innovation from thousands of sessions and 
keynotes, delegates left the Moscone with their heads spinning of ideas to take back 
to their businesses across the world. While retail isn’t necessarily known for being the 
most trailblazing industry when it comes to adopting new technology, after Dreamforce 
2019, retail attendees will be leaving with many new techniques to aid them in the 
complicated journey to put customers at the heart of everything. 

Perhaps retailers should take a page out of Apple CEO Tim Cook’s book: “We never set 
the objective to be first, but to be the best.” 

He says companies need to stop “playing the game as defined for decades or 
centuries, but play a new game” because “if you do things in the same manner you’re 
not going to get a better result”.

“You have to come up with a different way of viewing the problem,” he concludes. “And 
sometimes that’s the hardest to think outside of the box and think differently. If [the 
problems] were easy, they would have been solved.”

Set out to be the best
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We are a global digital agency transforming businesses and brands through the creative 
use of digital. Our 6,500 digital experts in 85 locations across 45 markets in Americas, 
EMEA and APAC deliver experience-led transformation, powered by creativity through 
our end to end service offering.
 
As a Salesforce Platinum Partner, Isobar have the largest Salesforce Commerce Cloud 
skillset in the world with over 450 trained engineers and over 1,000 certifications. Our 
practitioners skills span the full range of the Salesforce Customer Success Platform, 
with expertise in key clouds such as Commerce, CRM, Marketing Cloud, & Integration.

Isobar

Hosted by Salesforce, Dreamforce is one of the largest technology conferences in 
the world - drawing in 171,000 registered attendees in 2019. The conference brings 
together customers, partners, thought leaders, industry pioneers and thousands of 
technology professionals to hear keynote addresses, learn about new products, attend 
training sessions, network with peers and earn Salesforce certifications. 

Dreamforce
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Further reading
Interested in reading more? Explore our insights 
and thought leadership on the latest emerging 
technologies and trends affecting digital        
marketing today.

Extended Reality PlaybookIsobar Wins Best Design Experience at Bolty Awards

Isobar’s Exclusive WIRED25 RecapCreative Experience: The Evolution of CX
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For more info please contact Sue.McCusker@isobar.com


