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The Perfect Ingredients 
for a Cookieless World
The television program Kitchen Nightmares is a fascinating 
show. World-class chef and restaurateur Gordon Ramsay 
travels the world and works his magic to save failing 
restaurants, making friends and enemies alike along the 
way. 
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One pattern that Chef Ramsay always encountered in the 
failing restaurants was bad hygiene. Whether it was storing 
raw and cooked meats near one another, or walk-in fridges 
that had sprung a frightening amount of unwanted new 
life, each eatery had its own unique issue. The show made 
everybody glad that smells can’t be broadcast. 

The lack of hygiene was an obvious sign that restaurant 
ownership and the employees had given up. And Chef 
Ramsay never hesitated to call them out on it. At times 
going as far as shutting down the restaurant in the middle 
of service.

In 2021, data privacy is basic hygiene. 
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This cookbook will help you with recipes for magical 
customer experiences that have the basic hygiene baked 
in. Because cleaning, storing, and working with customer 
data requires using hygiene principles.

Is your marketing kitchen clean and ready to serve 
amazing experiences to your customers? Or is there a tray 
with moldy vegetables hiding somewhere in the fridge? 

Customer interest in data privacy is here to stay. 
Around 84% of customers will take their business elsewhere 
if they don’t trust how the company handles their data.

Whenever you come to a restaurant, you expect staff 
members to wash their hands, the ingredients to be fresh, 
and the facility to be clean. You wouldn’t think to request 
the basic elements of hygiene in a restaurant. And you 
would never return to a restaurant that has a track record 
of bad hygiene.

Just like good hygiene leads to better food, Bloomreach 
believes that good privacy practices will ultimately lead 
to better customer experiences and more successful 
marketers.

https://www.techrepublic.com/article/data-privacy-what-consumers-want-businesses-to-know/
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The time is now to invest in better customer data privacy. 
Privacy is a topic that has been gaining traction for years. 
Events like the 2016 Cambridge Analytica scandal shook 
the world and showed how data can be used and misused 
to achieve outcomes nobody expected. 

This has also been seen more recently with the number 
of privacy-driven changes Apple has made in Safari with 
Intelligent Tracking Prevention (ITP) and in iOS with App 
Tracking Transparency (ATT). And Apple is far from the only 
browser making changes to how browsers work and what 
data websites and apps are allowed to track. 

Chrome’s recent pushing back of the death of third-party 
cookies will only add fuel to these other browsers as they 
compete for Chrome’s market share among a public that 
is more interested in keeping their behavior private from all 
the cross-site trackers and data brokers out there than ever 
before.

This is an ideal time to invest in customer privacy hygiene. 
Many companies will take Chrome’s announcement to 
push back the death of third-party cookies and stop 
looking at cookieless solutions. And they will be fine...for the 
short-term. But eventually, every company will need to build 
good privacy habits. 

https://www.nytimes.com/2018/04/04/us/politics/cambridge-analytica-scandal-fallout.html
https://neilpatel.com/blog/intelligent-tracking-prevention/
https://developer.apple.com/documentation/apptrackingtransparency
https://developer.apple.com/documentation/apptrackingtransparency
https://www.businessinsider.com/google-pushes-back-phase-out-cookies-chrome1-year-2023-2021-6
https://www.businessinsider.com/google-pushes-back-phase-out-cookies-chrome1-year-2023-2021-6


Cookieless Marketing Cookbook

Therefore, we recommend starting now, while the stakes 
aren’t existential. Otherwise, you risk one day needing help 
from someone like Gordon Ramsay who might not hesitate 
to shut your kitchen down.

So dig in and read through some recipes for success from 
real-world experiences that Bloomreach customers have 
encountered with the privacy tips included. You’ll find some 
key bits of wisdom shared from our partners along the way 
and a few special surprise recipes that you can actually 
enjoy with friends or family. 

And don’t forget — wash your hands when working with 
customer data.



84%
of customers will take 
their business elsewhere 
if they don’t trust how 
the company handles 
their data.



Sofology: One Smart Cookie2



Cookieless Marketing Cookbook

Sofology: One Smart 
Cookie
Because of new privacy-focused features in browsers, 
the Facebook pixel has become less reliable. 

What to do about that is rapidly becoming a hot topic 
among marketers. 

The Facebook pixel is a short javascript code that carries its 
own unique ID. It registers important information, such as 
which pages a device visited, the frequency of visits, 
and how long those visits lasted, among other things. 
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With Safari’s changes to Intelligent Tracking Prevention, 
Firefox’s Enhanced Tracking Protection, and worldwide laws 
and guidelines limiting businesses’ capabilities to track 
website activity without permission, the Facebook pixel is 
not as useful to marketers and advertisers as it once was.  

In short, the feedback loop between Facebook Ads and the 
behavior of your customers has broken down and will never 
be the same. Other negative impacts include: 

• Lower data quality for ads evaluation and optimization

• Budgeting paralysis due to dramatic changes in revenue 
data

• Uncertainty in planning future marketing budgets

All things any good marketer wants to avoid at all costs.  

The solution? The Facebook Conversions API (FB CAPI) 
integration offered by Bloomreach. Facebook Conversions 
API gives companies more control over the data they send 
to Facebook.

The API allows events to be sent directly to Facebook Ads’ 
platform without having to rely on browser pixel tracking. 
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This gives businesses 100% control over data they choose 
to share with Facebook. FB CAPI helps to ease the minds 
of marketers and customers alike by creating a secure 
and law-abiding connection from a business to Facebook 
without relying on third-party cookies.

Sofology Opts in for FB CAPI
Sofology is the UK’s fastest growing omnichannel sofa 
retailer whose mission is to help customers feel at home 
on a sofa that they love. It sells a variety of sofas, chairs, 
recliners, and other accessories through a network of over 
45 stores in the U.K. and online. 
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Sofology has been a Bloomreach Engagement customer 
since summer 2019. When presented with the opportunity 
to be an early adopter of Conversions API, Sofology didn’t 
hesitate. 

Conversations had already been taking place internally 
about how the changes related to the Facebook pixel 
might affect Facebook Ad performance. The logical next 
step was to move forward with implementation.   

Implementing Facebook 
Conversions API
It took just one hour for Conversions API to be set up for 
Sofology. 

Yes, only 60 minutes.  

“We were ready to go live with Conversions API in one hour,” 
said Janet Duckworth, Head of Marketing for Sofology.

“As always, the Bloomreach team made sure we 
understood the future impact on our data and reporting. 
We’re looking forward to finding new use cases and 
increasing the ROI of our Facebook Ad budget.”
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The technical integration was simple because Sofology 
had already mapped the key events it desired to send to 
Facebook through Conversions API. With this information, 
and a couple of tokens from Facebook Business Manager, 
the integration was a seamless one. 

Now, whenever a purchase happens, the data gets 
automatically sent from Bloomreach Engagement through 
Conversions API to Facebook. Every conversion is now used 
to optimize Sofology’s Facebook Ads campaign. 

As the data begins to roll in, the process of monitoring what 
impact this will have on Sofology’s data and campaign 
performance begins as well. After an evaluation of the first 
results, ways to expand the use of the integration will be 
better known and implemented. 
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The Future with Conversions API
The future’s looking bright for Sofology and other 
companies that have implemented Conversions API. 

Why? Because they no longer have to worry about the 
cookie limitations negatively impacting their Facebook 
campaign performances.

They’ve protected the strength of the conversion signal, i.e. 
the ability to reliably tie conversions to ad campaigns. 
The chart below illustrates the potential impact of this 
change on the signal strength.

100%

Past Now In 1 year With Exponea
and CAPI

The chart is illustrative. Specifics will depend on factors
like browser distribution, lenght of buying process, etc.

50%

0%

https://exponea.com/blog/security-marketing-cookie-crumbles/
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You can think of the conversion signal in the same way 
you would think about the strength of your Wifi connection. 
When the signal is strong, Facebook is getting a clear 
picture of the behavior that results from ad clicks. 

It uses the information to optimize the campaigns by 
targeting people who are similar to those who’ve converted 
and limiting the impressions for people who didn’t. Thus 
giving you a good return on your ad spend. When the 
signal gets weak, the image starts to break up. Facebook 
can’t see what the people who’ve clicked on the ads 
are doing on your page. It then does a much worse job 
optimizing campaigns.

Strong signal means better ROI. Without the signal, 
your cost per action increases by 150% on average. 

Not adapting result in significantly higher acquisition costs

150%
OVER

+45% +105%

Average increase in cost 
per action (CPA) when 

moving from conversion 
optimization to link-click 

optimization

Higher CPA if you’re 
losing 30% of conversion 

signals today

Higher CPA if you’re 
losing 70% of conversion 

signals in  1 year

https://www.bloomreach.com/en/resources/webinars/the-future-of-cookie-control-consumers-and-commerce.html
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And there’s an added bonus. The capability of using any 
customer data point as a conversion (which can now be 
done through FB CAPI) also opens up new possibilities. For 
example, you can run campaigns optimized on generating 
store purchases. 

In roughly a year from now, companies that make no 
changes to their Facebook Ads campaigns are expected 
to see revenue greatly decrease because of the decreased 
reliability of the Facebook pixel. The time to make the 
change is now. Protect the signal.

One interesting thing to watch out for is the impact 
implementing FB CAPI will have on your data. Since 
you’re adding a new way of measurement, your data 
will inevitably be impacted. Seeing increases of 30% in 
revenue attributed to Facebook is not unheard of after 
implementing Conversions API.

“It’s crucial to recognize that while the data will change, 
the underlying customer behavior will stay the same,” said 
Juraj Frank, a Business Consultant for Bloomreach.



150%
Average increase in cost 
per action (CPA) when 
moving from conversion 
optimization to link-click 
optimization

Source: 1 Internal FACEBOOK study, 
“Quantifying Advertiser Value of Offsite 
Conversion Optimization” June 2019
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“The decline in signals due to the shift away 
from third-party cookies is only going to become 
more pronounced. All platforms are moving 
towards providing server-side solutions (such as 
Facebook’s Conversion API) as well as offering 
modelled attribution results as they adapt to 
a privacy-focused world. 

At Jellyfish, we’re seeing the savviest marketers 
plan for this future, while at the same time 
optimizing campaigns as best they can with the 
current set up. Working with a CDP like Bloomreach 
and the implementation of tools like Conversion API 
plays a big part in being able to do this. 

Platforms and ecosystems are increasingly 
becoming spaces where audiences and algorithms 
decide how effective a campaign is. Mastering 
the data levers to pull in a cookieless world will 
become a prerequisite to achieve any sort of 
meaningful results.” 

Eb Adeyeri 
VP Partnerships, Jellyfish



Salted Tahini
Chocolate Chip Cookies 

Cookieful Recipe

Ingredients 

• 4 ounces/113 grams of unsalted butter at room temperature

• ½ cup/120 milliliters of sea salt tahini, well-stirred

• 1 cup/200 grams of granulated sugar

• 1 large egg

• 1 egg yolk

• 1 teaspoon of vanilla extract

• 1 cup plus 2 tablespoons/150 grams of all-purpose flour, or 

matzo cake meal

• ½ teaspoon of baking soda

• ½ teaspoon of baking powder

• 1 teaspoon of kosher salt

• 1 ¾ cups/230 grams of Dr. Oetker chocolate chips 

• Flaky salt, like fleur de sel or Maldon



Preparation

• In the bowl of an electric mixer fitted with the paddle 

attachment, mix the cream butter, tahini, and sugar at 

medium speed until it is light and fluffy. This usually takes 

about five minutes. Then ddd egg, egg yolk, and vanilla. 

Then continue mixing at medium speed for another five 

minutes.

• Sift the flour, baking soda, baking powder, and kosher salt 

into a large bowl and mix with a fork. Add flour mixture 

to butter mixture at low speed until just combined. Use a 

rubber spatula to fold in chocolate chips. The dough will 

be soft, not stiff. Refrigerate at least 12 hours — this ensures 

tender cookies.

• When ready to bake, heat the oven to 325 degrees and line 

a baking sheet with parchment paper or nonstick baking 

mat. Use a large ice cream scoop or spoon to form dough 

into 12 to 18 balls.  

• Place the cookies on the baking sheet at least 3 inches 

apart to allow them to spread. Bake 13 to 16 minutes until 

just golden brown around the edges but still pale in the 

middle to make thick, soft cookies. As the cookies come 

out of the oven, sprinkle sparsely with salt. Let them cool 

for at least 20 minutes on a rack.

Ricardo Martins, 

Bloomreach Technical Product Manager, Netherlands
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Data: A Batch Made in Heaven3
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My Jewellery and 
Zero-Party Data: A Batch 
Made in Heaven
As consumers have become increasingly concerned about 
data protection, businesses everywhere are becoming 
cautious about data collection. 

This has led to businesses getting creative with data 
collection methods while respecting the privacy of 
consumers. It has also led to the rise of zero-party data. 

https://exponea.com/blog/zero-party-data/
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What is zero-party data? Data that the customer 
intentionally and proactively shares with a company. Unlike 
other forms of data, it involves information that is freely 
given to a company by a customer. It protects businesses 
from potential General Data Protection Regulation (GDPR) 
complaints and gives peace of mind to customers as well. 

My Jewellery, a clothing and jewelry retailer based in The 
Netherlands, is an industry leader in the zero-party data 
collection game. It has used Bloomreach Engagement to 
create an ingenious method for zero-party data collection 
that is both entertaining to its customer base and 
respectful to data privacy. 

The Style Profile Test
The “style profile test” has upgraded customer 
personalization, increased customer service, and curbed 
the need for risk-taking in data collection for My Jewellery.

What is the style profile test? A game that optimizes the 
customer experience without invading privacy simply 
by letting customers decide whether or not they like an 
item shown to them. My Jewellery’s items are shown 
sequentially and the customer makes a decision on each 
item presented. Customers simply click either the heart or 
the X to signify whether or not the item being shown is of 
value to them or not.

https://www.my-jewellery.com/en/
https://www.my-jewellery.com/nl-nl/stijlprofiel-test
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After a decision on each product shown is made, My 
Jewellery is able to offer customers a personal style profile 
filled with items that each individual customer will like 
based on communicated preferences. 

After a customer provides an email address, the results of 
the test are calculated and the customer is provided with 
a personalized style profile.



What is zero-party data? 
Data that the customer 
intentionally and 
proactively shares with 
a company.
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The response has been quite enthusiastic amongst My 
Jewellery’s loyal customer base. 

Not only is the test useful in terms of data collection for 
the company, it is fun for the consumer to make decisions 
about the company’s top products. Customers have also 
commented that it makes product decision-making easier. 

Bloomreach Engagement Turns Data 
into Revenue
Bloomreach Engagement uses data that was collected 
from the customer (as well as other behavioral data) to 
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personalize on-site recommendations, email campaigns, 
and Facebook ads. This ensures a more personalized 
e-commerce experience thanks mostly to zero-party 
data. The style profile test is the ideal way to help online 
customers find perfect elements for their wardrobe. It is also 
used by My Jewellery’s purchasing department to know 
how to best decide on quantities of items to purchase. 

“Bloomreach allows us to obtain a 360-degree view of our 
customers,” said Frederique van den Boogaart, CRO Team 
Lead for My Jewellery. 

“As it is a customer-centric tool, we can easily collect 
and store customers’ information (GDPR-proof of 
course!) . This allows us to personalize our marketing 
campaigns and apply more targeted marketing in an 
easy manner. Thanks to Bloomreach, we can now offer 
a personalized experience across all touchpoints.”

 
Statistics have shown the style profile test to be 
profitable as well. For emails that were personalized 
with style profile data, the open rate was around 20% 
higher than a typical email campaign. This shows the 
value of going the extra mile with creativity in data 
collection methods. 
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My Jewellery’s success with zero-party data was no 
accident. 

The company thought outside the box with data collection 
and used Bloomreach Engagement to create the marketing 
automation pieces of the corresponding campaigns. The 
creativity paid off with increased customer satisfaction and 
heightened email open rates. 

Making your customers happy is the name of the game 
these days. My Jewellery executed this perfectly with the 
style profile test.



“Cookies are the fundament of 
the internet — but the end of 
third-party cookies is near as 
their use will be discontinued by 
the most popular web browsers.

Hence, we need new ways 
to plan our data strategy for 
tomorrow, anticipating the 
change ahead of us — a great 
chance, which will lead to new 
technological evolutions!” 

Frank Rauchfuß, 
Managing Director, Consulting & Data, diva-e



Cheesecake Muffins
Cookieful Recipe

Ingredients 

Dough

• 1 cup butter, soft

• ½ cup sugar

• 1 ¾ cups flour

• 1 egg

• 1 teaspoon baking 

powder

• 1 pinch of salt

• Crumble 

• 1 cup butter, soft

• 1 cup sugar

• 3 cups flour

 

Cream

• ½ cup sugar

• 1 egg

• ½ cup butter, melted

• 500 grams low-fat quark

• 1 package cream-flavored 

custard powder 

Other

• Icing sugar for the icing

• Muffin tins



Preparation

• For the dough, mix the butter with the sugar until fluffy. Stir 

in the egg. Add the flour, baking powder, and salt. Then 

knead everything into a stirred shortcrust pastry.

• Preheat the oven to 360°F/180°C.

• Use the dough to make the base of the muffins. Form small 

balls, place them in the muffin tins, and flatten them with 

your fingers.

• For the cheesecake mixture, mix the sugar and the egg. 

Stir in the melted butter (no longer hot!) with the quark 

and custard powder. Spread the cream over the muffin tins 

(about 2/3 full).

• Mix all the ingredients for the crumble in a bowl with your 

hands until you have a lumpy dough. Spread generously 

over the muffins.

• Bake the muffins for approximately 35 minutes. Leave to 

cool and place in the fridge for about 30 minutes. Finally, 

decorate with icing. 

Baker’s Tip
• First prepare the dough, cheesecake mixture, and sprinkles 

in three bowls and set aside. Only then should you prepare 

the muffins step by step. This way it goes faster. Enjoy! :) 

Contributed by partner diva-e 
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musicMagpie Plans 
Ahead for a Batter Future
“If you fail to plan, you are planning to fail.” 

This famous quote from American founding father Benjamin 
Franklin perfectly encompasses what Bloomreach 
customer musicMagpie was trying to avoid in its search 
for a solution to the move towards a more privacy-centric 
world wide web. 

Prior to even implementing or purchasing a customer data 
platform, musicMagpie had our cookieless future in mind 
when searching for a CDP in late 2020. 

https://www.musicmagpie.co.uk/
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“It became really apparent that we needed to look for 
a partner that would allow for customizable tracking 
to future-proof ourselves,” said Jason Peters, CRM 
Manager for musicMagpie. “When ITP (Safari’s Intelligent 
Tracking Prevention) launched, we began to see drops in 
performance, as many businesses might have seen.

And when you look at year on year comparisons for email 
revenue, we were seeing declines when actually it was 
because of a loss of tracking ability. That meant views on 
certain items such as retention were becoming increasingly 
difficult to track.” 

The British online retailer at the forefront of the global 
recommerce revolution offers consumers a smart, 
sustainable, and trusted way to buy, rent, and sell 
electronics for customers around the world.

Its unique business model with so many ways to transact 
with customers resulted in the need for a customer data 
platform.

musicMagpie knew that without browser cookies, it would 
lose the ability to recognize repeat visitors to its website. 
This would mean potentially losing a lot of valuable data. 

https://www.theverge.com/2020/3/24/21192830/apple-safari-intelligent-tracking-privacy-full-third-party-cookie-blocking
https://www.theverge.com/2020/3/24/21192830/apple-safari-intelligent-tracking-privacy-full-third-party-cookie-blocking
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The overall impact of cookie limitations is that companies 
will have a lower quality of data to work with. What does 
that actually mean? 

• Companies risk making the wrong strategic decisions 

• There will be a higher cost per acquisition 

• Personalization efforts will not be at the same level as 
they once were 

• Budget allocation decisions may not be of the same 
quality 

Cookie limitations are very impactful in modern 
e-commerce and will be even more impactful in the future. 
Hence why musicMagpie was strategic and 
forward-thinking in responding to these changes. 
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From Pixels and Trackers to Owning 
Customer Data
Bloomreach Engagement proved to be the perfect solution 
to collect and unify musicMagpie’s siloed data and allow 
it to be used for actionable marketing campaigns to 
help drive revenue. It was also the perfect platform to 
accomplish musicMagpie’s goal of being prepared for the 
changes to third-party tracking. 

With Firefox’s Enhanced Tracking Protection (ETP) and the 
aforementioned ITP forcing marketers to make immediate 
changes, musicMagpie was prepared for these changes 
from day one thanks to its intelligent use of the CDXP. 

There were three main needs that musicMagpie addressed 
with the CDXP right away: 1. performance tracking, 
2. building ad audiences, and 3. managing consents.

Each held a particular importance to the company in the 
present day and in the future.

https://blog.mozilla.org/blog/2020/08/04/latest-firefox-rolls-out-enhanced-tracking-protection-2-0-blocking-redirect-trackers-by-default/
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1. Performance Tracking
Via tracking API and front-end tracking, the CDXP can take 
in clean data from a server. This server-side data ingestion 
allows for data musicMagpie has already collected to be 
used in an actionable way for connecting with customers. 

Additionally, server-side conversion tracking exists to give 
musicMagpie complete control over the conversion data 
shared with ad networks such as Facebook, Google, or 
affiliate partners. This is very important for social media 
marketing efforts. 

Facebook Conversions API (FB CAPI) is an integration which 
allows data to be sent from Bloomreach to Facebook. You 
can send important events, such as purchases or leads, to 
Facebook for better optimization of campaigns. 

musicMagpie has integrated FB CAPI and is reaping the 
benefits already. 

“It has helped enormously,” said Jamie Evawin, Senior 
Optimization and Analytics Lead for musicMagpie. 

Advertising with Facebook Ads has been essential to many 
companies across the globe in recent years. The FB CAPI 
integration directly responds to the decreased reliability 
of the Facebook pixel and gives brands complete control 



Owning your customer 
data is more important 
than ever and will be 
in the future as well.
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over what data they choose to share with Facebook. The 
API allows companies like musicMagpie to send events to 
Facebook Ads’ platform without having to rely on browser 
pixel tracking. 

2. Building Ad Audiences
Building a stronger ad audience encompasses much of 
the aforementioned technology. The FB CAPI actually gives 
musicMagpie a whole new level of abilities when it comes 
to this. 

Specifically, this is possible because its ads are now 
connected to the entirety of its customer data. Meaning 
that in addition to the ability to target, retarget, and create 
lookalikes based on browsing behavior tracked via a pixel, 
musicMagpie can now do all of those things based on any 
behavior tracked within the CDXP. 

This opens up the possibilities to optimize campaigns for 
events like “order delivered” or to eliminate customers with 
high rates of returns from campaign targeting to save on 
shipping costs. The potential impact is huge. 

“The richness of our ad audiences has gone through the 
roof,” Evawin said. “Previously, we were using things like 
pixels on pages to target categories. Now, we can target 
customers by their lifetime value based on their past 
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purchases and the categories they’ve purchased from. 
That rich data helps us to build lookalike audiences and 
retargeting audiences that we couldn’t previously.”

3. Managing Consents
Consent management is a system or process for allowing 
customers to determine what personal data they are willing 
to share with your company and for what use. A real-time 
consent process that allows customers to control what 
information is shared with your company is essential as 
fines for not complying with data privacy regulations soar. 

What does this really do for musicMagpie and others? It 
helps customers build trust with a brand. These consents 
are used in all customer communication channels and are 
evaluated at the moment each marketing campaign is 
executed. 

“I’ve been so impressed by the level of consent integration 
with Bloomreach,” Evawin said.

“It is in every customer communication and everything 
where you’d be tracking customers. We can use our 
consent tools to collect consent from customers and 
then everything is completely integrated into our 
communications with them.”
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You Can’t Ignore Your Cookieless 
Future 
musicMagpie got ahead of the game with the changes to 
third-party cookies looming because of proactive planning 
and the adoption of Bloomreach Engagement.  

This paradigm shift to begin thinking about customer-
based marketing rather than channel-based efforts must 
start now.  
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Owning your customer data is more important than ever 
and will be in the future as well. Previously, businesses could 
rely on pixels or trackers to reliably measure conversions, 
purchases, or other customer actions. Companies must 
now take responsibility and own all collected customer 
data.  

“Don’t ignore this problem,” Peters said of the third-party 
tracking changes. “Take a look at it if you’ve not done so 
already. Look at the solutions that might be available.

It affects everyone in digital marketing at varying degrees. 
It’s definitely worth investigating.”



“E-commerce marketers face 
an uphill battle to navigate a 
complex, dynamic ecosystem 
of changes related to privacy 
and security, mobile and 
cross-device tracking.

Bloomreach offers a future path 
forward and an actionable 
roadmap to work through these 
changes in short order.”

Kelly Jo Sands 
EVP, Ansira Digital



Lemon Crinkle Cookies
Cookieful Recipe

Ingredients 

• 57 grams of butter (soft)

• 75 grams of sugar (powdered)

• 1 cup of flour

• 3/4 of a teaspoon of baking powder

• Lemon juice, zest - from 1/2 lemon

• ⅛ of a cup of milk

• ¼ of a teaspoon of lemon essence

• A pinch of salt

• Yellow color, powdered sugar to roll



Preparation 

• Whisk butter and powdered sugar until creamy

• Sieve flour, baking powder, and salt

• Add zest of lemon, juice, essence, and mix

• Add milk, yellow color, and mix everything

• Add dry ingredients and then cling wrap for one hour in 

refrigerator

• Roll small balls in powdered sugar (one tablespoon)

• Preheat oven 360°F/180°C for 15-20 mins

• Bake and enjoy! :) 

Surya Chandra,

Bloomreach Lead Solutions Engineer, India



Data Hygiene and Back-End 
Tracking Make Kiwi’s Dreams 

Crumb True5
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Data Hygiene and 
Back-End Tracking 
Make Kiwi’s Dreams 
Crumb True
With the internet becoming more privacy-centric seemingly 
by the day, Bloomreach customer Kiwi.com invested in 
future-proofing its data quality and back-end tracking to 
better support the communication preferences of its own 
customers. 

Kiwi.com is a global travel-tech company providing unique 
itineraries for travelers. Through innovative technology, Kiwi.
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com sources the best routes and cheapest flight options 
available from over 800 carriers, including trains and buses, 
that cannot be found elsewhere.  

Like many in the travel industry, Kiwi.com found itself 
with a much lower volume of booking traffic because of 
government-mandated lockdowns in many parts of the 
world throughout 2020 due to COVID-19 restrictions. 

But this isn’t just another COVID-19 success story.

It’s a story of how Kiwi.com prioritized data hygiene and 
back-end tracking to build better relationships with its 
customers thanks in large part to having a little extra time 
on its hands and its intuitive Bloomreach platform. 
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The Importance of Data Hygiene for 
Kiwi.com
While using Bloomreach Engagement, our Customer 
Data and Experience Platform (CDXP) Kiwi.com has 
put an emphasis on building a strong brand, retaining 
more customers, and having clean data, all things easily 
facilitated with the CDXP. 

To help with retention, Kiwi.com worked very hard to build 
strong brand awareness to avoid being remembered as 
simply a transactional tool. If a customer needed a ticket 
to Amsterdam, Kiwi.com desired to be top of mind for 
that customer because of the quality of its brand and the 
offering of unique itineraries that can’t be found elsewhere. 
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But what does this have to do with data? Everything really. 
Data is arguably the world’s most valuable resource these 
days and is the key to building the amazing experience you 
want to offer your customers on your website. 

“Having higher quality data allows you to communicate in 
a better way with your customers,” said Michal Rosa, CRM 
Technologist for Kiwi.com. “The ultimate goal is to use the 
data we have collected to offer our customers the best 
possible experience.”

To completely understand how much customer data Kiwi.
com compiles, consider these points: 

• On average, Kiwi.com gets 100,000,000 search queries 
per day on Kiwi.com

• Kiwi.com sold an average of 40,000 seats per day in 
early 2020 (pre-pandemic)

• Kiwi.com customers travelled 14,057,075,465 miles in 2019 
alone

https://leewardcapitalmgt.com/the-economist-the-worlds-most-valuable-resource-is-no-longer-oil-but-data/


On average, Kiwi.com 
gets 100,000,000 
search queries per 
day on Kiwi.com
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The original implementation of Bloomreach Engagement 
happened more than four years ago. Since then, the 
company has changed significantly, with its strong new 
focus on brand building and B2C customers who demand 
an amazing experience. 

The expanded Kiwi.com CRM team desired to do more with 
Bloomreach Engagement to better support customers. After 
careful consideration, the radical decision was made to 
reimplement Bloomreach Engagement almost from scratch.

This led to a six-month project involving complex scoping, 
a completely new method of front-end tracking on the 
website, and the merging of historical data from multiple 
different projects into a single new one. All of this without 
much room for error, as the Kiwi.com team didn’t want to 
lose any data during the re-implementation or deployment.

In the end, it was more than worth it.
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A Custom Back-End Tracking Victory
One thing the Kiwi.com data and analytics team was 
adamant about was data consistency across systems. 
The team has multiple tracking tools on the website and 
wanted to measure consistently across all of them. 

To achieve this, the Kiwi.com team built a custom front-end 
tracker that handled all tracking and fed event data into 
its custom back-end. From this back-end, Kiwi.com would 
re-distribute all tracking data into internal and external 
systems that use it via APIs.

This solution helped the team maintain a level of data 
quality and consistency that otherwise would not have 
been possible. 

One receiving system was Bloomreach Engagement. 
This means that the development team at Kiwi.com 
leveraged our Tracking API to send data about customer 
behavior from the website. This ensured the data tracked 
in Bloomreach Engagement would be consistent with 
data used by other systems and other teams within the 
company.

A side benefit of this is that the CRM team can now see 
even complex data much faster than before and without 
the help of the data analytics team.
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Putting the “Tech” in Martech
Rosa’s job title of CRM Technologist is not a position that 
you see at every similarly-sized company. 

As customers begin to demand a better experience from 
your brand online, it’s important that everyone involved with 
your customer experience team understands the value of 
marketing technology. This includes the marketers running 
campaigns, who must aim to be better at technology, 
and tech employees who can hold their counterparts in 
marketing to a higher standard rather than just dismissing 
them as “non-technical people”. 

Martin Visvader, Regional Head of Client Services for 
Central and Eastern Europe at Bloomreach, commented:  
“You need to have a person on the marketing team who is 
responsible for technical knowledge and can be a partner 
for your back-end people. As a tech organization, Kiwi.com 
understands these needs and we can see how beneficial it 
has been.”
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The Uplift
Enough about the process. Let’s see the results. 

After consolidating all of its data into one Bloomreach 
Engagement project, Kiwi.com increased monthly bookings 
made via push notifications 1,131% when comparing 
monthly averages in 2019 and 2021. 

The over 11 times increase in bookings from push 
notifications is thanks in large part to the ability to 
reach more customers with the notifications. Better 
communication with their customers has equated to more 
bookings for Kiwi.com.
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Kiwi.com’s refactoring of how Bloomreach Engagement 
was integrated was beneficial for a myriad of reasons. It 
allowed the company to clean up its data and consolidate 
that data into one Bloomreach Engagement project. 

The newly compiled data has also paved the way for 
marketing campaigns to be more successful due to 
providing a better experience for the customer. Increases in 
bookings made via push notifications don’t come without 
having good data hygiene. It just isn’t possible in today’s 
market. 
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“Without the ability to track 
individuals across the internet, 
brands won’t be able to 
identify and harvest high intent 
audiences with bottom of the 
funnel, conversion-focused 
campaigns.

Contextual targeting will 
force a rethink of the role of 
the digital creative. First-party 
data will be worth its weight in 
gold and brands will have to 
work to own more of their data 
and rely on it to optimize their 
campaigns.”

Shruti Tiwari 
Executive Director, Integrated Media, Ogilvy



Grandpa’s Orange
Chocolate Chip Cookies 

Cookieful Recipe

Ingredients 

• 150 grams of white sugar

• 150 grams brown sugar, packed

• 2 eggs

• 5 milliliters of vanilla

• 30 milliliters Grand Marnier liqueur

• 29.5 grams of freshly grated orange zest (2 tablespoons)

• 250 milliliters of butter

• 320 grams of flour

• 2.5 grams of salt

• 2.5 grams of baking soda

• 2.5 grams of baking powder

• 256 grams of bittersweet chocolate chips (Ghirardelli is 

the best)



Preparation 

• Preheat your oven to 360°F/180°C. 

• In a medium bowl, combine flour, salt, baking powder, 

and baking soda.  Whisk lightly together and set aside.

• In your mixer, combine sugars and butter. Mix until 

smooth.   Add eggs and vanilla and beat until fluffy and 

smooth. Add Grand Marnier and orange zest.

• Slowly add dry ingredients to the bowl you set aside.  

Mix until it’s all incorporated.

• Stir in chocolate chips. Drop cookie dough onto an 

ungreased cookie sheet.  Bake for about 10-12 minutes or 

until the edges are golden brown. 

Heather Wilburn,

Global Partner Programs Manager, Netherlands



The Perfect 
Cookieless Recipe6
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The Perfect Cookieless 
Recipe
These are four outstanding examples of Bloomreach 
Engagement customers getting creative to use zero-party 
data, Facebook Conversions API, or homegrown methods 
to combat changes to third-party cookies and third-party 
tracking. 

While each solution is creative and unique, they all share 
one commonality: Bloomreach Engagement, our Customer 
Data and Experience Platform (CDXP), paved the way. The 
CDXP compliantly collects data and allows companies 
to deliver connected customer experiences with a single 
solution. It is the platform you need as changes to 
third-party tracking force companies across the globe 
to reevaluate the way they do business. 

Don’t wait any longer to learn more about what 
Bloomreach Engagement can do for your company. 
Schedule a personalized demo today to see why having 
Bloomreach as a partner is an essential piece of the puzzle 
for your business.

https://www.bloomreach.com/en/products/engagement
https://www.bloomreach.com/en/products/engagement
https://www.bloomreach.com/en/demo


Bloomreach is the leader in Commerce Experience™ 

— empowering brands to deliver customer journeys so 

personalized, they feel like magic. Bloomreach Experience, the 

digital experience platform built for commerce, includes three 

pillars: Discovery, offering AI-driven search and merchandising; 

Content, offering a headless CMS; and Engagement, offering 

a leading CDP and marketing automation solutions. 

 

Together, these pillars form the only platform that combines the 

power of unified customer and product data with the speed 

and scale of AI-optimization, enabling measurable digital 

commerce experiences that drive real results.

 

Bloomreach serves over 700 global brands including Albertsons, 

Bosch, Puma, FC Bayern München, and Marks & Spencer, and 

powers over $250 billion in commerce annually.

For more information, visit Bloomreach.com, follow 

us on Twitter @Bloomreach_tm and on LinkedIn.

GET STARTED

http://www.bloomreach.com/?utm_campaign=cookbook&utm_medium=ebook&utm_source=ebook
https://twitter.com/bloomreach_tm/?utm_campaign=cookbook&utm_medium=ebook&utm_source=ebook
https://www.linkedin.com/company/bloomreach/?utm_campaign=cookbook&utm_medium=ebook&utm_source=ebook
https://www.bloomreach.com/en/demo/?utm_campaign=digitalexperienceplatforms&utm_medium=ebook&utm_source=ebook



