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Steven Biehl
Managing Director DACH @ Avaus
Munich Germany, 1 daughter 1 dog
12 years in Sweden, 2nd home in Brasil
Digital Transformation, American Football
Crossfit

Avaus
Scandinavian Transformation Agency
Data Driven Marketing and Sales
Offices in Finland, Sweden, Germany
~80 employees
Strategy, Data, Analytics, AI, MarTech

MEET YOUR SPEAKERS
ON BEHALF OF THE VIKING LINE CASE

Leonie van der Sleen
Solutions Engineer @ Hightouch
Dutch with German/Austrian partner
Ex-Snowflake, 2nd person for Hightouch in EU
MarTech, Cycling on road bike, Classical singing

Hightouch
Composable Customer Data Platform
Making the data warehouse a revenue driver
San Francisco based, offices in London & Paris
~180 employees



5 million passengers

130 000 cargo units

Turnover ~M€ 500

60 years of business

+ 2000 employees

SWE, FIN & EST



Offering longer Cruises 

Offering 6 direct routes

Hotel & restaurant packages

Tax free is significant share of revenue

Cruises are of higher value



Viking Line:

Focus on three areas to drive growth

Drive repeat bookingsNew customer acquisition Driving repeat bookings

- best customer profile
- conversions

- when do they buy?
- what do they buy?
- what is the best channel?

- favorite categories     
- booking data



Collecting a lot of 
customer data, 
however…

Challenges

● All data was only on prem

● Marketing teams had no way to 
easily use this data for campaigns

● Lack of measurability for marketing 
return on investment

● Lack of scalable tech stack and data 
infrastructure to meet future needs

● Lack of data competence and data 
driven way of working

add



The journey:
From fractionated data
in silos to 120+ value 
generating automations



Financial targets and roadmap

Investment plan

Use case portfolio and target 
automation level

Starting point: 

Vision and plan for 
data-driven success 
defined

● Stakeholder alignment and 
management buy-in

● Detailed plan and investment case 
with go / no-go decision

● Joint targets and incentivisation 
model agreed

2 31Year of 
collaboration



Accelerated by Avaus technical data components for profile stitching, 
omnichannel consent management, reporting and event data logging 

First year

Build foundational 
capabilities and 
generate the first 
business results

● Composable CDP with GCP Data 
Warehouse and Hightouch 
activation

● First 30 use cases automated

● Operating model tailored for Viking 
Line organization

● Very competitive cost structure 
compared to other CDPs

Unified customer 
profile

2 31Year of 
collaboration



Customer 
demographics

Purchase 
behaviour

Engagement 
history

Product 
preferences

Customer 
lifecycle stage

Web behaviour
App behavior

Email behavior 

Destination
Onboard receipt data 
(e.g. luxury, food, tax-

free)
Entertainment

RFM
Families

Generations (e.g. 
Millenial, Gen-Z)

Customer Profile
Initial customer data points that became accessible and actionable 

Attribute 
category

Available data-
driven 

attributes

Location
Age

Gender
Street Address

Postal code

Trip type
Travel frequency

Travel recency
Pre-bookables

Profile 
Component 
Identifier

VLC ID

Customer ID

Booking #

CustomerNr

Interaction 
History

Profile 
Component

Profile 
Component

Customer
Profile (BQ)

Vertex AI/
PC



Best practice:
Avaus definition of architecture and key technologies for a data driven 
marketing tech stack

1st party

Data Algo Action

Data 
management 

platform

Profile manager 

Identity resolution 
engine 

Consent 
manager  

2nd party

Web

ERP

CRM

Mobile apps

DW / DL

Partners

Social

Search

Data connector

3rd party

Real time action layer

Channel connector

Offer engine

Content Hub / DAM

Email

Web

CRM

Chatbots

Social

Search

Display

DSP

Ad server

Adtech

PIMContent

Bid management

Owned

Paid

Audience Control groups

KPI Library

Metrics layer

Reports

Insights (gen AI)

Interaction 
history log 

Segmentation 
manager

ML Framework

Feature store

genAI platform

Real-time prediction 
engine  

Audiences
Offers

Channels
Content types

Messaging
Timing

Frequency
Location

Analytics platform

ACTIVATIONDATA 
INGESTION

ORCHESTRATION MEASUREMENT 
& REPORTING

Dynamic 
customer 

profiles

DATA 
MANAGEMENT

ANALYTICS & 
DECISIONING



1st party

Data Algo Action

Data 
management 

platform

Profile manager 

Identity resolution 
engine 

Consent 
manager  

2nd party

Web

ERP

CRM

Mobile apps

DW / DL

Partners

Social

Search

Data connector

3rd party

Real time action layer

Channel connector

Offer engine

Content Hub / DAM

Email

Web

CRM

Mobile apps

SMS

Chatbots

Social

Search

Display

DSP

Ad server

Adtech

PIMContent

Bid management

Owned

Paid

Audience Control groups

KPI Library

Metrics layer

Reports

Insights (gen AI)

Interaction 
history log 

Segmentation 
manager

ML Framework

Feature store

genAI platform

Real-time prediction 
engine  

Audiences
Offers

Channels
Content types

Messaging
Timing

Frequency
Location

Analytics platform

ACTIVATIONDATA 
INGESTION

ORCHESTRATION MEASUREMENT 
& REPORTING

Dynamic 
customer 

profiles

DATA 
MANAGEMENT

ANALYTICS & 
DECISIONING

Viking Line:
High level architecture for data-driven marketing and sales with activation 
of first party data in five channels



Second year

Getting to scale -
120+ automations in 
production

● Advanced RFM model

● Customer acquisition 

● Pre-boarding

● Onboard sales

● Offer redemption

Use case and automation overview

120 automations
across 5 own and 

paid channels

Systematic process
for effectively scaling 

automation level

“Avaus’ experts and structured approach creates guidance for us, 
going from manual to highly automated ways of working” 

Tom Lindberg
Chief Digital Officer 

Viking Line
321Year of 

collaboration



Cruise trip

Use case example

Driving frequency with predicted likelihood of travel

Summer cruises starting from -

40% off! Take advantage of 

early bird benefits before 12.6.

Book here:

www.vikingline.fi/kesaennakko

Stop receiving messages? 

Send VLSTOP to 18333.

L

M L

Spring low season Summer high season

Fall low season Winter high season

H

Route trip

L

H

PREDICT WHEN
the customer most likely to travel?

PREDICT WHAT
type of trip is most likely next?

LMH High predicted 
likelihood

Medium predicted 
likelihood

Low predicted 
likelihood



LMH High predicted 
likelihood

Medium predicted 
likelihood

Low predicted 
likelihood

…

PREDICT WHICH
tax-free products the customer 
is most likely to be interested in?

Fashion

Cosmetics

Use case example

Driving onboard spend with predictive tax-free personalization

Galna priser i taxfreen! Upp till 

25% billigare än i land, kryddat 

med en massa superdeals. Ta 

en titt redan nu:

www.vikingline.se/ombord/taxfr

ee-shopping/grace-glory

Avreg? Skicka VLSTOP till 

numret 71550.

Fragrances

Wines

Fragrance A

Fragrance B

Fragrance C

Fragrance D

…

H

M

L

L

http://www.vikingline.se/ombord/taxfree-shopping/grace-glory
http://www.vikingline.se/ombord/taxfree-shopping/grace-glory


Results after the second year

Significant revenue 
uplift created buy-in 
and excitement

● 20-50% lower CPA*  

● 8% lower CPA for entire Meta spend

● 5.5% higher average spend on tax-free 
for targeted customers

● ~18 months payback time for initiative

*for segments using first-party 
data compared to previous 
segmentations. 

321Year of 
collaboration



What’s Next

Allowing marketers to 
create audiences 
without code using 
Hightouch

1 32Year of 
collaboration

“When starting the project, I could never have imagined 
how advanced we would be two years down the road” 

Niklas Andersson
Digital & CRM Manager

Viking Line



Q&A 
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