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CASE STUDY

How Tourlane used their 
event-level data to build 
a single customer view

Tourlane used Snowplow BDP to centralize its data from multiple 
sources, ensure data quality and build a single customer view.
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Tourlane is travel startup and booking platform specializing in 
bespoke multi-day tours. Users answer a series of questions on the 
Tourlane website to specify their interests so that Tourlane’s in-
house destination experts can craft an individual travel experience 
for the user.

Background

1 https://www.accenture.com/se-en/insights/travel/hyper-relevance-in-travel

Company 

Tourlane is a Berlin-based travel startup that 
specializes in individual, human-to-human travel 
consulting to create tailor-made trips. 

Challenges 

• Embedding a tracking and data mindset within company

culture

• Managing data quantity: Track and bring together as much data

as possible from multiple sources, ensuring all necessary data

lives in a single-source-of-truth data warehouse

• Ensuring better data quality to gain a single costumer view and

improve the user experience

Solutions 

• Snowplow data collection pipeline to track all events to

centralize and understand the whole data flow

• Snowplow to get a 360º single customer view

• Snowplow to empower internal teams with a trustworthy single

source of truth and reinforce the move to a tracking and data

mentality across the company

Tourlane at glance

The Tourlane business model is completely personalized, with the website 
working as a conversion tool. Seamless for the user, it is a resource-intensive, 
multi-touchpoint journey that Tourlane needs to understand from end to end 
to create hyper-relevance1 for each customer.

“To be part of the Snowplow ecosystem and finally have our 
various sources of data centralized. For analytics, Snowplow 
made a lot of sense - it let us take tracking to a new level.” 
Kevin James Parks, Data Engineer, Tourlane

https://blog.dealroom.co/online-travel-a-deep-dive/
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Centralize collection of data: A single source 
of truth for a complete single customer view 

Bringing together data from every possible source 
into a single, centralized place includes the website 
as well as every interaction across the funnel in 
every channel, including many internal tools. The 
aim is to import all data, get a live view and 
historical data all in one place and be able to cleanly 
stitch everything together to plan supply and 
demand more accurately, improve marketing efforts 
and target spending around the specific products.

The challenge Drive and support a tracking and data culture 
across the company 

To drive a new way of thinking, Tourlane wanted to 
evolve from the simple GA-based, standard out-of-
the-box data scenario with an active A/B testing 
environment to a company-wide mentality of 
understanding the need to track and analyze 
everything - starting from the website, downstream 
into the very bottom of the funnel. The effort to 
introduce a data-first, tracking mindset was pushed 
from the bottom upwards to gain enough traction to 
get support from the top (C-level) down. 

Because Tourlane’s model crosses 
multiple channels, platforms  
and devices, for example in their 
extensive use of phone calls  
and emails between potential 
customers and their sales team, 
they wanted a way to bring 
together, own and make immediate 
use of the vast troves of data these 
different sources produce.

“With Snowplow we are focused on extracting and 
centralizing data from everywhere, ensuring data quality to 
be able to stitch everything we need together to get a 
complete picture. That has required developing a tracking 
and data mindset in the company from scratch.” 
Kevin James Parks, Data Engineer, Tourlane
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Tourlane reached a stage in the evolution of their analytics at which 
their legacy infrastructure became inadequate. At the top of the 
funnel, they had sessions, user page views, and conversions (leads) 
but were not able without access to their raw data to determine 
what a specific user’s booking value was later when a prospect 
actually booked. 

The data engineering challenge

“When assessing our needs, Snowplow was the 
closest we could get to building something ourselves. 
Its flexibility means everything runs in our AWS 
account, and we own the data so it’s transparent - our 
hands are never tied by not knowing what is going on. 
Other solutions were like black boxes, and that is not 
the direction we wanted to take. We wanted a solution 
to become a core part of our business.” 
Kevin James Parks, Data Engineer, Tourlane

They also have many internal APIs and a significant backend A/B testing 
scheme in place, meaning that they had a need to play within the code a lot. 
They needed a full data tracking pipeline that would support A/B testing  
and the UX team and its need for metrics. The free Google Analytics did not 
provide the necessary granularity of data or enough support for the kinds  
of tracking Tourlane needed.



CASE STUDY TOURLANE  | �5

Ability to track  
everything 

Tracking unlimited events 
and entities both on and 
offline across devices, and 
being able to stitch it 
together, helps provide a 
complete picture of the 
customer journey, sales 
funnel and supply and 
demand.

The solution: 
Snowplow 
BDP
Tourlane chose Snowplow BDP to help 
them to reach their most urgent goal 
of getting all their data into one single 
data warehouse - the top priorities 
being getting data from web, mobile, 
Salesforce booking data, leads, 
imported phone call/interaction data. 
From here, Snowplow will scale as 
Tourlane builds out the functionality 
they need step by step.

“In every Tourlane team there is a need to understand the customer journey. To get 
there, we need to understand the whole data flow, have it centralized and reported. 
We needed a high-quality, reliable single source of truth that every team at Tourlane 
could come to get and build what they need.” 
Kevin James Parks, Data Engineer, Tourlane

Consistent structure  
for different data 

Being able to join very 
different datasets, such as 
online and historic data with 
offline phone logs, helps 
construct previously 
impossible views to balance 
current and predict future 
supply and demand needs 
(both for product and 
internal resource 
management).

Flexibility  
to grow 

A future-proof solution that 
meets several requirements, 
Snowplow will grow with the 
business and its data 
demands, tracks everything, 
plays nicely with other tools, 
runs on the cloud platform  
of choice (AWS for Tourlane)  
- all with complete ownership
of their own data.

Snowplow key enablers:
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With Snowplow, Tourlane finally had a way to capture cross-device, online 
and offline (such as phone call interactions) data, including historical data, 
to centralize in one data warehouse.

Centralizing and stitching together 
online and offline data for a single 
customer view

“Snowplow has been helping us centralize 
our data and build the single customer view 
since day one. As we get closer to pinpointing 
precisely, for example, the booking value of a 
particular segment, and more complex data 
analysis, Snowplow will continue to be what 
we need.” 

Kevin James Parks, Data Engineer, Tourlane

Starting from a point of wanting to learn the current user journey to calculating conversion 
rates by session, the number of sessions by geolocation, and people’s destination of 
interest, Tourlane could begin to understand user behaviors and the business value of the 
destinations displayed, and interacted with, on their website. For example, they could 
begin to answer: if someone saw X destination on the website, how are they inclined to 
convert later? 

Tourlane’s case is more complex, however. Phone and email are key channels for customer 
satisfaction and conversion. The website provides information, but a lead is not generated 
just by signing up. Destination experts consult with prospective customers, and Tourlane’s 
demand planning relies not only on destination-specific demand for travel packages but 
also predicting the level of destination-specific experts needed. Analyzing data about the 
online and offline journey, Tourlane also gains insight into how to predictively manage 
their ad bidding and spending to balance that supply and demand challenge by day, 
month, season more accurately and sustainably. 

All of this is done to make the customer happy and create completely unique, bespoke 
trips at an individual level. Finding the ideal balance of supply and demand on the 
business side is also just another way to be able to respond as quickly, thoroughly and 
individually as possible to customer requests and demands.
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Building a 
company-wide 
data-tracking 
mindset with 
Snowplow

The importance and value of data is 
undeniable, and once it became 
clear that data would sit at the core 
of Tourlane’s business, the process 
of converting internal teams to think 
“data first” and organizing around 
this mindset began.  

The data team at Tourlane is growing, 
which will make the data-socializing 
process easier and will enable greater 
specialization, such as by creating data 
teams that are focused on specific areas, 
i.e. customer focused, website focused, 
SEO focused, UX focused, marketing 
focused, etc. 

“One of the biggest challenges of rolling out a 
tracking and data mentality across the company 
and teams is the “way-we’ve-always-done-things” 
or the “we-can-do-it-all-ourselves” thinking. Our 
developers, for example, are great, but they used to 
start out only thinking of their tools. But once we 
had sold in the data-tracking mindset, developers 
now think and ask about what we might need to 
track when they are planning to build something.” 
Kevin James Parks, Data Engineer, Tourlane
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As Tourlane integrates all the tools it intends to use as part of its 
data collection and analytics solution, they will evolve their tracking 
events and add more contextual elements to tracking in Snowplow.

The Tourlane - Snowplow future

“What will continue to help us differentiate 
ourselves and make us more successful in a 
crowded travel marketplace comes down to data: 
Understanding our revenue and margins, 
understanding revenue performance per market, 
per segment, per destination. These kinds of data 
inform our decisions on where our next market 
should be, what our next destination should be. 
Good data tells us how to balance supply and 
demand to keep growing and satisfy market needs.” 
Kevin James Parks, Data Engineer, Tourlane

In addition to building onto the functionality of Snowplow and their overall data 
infrastructure, they will implement a testing framework for the data warehouse 
and ETL extraction/transformation itself to get real-time insight into pipeline 
performance and ensure data quality. 

Much of the work Tourlane will be doing with data going forward will focus on 
data quality. With the use of many internal APIs in four big areas - data, 
customer, agent and supplier - Tourlane’s data team wants to make sure that 
the data coming from the various abstracts matches up. For example, if looking 
at the total booking value for one month, all the data used in reporting from 
different sources has to match up. This is an ongoing process to make sure, 
as Tourlane phrased it, “our APIs are bulletproof, that we have two-layer data 
quality”. One near-term future aim is to reach a point where the organization 
can rely on and trust that automated test data between sources is accurate. 
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If you would like to learn more about how 

Snowplow can help grow your business, request 

a demo.

https://snowplowanalytics.com/?utm_source=case-study&utm_medium=pdf&utm_campaign=tourlane&utm_content=text-link
https://snowplowanalytics.com/request-demo/?utm_source=case-study&utm_medium=pdf&utm_campaign=tourlane&utm_content=text-link
https://snowplowanalytics.com/request-demo/?utm_source=case-study&utm_medium=pdf&utm_campaign=tourlane&utm_content=text-link

