
1© 2022, Amazon Web Services, Inc. or its affiliates. All rights reserved.

Executive Summary

Tapestry Personalizes Omnichannel 
Customer Experiences with Amperity 
and AWS

Tapestry, a global house of luxury and lifestyle brands, including Coach, Kate Spade, 
and Stuart Weitzman, faced a customer data dilemma. They didn’t lack consumer 
interest or purchases. However, there were challenges with collecting customer data in 
a useful form and having data scattered across different silos. Tapestry also needed 
effective identity resolution to answer its growing demand for personalization from its 
customers, so it could properly target promotions to specific customer segments. 

Here’s where Amperity, powered by Amazon Web Services (AWS) came in. Amperity, a 
leading enterprise Customer Data Platform (CDP) used by brands worldwide, enabled 
Tapestry to take control of its customer data to systematically improve customer 
relationships, deliver better personalization and foster brand loyalty.

Tapestry is a leading global 
house of brands, including 
Coach, Kate Spade New York, 
and Stuart Weitzman. With 
world-class capabilities, 
Tapestry delivers boldly on its 
corporate responsibility goals 
and leverages its strengths, 
from financial power to 
digital expertise.

Industry: Luxury goods
Country: Global
Website: www.tapestry.com

About Tapestry

The challenge: Locating and identifying each customer
In March 2020, Tapestry launched its transformation office, or TMO, to drive change 
across Tapestry and its brands leveraging data and new ways of working to drive 
growth. First, they had to consolidate their historical customer data which was scattered 
across its companies in multiple sources – point-of-sale (POS), ecommerce, email 
interactions, loyalty data, mobile app engagement, and more. Tapestry also needed to 
build integration plans for their current data feeds which were produced every day 
when customers interacted with their brands. 

Along with the disparate data silos, there were inconsistencies in individual customer 
data. Tapestry consistently found that customers identified themselves differently in 
different places (using a full name in one place and a nickname in another). Customers 
sometimes entered a typo when updating their information. Tapestry’s frequent 
customers were more likely to have inconsistent and inaccurate Personal Identifiable 
Information (PII), because they interacted with the brands more often, opening the door 
to potentially messier data. And, as people moved through life, they had different 
emails, changed phone numbers, relocated to new places, or even changed their names. 

To achieve a single customer view, Tapestry would have to build, maintain, and monitor 
data pipes into and out of a centralized system to bring information together from 
disparate systems. Plus, most systems – like ecommerce, loyalty, mobile, and point-of-
sale – weren’t designed to integrate with each other. 

https://www.tapestry.com/
https://www.coach.com/
https://www.katespade.com/
https://www.stuartweitzman.com/
https://amperity.com/
https://aws.amazon.com/
https://www.tapestry.com/
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Tapestry called upon Amperity to enable it to identify the same customer within and across all of the company’s data sources that 
contained customer information. Working with Amperity’s Customer Data Platform, which is powered by Amazon Elastic Cloud 
Compute (Amazon EC2), Amazon Simple Storage Service (Amazon S3) and Amazon Kinesis, the company created a first-party data 
foundation. This ultimately enabled Tapestry to deliver fully integrated, innovative customer experiences, and drive deeper 
engagement among high-value customers.

Enter Amperity with its customer identity solution software 

They did not share the same identifiers, so it was difficult for Tapestry to align customers consistently. Tapestry needed a way to 
gain a single view of their customers that included all of their necessary information: who they are, what they purchase, and the 
ways they interacted with Tapestry’s different businesses.

One area of immediate improvement was the automation of data files required for various vendors, especially automated email 
providers. The legacy tool used for this was highly manual. The adoption of Amperity allowed automation and end-to-end delivery 
of files, saving hours of effort each week, which was time reinvested in other growth-driving opportunities. 

Eliminating hours of manual effort with email automation

Amperity’s proprietary machine-learning (ML) algorithms matches 
records, which improves match rates and accuracy over time, even 
when unique identifiers are incomplete, inconsistent, or unavailable, 
while probabilistic data linking allowed human-like logic to catch 
inconsistencies that more rigid matching schemas couldn’t process. 
This created an accurate and up-to-date 360-degree view of the 
customer that would enable Tapestry to deliver omnichannel 
experiences. It also democratized access to data for marketers and 
analysts. Amperity enables dashboards that highlight core KPIs and 
statistics, such as the split of new customers and their product 
lifetime value, repeat, and win-back purchasing behavior, plus many 
other dimensions to splice the data by channel, retail outlet, and 
other variables.

Spinning up accurate and up-to-date 
360-degree views of the customer

By having a clear identity for each customer, Tapestry was able to 
generate insights on each and every customer. This, in turn, enabled 
the company to activate strong cross-channel strategies that 
dramatically improved its customer communications and 
engagement. Messages can now be properly personalized, meaning 
no more repetitive or inconsistent communication. Uncovering these 
business-critical insights about customers is driving value across the 
Tapestry organization. Now, Tapestry can speak to its customers at 
an individual level, boosting customer loyalty and increasing lifetime 
value. 

“With an accurate customer data foundation, all departments within 
each brand owned by Tapestry have the same access to customer 
information in real-time, ensuring the customer has a seamless 
journey across every brand touchpoint,” says Gary Cassidy, CRM 
Director/Europe, Tapestry. 

Personalizing customer communications

“Tapestry has a 
tremendous amount of 
data being analyzed, 
ingested and sent out on 
a daily basis. With the 
implementation of 
Amperity, it helped 
simplify the complexity 
of that data architecture 
and allow the Tapestry 
team to focus on more 
strategic and growth-
driving opportunities 
rather than tactical day-
today requirements.” 

Ana Ginsberg

Director of product marketing, Amperity.

https://aws.amazon.com/pm/ec2/?trk=36c6da98-7b20-48fa-8225-4784bced9843&sc_channel=ps&sc_campaign=acquisition&sc_medium=ACQ-P%7CPS-GO%7CBrand%7CDesktop%7CSU%7CCompute%7CEC2%7CUS%7CEN%7CText&s_kwcid=AL!4422!3!488982705492!e!!g!!amazon%20aws%20ec2&ef_id=EAIaIQobChMIuefCuff69wIVl4nICh0zRwHrEAAYASAAEgKURPD_BwE:G:s&s_kwcid=AL!4422!3!488982705492!e!!g!!amazon%20aws%20ec2
https://aws.amazon.com/pm/serv-s3/?trk=fecf68c9-3874-4ae2-a7ed-72b6d19c8034&sc_channel=ps&sc_campaign=acquisition&sc_medium=ACQ-P%7CPS-GO%7CBrand%7CDesktop%7CSU%7CStorage%7CS3%7CUS%7CEN%7CText&s_kwcid=AL!4422!3!536452728638!e!!g!!amazons3&ef_id=EAIaIQobChMIlN6d3Pf69wIVzObjBx0bAwZCEAAYASAAEgIA6_D_BwE:G:s&s_kwcid=AL!4422!3!536452728638!e!!g!!amazons3
https://aws.amazon.com/kinesis/
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Amperity is an enterprise customer data platform built for customer-centric brands, 
with a suite of products that addresses the full spectrum of customer data challenges, 
from identity resolution to assembling and accessing the elusive customer 360 to 
uncovering and activating customer intelligence that matters.

Website: www.amperity.com

About Amperity

Relying on Amperity, Tapestry can also create highly personalized 
and streamlined campaigns for specific customer segments, cutting 
down on redundancies. The company is also able to measure and 
optimize campaigns and initiatives across channels. 

Tapestry’s first-party data strategy enables the company to drive 
omni-channel consumer personalization, segmentation, and 
analytics, which gives it invaluable insights. Amperity powered by the 
AWS Cloud and using Amazon S3, Amazon EC2, and Amazon Kinesis 
makes this possible.

“We have been using Amperity to review the common traits amongst 
our new customers, focusing on repeating purchasers and splicing 
further to understand correlations between categories and channels 
shopped. Then by reviewing the marketing channels’ influence on 
the acquisition, we are able to predict the lifetime value of each 
customer acquired,” said Cassidy. 

Continuously improving segmentation 
and targeting

“With an accurate 
customer data 
foundation, all 
departments within each 
brand owned by Tapestry 
have the same access to 
customer information in 
real-time, ensuring the 
customer has a seamless 
journey across every 
brand touchpoint.”

Gary Cassidy
CRM Director/Europe, Tapestry
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