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As more online brands look for ways to move beyond third-party cookies as a way of gaining more 

direct insights about their users and customers, a startup that has developed a platform to help 

them has raised a big round of funding. Bluecore, a marketing technology firm that uses data gained 

from direct marketing like email, social media, site activity and combines that with machine learning 

to make better predictions about who might want to buy what among its customers, is today 

announcing that it has raised $50 million. 

The funding will be used to build the next generation of the Bluecore platform, expected later this 

year, which will tap into aggregated engagement data (but not actual browsing individuals) from 

“hundreds” of brands, which customers can combine with their own first-party data — based on 

consent-based, first-party customer IDs — to develop better targeting insights. 

“There are a lot of systems that focus on customer data and transactional data but no system that 

focuses on the product and product catalogue, which we think is the key asset,” said Fayez 



Mohamood, the co-founder and CEO, in an interview. He says that the company manages over 200 

million products and SKUs, second only to Amazon’s and bigger than Walmart’s, that companies can 

matches with consumer identities (from email and other direct channels). “We can deliver insights 

on what customers might want even if they have never engaged with a particular product.” 

 

The Series D is being led by Georgian Partners, with FirstMark and Norwest also participating. All 

three are existing investors in the company and I’ve confirmed with Mohamood that it’s a significant 

valuation jump on its previous valuation of $148 million (based on its $35 million Series C in 2017, 

per PitchBook), but is still under $500 million. The company has raised $110 million to date. 

The funding comes at a key moment in the world of martech. The New York Times hit the news last 

week because of a move it has made to shift its data sourcing activity from third-party to first-party 

data for ads and other money-making activities on its properties. That is, it’s tapping its own 

channels to source information rather than relying on the Googles, Facebooks, and the many third-

party data aggregators, of this world to provide the information. 

That story was interesting because it taps into what seems to be a trend at the moment, where 

businesses are shifting to first-party data to reduce their reliance on data that may be harder to 

trace (and thus potentially falls afoul of a lot of privacy and data protection measures), and in part 

just to strengthen their own businesses. 

Just as the NYT is building this concept out in the media world, there has been a lot of activity in this 

area of marketing specifically in the world of e-commerce, which is the sector that Bluecore focuses 

on. 

It’s a timely place to be: e-commerce has been on everyone’s minds of late because of the 

pandemic, and there has been a surge of activity on sites as consumers turn to the web to buy what 

they might have previously shopped for in person. 

But Bluecore was actually already on a roll before the pandemic hit. The funding comes on the heels 

of significant growth for the company, and Bluecore believes that its platform and how its used 

influences some 10% of all non-Amazon Gross Merchandise Value (GMV) in the U.S. Given how 

fragmented the e-commerce landscape is (once you remove Amazon from the equation, of course) 

that is a significant percentage. Its 400 customers today include high-profile names like Sephora, 

CVS, Teleflora and Tommy Hilfiger. 

Given the huge shift to shopping online that we’ve seen take hold of the world, it’s no surprise that 

this has had a big effect on business for companies like Bluecore, which helps retailers but also 

brands make better sense of what’s going on when they can no longer see customers, track footfall, 

and sell to them as humans. 

“We have had a lot of conversations with existing customers, yes, but what we’re also seeing are 

new ones, some some non traditional brands that have only sold in stores,” he said. “My LinkedIn 

has never seen so much inbound messaging from brand names that have previously been stuck 

inside stores, now just starting to think of how to approach DTC.” 

It’s not just brands of course, but retailers having to quickly rethink priorities. 

“A retail executive of a huge department store told me they’ve spent more money on lighting 

fixtures than on their technology budget. It really tells you something. That hit it home for me.” 



And, it seems, hit it home for investors, too. 

“Bluecore is uniquely equipped to deliver the advanced artificial intelligence capabilities that 

retailers need to navigate rapidly changing market conditions,” said Tyson Baber, Partner, Georgian 

Partners, in a statement. “We are delighted to be deepening our partnership with Bluecore with this 

funding round, as well as continuing our long-standing research and development partnership. Their 

work is helping brands get actionable intelligence from one of the richest sets of retail industry data 

in the world.” 


