PURPOSE

Algning Sales And Marketing

An Interview with Denise Persson, Chief Marketing Officer, Snowflake

Denise Persson
has 20 years of technology market-
ing experience at high-growth com-
panies. Prior to joining Snowflake,
she served as CMO for Apigee, an APl
platform company that went pub-
lic in 2015 and Google acquired in
2016. She began her career at col-
laboration software company Gene-
sys, where she built and led a global
marketing organization. Persson
also belped lead Genesys through
its expansion to become a success-

Denise Persson

me to the world of campaigns and
communications, which fascinated
me. After earning my business degree,
I joined Genesys in 1996 when it was
still a startup — long before startups
were the coveted career path in Swe-
den. That decision shaped my trajec-
tory. I spent 12 years there, moving
from Sweden to France and eventu-
ally the U.S., ultimately becoming EVP
of Marketing. From there I served as
CMO at ON24 and Apigee before join-
ing Snowflake in 2016, when the com-

Sul IPO and acquired company. She
holds a BA in Business Administration and Eco-
nomics from Stockbolm University, and holds an
MBA from Georgetown University.

COMPANY BRIEF Snowflake (snowflake.com)
is the platform for the Al erva, making it easy
Jor enterprises to innovate faster and get more
value from data. More than 11,000 companies
around the globe, including hundreds of the
world’s largest, use Snowflake’s AI Data Cloud
to build, use and share data, applications, and
Al With Snowflake, data and Al are transfor-
mative for everyone.

Would you discuss your career journey?

I grew up in Sweden, and while business
wasn'’t really part of our dinner table conversa-
tions, my sister exposed me to marketing early
on. She worked in advertising and introduced

pany had about 100 people and $3
million in revenue.

How do you describe Snowflake’s cul-
ture and values?

Culture has always been central to Snow-
flake’s success. Early on, we realized we needed
to codify our values to preserve the camarade-
rie and mutual respect we had built while giv-
ing us a framework to scale. Today, our eight
values reflect both the unspoken culture from
the early years and the discipline we need to
execute at scale. The first and most important is
“Put Customers First” — which permeates every-
thing from engineering to sales to finance. We
also emphasize integrity, accountability, and
teamwork. A strong culture isn’t just words on a
wall; it becomes the North Star that guides hir-
ing, behavior, and decision-making.

‘What have been the keys to Snowflake’s
industry leadership?

Several things stand out. First, the clarity
of our mission: empower every enterprise to
achieve its full potential with data and AI. Sec-
ond, our alignment between sales and market-
ing. There’s often friction between those two
functions, but at Snowflake we worked hard
to build trust and absolute alignment, which
became a competitive advantage. Finally, dis-
cipline in execution — whether it’s in how we
scale globally, build our ecosystem of partners,
or define our values — has kept us focused while
competitors chase distractions.

What do you see as the role that mar-
keting plays in driving growth and scaling
revenue?

At Snowflake, marketing serves sales. It's
the first thing I told Chris (Degnan, Chief Reve-
nue Officer) during our initial interview. Our job
is to generate demand, build the pipeline, and
equip sales to close deals. That means every-
thing from creating awareness and thought
leadership, to running targeted campaigns, to
delivering qualified leads that sales can convert.
It also means listening to customers, amplify-
ing their voices, and building credibility in the
market. Marketing has to move beyond vanity
metrics and hold itself accountable to revenue
impact. That's how we scale.

In your book, Make It Snow, you write
that it took around six months to build trust
between sales and marketing. What did that
trust building phase entail and what were
the defining moments?

“Early on, we realized we needed to codify our values to preserve the
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When T arrived, sales had been running
its own demand generation, so there was nat-
ural skepticism about marketing. Trust wasn’t
automatic; it had to be earned. For us, that
meant delivering. As high-quality leads kept
flowing in and the pipeline grew stronger,
the sales team saw the value we brought.
Over time, we developed implicit trust because
results spoke louder than promises. That align-
ment became one of our greatest strengths
and fueled our growth.

What interested you in writing the
book, and what are the key messages you
wanted to convey in the book?

Chris and I had one of the longest running
partnerships between a CMO and CRO in enter-
prise software. Together we scaled Snowflake
from $3 million to $3 billion in revenue. We felt
there was no book that explained why sales and
marketing must be in perfect alignment, how
to achieve that, and what it unlocks for a com-
pany. We wanted to share not just strategies, but
the reality of building trust, scaling culture, and
aligning functions in a way that others could
learn from. So we hope Make It Snow is help-
ful for start-ups or founders who were once
in our scrappy position on how to build, inno-
vate, and scale the relationship between mar-
keting and sales.

How is AI impacting the marketing
function?

First and foremost, you can’t have an Al
strategy without a data strategy. Great Al starts
with great data. It’s the mandatory first step; you
can’t bypass it. Once you have your data strat-
egy in place, your entire organization can move
with confidence. And ultimately, that's how you
scale Al from a set of pilots to a true enterprise
capability.

For marketers specifically, the speed
and accessibility of AI is truly transfor-
mative, especially when it comes to democ-
ratization. For years, marketers understood
the power of data, but we were often depen-
dent on analysts or technical teams to access
and analyze. Today, using natural lan-
guage as an interface to your data is a com-
plete game-changer. It puts the power of Al

intelligence directly into
the hands of the busi-
ness user. Now, anyone
can “talk” to their data
and get answers in sec-
onds, which is acceler-
ating both insight and
impact. It’s safe to say
that the dashboard is
dying; we’re now hav-
ing a strategic conversa-
tion with our data agent,
who is accessible 24/7.

What do you feel
are the keys to effective
leadership, and how
do you approach your
management style?

Effective leadership
is about clarity, account-
ability, and trust. I believe
in hiring great people,
setting high expectations,
and then giving them
ownership. T don’t tol-
erate half-baked strate-
gies, but I also make sure
my team knows I'll sup-
port them fully when they
execute with purpose.
Leadership also requires
empathy — especially in
marketing, where you
must deeply understand
both customers and sales.
My style is upfront, deci-
sive, and impact-oriented,
but always grounded in
values.

What advice do
you offer to young
people beginning their
careers?

Take risks early. Joining a startup right out
of college was the best decision I ever made,
even though it wasn’t the safe choice at the
time. Surround yourself with people you can
learn from, and seek out mentors. Work hard,

MAKE
1)

SNOW

FROM ZERO TO BILLIONS:

WILEY

stay curious, and don’t be afraid of setbacks —
they’re part of the journey. Most importantly,
focus on impact. Whatever role you're in, ask
yourself: how am I moving the business for-
ward? That mindset will set you apart. @

“Together we scaled Snowflake from $3 million to $3 billion in revenue. We
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