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The UK’s banks and financial services 
organisations are going to great lengths 
to put customers at the centre of 
everything they do in their mission 
to build loyalty, trust and advocacy.

It’s a Herculean task. Typically, they have millions of 
customers split across multiple brands and sub-brands, 
creating billions of transactions every month. The apps and 
devices they deploy for customers create such towering 
mountains of data that making sense of it in a way that 
enables them to speak to people as individuals, at the right 
time, through the right channels and with the right messages, 
is becoming increasingly complex.

As a result, targets such as those for communication 
response rates and product applications are rarely met. 
Customers frequently fail to complete journeys, meaning 
their experience is disconnected; transactional goals fail, 
and conversions suffer as a consequence. This can cost 
millions of pounds in lost potential revenue, and challenges 
the trust and advocacy of customers that companies are 
trying to win. 

To prevent this, companies need to align their employees 
around service and purchase journeys by serving tailored 
offers, communications and experiences at the right time, on 
an individual level and at scale. 
 
In order to create an individual experience that is unique to 
every customer, they need to understand exactly where each 
person is in their journey – at any given point in time, across 
the myriad platforms and devices that we, as consumers, 
now all use – and potentially across multiple concurrent 
journeys too. 

It’s not straightforward. Different subsidiaries of any 
banking group will likely have varying needs and objectives. 
One could be looking to increase positive brand experiences, 
another could be looking to increase e-prompt applications 
and a third could be concerned with increasing the 
application volumes of key products.

Siloed ways of working exist between departments such as 
Data & Analytics and Marketing as well as within departments 
themselves: Marketing may treat channels as very separate 
entities, so that email operates separately from telephony. 
This creates many issues, not least of which is that the end-
customer experience is disjointed, as well as wildly differing, 
and sometimes contradictory, objectives are set across 
the business.

The only way to tackle such a huge task is to understand 
all the complex, disconnected and varying types of data a 
company holds, and to use this data to communicate with 
customers on an individual basis on any media channel they 
happen to be using.

This removes those disjointed journeys and creates a vision 
that is harmonious throughout the organisation.

Achieving an Individual Experience for Every Customer
In order to achieve this goal of creating unique experiences 
for every customer, banks need to bring their complex 
and disconnected data into a single decision hub, which 
empowers them to act on the intelligence contained therein. 

At Merkle we deploy decisioning technology to automate 
and personalise marketing at scale and personally target 
individual customers. 

Firstly, the data has to be connected, harnessed and 
directed, then automated decisioning needs to take 
place – including prioritisation, targeting and content 
– at an incredible volume to achieve true personalisation. 

This will likely impact almost every part of the organisation, 
and the extensive media channels it uses to reach its 
personal banking customers. All channels will need to be 
joined up in order to make the best offers to individuals, 
where previously they will probably have operated 
virtually separately.

The journey for a bank is not simply a technical exercise. 
In order to rapidly achieve the results it aims to deliver, 
it should involve business strategy and analysis in tandem. 
In building a single decisioning hub, the bank’s existing 
infrastructure and resource will need to be harnessed: a large 
and complex task, requiring an evolving and highly pragmatic 
plan. 

Merkle works with technology partners to create marketing 
solutions using world-class decisioning technology that 
connects the information generated by all customers 
across all media channels, so as to deliver automated 
recommendations in real time of when to contact each 
customer, on the right channel for that individual.

Solution: The Customer Engagement Platform
We refer to the entire solution as the “Customer Engagement 
Platform”, or CEP. We develop new strategies and operating 
models based on a next-best-action, decisioning-fuelled CEP. 
This manages and deploys the rules around each 
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communication (‘decisioning logic’), drawing on bank-wide 
data sources as appropriate, to prioritise messaging at an 
individual level for each customer.

Training modules for the bank staff are also produced to 
help the business understand and make best use of the 
new system. Our aim is ultimately to upskill the business 
concerned to allow them to manage every aspect of their 
new CEP in-house, without the need for external consultants. 
Our experience shows that this can be achieved in a 
relatively short amount of time, such is the usability and 
adaptability of the technology upon which our 
CEP is founded.

Working at its optimum, our decisioning platform will be in a 
perpetual state of evolution. Monitoring customers’ financial 
status, behaviours, interactions, preferences and sentiment 
in order to make informed decisions about how the bank can 
make the most appropriate offers at any point in any journey 
any individual customer is on. 

Harnessing big data and designed to learn from successes, 
the CEP therefore gives the bank the ability to track 
individual interactions across different screens and devices, 
whether logged in or not, in-person or remote, through a 
virtuous circle, which learns and improves with every single 
interaction – as more information is amassed about how each 
customer is most likely to behave in any given circumstance.

This means we can draw upon each individual’s past 
behaviours and also make use of automated predictive 
modelling to see what similar customers had preferred 
previously in order to always be able to serve a  
next-best-action to each customer or even prospect. 
This helps maintain engagement while simultaneously 
being as helpful as we can to every individual.

 

With the platform-served information, we are able to decide 
what to deliver to an individual customer or prospect and 
when. This includes frequency of communication, selection 
of promotions and offers, communication platform and

investment in – or selections of – paid media channels, 
all in real-time. The output is a genuinely unique experience 
for every prospect and customer.
 
For example, by using decisioning to provide data-
determined triggers for paid media, even external digital 
publishers can display the most relevant sales or cross-sell 
messaging. To optimise every user journey, these will then 
suggest the ‘best’ response type based on a complex host 
of variables. Merkle’s ability to integrate a third-party DMP 
with the Customer Decision Hub thus delivers omni-channel 
customer journeys which are unbroken across paid and 
owned media.

Because we can connect the decisioning platform into paid 
media platforms, we are able to solve the challenges banks 
face in customers getting less relevant digital and paid 
media offers because their owned channel behaviour and 
interactions were being ignored.

Thanks to world-class decisioning technology, which is 
well-coupled with external platforms such as EDMs, for 
customers the experience becomes richer, more sensitive 
and significantly more responsive. And the transformation for 
the bank itself goes hand-in-hand with this: with better access 
to real-time or near-real-time results across the business as a 
whole, the CEP is responsible for a great democratisation of 
information, enabling truly precise and agile fine-tuning 
of communications on a day-to-day basis. 

Ordinarily in achieving such a sweeping transformation a 
business would be justified in metaphorically bracing itself for 
all sorts of pain in the implementation stages – but to provide 
just one example of the ease of the transformation that 
Merkle is able to facilitate, incredibly, one single switchover 
has been proven to be capable of seamlessly transitioning 
hundreds of branches and call centres, revolutionising both 
the bank’s internal capabilities and the experience their 
customers are each receiving.  

The CEP’s vital role in helping a bank’s 
customers to feel that they are receiving 
tailored communications that are meant for 
them is indubitable – increasing customers’ 
trust in their financial provider, and thus 
their likelihood of future advocacy.

This being said, to optimise progress, successes and failures 
need be shared, so successful implementations as described 
above are heavily reliant on close collaboration. As a result, 
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we create highly collaborative agency/client working teams, 
so that we can engage with senior stakeholders and achieve 
maximum progress in the minimum possible timescale.

Positive Outcomes for Client and Customer
In helping put customers at the centre of everything a bank 
does, the Customer Engagement Platform has proven to 
deliver as much as six-fold uplifts in response rates and 
an incredible double-digit percentage increase in account 
retention – equal to retained funds in the millions of pounds.

In addition, our programmes can achieve a range of positive 
outcomes for our clients’ business. Our inbuilt predictive 
analysis can identify millions of customers to whom a bank 
could lend at a lower rate than it previously has, enabling 
them to harness the CEP’s decisioning capabilities and 
proactively contact these customers to see how they 
can help.  

Tens of thousands of conversations later, our clients are 
saving hundreds of pounds each year, with NPS and other 
advocacy measures sky rocketing and cross-sell/up-sell 
opportunities vastly increasing, offsetting any incurred 
reduction in product income for the bank. 

Our conjoined working team approach unites the [often 
previously independent] Marketing and IT functions, 
which has a significant impact on technology implementation 
– and in subsequent activities.

In the call centre, decisioning-fuelled prompts hugely increase 
the rate of positive experiences: ‘Positive’ conversations 
have been known to rise by double-digits in just six months. 
Not only that, the number of associated call centre questions 
can be halved, resulting in significant resource savings. 

Decisioning-led in-branch conversations can directly lead 
to a bank surpassing brand ‘likeability’ targets by a fifth, 
by reducing the number of prompts and ‘irrelevant’ offers. 

We’ve achieved higher volumes of applications, even when 
online sign-up targets initially seem ambitious and in mobile, 

fewer prompts have proven to deliver an eightfold increase 
in applications – with a threefold increase in the number of 
successful applications.

Other franchises within a bank can also benefit. The CEP 
is now being adapted for some of our clients for commercial 
and business banking, helping relationship managers 
better engage with their clients at scale and with far 
greater efficiency of resource utilisation than had 
hitherto been possible.

With their ability to forge stronger, deeper, more personal 
connections across all customers, Customer Engagement 
Programmes are set to continue well into the future – 
expanding beyond retail banking into Commercial, Private 
and Business – helping banks to increase customer trust, 
support and advocacy throughout the coming years 
and beyond.
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