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Welcome

In June 2019, Merkle held our 16th annual Executive Summit. More than 300 

visionary marketers from across industries gathered to engage in three days 

of learning, networking, and idea sharing, with the common purpose of taking 

the concept of people-based marketing from an idea to a reality.

Merkle experts provided a deep dive into the marketing imperatives for 

making this transformation, and some of the best consumer and B-to-B 

brands in the world were on hand to share their innovative approaches and 

inspirational success stories.

The following pages provide brief highlights and key takeaways from the 

presentations, panel discussions, keynote addresses, and breakout sessions. 

We hope this will serve as a useful summary for you and a way to share 

some of the content with your teams back home. Many of the sessions are 

also available as videos on demand, noted with links on applicable pages.

Enjoy!

Erin Hutchinson 

SVP, Head of Marketing, Americas
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President’s Address: Building Your Own Walled Garden 

We are all doing business in the economy of customer expectations. We have the 

opportunity to create competitive advantage by meeting and exceeding those expectations. 

Some of our generation’s most valued brands, such as Google, Facebook, Amazon, Apple, 

and Netflix, have earned their iconic status by doing just that. And they succeed by using 

information, technology, and identity to create experiences that we, as consumers, demand 

and expect.

It’s a great time to be a marketer, given the technology that’s available, the number of 

platforms through which we can engage consumers, and the amount of data and analytics 

that can inform our interactions with them. The customers we’re trying to connect with are 

digitally savvy; they’re engaged on mobile platforms that can be reached anytime, anywhere. 

And with 5G emerging, the experiences that we’ll be able to create and deliver will be 

unprecedented.

Marketing today has a real seat at the C-suite table. We can now influence so many pieces 

of the customer conversion path.

But it’s not without its challenges. We’re faced with the task of understanding all that 

technology and data, making sense of the many platforms our customers are engaging with 

minute-by-minute.

There’s also a trust issue as consumers become more aware – and more skeptical – of how 

their data is being used. It is our responsibility to be good stewards of consumer information 

and create experiences that engage customers in ways that invoke expected outcomes.

Craig Dempster

President, Merkle Americas (@Merkle_Craig) 

Watch the 
session 

recording

Download the 
presentation

Continued

https://merkleinc.wistia.com/medias/gr72u411w7
https://www.merkleinc.com/sites/default/files/2019-07/Mon%20-%20Day%201%20-%20Opening%20Session%20-%20Final.pdf
https://www.merkleinc.com/sites/default/files/2019-07/Mon%20-%20Day%201%20-%20Opening%20Session%20-%20Final.pdf
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Building Your Own Walled Garden

Trends

In the battle for the consumer’s attention, brands don’t compete with other brands – they 

compete with culture and focus.

• Consumers spend less time engaging with ads and more time engaging with content.

– Only 20% of ads are viewed with high attention vs. 97% in 1997

• There is a shift in time spent on different media, devices, content – all competing for 

attention.

• Consumer habits are shifting across all core channels.

– 33 million US television viewers have cut the cable cord

– 24% of US population has installed ad blockers

– 84% of millennials actually look at their printed mail

• Consumer expectations are driving innovation.

– Think direct-to-consumer brands like Harry’s, Dollar Shave Club

• Expectation liquidity refers to the belief that a pleasing or convenient experience with one 

brand dictates the level of convenience expected of other brands.

The winners connect with people, constantly weaving a red thread of people-based 

marketing throughout their customer strategy.

Craig Dempster

President, Merkle Americas (@Merkle_Craig) 

Continued
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Building Your Own Walled Garden

But the privacy paradox is real. Consumers want more engaging experiences, but they 

also want control of their own personal information and how it is used. So, with the rapidly 

changing privacy and legislation landscape, marketers must be ever vigilant in their care and 

compliance while providing experiences that meet customer needs.

Person-level identity is a must-have. Identity is the new currency of marketing. The long-

term value of a solid identity is tremendous. Google and Facebook, and to an increasing 

extent Amazon, are incredibly important platforms that are meeting, exceeding, and raising 

consumer expectations. But their identified data is concealed within walled gardens that 

keep you tied to their platforms. It’s time for marketers to cultivate their own walled gardens 

with the unique value they bring to the table and differentiate themselves from competitors.

As a marketing organization, you need to have your technology stacks in order, if you're 

going to enable people-based marketing. The tools span not only identity and data 

management, but also analytics and decisioning, orchestration, and activation. The adtech

wars, dominated by Google, are giving way to martech wars, where marketers are deciding 

which platforms and platform integrations will be critical for success. Experience tech, 

martech, and adtech all need to be integrated, with identity at the core, to create that people-

based customer journey. Go ahead, build your own walled garden.

Craig Dempster

President, Merkle Americas (@Merkle_Craig)



7

2019 Marketing Imperatives Overview 

Merkle’s Marketing Imperatives have evolved over the years, but the common red thread is always about 

connecting with people. Using data, analytics, and technology to deliver experiences that meet consumer 

expectations. People-based marketing is about putting people at the forefront of your thoughts when 

considering how to engage with consumers. It means starting every initiative with people at the center; 

enabling experiences by connecting identity; and adapting your teams to drive faster results

This year’s imperatives focus on the HOW

Integrate your customer strategy

• Aligning the master plan across your business

– Build a picture of your desired audience

– Understand your audience relationships and how you would like to change them

– Create a flexible roadmap for change

Integrate your technology stack

• Enabling the insight and execution

– The linchpin to integration is identity

– Integrate the data platform to power business agility and innovation

– Create intelligent engagements with a single data operation engine

Integrate your execution

• Taking your customer-based strategy to market

– Assess your current state of integrated marketing maturity

– Get there by bridging (vs. breaking) the silos

– Reduce the cost and barriers of coordination

Matt Naeger

Chief Strategy Officer, Merkle (@Merkle_Matt) 

Watch the 
session 

recording

Download the 
presentation

https://merkleinc.wistia.com/medias/6yv9aoh3m2
https://www.merkleinc.com/sites/default/files/2019-07/Monday%20-%20Merkle%27s%202019%20Marketing%20Imperatives%20Overview_v2.pdf
https://merkleinc.wistia.com/medias/6yv9aoh3m2
https://www.merkleinc.com/sites/default/files/2019-07/Monday%20-%20Merkle%27s%202019%20Marketing%20Imperatives%20Overview_v2.pdf


8

Starting with the Customer: A Conversation with Groupon

Matt caught up with Simon for an informal discussion around customer centricity at Groupon:

On marketing Groupon’s exploding variety of product lines

Groupon operates in many different industry sectors (health/beauty/wellness, things to do/live 

ticketing, goods, travel, restaurants, and more). Previously, their singular focus was on customer 

acquisition. As their scale and scope grew exponentially, they started branching out beyond the 

singular “deal of the day” email push. They started to think more about what their growing customer 

base needed and wanted. Search, social, display, etc. all became integral to their marketing strategy 

and continually evolve.

On putting customers at the center of the business, even with a vertical approach

While it takes a keen understanding of how to tailor the experience to the nuances of each unique 

industry, you always have to keep the customer in focus, not just the vertical. That’s the only way to 

create an ongoing dialog and build the relationship. The customer provides vast amounts of 

information with their behaviors and engagements, and you must learn to capitalize on that 

intelligence. Machine learning plays a part in deciphering negative and positive signals to inform 

decisioning and tailor experiences based on intent. Seeing patterns over time helps to evolve the 

relationship by personalizing the deal to the customer.

On the privacy paradox

Privacy has always been important to Groupon. Yes, a few bad actors can make the government 

step in. But people by default are relatively trusting, and it's the marketer's responsibility to honor that 

trust and be good stewards of the data they're entrusted with. So, of course you must comply to the 

letter with regulations, but it’s really all about trust and intimacy as you build 1:1 relationships.

Matt Naeger

Chief Strategy Officer, 
Merkle (@Merkle_Matt) 

Watch the 
session 

recording

Simon Goodall

VP, Marketing, Groupon

https://merkleinc.wistia.com/medias/yabsdjn6ej
https://merkleinc.wistia.com/medias/yabsdjn6ej
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Orchestrating Canon’s Digital Transformation

Canon is shifting mindsets, systems, and organization from product centric to customer centric. Their 

digital transformation project (DTP) is about changing the entire company into a data-driven, people-

focused business. After developing a vision and settling on a plan, they mapped out foundational 

capabilities around web user experience (UX), organizational structure, IT systems and data sets, 

and HR skill sets/readiness.

Underpinning it all is IT, which provides the tools that help meet the defined business needs. You 

must look past traditional power struggles between the two.

Key ingredients for transformation include:

• Design from the outside in – Place customer needs first, in every aspect of the business.

• Smart tech solutions – Choose technologies for the biggest impact and quickest time to value.

• Data – It's the center of everything, driving decisions and strategies in all aspects of the business.

• Meshing the old with the new – Leverage all the tools you have, in tandem with new tech.

• An integrated strategy – Pull it all together to deploy and operationalize your systems.

By employing data as the catalyst, you can make the right decisions and ask the right questions. Let 

data drive the experience! And the greatest untapped asset is the customer. Understand the 

customer by capturing all the customer information from your systems to create a 360-degree view.

Watch the 
session 

recording

Download the 
presentation

Rita Dubey 
Sr. Director, CX Planning & Strategy, 
Customer Experience Marketing, Canon 

Michael Lebron 
Sr. Director, IT Innovation 
Center, Canon 

https://merkleinc.wistia.com/medias/1pl56c0aw8
https://www.merkleinc.com/sites/default/files/2019-07/Tues%20-%203%20Orchestrating%20Canons%20Digital%20Transformation.pdf
https://merkleinc.wistia.com/medias/1pl56c0aw8
https://www.merkleinc.com/sites/default/files/2019-07/Tues%20-%203%20Orchestrating%20Canons%20Digital%20Transformation.pdf
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Marketing Imperative 1: Integrate Your Customer Strategy 

Everyone wants an integrated customer strategy that is focused squarely on the customer. But how do 

you actually make that happen? You need to consider three pillars:

Insights

• Know who your customers are – and the differences among those you have, want, and need.

• Use past behaviors (and non-behaviors) to predict future needs and desires.

• Understand what your competitors are doing and how consumers are reacting to it.

• Study other industries – stay abreast of how the game is changing.

Strategy & Planning

• Build a plan that aligns to both your business goals and your customers’ goals and desires.

Buying

• Apply what you’ve learned to buy tools and media to create proactive/reactive experiences.

All of this leads to better performance and business outcomes. But how?

• Ask your customers how they want you to talk with them. Don’t think you already know.

• Focus your planning on being responsive to customer actions.

• Be flexible in how and when you deliver messages and offers.

• Interact with people in a manner that allows them to derive their own path to a relationship.

• Reward those interactions with better experiences, or they will go to your competitor.

Matt Naeger

Chief Strategy Officer, Merkle (@Merkle_Matt)

Watch the 
session 

recording

Continued

Download the 
presentation

https://merkleinc.wistia.com/medias/6e55p0ckqc
https://merkleinc.wistia.com/medias/6e55p0ckqc
https://www.merkleinc.com/sites/default/files/2019-07/Tues%20-%204%20Marketing%20Imperative%201%20-%20Integrate%20Your%20Customer%20Strategy.pdf
https://www.merkleinc.com/sites/default/files/2019-07/Tues%20-%204%20Marketing%20Imperative%201%20-%20Integrate%20Your%20Customer%20Strategy.pdf
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Marketing Imperative 1: Integrate Your Customer Strategy 

There is an established process for making all this a reality.

• Define the points of information that you need to determine your customer strategy.

• Establish your KPIs and set a learning agenda to draw the picture of your customer relationship.

• Be timely in your execution of marketing sprints to ensure that your roadmap is nimble.

• Implement quickly as you develop new insights on your customers, with ongoing review cycles.

Being customer focused means giving customers control of their own experience. Integrate analytics and 

follow their lead to decide your next best action. Make your decision chain their decision chain.

Key Takeaways

• A customer strategy is about the customer.

• You need to enable fast decisions and changes.

• What works today might not work tomorrow – revisit your core beliefs.

Matt Naeger

Chief Strategy Officer, Merkle (@Merkle_Matt)



12

A Bank Built for Customers – The Citizens Access Approach

Citizens Access was challenged to build a better, simpler, direct digital bank from scratch – in 9 

months. Adding to the test was a 6-month revenue budget of $3 billion. Stiff competition for customer 

share of mind (and wallet) added to the pressure. Backed by Citizens Bank, they had a crucial leg-up 

with name recognition, funding, security/compliance, and support for a whole new tech platform.

The entire launch has been based on harnessing and applying data and insights in strategic and 

evolving ways, employing a Marketing Imperatives framework to:

1. Build a picture of their desired audience

2. Understand their audience relationship and interactions

3. Create a flexible roadmap for change

Merkle conducted a neuro-analytics study to uncover and qualify ideal customers, learning what 

makes them tick – their personal values, behaviors, motivators. The insights also helped with the 

name, value proposition, product development, design & communications, and user experience.

Customers were acquired through tactics leveraging content, audio & display, direct mail, data 

aggregators, and search. Today, with the volume of data being collected, analytics are driving 

efficiency and scalability and enabling people-based marketing for acquisition, retention, and win-

back efforts.

Nine months post-launch, Citizens Access has built $4.6 billion in balances with 70,000 customers, 

while reducing cost per account by 50%. Finding the most profitable customers has led to 65% 

greater efficiency in cost-per-thousand deposits. Long-term growth and optimization strategies are 

ongoing.

Kristin Mollerus

Head of Marketing & Customer Experience, Citizens Access

Watch the 
session 

recording

Download the 
presentation

https://merkleinc.wistia.com/medias/zfsj7442l8
https://www.merkleinc.com/sites/default/files/2019-07/Tues%20-%205%20A%20Bank%20Built%20for%20Customers%20-%20Citizens%20Access.pdf
https://merkleinc.wistia.com/medias/zfsj7442l8
https://www.merkleinc.com/sites/default/files/2019-07/Tues%20-%205%20A%20Bank%20Built%20for%20Customers%20-%20Citizens%20Access.pdf
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Integrate Your Customer Strategy Breakouts 

The industry and the audience

There are many different types of customers to consider in this industry, including patients, healthcare 

providers (HCPs), payers, and device and equipment manufacturers.

Establishing a solid foundation

An integrated marketing approach includes the strategy, planning, messaging, execution, measurement, 

and optimization of the customer experience across all channels. Each step moves your audience through 

the customer journey over time, from awareness to consideration, conversion, and loyalty.

Data is the key, and it should be collected at each touchpoint in a way that's permissible within your 

industry. In pharma, there are a lot of limitations, but the data is necessary to inform decisions.

Knowing your customer

Ask your customers how they want you to talk to them, and they will answer directly through what they say, 

and indirectly through their actions. These insights help us validate who and where they are and how they 

want to be reached. Effective channel integration enables improved targeting and personalization, 

consistent messaging across channels, improved customer experience, and integrated data and analytics 

for a 360-degree customer view.

How do you do it?

• Audience strategy: Define audience segments based on value and propensity for desired outcome

• Campaign performance: Evaluate marketing reach and engagement over time and against benchmarks

• Test design and planning: Design statistically valid testing scenarios to inform planning and optimization

• Measurement: Accurately measure net effectiveness and optimize experience

Integrating Customer Strategy in a Regulated Industry

Lia Thornton, 

Multichannel Marketing Head, 

Mitsubishi Tanabe Pharma America

Download the 
presentation

Kent Groves, SVP, 

Health Strategy Lead, 

Merkle

https://www.merkleinc.com/sites/default/files/2019-07/Breakout%20Imp%201-%20Integrating%20Customer%20Strategy%20in%20a%20Regulated%20Environment.pdf
https://www.merkleinc.com/sites/default/files/2019-07/Breakout%20Imp%201-%20Integrating%20Customer%20Strategy%20in%20a%20Regulated%20Environment.pdf
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Integrate Your Customer Strategy Breakouts 

The advantages of people-based marketing are easy to see; it's getting there that's hard. There’s no 

perfect solution, but Under Armour’s people-based marketing playbook offers five tips for success:

1. Understand the goal

What are you trying to accomplish? What is the desired end use? What actions are you trying to 

influence? What types of data do you need?

Pro tip: Consider the long term-goal, not just what’s most immediate.

2. Get executive buy-in 

Obtain C-level buy-in and investment. Engrain the mindset into the culture. Define how the 

change will fit into the larger organization and the down-stream impacts to the ecosystem.

Pro tip : Align early on with legal and privacy teams. Involve them throughout the journey.

3. Evaluate martech stack

Do you have the right tools? Do you have too few, too many? Do you have the right media 

partners (DSP, etc.)? Is there an identity management platform solution?

Pro tip: Sometimes more is just more. Consult with experts and map back to your goals.

4. Make data actionable

Start with the most relevant data. Data should be available in a centralized platform (e.g., CDP / 

data lake) for ease. Tie audiences to appropriate content – relevant stories get shared!

Pro tip: Don’t boil the ocean, start with core audiences, test and scale.

5. Test, learn, repeat

Set a learning agenda up front. Try to disprove your findings. Look for alternative answers. 

Prepare for questions. Plan for ongoing, iterative testing.

Pro tip: Always question findings, prepare for hard questions, and deliver tough messages.

Driving Towards People-Based Marketing: Tips & Tricks

Julie Sukosd, 
Director, Digital Performance Marketing & CRM, Under Armour

Download the 
presentation

https://www.merkleinc.com/sites/default/files/2019-07/Breakout%20Imp%201%20-%20Driving%20Towards%20People-Based%20Marketing-Under%20Armour.pdf
https://www.merkleinc.com/sites/default/files/2019-07/Breakout%20Imp%201%20-%20Driving%20Towards%20People-Based%20Marketing-Under%20Armour.pdf
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Adobe on Adobe 

Digital transformation is nothing new to Adobe. Over the years, they moved from applications to 

suites, then migrated to the cloud, and now offer platforms and intelligence. They've shifted from an arms-

length relationship with customers (through retailers or secondary sellers) to 24/7 direct interactions.

Customer centricity transformed digital experiences at Adobe. It became crucial to learn everything 

they could about their audience, bring the data together in one place, learn from it, and act upon it. They 

have applied all the tools in the Adobe Experience Cloud stack on their website and all other channels. 

Adobe.com is now the hub for customer engagement, as a top 100 most visited website, with 29 billion 

annual page views, 1.5 million pages, and 61 sites in 31 languages.

Adobe products power customer experiences throughout the customer journey, with marketing 

automation, content creation, measurement, testing and optimization, advertising, audience segmentation, 

analytics, personalization, commerce, and multichannel campaign orchestration.

Customer journey intelligence underpins business results. Data-driven best practices, AI, and 

business intelligence enable action.

• Media planning and real-time performance attribution

• Optimizing engagement across customer touchpoints

• Data-driven operating model

– Single source of truth aligning multiple stakeholders

– Weekly meetings to discuss performance to specific KPIs

– Quarterly run-the-business meetings

– Disciplined process and accountability

– Shared window into health of business

– KPIs from each stage, at the summary level, with deep-dive views and sliced to get to the detail

– Performance reviewed by cross-functional teams each week

John Copeland
VP of Marketing & Customer Insights, Adobe

Watch the 
session 

recording

Download the 
presentation

https://merkleinc.wistia.com/medias/t7h74tob6c
https://www.merkleinc.com/sites/default/files/2019-07/Tues%20-%206%20Adobe%20on%20Adobe.pdf
https://www.merkleinc.com/sites/default/files/2019-07/Tues%20-%206%20Adobe%20on%20Adobe.pdf
https://merkleinc.wistia.com/medias/t7h74tob6c
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Work Smarter with Machine Learning

Machine learning (ML) is one of the most powerful – and least understood – parts of Facebook’s 

advertising. This presentation sought to demystify ML and artificial intelligence (AI) and show how it 

can help you deliver relevant ads to maximize performance.

What is machine learning? AI and ML are about ingesting external data to make predictions and 

optimize decisions. Over 80% of digital display ads were bought programmatically in 2018.*

What is campaign liquidity? Liquidity is about allowing dollars to be spent on the most valuable 

impressions and enabling systems to serve the right ad to the right person at the right time. 

Algorithms process massive amounts of data in real time to evaluate outcomes and optimize results.

How does data/signal power ML? Signals are behavioral data used by ML models to make 

predictions. Signals enable advertisers to use their first-party data to drive ROI improvements. Get 

more from customer interactions using website signals, in-app signals, offline signals, onsite signals.

How does sharing data with Facebook work?

Facebook’s ML model takes what it knows about users, along with the insights they share in order to 

make predictions about which audiences are most likely to respond to your message.

Facebook does not sell data for people or businesses. They want to give advertisers control, while 

protecting the data they share.

Campaign budget optimization automatically shifts your campaign-level budget in real time to the 

best performing ad sets. Automatic placements give Facebook the flexibility to maximize ad 

placements. Dynamic ads reveal what creative resonates with different audiences. Dynamic 

language can further personalize your ads in regions with multiple languages. Bid management finds 

the lowest cost opportunities over the duration of your campaign.

Katie Sollenberger

Vertical Lead, Business Product Marketing Team, Facebook 
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Marketing Imperative 2: Integrate Your Technology Stack 

This imperative is not about what technologies you have invested in for your people-based 

marketing. It’s more about the fundamentals of how that suite of technologies works together to 

accomplish the goals at hand. Many organizations today are piling on expensive technologies, but 

without an integration strategy, they are disconnected, with redundancies that kill efficiency.

The linchpin to integration is identity, which underpins targeting, personalization, and measurement. 

And above all, if you don’t have identity right, you expose your organization to privacy risk. Once you 

get identity right and employ a data platform that allows you to control the data, how do you 

operationalize all the data and insights to enable what you want to do? In setting technology 

strategy, there are three things you must get right:

• Connectivity - The greatest enabler of marketing success is connecting everything together. 

Identity is the fulcrum component.

• Principle Changes – If you’re still building static enterprise data warehouses without 

consideration for the new architectures that are available, you’re still going to be stuck with an IT 

organization whose only goals are risk mitigation and cost control. With an integrated, agile tech 

stack, IT delivers a common data language at the velocity of business. Business becomes more 

responsible for data and innovation.

• Intelligent Engagement – In order to deliver intelligent experiences across every touchpoint, we 

must develop a centralized distribution of the data and insights that inform our decisions. This can 

only be operationalized to its fullest through platforms that foster innovation and rapid change.

Matthew Mobley 

Chief Technology Officer, Merkle (@MatthewCMobley) 

Watch the 
session 

recording

Download the 
presentation

https://merkleinc.wistia.com/medias/249azss001
https://www.merkleinc.com/sites/default/files/2019-07/Tues%20-%208%20-%20Marketing%20Imperative%202%20-%20Integrate%20Your%20Tech%20Stack.pdf
https://www.merkleinc.com/sites/default/files/2019-07/Tues%20-%208%20-%20Marketing%20Imperative%202%20-%20Integrate%20Your%20Tech%20Stack.pdf
https://merkleinc.wistia.com/medias/249azss001
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Integrate Your Technology Stack Breakouts 

AARP’s journey to an enterprise data platform

The challenge: AARP had multiple disconnected 1st-party data sources, tech redundancies, and siloed reporting. 

Customer identity was disjointed across the enterprise journey. AARP needed to engage with a growing, changing 

audience that had increasingly sophisticated needs and expectations. The goal was to adopt a customer-centric focus, 

making the changes necessary to meet customers where they are, provide personalized experiences, serve relevant 

content, and offer new capabilities. The requirements:

• Provide the value that customers want - not the value AARP decides

• Increase responsiveness to their members

• Engage more directly through the channels their customers prefer

The guiding principles:

• Enhance speed to market

• Increase flexibility – make changes midstream

• Experiment – try things quickly and cheaply

• Responsive – ideate quickly and reduce layers

• Transparency – visibility into user data, enabling a 360° customer view

The approach: AARP ambitiously launched five initiatives. They needed to enable people in the support center to pull a 

single record, while supporting those in media who wanted to build an audience. The intent was to deliver a consistent 

experience, with data as the key driver for all they do. They built an enterprise data platform with access to the right data 

to make the right decisions.

Five keys to success:

1. Drive cultural change from the top down

2. Secure executive and business buy in

3. Eliminate siloed thinking for connected experiences – reduce the politics

4. Deliver value early and often along the journey

5. Embrace and leverage change management

Evolving for Growth: An Enterprise Data Integration Journey

Bill Gale, VP, Information 
Strategy & Infrastructure, AARP

Download the 
presentation

https://www.merkleinc.com/sites/default/files/2019-07/2019%20Merkle%20Executive%20Summit%20-%20AARP%20Breakout%20Session.pdf
https://www.merkleinc.com/sites/default/files/2019-07/2019%20Merkle%20Executive%20Summit%20-%20AARP%20Breakout%20Session.pdf
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Integrate Your Technology Stack Breakouts 

L’Oréal was challenged with leveraging data, technology, and customer insights to become a leading 

customer-centric, data-driven organization in the world of beauty. The key pillars of their effort were:

• Data Identity and Resolution – Capture the right data in an integrated marketing tech stack

• Technology Infrastructure – Optimize modern tech and ad stack

• Customer Analytics – Understand your customer data

• Performance Media – Find your customers at the highest ROI possible across digital media

• CRM/Experience/Loyalty – Develop ongoing program to increase engagement and share of 

wallet

With first- and third-party data coming from numerous sources, the goal was to bring it all together 

and better understand customers to power how the company goes to market across multiple 

categories, brands, and channels. The goal is to:

• Acquire – Understand what each platform does for you, and particularly social media and TV

• Convert – Leverage connected technology, namely Salesforce Marketing Cloud to drive 

conversion

• Retain – Using consumer behavior and insights to drive repeat and retention business

In their launch of IT Cosmetics, L’Oréal utilized technology to target prospects with Facebook ads, 

capture in-app data, export it to develop insights and create look-alikes and help develop 

personalized communications, build customer journeys to conversion, and inform consistent 

measurement and optimization.

How L’Oréal Leveraged Technology to Drive People-Based Marketing

CJ Browne, Director, CRM & 
Data, L’Oréal LUXE

Download the 
presentation
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https://www.merkleinc.com/sites/default/files/2019-07/Breakout%20Imp%202%20-%20Leveraging%20Tech%20to%20Enable%20People-Based%20Marketing%20-%20L%27Oreal.pdf
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The Path to 1:1 Excellence

The mandate

Pega’s ongoing directive is staying connected with a complex web of customers in a meaningful 

way, across dozens of channels, hundreds of programs, thousands of processes, millions of 

customers, billions of interactions. It’s a daunting task, and at the heart of it is empathy.

Empathy

The ability to put yourself in someone else’s shoes, understand them, recognize what is relevant to 

them in the moment, and act accordingly. “Empathy is about acting like an actual caring human 

being, anywhere an individual can interact with your brand.” And while the majority of consumers 

believe marketers are incapable of feeling empathy, a people-based marketing strategy depends on 

it, by definition. But how?

1. Centralize decisions; orchestrate the experience. Not just the data, but the decisions 

themselves. The components of a normal marketing stack all think differently. A connected 

decision hub that links all component senses customer needs and behaviors, interprets them, 

and balances those needs with the business’s needs to help inform next best actions.

2. Engage Sustainability; empathy is about more than offers. Use contextual decisioning based on 

the current opportunity, whether related to service, retention, nurture, sales, or no-action. 

Evaluate propensity to accept, value, and situation to determine the next best action at a given 

moment.

3. Deliver in the moment; be anywhere they interact. Trigger communications based on individual 

journeys. Immediately shift messaging based on real-time interactions.

Matt Nolan 

Head of Marketing, Decision Sciences Division, Pega 
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Marketing Imperative 3: Integrate Your Execution 

Challenge #1 – Getting work done (People and process issues)

• Quantify the cost of complexity. Study what’s not working now. Review processes start to finish; 

identify hiccups, roadblocks, bottlenecks that impede progress. Measure the costs of these challenges.

• Match structure to context. Consider whether your organization should be centralized around the 

initiative. If so, that may not need to be permanent. This is determined by business needs and context.

• Build an integrated marketing team. It is a mix of traditional marketing functions, historically non-

marketing roles, and newer roles specifically geared toward a people-based marketing strategy.

Challenge #2 – Getting decisions made

• Change means making difficult decisions. You may be entering new territory, engaging teams that 

haven’t collaborated before. Outline all the decisions that need to be made and who will make them.

• Decisions and stakeholders – Each decision has multiple stakeholders, including business, 

capability, and delivery owners, and players like legal and finance. Know who decides, who can veto.

Challenge #3 – Getting executive support

• The power to effect change – Do you have the power to change the situation? Can you mandate the 

change, or are you a peer of the person who can mandate? More likely, collaboration will be the key.

• The type of support matters. Permission: writes check, listens in, avoids disputes, disassociates 

during tough times. Sponsorship: active, visible, frequent updates, prioritizes, pride and responsibility.

Key takeaways:

1. Getting work done: Build on strengths and address weaknesses. Quantify what is not working.

2. Getting decisions made: Outline a decision-making process. Define decisions and who makes them.

3. Getting backing: Secure sponsorship at the most senior level, not just permission.

Margie Chiu 

SVP, Business Strategy, Merkle 

Watch the 
session 

recording

Download the 
presentation

https://merkleinc.wistia.com/medias/3fjgs2mea3
https://www.merkleinc.com/sites/default/files/2019-07/Wednesday%20-%20Integrare%20Your%20Execution.pdf
https://www.merkleinc.com/sites/default/files/2019-07/Wednesday%20-%20Integrare%20Your%20Execution.pdf
https://merkleinc.wistia.com/medias/3fjgs2mea3


22

Using Software to Drive Hardware Loyalty

The team’s mission: Samsung’s Content & Services Division supports the company’s ecosystem, 

contributing to device retention and brand satisfaction, deepening customer relationships, and 

establishing new revenue streams. They develop apps like the Bixby voice assistant, Galaxy Store, 

Samsung Pay, Samsung Health, Samsung Kids, etc., that add value to the customer’s hardware 

experience. Apps

Content & Services Marketing Playbook: Four key approaches to bringing products to 

market, driving awareness, activation, and engagement: flagship integration, partner marketing, 

performance marketing, and product marketing.

Samsung’s previous execution model was decentralized by service, each with its own agency, 

resulting in disconnected experiences and data. Customer insights were not part of product 

development. Marketing created an ideal-state engagement model: Engage marketing early and 

often throughout, as one team, with one agency across the board (HelloWorld, a Merkle Company).

Vertical integration pilot: They were able to prove the engagement model using Samsung Health. 

By involving marketing and agency support early and often, they achieved results in three key areas: 

process and operations, analysis and insights, KPI attainment (achieved 130% of revenue goal).

Expanding and aligning the marketing team: Previously, a marketer with domain expertise was 

embedded into each product team, which didn’t provide functional marketing expertise. Now, the 

team is split into two functions: one focuses on operations, strategy/planning, and analytics. The 

other has a deep product focus, ensuring vertical integration, product management.

Replicating success: To “nail and scale” the process, they built repeatable solutions to ensure 

speed, collaboration, and efficiency in their ongoing operations, product and business development 

alignment, and team assembly.

Dore Murphy 

Director, Marketing, Content & Services Division, 
Samsung Electronics America, Inc. 

Watch the 
session 

recording

Download the 
presentation
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Integrate Your Execution Breakout

Marketing Agile Solution for Marketing Campaign Execution

OnStar is a subscription-based safety and security brand with 20 years of customer membership data. 

They recently embarked on an organizational transformation from a campaign-based focus to an agile, 

people-based marketing approach.

The problem: IT was not able to support marketing initiatives and meet timelines. Marketing roles were 

not clearly defined, and campaigns were planned in silos with no communication. The groups were 

working from different game plans, with diverging roadmaps and competing goals. They needed one 

team, reorganized to prioritize work and deliver valuable campaigns, on time and effectively.

The Solution: An agile-based model was the answer. Their methodology involves:

• Using SRMOPS (subscriber, relationship, marketing, operations) system to track work

• Creating stories that all stakeholders use to report on – creative, operations, strategists

• Moving communications out of email, into the system; if it’s not in SRMOPS, it doesn’t exist

• Prioritizing stories using algorithms

• Placing stories into sprints and measuring for constant improvement

A line needed to be established between creative and tech. Roles and responsibilities were clearly 

established. Within these parameters, stories now move through the process of planning, prioritization, 

creative development and sprinting, pre-production planning, production, and execution.

Hop on the Execution Highway

Sallie Atsalis, Manager, Marketing Operations, 
CRM, GM OnStar

Critical for success:

• One team

• One process

• Ready for change

• Dedicated business champion

• Cross functional/co-located team

Pitfalls to avoid:

• Don’t obsess over tech tools—just pick them

• Lack of trust

• Don’t count hours…count results

• Keep it simple

Download the 
presentation
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The Hybrid Services Model: Why Future-forward Marketers are 
Taking a New Approach

There is a growing trend toward brands shifting to in-house marketing. As a result, in-house agencies are 

growing in scope and size. Factors driving this change include efforts to:

• Maximize budget efficiency

• Improve speed and quality of execution

• Develop digital capabilities

• React to the growing complexity of digital

• Create transparency for better decisioning

• Increase customer centricity

But it’s a long, steep climb to in-house success, with its own set of unique challenges, including:

• Building organization, processes, and management layers

• Sourcing, recruiting, sustaining expert talent in a competitive environment

• Scaling over time to match the rhythms and seasonal demands of business

• Sustained agility in the face of rapid change

Digital-forward companies are taking a new approach, adopting a hybrid-services model to drive 

transformation through collaboration among outside agency partners, company employees, and in-housing 

partners that often have offshoring capabilities. Orchestration is key, interweaving capabilities that balance 

the strengths and weaknesses of all parties:

• Strategic support: insights, frameworks, processes for orchestration

• Operational excellence: solution architecture

• Deep digital expertise: specialists, best-of-breed capabilities/practices

• Team and talent support: expert recruiting, career pathing, management practices

• Transparency: measurement, reporting, collaborative optimization over time

• Relationship: customer-centric, agile, flexible

Integrated agency teams with varying specializations results in quick turn-around on client projects that 

include digital marketing and experience design.

Joe Melanson 
CEO, Filter, A Merkle Company 
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Closing Remarks 

There’s nothing irrational about the idea of people-based marketing – placing the customer at the center of the 

business strategy. Merkle has been speaking this language for two decades and we are now hitting an inflection 

point, where the ideas are mainstream, the capabilities are in place, but the challenge is in the integration. The 

way the supplier community and the client community work together, the way the supply chain works, the way the 

internal organization works – these are our problems today. It’s no longer a skills problem, it’s an organizational 

problem. The Merkle Summit has focused on the importance of integrating your customer strategy, technology 

stack, and execution to make that ultimate transformation.

How Merkle is responding to the evolving marketing opportunity

• We help the best brands in the world create competitive advantage through people-based marketing.

• We believe in marketing to people not proxies.

• We believe the future of marketing is personal, informed by data, powered by technology, and delivered 

through creativity.

What drives our thinking?

• Identity is the new currency of marketing customer experience. If we can’t identify our customer at scale, we 

are at a major disadvantage.

• Personalized product and service experiences are at the heart of competitive advantage.

• Customer insights, data, analytics, and AI have become critical “path” skills.

• Tech enablement is at the heart of our marketing, advertising, and customer experience strategies.

• Integration and organizational effectiveness are now critical constraints. Even the #1 constraint.

Our focus

• Be a global market leader in people-based performance marketing

• Be a business partner to clients, driving transformation, competitive advantage, and marketing effectiveness

• Build world-class people-based marketing capabilities

• Be vertical thought leaders

• Develop highly flexible, scalable, low-cost global delivery capabilities

• Continue to build our global footprint

David Williams 

Global Chairman & CEO, Merkle & Chairman, DAN Americas (@Merkle_David) 
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