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Whether comparing prices at the retailer’s shelves, making mCommerce transactions, or seeking advice from 
social connections, the mobile device is the remote control for life. Consumers are more connected and informed 
than ever. Their individual journey through exploration, purchase, and relationship is complex, unique, and 
continually evolving. Fed up with self-serving, mass-marketing sales pitches, consumers are issuing CPG 
marketers a mandate: “Be responsive, and design unique experiences that are all about me, relevant, and truly 
engaging.” We call this “people-based marketing.”

Finally, with consumer connected recognition (cCR) technology, CPG companies can have a direct dialog 
with their end consumers. Although sales are predominantly still completed at retail, addressable marketing 
and technology give CPG marketers an incredible opportunity to rewrite the rules for consumer engagement. 
Gone is the era of “Mad Men” relying on big ideas and mass media to deliver content and messaging. Today’s 
CPG marketers need to be “whole-brained” in their approach, balancing the measurability of behavioral 
science and analytics with the art of emotional engagement, branding, and storytelling.

CPG companies are looking to their marketers to provide quantifiable return on investment (ROI) and to show 
increases in lifetime value (LTV). Coupling CPG’s big idea marketing with big data and addressable platform 
technologies enables marketers to reach consumers on their own terms, with personalized content and context-
aware, targeted messaging. Data-driven and with closed-loop feedback for every touchpoint, addressable 
platforms enable a granular measure of marketing performance but necessitate a host of new capabilities. 

Marketers can maximize the business impact of “whole-brained, people-based marketing” by applying 
agile marketing capabilities to planning and executing CPG marketing campaigns. Adopting an agile 
marketing approach enables CPG marketing to be fast, responsive, and measurable — transforming the 
marketing function into a quantifiable, data-driven, ROI-focused function. Whole-brained, people-based 
marketing is the future. And it’s how the leaders will successfully differentiate themselves from the rest. At 
the beginning, this will likely require guidance from experienced partners who have the capabilities to make 
people-based marketing a reality — better engaging consumers, fostering long-term consumer relationships, 
and, ultimately, increasing their LTV.

THE RAPID PACE OF CHANGE IN CONSUMER 
EXPECTATIONS AND BEHAVIOR IS REQUIRING 
CONSUMER PACKAGED GOODS (CPG) 
COMPANIES TO ADOPT MORE RESPONSIVE 
AND EFFICIENT MARKETING STRATEGIES IN 
ORDER TO STAY RELEVANT WITH CONSUMERS 
IN TODAY’S DIGITAL-FIRST LANDSCAPE. 
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Today’s consumers expect interactions with brands to be simple, engaging, and customized across any device 
or channel they prefer to use. These expectations have far outstripped CPG marketers’ capabilities, and the 
bar keeps rising. People-based marketing is not for the faint of heart, and CPG marketers need to accelerate 
their efforts to catch up. Meeting consumers’ expectations, leveraging marketing technology, and designing 
purposeful and bespoke consumer experiences (CX) is what will separate high-growth companies from their 
underperforming peer group.

Digital is the center of CPG consumers’ lives, and your brand’s CX is the basis for their purchase decisions. 
They are dynamically interacting with brands: Are they engaging with your paid social media? Are they 
sharing your content? What are they saying about your brand?

From “mobile moments of truth” that require real-time, relevant information to synchronized omni-channel 
journeys, CPG marketers must transcend their transactional “activation” mindset and think longitudinally 
across the totality of interactions and about making connections with consumers that build relationships, 
encourage advocacy, and solidify loyalty. 

Today’s customer-centric CPG companies need to be “whole-brained” in their approach, with a figurative 
“corpus callosum” balancing the left-brained approach of behavioral science, data, and analytics with the right-
brained approach of the art of branding, human emotions, visual engagement, and storytelling. Through the 
customer’s lens, explore where and how you can add value, help them meet their goals, or simplify their life. 

BLENDING BEHAVIORAL SCIENCE AND ART 
CREATES POWERFUL BUSINESS RESULTS

Consumer Centric   |   Context Aware   |    Personalized   |   Mutually Beneficial  
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Whole-brained marketers deliver experiences that are:

http://merkleinc.com/


Consumers’ Mandate to CPG Marketers: “Use Your Corpus Callosum!” 4

Have an authentic dialog with your consumers! That’s right, you can build a personalized, informed, relevant, 
and engaging conversation that is scalable across all your consumers. CPG marketers have traditionally taken a 
very right-brained approach to their marketing, and although many CPG companies have stores of valuable first-
party data, that data remains systematically underutilized in marketing operations. 

Whole-brained marketing is not campaign driven. Whole-brained marketing is people-based marketing that is 
personalized, initiated by behavioral triggers, and carefully curated. It understands where consumers are in their 
journey, what experiences they want, and their needs; it involves real-time orchestration of messages, images, 
and channels to deliver rich, relevant, and engaging content based on insights about a particular individual.

The addressable platform is the enabling marketing technology that makes all this a reality. Building a more 
robust understanding of individual consumers begins by combining the power of the CPG marketer’s first-party 
consumer data with the platform’s third-party consumer data and the trade partner’s second-party data. Then, by 
orchestrating your interaction according to a 360° view of your consumers, you’ll be able to:

1. Distinguish between someone who is actively shopping versus any consumer – right time 

2. Identify new consumers who look just like your most valuable consumers – right person

3. Understand consumers’ motivations and the content they find engaging, which is people-based not  
product-based – right message 

However, leveraging these new addressable platforms will require a shift in mindset as well as new 
capabilities for cultivating consumers. 

THE UPSIDE POTENTIAL OF WHOLE-BRAINED 
MARKETING IS TREMENDOUS FOR  
CPG COMPANIES!

+ 5% 
More Productive 

McKinsey, Aug. 2014

+ 6% 
More Profitable

McKinsey, Aug. 2014

2X More Likely to 
Be High Performing

Lenskold Group, 2009

Integrated Analytics Can Free 
Up 15% - 20% Marketing $$ 

Budget Annually
McKinsey, Aug. 2014

Proof of the Value of People-Based Marketing
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Erich Joachimsthaler1 has popularized the notion that many marketers are dinosaurs headed toward mass 
extinction if they don’t change, and change fast. In the past, it may have been enough to rely on mass  
one-way communications and static promotions, but today’s consumers expect more and have plenty of options 
from which to choose. Specifically, here’s what that means for CPG marketers:

1 Erich Joachimsthaler, “Hidden in Plain Sight; How to find and execute your company’s next big growth strategy,” 
Harvard Business School Press, 2007.

WHOLE-BRAINED MARKETING  
NECESSITATES A SHIFT FROM  
LEGACY THINKING FOR HIGHEST ROI

© 2015 Merkle. All Rights Reserved. Confidential 3	  

Objective Product Sales Cultivating Consumers 

Business Model Have product èFind customer Have customer èFulfill needs, 
engagement 

Metric Dollar sales, transactions Customer lifetime value and customer 
equity 

Communication Unidirectional mass media Two-way personalized dialog 

Titles •  Chief Marketing Officer 
•  Product Manager 

•  Chief Customer Officer 
•  Key Account Managers: ‘T’ capabilities 

and portfolio responsibilities 

Offering Standard Tailored and customized 

R&D Functional silo Customers as collaborative developers 

Sales Setting appointments, qualifying leads, 
and educating prospects 

Closing deals with self-qualified, pre-
educated prospects 

Marketing Outbound Inbound, go-to-market, communication 
essentials 

Customers What have you done for me lately? Loyal partners, evangelists, erecting their 
own barriers to exit 

Then Now 

Marketing Transformation

http://merkleinc.com/
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Media
CPG budget allocation and campaign-centric mindset remain out of sync with consumers. 
Heavy reliance on outbound, product-centric messages in legacy media channels is truly 
prehistoric. Many CPG companies are still allocating 80 percent or more of their marketing 
resources to mass media campaigns. It’s time to move from channel-specific media buying 
to digitally addressable “people-based marketing” and addressable media planning.

Data
Leveraging data sources already within the company, and supplementing them with outside third-party data 
sources, can further refine your insights and understanding. Consumer connected recognition, an integrated 
360° view of consumers, enriches consumer-level insights by mining “big data” and 
consumers’ digital exhaust streams at the individual level — in essence, becoming “small 
data.” CPG marketers can then derive all types of models, such as a look-alike models, to 
find and digitally acquire individuals who resemble your most valuable consumers.

Analytics 
“Big data” analytics enables micro-segmentation and look-alike models by blending available consumer data, 
capturing media usage, events, journey paths, and preferences. Analytic leaders such as Kraft, Unilever, and 
General Mills are using consumer data to create competitive advantage, sticky consumer relationships, and 
higher LTV, using machine learning to continually optimize and personalize messages and experiences. 

C-suite leaders expect marketers to provide quantifiable measurements and ROI because companies that use 
marketing metrics far outperform those that don’t.2 As the saying goes, “What gets measured gets managed.” 
What is a click actually worth? In isolation, not much! Marketing agency compensation should be performance-
based, not activity-driven. Instead, think about metrics in a “consumer kinetics”3 framework, measuring 
movement and velocity throughout a consumer’s journey. Examine your most valuable consumer’s journey; how 
did he or she first come to you and what are his or her predominant points of interaction?

Unite the “nerd herd!”3 Form a measurement task force comprising analysts in finance and marketing research to 
collaborate closely with IT, who understand where the consumer data is and what’s currently 
being captured. Keep in mind that “marketing math” is neither engineering nor rocketry 
math. Although somewhat less precise by nature, the blending of science and art allows us to 
readily compare one approach or tactic with another and certainly add tremendous value over 
either gut instinct or the rudimentary metrics in use today.

CAPABILITIES FOR CULTIVATING 
CONSUMERS

2 McKinsey and Company, August 2014
3 Rodney Hintz, PhD  LinkedIn Profile
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CAPABILITIES FOR CULTIVATING 
CONSUMERS (CONT.)

Messaging
Today’s CPG marketers must put themselves in the shoes of the consumer to ask two 
powerful questions: Why should I care? What’s in it for me? Traditional CPG messaging 
tends to be product-based, focusing on features and functions. However, contextual-based 
messaging, focused on what the product means to the consumer and how it benefits his or 
her life, consistently outperforms outdated product-centric messaging. For example, the most powerful message 
of the marketers of Depend undergarments is not product functionality of absorbency rate or fit. Rather, it’s 
about overcoming the stigma related to the product by helping people understand how prevalent incontinence is 
(factual appeal) and that they can continue to live normal lives (emotional appeal) even with this condition. 

Addressable Consumers
Today’s CPG marketers have entirely new engagement ecosystems not known to generations past. Addressable 
platforms such as Facebook, Twitter, and Google are providing new ways to target consumers and deliver 
highly personalized, relevant content and engaging experiences. Opportunities abound for 
personalization to deliver curated experiences, and machine learning fuels a continual cycle 
of optimization. Marketers’ ability to leverage these new platforms has become a critical 
success factor.

CX Mapping
Delivering on the addressable consumer experience calls for omni-channel integration. Throughout their 
lifecycle, from awareness through trial, conversion, and consumer service, consumers interact 
across a wide variety of channels (e.g., desktop, phone, tablet, TV, etc.), such that their journey 
looks much more like pachinko than a direct path to purchase or funnel. Delivering the most 
value at each touchpoint means understanding consumers’ needs, motivations, and emotions, 
designing orchestrated experiences with rich, relevant, and engaging content and tools.

Technology
CPG companies need to adopt and leverage the modern marketing technology stack. Today’s advertising and 
marketing technology make personalization possible. But, managing the complicated world of vendors, services, 
and data that lie between the marketers and delivering their message to the consumer means 
acquiring new capabilities. Media and channel execution, analytics and orchestration, and  
data management must be integrated in a closed-loop system that enables continual improvement.

http://merkleinc.com/


Consumers’ Mandate to CPG Marketers: “Use Your Corpus Callosum!” 8

AGILE MARKETING = DYNAMIC DELIVERY OF 
CONTENT IN A CONTINUOUS CYCLE  
OF OPTIMIZATION

Planning Process
The once-a-year marketing planning cycle is a thing of the past. The “plan once, execute all 
year” approach isn’t nearly responsive enough to marketplace dynamics, nor is it consumer-
driven or personalized. The yearlong marketing calendar is being replaced by a continual 
and agile planning approach in which the motto is now “test, measure, and learn.” Agile 
marketing values fast cycles of continual improvement over sluggish planning; data and testing over opinion; 
and experimentation over legacy data tactics. Dynamic planning enables fast response to change and is a 
source of competitive advantage for CPG marketers.  

© 2015 Merkle. All Rights Reserved. Confidential 

1. Collect  
& Integrate 

2. Analyze 
& Discover 

2. Act & 
Optimize 

4. Execute 
& Deliver 

•  Manage Consumer Data 
•  Voice of Consumer 
•  Listening Posts 
•  Broad Organization-Wide 

Understanding  
•  Orchestrated Consumer Experience 
•  Six Sigma Continual Improvement 
•  Refine 
•  Benchmarking 
•  Measurement 

•  Deep Ongoing Analysis 
•  Strategic Intent 
•  Establish Behavioral Objective 
•  Set Action Standards 

•  Design Thinking 
•  Rich Content 
•  Contextual Relevance 
•  Omnichannel Touchpoints 
•  Consumer Journey Map 

Speed 
Process 
Metrics 
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AGILE MARKETING = DYNAMIC DELIVERY OF 
CONTENT IN A CONTINUOUS CYCLE  
OF OPTIMIZATION (CONT.)

The ideal agile marketing solution will not only possess all of these capabilities, it will be adaptive to consumer 
needs through a process that is continually evolving and learning from closed-loop feedback. The process 
is a continual cycle that personalizes and optimizes marketing activities via machine-learning technology 
platforms. The agile marketing solution is one built on a strong data foundation that will: 

 f Collect and Integrate consumer data across devices and channels, using cCR to understand consumer 
behavior and micro-segmentation 

 f Analyze and Discover consumer context and preferences to better inform marketing, messaging, and 
media choices

 f Execute and Deliver fully integrated, orchestrated, and personalized omni-channel consumer 
experiences

Organization
For many CPG companies, disconnected organizational structures have created data silos and dysfunctional 
“bolt-ons” in order to share data between functions. Valuable consumer information is trapped in operational 
silos, hindering strategic insights based on unified views of the consumer as well as a 
digitally deployed marketing mix. Today’s imperative to create seamless omni-channel 
consumer experiences isn’t possible unless all touchpoints (and their supporting departments) 
are managed and synchronized cohesively. CPG companies will need to evaluate their 
organizational structure and rewards system to foster collaboration where it matters most. 

The remainder of this paper provides a framework for getting started: highlighting one client’s recent evolution 
toward people-based marketing, providing best-practice insights from across a number of clients, and outlining 
key capabilities you should look for when engaging any outside resources.

http://merkleinc.com/
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As a global-leading CPG company with sales across 
175 countries to one-quarter of the world’s population, 
the company had created consumer databases 
containing more than 18 million records. But, with 
a decentralized consumer database, the company’s 
brand communication and execution processes 
were fragmented across more than 40 agencies 
worldwide. The results of this legacy mass marketing 
approach were siloed marketing tactics and poorly 
tracked activity-based metrics, creating high cost of 
acquisition and resulting in operational inefficiencies.

The client partnered with Merkle, first to create a 
holistic consumer database and then to enrich and 
mine it. Its North American marketing database 
has more than 50 input data feeds and the ability 
to expand globally. In the partnership, by helping 
to focus the whole organization, we grew this 
addressable consumer database rapidly from 18 
million to 48 million consumers in the first 24 
months. The company streamlined its marketing 
campaign execution processes across all of its brands 
and established access to its consumer data for its  
brands and agency partners.

The next stage of the marketing evolution was building  
an omni-channel cCR audience management 
platform, then applying analytics to create models 
designed to direct strategy and investment. These 
models included LTV, engagement and loyalty 
models, and were applied via scores to all consumers 
by brand. Consumer experience improvements were 
driven by creating detailed consumer journey maps 
for brands, focusing on highest value and growth 
consumer segments, closing gaps in creative assets, 
and deploying personalization across channels, 
beginning with online advertising, search, website, 
and email campaigns. 

CA
SE

 
ST

U
DYA CPG COMPANY 

Transforming to Whole-Brained Marketing

Impact by Brand

Brand A Brand B Brand C

Penetration

Category 
Share

+65% +9% +29%

Impact Across Countries Based on 
Current Marketing Capabilities

Estimated ROI 
(after profit)

Marketing
Capabilities

+59% +86% +73%

+5% +18% +7%

Advanced Intermediate

Executed more than 500 campaigns 
(non-triggered) per month

Completed 530 triggered campaigns 
based on consumer response

Decreased Cost Per Acquisition (CPA)

Increased conversion rates 

Consumers in the database are worth 
$2.42 more than other consumers – 
a significant increase

Basic
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HOW TO GET STARTED: THE REALISTIC  
PATH TO ACHIEVING REAL RESULTS

© 2015 Merkle. All Rights Reserved. Confidential 
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interaction 
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integration 
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Channel 

Integration 

Digital 
Channels 

Integration 

Mass Media 
Integration 

Digital Media 
Integration 

Email and  
DM 

Phase 1 Phase 2 Phase 3 Phase 4 Phase 5 

Connected 
CRM 

Platform 

4	  

Most CPG companies are still in the nascent stages of purposefully designing consumer experiences as part of 
their marketing capabilities. We recommend taking a phased approach to developing people-based marketing 
capabilities, using early wins to create organizational momentum while learning the methodology and cost 
justifying the return on investment. The right partner can fill in skill gaps or accelerate transfer of expertise you 
may not already have. Play to your strengths and start where you’re strong, such as email and direct mail; then 
move toward integration of additional channels, both digital and traditional offline.

http://merkleinc.com/
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In order to capitalize on this new digital world, organizations will have to rethink their current internal 
structure, operational processes, and marketing supply chain. Most CPG companies rely on external vendors to 
fulfill many of their marketing activities — from strategy to campaign execution. When looking for a vendor 
to fulfill agile marketing capabilities, be aware that many traditional marketing agencies don’t have the full 
suite of capabilities needed. Stitching together a complex ecosystem of point solution providers is fraught with 
inefficiencies and is extraordinarily complex to manage, with siloed data and marketing technology making 
transformation more challenging. The right capability set is completely focused on people-based marketing, 
deployed in an agile operation and reaching consumers on addressable platforms. Marketing partners should 
have the following expertise: 

Data Sourcing:
 f Systematic and unbiased ability to identify and prioritize valuable data, sources, feeds, and metrics  
throughout the entire path to purchase, ongoing support, and consumer evangelism 

 f Broad knowledge of global best practices and industry regulations
 f Deep experience with the integration and synthesis of data and data enhancements
 f Expertise to leverage marketing technology and services where necessary

Advanced Analytics: 
 f Advanced analytic skills, with the people, tools, and outcomes to back it up
 f Ability to analyze integrated consumer data to gain a new understanding of consumers and to create 
micro-segments, define audiences, build models to develop profiles, and identify predictive attributes

 f Flexibility to engage analytics talent and functions that can learn in an agile framework and conduct 
machine learning

 f Capacity to understand consumers and ability to transform information into actionable insights using 
“consumer kinetics” to inform all of sales and marketing 

Omni-Channel Integration: 
 f Seamless connectivity across marketing tactics and communication touchpoints 
 f Ability to integrate data, processes, and organizational tools 
 f Commitment to breaking down silos for synchronized, consistent consumer experiences across 
channels

REQUISITE SKILLS FOR SUCCESS
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Media Planning: 
 f Ability to plan based on people rather than media, channels, or publishers
 f Marketing and advertising technology expertise to find micro-segments of consumers, fit look-alike 
models, and score well on LTV 

 f Holistic media planning that acquires, nurtures, and retains an individual consumer throughout their journey 
 f Responsive real-time resource allocation funneling funds to the most effective methods of  
hyper-targeting and ROI

Campaign Design & Execution: 
 f Experience and expertise to dynamically render the right offer, message, creative, and call-to-action 
for any one individual

Consumer Experience Design: 
 f Skills to visualize the consumer’s experience from the “outside in,” or from his or her vantage point
 f Ability to identify gaps in CX processes, skills, and infrastructure that drive recommendations
 f Talent to implement a roadmap for orchestrating consumers’ company-wide interactions
 f Strategic use of competitive experience mapping to identify white-space opportunities for leapfrogging 
the competition and breakthrough innovation 

Navigating through this new digital landscape is certainly going to be a challenge for CPG marketers. Knowing 
where to start can be hard enough, and the journey to acquire the new tools and skills will be a long one. 
There are experts who can guide you in simplifying your transition to people-based marketing, from helping 
you articulate your company’s people-based marketing vision to crafting a roadmap, enabling the transition, 
and training your team. Embracing modern digital marketing is a lot easier when you rely on a proven, 
comprehensive methodology and have a partner with these capabilities and expertise. 

CONCLUSION
Enabled by addressable platforms and deep consumer understanding at all levels, CPG companies that 
transform to people-based marketing in an agile environment will create truly engaging consumer experiences, 
across new channels and all touchpoints. To get there, the first step is to take an honest look at your current 
marketing capabilities and where you want to go. Use that as a starting point to begin designing a new 
consumer experience. Amazing things can happen when you combine the powers of science and of art.  
You’ll be astonished to see what’s possible when you become a whole-brained marketer. 

REQUISITE SKILLS FOR SUCCESS (CONT.)
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A Performance Marketing Agency
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