
A well-developed, articulated, and 
implemented customer strategy is 
essential to optimized customer 
relationship management

CUSTOMER STRATEGY…
I’LL SHOW YOU MINE 
IF YOU SHOW ME YOURS
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Why Now for Customer Strategy?
Most people will agree that global and local commerce landscapes have been shifting and forcing many 
historically successful companies to reassess, redefine, or recreate their strategies. As customers are influenced 
by experiences provided by market disruptors and empowered with new technologies, all companies must create 
and execute a customer strategy to remain relevant. These types of driving forces, among others, make a well-
developed and implemented customer strategy more important now than ever. These include:

• Make faster, better-informed decisions through data, transparency, mobility and social media. 

• Data, transparency, mobility, and social media all enable customers to make faster, better-informed, 
decisions. Thus, customers have been gaining a significant amount of decision-making power due to 
technology changes and wide and easy availability to information. 

• Many industries, are experiencing commoditization and fewer ways to differentiate over the long-term. 
A well-developed and implemented customer strategy, or differentiation through best-in-class customer 
interactions, is a compelling, and at times necessary, way to go to market.

• Increased transparency exposed by social media can significantly damage firm credibility, brand equity, 
and, in some cases, market capitalization.

Customer Strategy Defined 
Many firms have a customer strategy, or believe they have one, but do they really? We have asked a number of 
our clients to show us their customer strategy and, oftentimes, they struggle to do so.

Merkle defines “customer strategy” as a data-driven approach to maximizing the financial value of customers 
by combining a deep understanding of customer needs, behaviors, and value with the ability to engage specific 
customers in the optimal way at various touch-points across the entire relationship with those customers.

Customer strategy is important because it ensures the alignment of customer experience investment to the areas 
of greatest economic opportunity and provides a toolset for management to consistently set, monitor, and adjust 
against changing business strategy and market conditions.

This whitepaper is the first in a two-part series on customer strategy from Merkle’s Customer Strategy Group. 
The content of this paper focuses on customer strategy, how we define it, and what we believes needs to be done 
to develop and implement one effectively. In the second whitepaper, we will present the results of our customer 
strategy research where we test across multiple industries whether or not firms have a well-developed customer 

strategy as well as the organizational design, processes, and technology in place to implement it effectively.
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Furthermore, a well-developed and effective customer strategy consists of the following five key pillars:

1. Customer/Market Ecosystem Insight – Leveraging Voice of Customer (VoC) and other research to gain 
and increase understanding of market conditions in which customers exist (i.e., the customer ecosystem) 
across the enterprise

2. Customer Insight & Segmentation – Using VoC research, data and analytics to generate insights into 
customers and then grouping them into distinct clusters for improved customer management

3. End-to-End Customer Management – Managing customers over the lifetime of a relationship…from 
acquisition forward and across all points at which a firm touches a customer

4. Managing Customers as Financial Assets – Managing the investment in customers in order to optimize 
the financial return generated

5. Customer Strategy Implementation - The business roadmap and technical blueprint to operationalize the 
organizational, process, and technology components of the other four components

The first two pillars, Customer/Market Ecosystem Insight and Customer Insight/Enterprise Segmentation 
are the fact-based components upon which a well-developed customer strategy and customer centricity are 
built. The next two – Managing Customers as Financial Assets and End-to-End Customer Management – 
address the financial and experiential components of customer strategy, respectively. The last pillar – Customer 
Strategy Implementation (see figure 1) – is where the rubber meets the road and is mission critical since a 
well-developed strategy without proper implementation is nothing more than an academic exercise.

Figure 1: Customer Strategy Implementation
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Many firms believe they have an executable customer strategy, and while some do, there are four critical 
components of customer strategy:

1. Ability to effectively operationalize customer data, translate it into useful information and insights, and 
distribute it to better manage customer relationships

2. Having an end-to-end lifecycle/journey customer experience design process (as opposed to just a siloed 
design process)

3. Generating the optimal financial return for a given investment from a portfolio of customers

4. Having the requisite organizational alignment in deploying a customer strategy – both organizational 
design and alignment of incentives

These four critical components, the “how?” of customer strategy, map (see figure 2) align to the five key pillard 
of customer strategy. 

Figure 2: Four Components of Customer Strategy
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organizations to operationalize data, it needs to be transformed into useful information and relevant insights to 
inform the delivery of excellent and differentiated customer experiences and offers. 

Operationalize	  Customer	  
Data

Customer/Market	  
Ecosystem	  Insights

End-‐to-‐End	  
Lifecycle/Journey	  Design

Customer	  Portfolio	  
Optimization

Organizational	  Alignment

Customer	  Insights	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
&	  Segmentation

End-‐to-‐End	  Customer	  
Management

Managing	  Customers	  as	  
Financial	  Assets

Customer	  Strategy	  
Implementation

Critical	  Components	  of	  
Customer	  Strategy	  

Five	  Key	  Pillars	  of	  
Customer	  Strategy



BY DAN RENNER,  ALLISTER REBEIRO,  ANDREW KING,  AND ANDREW HANSON 
1.877.9MERKLE   |    MERKLEINC.COM   |    © 2016 MERKLE INC. 5

Data must be reliable and useable. Our research continues to show that “data integrity and accuracy” is one 
of the most important factors in developing an interactive omni-channel customer experience. Without clean, 
actionable data, marketers cannot effectively strategize, plan, and interact with customers, nor will they be able 
to effectively scale their customer strategy. 

Going deeper, the study showed that it is important for different stakeholders across an organization to 
have access to a single view of clean, actionable customer data. Once data is clean, it must be centralized 
and accessible to marketers and other stakeholders within the organization who hope to deliver a seamless 
customer experience. In a few conversations, we have heard “fragmentation of customer data repositories are 
the major roadblocks to enabling an end-to-end, multi-channel sales and marketing approach.” One of Merkle’s 
insurance industry clients went further to highlight “tying that data together and creating a master view of the 
customer requires extremely complex queries and an enormous amount of processing.” The job of a marketer 
is to interact and engage customers and potential customers, not spend the majority of his or her time querying 
and processing data. By centralizing reliable customer data, marketers can focus on their roles of delivering 
excellent experiences to customers. 

Data consumption is the final element in laying the foundation of a sound customer strategy. As data quality 
increases and data becomes more accessible, marketers will need to know how to use this data. Reliable and 
accessible data is both a blessing and a curse. Marketers must know the most important elements of a customer, 
relevant to the specific goals of the campaign at hand. 

Customer insights represents a critical component of enabling customer strategy and is a driver for every aspect 
of it…for traditional direct campaigns, real-time personalized digital campaigns, programs driven through a 
data management platform, and corporate-level decision support for determining what to maximize and what to 
minimize.

Insights lie at the intersection of data, strategy, analytics, and technology. Insights also call for a dedicated 
infrastructure to support analytics, which is often overlooked when firms build out their customer strategy 
infrastructure. Furthermore, it is much more than a collection point for disparate data or a dumping zone for raw 
data.

Figure 3: The Customer Strategy Foundational Enablement Platform

The Customer Strategy Foundational Enablement Platform

Customer	  Database

The	  core	  of	  the	  marketing	  environment	  including	   the	  customer	  data	  warehouse,	  marketing	  management,	  marketing	  
automation,	  and	  offline	   event	  management.	  
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One of the key components of any customer insights operationalization is the usage of enterprise-wide customer 
segmentation. 

Enterprise segmentation aligns the business around a common customer strategy and shared vernacular, piecing 
together deep insights on prospects and customers while keeping tactical context.

Enterprise customer segmentation is comprised of multiple dimensions:

• Demographic, Geographic & Life Stage Insights – age, income, gender, ethnicity, family size, education, 
regions, life stage, etc.

• Motivational & Attitudinal Insights – needs, desired experience, perceived benefi ts, psychographics

• Behavioral & Lifecycle Insights – usage, response, customer transaction history, customer lifecycle

• Value Insights – customer profi tability, lifetime value

Let us examine an example (see fi gure 4) of a fi rm that is leveraging leading practices in enterprise customer 
segmentation.

Figure 4: Customer Segmentation 

One	  of	  the	  key	  components	  of	  any	  customer	  insights	  operationalization	  is	  the	  usage	  of	  enterprise-‐wide	  
customer	  segmentation.	  	  	  

	  

Enterprise	  segmentation	  aligns	  the	  business	  around	  a	  common	  customer	  strategy	  and	  shared	  
vernacular,	  piecing	  together	  deep	  insights	  on	  prospects	  and	  customers	  while	  keeping	  tactical	  context.	  

Enterprise	  customer	  segmentation	  is	  comprised	  of	  multiple	  dimensions:	  

•   Demographic,	  Geographic	  &	  Life	  Stage	  Insights	  –	  age,	  income,	  gender,	  ethnicity,	  family	  size,	  
education,	  regions,	  life	  stage,	  etc.	  

•   Motivational	  &	  Attitudinal	  Insights	  –	  needs,	  desired	  experience,	  perceived	  benefits,	  
psychographics	  

•   Behavioral	  &	  Lifecycle	  Insights	  –	  usage,	  response,	  customer	  transaction	  history,	  customer	  
lifecycle	  

•   Value	  Insights	  –	  customer	  profitability,	  lifetime	  value	  

Let	  us	  examine	  an	  example	  (see	  figure	  4)	  of	  a	  firm	  that	  is	  leveraging	  leading	  practices	  in	  enterprise	  
customer	  segmentation.	  

	  

Figure	  4	  

Large	  Media	  &	  Entertainment	  Company	  –	  Customer	  Segmentation	  Case	  Study	  
	  
A	  global	  media	  and	  entertainment	  company	  client	  of	  Merkle	  combines	  the	  four	  major	  types	  of	  
segmentation	  into	  one	  enterprise	  multi-‐dimensional	  segmentation	  schema.	  The	  goal	  is	  to	  identify,	  
optimize,	  and	  leverage	  marketing	  conditions	  as	  well	  as	  drive	  strategic	  direction	  and	  differentiate	  
on	  customer	  needs,	  attitudes,	  and	  value	  across	  the	  entire	  lifecycle.	  	  	  
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Some of the benefi ts include the creation of alignment around strategy and vision as well as the 
combination of market-research-based (needs) and data-driven (value, behavior) approaches. 

Limitations include the fact that it requires executive sponsorship, alignment, and change management 
across different marketing functions, and it can be diffi cult to operationalize.
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The insights platform represents a key convergence point in the enabling customer strategy infrastructure. It’s a 
critical component to realizing a holistic CRM capability. It becomes a driver for every aspect of the platform, 
providing insights for traditional direct mail campaigns, real time personalized digital campaigns, programs 
driven through a data management platform, and corporate level decision support for determining what to 
maximize and what to minimize.

The insights platform lies at the intersection of data, strategy, analytics, and technology. It calls for a dedicated 
infrastructure to support analytics, which is often overlooked when organizations build-out their customer 
strategy and CRM infrastructure. Furthermore, it is much more than a collection point for disparate data or a 
dumping zone for raw data. It’s role is to put analytical insights into an auctioning context.

To realize the full benefit of operationalizing analytics takes balance between the right technology tools and 
the right configuration of data, analytic methods, and supporting processes. This is the balance between art and 
science in terms of operationalizing insights and making data actionable.

End-to-End Customer Experience Design
Creating an end-to-end customer strategy is an integral part of being able to identify your customers and tailor 
your interactions to make sure that your organization is creating a seamless and optimal experience for your 
customers and prospects. Creating this end-to-end customer strategy cannot be done in a vacuum. This will be 
no easy task, but if you can create an end-to-end customer strategy and get the organization to share the same 
vision as you, the only thing left to do is to execute against it. 

End-to-end customer experience design begins with Voice of Customer (VoC) research to identify moments 
of truth that influence customer decisioning and should end with measurement of the customer experience to 
include customer ease score (CES), Net Promoter Score (NPS) or other traditional customer satisfaction metrics. 
All of the stakeholders that are currently engaging with customers at any touch-point should collectively 
agree upon the customer value proposition and how it should be conveyed across touch-points. This includes 
determining the offer that will be made to the customer, how that message will be conveyed, what the 
messaging is going to look like, and how it will be delivered to the customer. (see figure 5 on next page) 

End-to-end customer experience is where the customer interacts with a firm; the importance of what they 
see, hear, and feel is critical. This is why end-to-end customer experience design as part of customer strategy 
becomes essential. It is the blueprint toward building the future state customer strategy – the foundation 
for the customer behaviors that your organization wants to drive. Once the customer strategy is built with a 
comprehensive end-to-end customer experience design, the next step would be to operationalize and execute 
upon that strategy and design – which customers to target, which media and channels to utilize, and how to 
target them.
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Figure 5: End to End Customer Lifecycle 

A wireless services industry client shared with Merkle that the reason they are struggling with understanding 
their customer is because the “organization is so siloed” including the design of their customer experience. Due 
to this siloed nature of the organization, there is no single view of the customer across the lifecycle and with 
“a complexity of offerings and a lack of a well-defi ned customer strategy,” they are unable to execute against 
a customer-centric and insight-driven strategy. They are not the only ones struggling to make the customer the 
focal point of the business. We have seen this time and time again at Merkle.

Designing an end-to-end customer journey across organizational groups will help create the blueprint and lay 
the foundation for your customer strategy. Combined with operationalized customer data and organizational 
alignment, your organization will be more proactive in anticipating customers’ needs and faster to react to their 
changing needs and demands. But optimizing your customer journeys for specifi c customers is not enough. 
Companies must be able to execute against their customer strategy across an omni-channel platform. Although 
you want to have a well-rounded end-to-end customer strategy, you will not be able to optimize the experience 
or treatment for every single customer, nor do you want to. The return on investment (ROI) just isn’t there to 
create hundreds of customer journeys. You want to use deep insights and analytics from all the data you have 
garnished and tailor your execution strategies to the customers and prospects with whom you want to engage. 

Organizations have to be able to identify their customer and tailor the experience to be consistent, whether 
a customer calls in to your contact center or is interacting via digital channels. A healthcare network client 
Merkle said the biggest hurdle to consistently delivering on their customer strategy was the simple fact that “we 
are not able to deliver a consistent customer experience across all channels.”
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Managing the Customer as a Financial Asset
Customers are a business entity’s most valuable asset, for without customers there is no revenue. As such, 
customers need to be managed as though they were any other – and the most valuable – fi nancial asset. But 
marketers have long realized that all customers are not created equal. Some are more loyal and profi table 
than others, and yet many companies treat their customers without differentiation. This causes wasteful over-
investment of sales, marketing, and service resources in some customers, and under-investment in others. 

Ideally, all fi rms would have the capability to allocate customer investments in real time, but businesses face 
constraints:

• They operate in a limited resource environment and need to maintain fi scal responsibility.

• Not every prospect can be converted and not every customer can be retained.

• Many companies allow multiple silos within an organization to establish their own customer strategies and 
measure different things.

The solution to these challenges is customer portfolio optimization. Portfolio optimization is the process of 
choosing the optimal allocation of various assets held in a portfolio. Modern portfolio theory, fathered by Harry 
Markowitz, Ph.D., University of Chicago in the 1950s, assumes that an investor wants to maximize a portfolio’s 
expected return contingent on any given amount of risk. Portfolios that achieve such a balance are known as 
effi cient portfolios; they achieve a higher expected return by taking on more risk. Thus investors are faced with 
a trade-off between risk and expected return. This risk-expected return relationship of effi cient portfolios is 
graphically represented by a curve known as the Effi cient Frontier (see Figure 6). 

Figure 6: Effi cient Frontier

Customers	  are	  a	  business	  entity’s	  most	  valuable	  asset,	  for	  without	  customers	  there	  is	  no	  
revenue.	  As	  such,	  customers	  need	  to	  be	  managed	  as	  though	  they	  were	  any	  other	  –	  and	  the	  
most	  valuable	  –	  financial	  asset.	  But	  marketers	  have	  long	  realized	  that	  all	  customers	  are	  not	  
created	  equal.	  Some	  are	  more	  loyal	  and	  profitable	  than	  others,	  and	  yet	  many	  companies	  treat	  
their	  customers	  without	  differentiation.	  This	  causes	  wasteful	  over-‐investment	  of	  sales,	  
marketing,	  and	  service	  resources	  in	  some	  customers,	  and	  under-‐investment	  in	  others.	  	  

Ideally,	  all	  firms	  would	  have	  the	  capability	  to	  allocate	  customer	  investments	  in	  real	  time,	  but	  
businesses	  face	  constraints:	  

•   They	  operate	  in	  a	  limited	  resource	  environment	  and	  need	  to	  maintain	  fiscal	  responsibility.	  

•   Not	  every	  prospect	  can	  be	  converted	  and	  not	  every	  customer	  can	  be	  retained.	  

•   Many	  companies	  allow	  multiple	  silos	  within	  an	  organization	  to	  establish	  their	  own	  customer	  
strategies	  and	  measure	  different	  things.	  

The	  solution	  to	  these	  challenges	  is	  customer	  portfolio	  optimization.	  Portfolio	  optimization	  is	  the	  process	  
of	  choosing	  the	  optimal	  allocation	  of	  various	  assets	  held	  in	  a	  portfolio.	  Modern	  portfolio	  theory,	  
fathered	  by	  Harry	  Markowitz,	  Ph.D.,	  University	  of	  Chicago	  in	  the	  1950s,	  assumes	  that	  an	  investor	  wants	  
to	  maximize	  a	  portfolio's	  expected	  return	  contingent	  on	  any	  given	  amount	  of	  risk.	  Portfolios	  that	  
achieve	  such	  a	  balance	  are	  known	  as	  efficient	  portfolios;	  they	  achieve	  a	  higher	  expected	  return	  by	  taking	  
on	  more	  risk.	  Thus	  investors	  are	  faced	  with	  a	  trade-‐off	  between	  risk	  and	  expected	  return.	  This	  risk-‐
expected	  return	  relationship	  of	  efficient	  portfolios	  is	  graphically	  represented	  by	  a	  curve	  known	  as	  the	  
efficient	  frontier.	  	  	  

Figure	  6:	  Efficient	  Frontier	  

	  

	  

	  

Similarly,	  customer	  portfolio	  optimization	  is	  this	  process	  applied	  to	  a	  group	  of	  customers	  and	  prospects.	  
Marketers	  determine	  the	  investment	  to	  sell,	  market,	  and	  service	  in	  order	  to	  acquire,	  grow,	  retain,	  or	  
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Similarly, customer portfolio optimization is this process applied to a group of customers and prospects. 
Marketers determine the investment to sell, market, and service in order to acquire, grow, retain, or reactivate a 
given customer or segment based upon the expected return. When these customers or segments are aggregated, 
a customer portfolio is created. The expected return is the calculated lifetime value for a given customer. 

The goal of customer portfolio optimization is to generate a return from a given portfolio of customers that lies 
upon the Efficient Frontier curve for a given risk level (e.g., investment, long-term relationship, etc.) In other 
words, we aim to maximize the value of a customer portfolio for a given investment risk or determine the 
investment and allocation required to maximize overall customer portfolio value.

Customer investment here includes acquisition cost (how much it costs to acquire a given customer) as well as 
cost to serve (the expense related to serving a customer). Investment allocation answers these questions:

• What media, channels, and touch-points should be leveraged? How much emphasis should be placed on 
digital versus other/analog touch-points? 

• What is the “risk” of a given investment in customers? Investment in customer acquisition may be riskier 
than investment in expanding existing relationships. 

Figure 7: Value Strategy Matrix

Customer portfolio optimization should be one of the primary organizing constructs around which marketing 
and financial models are based. Thus, it is a component that is an oftentimes overlooked but critical to 
maximizing the value (both profit and shareholder) of an organization. 

reactivate	  a	  given	  customer	  or	  segment	  based	  upon	  the	  expected	  return.	  When	  these	  customers	  or	  
segments	  are	  aggregated,	  a	  customer	  portfolio	  is	  created.	  The	  expected	  return	  is	  the	  calculated	  lifetime	  
value	  for	  a	  given	  customer.	  	  	  

The	  goal	  of	  customer	  portfolio	  optimization	  is	  to	  generate	  a	  return	  from	  a	  given	  portfolio	  of	  customers	  
that	  lies	  upon	  the	  Efficient	  Frontier	  curve	  for	  a	  given	  risk	  level	  (e.g.,	  investment,	  long-‐term	  relationship,	  
etc.)	  In	  other	  words,	  we	  aim	  to	  maximize	  the	  value	  of	  a	  customer	  portfolio	  for	  a	  given	  investment	  risk	  or	  
determine	  the	  investment	  and	  allocation	  required	  to	  maximize	  overall	  customer	  portfolio	  value.	  

Customer	  investment	  here	  includes	  acquisition	  cost	  (how	  much	  it	  costs	  to	  acquire	  a	  given	  customer)	  as	  
well	  as	  cost	  to	  serve	  (the	  expense	  related	  to	  serving	  a	  customer).	  Investment	  allocation	  answers	  these	  
questions:	  

•   What	  media,	  channels,	  and	  touch-‐points	  should	  be	  leveraged?	  How	  much	  emphasis	  should	  be	  
placed	  on	  digital	  versus	  other/analog	  touch-‐points?	  	  	  

•   What	  is	  the	  “risk”	  of	  a	  given	  investment	  in	  customers?	  Investment	  in	  customer	  acquisition	  may	  be	  
riskier	  than	  investment	  in	  expanding	  existing	  relationships.	  	  	  

	  

Figure	  7:	  Value	  Strategy	  Matrix	  

	  

Customer	  portfolio	  optimization	  should	  be	  one	  of	  the	  primary	  organizing	  constructs	  around	  which	  
marketing	  and	  financial	  models	  are	  based.	  Thus,	  it	  is	  a	  component	  that	  is	  an	  oftentimes	  overlooked	  but	  
critical	  to	  maximizing	  the	  value	  (both	  profit	  and	  shareholder)	  of	  an	  organization.	  	  	  
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Organizational Alignment
This brings us to the fi nal component of an executable customer strategy. A customer strategy cannot exist only 
on paper – it has to permeate through an organization to the operational level in order to have a meaningful 
impact on the customer experience. Business units must be able to evaluate customer insights consistently 
throughout the organization, and incentives must be put in place to encourage employees to leverage and act 
upon the insights. 

Organizational Alignment Defi nition

An organization’s purpose, mission, and values must be clearly communicated to all business units to properly 
align them so that entirety of the organization is aiming for and measuring against the same end goal. 
Additionally, the terminology and defi nitions that are used to refer to elements present in the entire organization 
must be ones uniformly agreed upon across business and functional groups. For example, the defi nition of 
fundamental customer strategy terms such as identifi able customer segments must be consistent between 
marketing, distribution, fi nance, and analytics teams. If marketing uses a defi nition of customer lifetime 
value (CLV) that is not consistent with what the fi nance team uses, then that would lead to a mix of customer 
segments that is less than desirable and at times confl icting across different business units, making it much 
harder to maximize profi tability. 

Many clients agreed with this insight agree with this insight, noting that “our biggest hurdle is everybody being 
on the same page” and “while the business gets reports/answers for their own domain, there is no integrated 
analysis across data.”

Figure 8: Organization Alignment
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Incentive Alignment

Organizational alignment is only the first step. What gets done is what gets measured and incentivized so 
incentive alignment needs to occur simultaneously to ensure that business units act and react in a manner 
that is consistent with the overall customer strategy. For example, traditional sales teams are very focused 
on identifying and managing the prospect lifecycle, but they can also play a very valuable role in the initial 
onboarding process for customers and in making the transition from prospect to customer as seamless as 
possible. Setting expectations correctly at this stage can have significant downstream impacts all the way 
through to the retention stage of the customer lifecycle. However, oftentimes sales teams are incentivized on 
prospect volume and conversion rates, and consequently their focus and energy is spent only in that direction. 

Some of our clients feel the same way and told us that most projects in the “red zone” never make it across the 
goal line. We believe that this is in part due to lack of alignment on incentives and how the success of those 
projects gets measured across stakeholders.

Customer Strategy…Show Us Yours
Merkle believes that a well-developed and executed customer strategy gives executive leadership a systematic 
way to manage their customers as an investment portfolio. Customer strategy thus involves a critical financial 
component which is built around experiences delivered to segments and customers with an expected return. 
The customer strategy should provide clear direction on where to invest against segments and the customer 
lifecycle. Furthermore, it should provide direction on marketing and product mix. In addition, customer strategy 
provides consumer insight for experience delivery. 

An effective and well operationalized customer strategy consists of five key pillars. There are four critical 
elements that often fall short in the implementation of an effective customer strategy which tie back to the five 
key pillars. Customer strategy is critical because it ensures the alignment of customer investment in the most 
valuable revenue-producing asset that a firm has – its customers – to the areas of greatest potential economic 
impact. This ultimately optimizes the entire organization’s financial performance.

For more information on how to best develop and implement an effective customer strategy, please contact 
Merkle’s Customer Strategy Group.

References:
“Connected CRM: Implementation a Data-Driven Customer-Centric Business Strategy”, David S. Williams, Wiley & Sons, 2014
“The Rise of the Platform Marketer”, Craig Dempster & John Lee, Wiley & Sons, 2015
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Merkle is a global data-driven, technology-enabled performance marketing agency and 
the largest independent agency in the US for CRM, digital, and search. For more than 
25 years, Fortune 1000 companies and leading nonprofi t organizations have partnered 
with Merkle to maximize the value of their customer portfolios. The agency’s heritage 
in data, technology, and analytics forms the foundation for its unmatched skills in 
understanding consumer insights. When combined with its strength in performance 
media, Merkle creates customer experiences that drive improved marketing performance 
and shareholder value. With more than 2,700 employees, the privately held corporation is 
headquartered in Columbia, Maryland with 14 additional offi ces in the US and offi ces in 
London, Shanghai and Nanjing. For more information, contact Merkle at 1-877-9-Merkle 
or visit www.merkleinc.com.
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