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In the age of digital, consumer behavior is in a state of constant 
fl ux with regard to media consumption patterns, expectations 
and purchase behaviors. This instability is creating major 
disruption for consumer brands attempting to acquire and build 
long-lasting relationships with their customers that outperform 
those of competitors. 

The foremost opportunity to attain competitive advantage is the 
ability for marketers to achieve addressability at scale (AAS) 
through the evolving digital audience platforms. Just as we have 
seen in previous marketing eras, there will be clear winners 
and losers in this era of customer addressability. To exploit the 
opportunity of AAS, marketers will need a core set of capabilities 
and enablers that we call Connected CRM (cCRM)®. Given the 
fl ight to digital, new Platform MarketerTM competencies will need 
to be developed and applied to cCRM. 
 
Please enjoy this third installment of Merkle’s Marketing 
Imperatives. We hope this book serves as a go-to resource for you 
as you navigate your own cCRM journey, and I personally hope 
we can take the journey together. 

David Williams
Chairman & CEO

The inspiration 
for the Marketing 
Imperatives series 
is simple – it’s our 
ongoing commitment 
to the success of our 
clients. 
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At Merkle, we have spent 25 years working with clients to 
leverage their fi rst-party (customer-owned) data, to better 
create targeted, personalized, and measureable experiences 
for some of the most well-known brands in the world. 
Employing the best available data, analytics and technology, 
we constantly strive to improve fi nancial performance and 
create competitive advantage for our clients.  Over the years, 
as the marketing landscape has changed, our approach has 
evolved into a precise and disciplined technique we call 
Connected CRM (cCRM)®. 

During the 1990’s, skilled marketers like Capital One 
and GEICO, pioneered the use of individual-level data 
and analytics to target and personalize direct mail and 
telemarketing eff orts that drove new customer acquisition 
and strengthened customer relationships. The innovative 
application of analytics on valuable fi rst-party and third-
party data, within the addressable media and channels that 
were accessible at the time, resulted in massive scale and 
effi  ciencies. These trailblazers recognized the “moment-
in-time” opportunity and capitalized on a strategy of 
addressability at scale to gain enormous market share in 
highly competitive markets.  
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Today, we’re facing a second “moment-in-time” opportunity to 
harness the power of addressability at scale (AAS.) This gateway 
to competitive dominance lies in the addressable audience 
platforms being created for the “always-on consumer,” who 
engages with brands through digital media and channels, 
across multiple screens and platforms, 24/7. In response to this 
phenomenon, third-party providers, such as Google, Facebook 
and Twitter, are creating scaled platforms designed to deliver 
the experiences consumers seek, while creating an addressable 
marketing stage for advertisers. The competition for advertising 
dollars among the major platform players is driving increased 
targeting, tracking, and content capabilities that only enhance 
the opportunity for the marketer to implement cCRM. 

The opportunity for efficiency and scale within the addressable 
audience platforms dwarfs that of the aforementioned offline 
direct marketing opportunity. In our opinion, it is poised to 
generate 10 times the value for those companies willing to take 
first-mover advantage. Further, due to the increased complexity 
of leveraging data and analytics in today’s digital world, AAS will 
create more enduring competitive power for those leaders. 
To take advantage of the new era of AAS, it will be necessary 
to integrate first-party data and analytics across the customer 
lifecycle, executing a seamless consumer experience across 
first- and third-party audience platforms, devices, and 
experience formats. This gives rise to a new breed of marketer 
who has the competencies to master and implement the 
integrated data management, technological and execution 
capabilities, and establish the operating model needed to 
leverage AAS. This marketer has a deep understanding of cCRM 
principles yet has the knowledge and innovative forethought 
to thrive in the world of digital audience platforms. We call this 
new persona the Platform MarketerTM.

The 2014 Marketing Imperatives represent the essential elements 
to transforming your marketing organization into a cCRM leader. 
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Addressability: Opportunity, Framework & Competencies

Customer Strategy

Measurement and attribution at the segment level then drives 
macro-level media and channel budgeting allocation

Segmentation

Value Planning

Experience Delivery

This creates a complete optimized customer experience that 
drives increased LTV, effi ciencies and shareholder value

Targeting & Personalization

Media Planning Channel Planning

Financial Management

Integrated targeting and customization across media and 
channels are optimized at the segment and individual level

Measurement & Attribution
Budget Allocation

In
fr

as
tr

uc
tu

re

O
rg

an
iz

at
io

n How do we 
organize and 

what capabilities 
and business 

processes will be 
necessary?

What data, 
systems, tools 

and technologies 
will be necessary?

Enterprise segmentation, which includes value and lifecycle dimensions, forms the foundation of the cCRM framework

Addressability at Scale Opportunity

The cCRM Capabilities Framework

The New Platform MarketerTM Competencies

To exploit AAS, you will need a core set of capabilities and 
enablers that we call Connected CRM (cCRM).

Given the nature of AAS in a digitizing marketplace, there are new 
competencies that the enterprise needs to acquire and apply to cCRM.

Identity Management

Measurement & Attribution

Consumer Privacy & Compliance

Audience Management

Experience Creation & Design

Media & Channel Optimization

Technology Stack

The increasing addressability and scale in the digital platform marketplace is 
allowing the opportunity to create disruption and competitive advantage.



Conquer Addressability 
at Scale
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We defi ne addressability at scale (AAS) as the opportunity to 
create competitive advantage through the ability to deliver 
targeted, personalized experiences to consumers. AAS is 
enabled through the application of data and analytics to the 
digital audience platform marketplace that is now at massive 
scale. cCRM is all about the ability to use addressability to 
increase the targetability, relevance, and measurement 
of marketing impressions and experiences across the 
customer lifecycle in both the online and offl  ine channels 
and media. Today’s ever-expanding and highly dynamic 
platforms like Google, Facebook and Twitter are enabling 
marketers to scale addressability to unprecedented levels, 
at record speed. To take advantage of the opportunity of 
cCRM, Platform Marketers will need new skills, business 
processes, capabilities and operating models. We believe 
those companies that take advantage of AAS by leveraging 
cCRM and fl exing their Platform Marketer muscles will create 
signifi cant economic value for their organizations.
 
The opportunity for AAS is really here…now. The macro 
trends of scaled digital media, social, and mobility of the 
population are the prominent enablers of this drive toward 
individualized interactions. And as these trends continue to 

Creating competitive advantage through the 
digital audience platforms
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increase in scale, so will our capacity for addressability. 
The pace at which consumers are changing the ways that 
they interact with brands is dizzying. Over the time period 
of 2010 to 2013, we’ve seen a marked downward shift in 
the consumption of traditional media such as television, 
radio, and print; while the other side of the coin shows that 
consumers have drastically increased the number of hours 
spent on digital media, social in particular, with an increase 
from about 52 minutes a day to nearly 901,2. In 2010 Google 
didn’t have a social media capability, and today, 540 million 
people are active on Google Plus3. Pinterest is a 170 person 
company, and one in every four women in the United States is 
using it on a weekly basis…incredible4. 

Mobile is scaling too. In 2013, we have hit an inflection point, 
where mobile internet use is actually eclipsing desktop 
use5. Who would have thought that would happen so fast? 
These behavioral changes are altering the ways in which 
consumers make decisions. And marketers are responding 
with customer-centric approaches, trying to leverage the 
use of big data to figure out to whom – and how – they 
should offer individualized digital experiences. Advertisers 
in particular are shifting their dollars into this effort. In 
response to massive consumer migration to digital, brands 
are scaling their mobile and social media advertising budgets 
and ramping up video advertising as well.

1. GfK, “MultiMedia Mentor” as cited by Interactive Advertising Bureau, “45 Million Reasons and Counting to Check Out the 
New Fronts” conducted in partnership with GfK, 04/29/13

2. Experian, “Experian Marketing Services Reveals 27 Percent of Time Spent Online is on Social Networking,” Press Release, 
04/16/13

3. Yeung, Ken, “Two years later, Google+ is growing, with 540m active users worldwide, 1.5b photos uploaded each week,” 
The Next Web, Inc. (blog), 10/29/2013

4. Meredith, Leslie, “What Pinterest reveals about women,” The Christian Science Monitor (blog), 02/22/2013

5. Standage, Tom, “In 2013 the Internet Will Become a Mostly Mobile Medium. Who Will Be the Winners and Losers?” The 
Economist Newspaper (Web), 01/18/2013

6. Radicati, Sara, PhD, and Justin Levenstein, “Email Market, 2013-2017,” The Radicati Group, Inc., 11/2013

7. Statistic Brain, “Social Networking Statistics,” (Web), 01/01/2014

8. “US Total Media Ad Spend Inches Up, Pushed by Digital Read More,” eMarketer Daily (Web), 08/22/2013

9. Maddox, Kate, “Real-time bidding pushes display advertising to double-digit growth,” AdAge BtoB (Web), 11/18/13
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All of this digital interaction is creating a tremendous amount 
of data. Each day, 182 billion emails are sent. Each month, 706 
billion pieces of content are shared on Facebook7. As Google 
Executive Chairman Eric Schmidt observed, “There were five 
exabytes (5 million terabytes) of information created from the 
dawn of civilization to 2003, but that much information is now 
created every two days, and the pace is increasing.” To consider 
addressability in the context of this much data is spellbinding. 
It simply can’t be achieved through traditional methods. Not 
only is the overall digital media marketplace going to be $61 
billion by 20178, but a significant portion of digital media today 
is in fact being bought programmatically. Real-time bidding on 
media is actually going to reach $10.5 billion by 20179, growing 
more than 50%. And we estimate custom audiences, or identified 
addressability, to reach the $8 billion mark by that time.  So 
the shift is toward digital, but to the individual addressability 
opportunity within digital as well.

The AAS 1.0 addressable platform at scale was the United States 
Postal Service (USPS). There were many different engagement 
tools offered by the USPS and third-party providers, which 
helped us optimize on the platform.  Companies figured out 
how to take both first- and third-party data, deploy analytics 
to that data, and leverage it using those tools.  We became (or 
hired) experts who lived and breathed the nuances of the USPS 
platform.  Companies like Capital One, GEICO and DirecTV were 
actually executing Connected CRM (cCRM) strategies, just with a 
different framework than today’s. The winners made marketing 
advancements like we had never seen before. Capital One, 
for example, had as many as 1,500 people associated with its 
database marketing and AAS. The company emerged as a clear 
market leader during the time period of 1995 to 2005 because of 
its strength in leveraging the USPS platform at scale. In reality, 
AAS 2.0 has many parallels. We have seen the digital platforms 
scale, creating the addressability opportunity through search, 
video, display, and social media.  
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Addressability at Scale

The Emerging Opportunity

Enterprises able to exploit AAS create sustainable competitive 
advantage that can result in market-leading fi nancial performance.

AAS 1.0
Direct Marketing Driven

AAS 2.0
Digital Platform Driven

1996 2005 2013 2014+

Data

Analytics

Scaled Addressable Audience

Opportunity for 
Competitive Advantage 

through AAS



They are providing us with different toolsets and targeting 
products that we can use to optimize on their platforms, such 
as Google’s Google Display Network, the Bid Manager toolset, 
or the AdWords toolset, which offers addressable targeting 
products such as remarketing lists for search ads (RSLA). For 
Facebook, targeting products include the Facebook Exchange 
(FBX) and Custom Audiences, which can be optimized 
through a number of certified third-party partner toolsets. 
For Twitter, it’s products like Tailored Audiences, Keyword 
Targeting, TV conversation targeting, in which audiences 
can be purchased directly or through third-party partner 
toolsets. There are literally thousands of companies who are 
developing technologies and toolsets to help us optimize on 
these platforms.
 
So, the crucial question is who is going to take advantage 
of AAS in 2.0? Our belief is that there will be significant 
winners and losers. If you look at the traditional marketing 
funnel, with awareness at the top and no addressability, we 
end up with people we don’t know – and often don’t want 
– cascading down the funnel. The result of those people 
coming down the funnel is inefficiency and lack of scale, 
which means fewer conversions; wasted remarketing dollars; 
and a generally less valuable client base.  The result is a very 
inefficient funnel that’s simply not scalable – all because you 
started out with no addressability at the top. 
 
But today, if you put AAS at the top of that funnel and 
leverage data and analytics to target and maximize spend 
against high-value customers and prospects, there is a 
cascading effect all the way down the funnel. You can now 
leverage addressability to create highly efficient and relevant 
marketing experiences. The result is more productive 
customer marketing, characterized by greater conversion 
rates; more targeted remarketing efforts; and ultimately, a 
richer customer portfolio.
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Awareness
Adverse selection is a big problem in non-addressable media – “People I don’t 
want are the ones I get to respond”

Consideration
Effi cient lead generation, but adverse selection from mass and digital media, 
results in lack of scale in quality and, therefore, conversion

Remarketing
Lack of quality and scale of the remarketing pool is bad enough…made worse by an 
inability to use addressability to engage high-value leads in a relevant experience

Conversion
As a result, marketers cannot scale budgets, due to ineffi ciencies at the top of the 
funnel

Awareness

Customer Remarketing

Consideration

Remarketing

Conversion

Unqualifi ed 
Leads & Waste

Marketing Funnel - The Old Way

High-Value 
Customer

Mid-Value 
Customer

Low-Value 
Customer

Unknown
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Awareness

Consideration

Remarketing

Conversion

Unqualifi ed 
Leads & Waste

The New Addressable Marketing Funnel 
Integrated, targeted management of addressable consumers throughout the funnel

Audience 1 Audience 2 Audience 3
Auto

Property
Multi-line

Channel 
Optimization

Customer 
Remarketing

Differentiated 
Consumer 
Experience

Digital Targeting 
Optimization

Digital Targeting Optimization
Leverage data and analytics to target and maximize spend on high-value prospects 
in the addressable universe

Differentiated Consumer Experience
Leverage addressability to create highly effi cient and relevant remarketing 
experiences

Channel Optimization
Extension of addressability into channel personalization to drive increased 
conversion

Customer Remarketing
Effective utilization of addressability for re-engagement and maximization of 
existing customers
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What is enabling this addressability at scale opportunity at 
the top of the funnel are the growing number and variety of 
digital audience platforms. The evolution of addressability 
has moved from the mid-nineties, with intuitive or somewhat 
analytically informed human decisions about where we 
would advertise based on where we thought our largest 
audiences would be. We then moved to a more contextual, 
or tribe-based, digital marketing approach, where people 
were aggregating audiences of specifi c interests, and you 
decided whether those were the interests of your customer 
or not. We then moved to this anonymous individual level 
targeting, so the ad exchanges were developed, and you had 
the opportunity through those exchanges to use anonymous 
individual level data to target.

Evolving Platform Marketplace

1995 - 2005

Audiences 
aggregated by 

content

Differentiation 
created by Media 

Skills

2005 - 2009

Audiences 
aggregated by 
scaling niche 

content

Differentiation 
created by 

Optimization

2009 - 2012

Addressability

Audiences 
aggregated by 
audience data

Differentiation 
created by 
Technology

2013+

Audiences 
aggregated by 
using known 
relationships

Differentiation 
created by Data 
Integration and 

Analytics
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Now, these audience platforms are creating the opportunity 
of individual-level targeting. We define an audience platform 
as a technology that enables automated, real-time delivery 
of targeted, personalized experiences to individuals (known 
and anonymous) at scale utilizing first party data. One such 
platform is Facebook and custom audience, where you can 
take an email address and send it to Facebook and match up 
to 170 million people in the United States. Another is Twitter, 
which has been moving forward from cookie-based toward 
addressable individual-level information as a connection 
point. Even Google is starting to move its search toward 
linking to advertisers’ first-party data environment to make 
search ads perform better.
 
There are many different methods of addressable targeting, 
such as direct name and address match, real-time bidding 
in the exchanges, intent-based targeting through search 
platforms, or segment-based targeting coming from other 
social media companies. Most of these didn’t even exist four 
years ago. The change is happening fast. And it’s happening 
across devices – PC, mobile and tablet. It’s also happening 
in search, which has moved from traditional keyword 
targeting into different device-based search. And the format 
is diversifying to include features like video ads and click-
to-call. It’s now moving into integrated media and targeting, 
where you can actually load the data that you’re collecting 
back into the platform and begin bidding on media that you 
would never have in the past, because you now have insights 
about that consumer. New audience platforms have begun 
to arise from unexpected publishers. Amazon is now in the 
space, building a media business that has already reached 
the $1 billion mark1. It’s starting to extend as more and more 
companies gain these very valuable first party data assets and 
are looking for ways to create new monetization streams. It’s 
just going to increase the opportunity for us all.
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The Audience Platforms

Marketer

1st & 3rd Party Data

1st & 3rd Party Data

Audience Platforms

Publishers

1st & 3rd Party Data

Automation



Whether you’re a publisher trying to take an advantage of 
the opportunity from an advertising and sales perspective, 
or you’re an advertiser trying to take advantage of this 
opportunity, it’s really hard to keep pace with what’s 
happening. A lot of people think that the targeting is isolated 
within the audience platforms, so it’s just happening 
within Facebook or within Google, or within Twitter. But 
these publishers have made some interesting acquisitions. 
Facebook with Atlas, Google with Dart and Double Click, and 
Twitter with MoPub. These expansions allow the publishers to 
reach beyond their native environments and start leveraging 
fi rst party data to create audience extension (networks) that 
allow that fi rst party data targeting to scale across a wider 
landscape. It creates incredible opportunity for AAS, not only 
for ad targeting but for delivery of rich, meaningful content 
across devices. 

The opportunity of addressability at scale in the digital 
audience platform is massive, and it’s here now, creating 
a rare opening for brands to seize competitive advantage. 
It is rapidly changing the marketer’s ability to manage 
the marketing funnel more effi  ciently and eff ectively. The 
cCRM framework, which has proven successful in offl  ine 
addressability at scale, will again be the key strategy for 
success in the digital audience platforms. Payoff  will come 
for those individual companies who take advantage of this 
opportunity of AAS. 
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The Platform Marketer embodies the collective competencies 
needed to successfully exploit addressability at scale.  Those 
USPS-based “platform marketer” competencies that worked 
in the past were very diff erent from what’s required today. To 
take advantage of the opportunity, new competencies will be 
required. You’ll need to be a marketing technologist and an 
expert on the new audience platforms. You’ll need to know 
how to create personalized individual consumer experiences 
across a multitude of customer touchpoints. You’ll have to 
deal with the privacy and compliance hurdles that we face 
as marketers today. And you must understand measurement 
and attribution in a much more sophisticated way than you 
have ever understood it. Those brands that leverage these 
competencies on addressable audience platforms, using a 
proven framework like Connected CRM (cCRM), are going to 
have a great opportunity for competitive advantage. Seven 
essential competencies lie at the core of Platform Marketing 
success: identity management; audience management; 
consumer privacy and compliance; media and channel 
optimization; measurement and attribution; experience 
design and creation; and the tech stack (which will be 
discussed in the third imperative). 
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Identity management
Identity management begins with creating a unique consumer 
identity map for each customer or prospect, across media and 
channels. This identity map is updated on an ongoing basis 
as consumer engagements create new identity connections. 
Identity currencies are those customer identifiers, 
anonymous and known, that allow for effective analysis and 
targeting. These include such features as physical name and 
address, email address, mobile number, customer IDs, social 
handles, probabilistic IDs, and cookies. A single persistent 
“key” or identity is created when these currencies are linked 
and merged together. In turn, all anonymous digital and 
known interactions are aggregated at the individual level 
into a singular “event stream” for targeting, personalization, 
measurement, and insights. 

Effective identity management maximizes the collection of 
consumer addressability data through the development of 
compelling experiences that incent consumers to provide 
identification criteria, while also making intelligent use 
of third-party data to enhance customer profiles. It also 
involves proactively engineering data capture within media 
and channel to ensure that valuable identity data is retained 
and connected.  

Best practices call for a pervasive identity management 
capability that provides an integrated view of offline 
and online channel and media interactions across the 
organization. This competency ensures that consumer 
identity and knowledge are maximized, including digital and 
social IDs that are managed in real time and deployed across 
channels. In order to ensure enterprise integration, identity 
management must be a c-level mandate, owned by executive 
leadership, with clear metrics for success.
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Audience management 
Audience management builds on identity management 
through the aggregation of consumer data from multiple 
sources for the purpose of creating and analyzing consumer 
segments. It entails the onboarding and merging of 
personally identifiable information (PII) with anonymous 
data sources in privacy sensitive ways, and the development 
of segments that can be acted on across identity currencies. 
These segments can be used for analytic insight purposes and 
can also be directly syndicated across media and channels in 
real time to enable targeted communications.  

The foundational requirement for effective audience 
management is the seamless integration of consumer data 
across offline and online touchpoints. This includes bringing 
together key consumer currencies, such as name and address, 
email, cookie ID, and social handle along with audience 
attributes and behavior. Segments are built on this data 
allowing the information to be readily digested and acted 
on by marketers. An important requirement for effective 
audience management is the ability to update audience 
profiles in real time as the consumer is engaging with the 
organization. Also important is the ability to push segment 
data, based on any of the consumer currencies, to the 
appropriate audience platforms in real time and to pull, by 
facilitating the real-time lookup of segment data, as required.  
In this way data might be pushed into audience platforms 
such as Facebook or the email service provider for outbound 
communications. It can also be pulled by customer service 
reps who are in active dialogs with the consumer or pulled 
into a decision engine for real-time targeting on a website. 
Effective audience platforms are tightly integrated with each 
media and channel using real-time web services. 
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Consumer privacy and compliance 
With increasing attention being paid to the collection and 
use of consumer data, today’s marketers must continue to be 
vigilant and responsible stewards of that information. 

Scrutiny, from legislative and regulatory entities as well 
as privacy advocates, requires marketers to constantly 
monitor and participate in the shaping of consumer privacy 
regulations and industry requirements. These eff orts are 
critical to the proactive development of enterprise-level 
consumer data protection standards. The objective is to create 
data practices that strike a balance among the needs and 
expectations of the business, the industry, and the consumer, 
while enabling innovation and value creation.

Supporting these eff orts is a consistent, clear and eff ective 
communication plan across the organization, designed to 
educate and promote the values of a robust consumer privacy 
program. Additionally, your consumer data collection eff orts 
should refl ect your commitment to the integrity and security 
of the data from corruption and/or unauthorized access or 
breach. As we know, a strong and robust privacy program 
can be undermined very quickly if suffi  cient focus is not 
paid to how and where data is stored, who can access it and 
how un-authorized access can be detected (if not in all cases 
prevented). 
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Media and channel optimization
While identity and audience management create data and 
insight “fuel,” the engine that drives addressability at scale 
is the combination of competencies and assets within media 
and channel optimization.  Within the world of media, new 
competencies in addressable media planning, programmatic 
media buying, and buy optimization have arisen that take 
full advantage of the scaling addressability in the audience 
platforms. 

Gone are the days of the traditional “mad men” approach, 
where relationships and intuition drove the media plan and 
buy. The media optimization expert in today’s marketplace 
integrates the fi rst-party data assets in the CRM database 
into a consolidated view of the online consumer. That view 
is housed in an integrated media platform that manages a 
complex web of programmatic media buying and optimization 
tactics throughout the funnel, including programmatic-
guaranteed, exchange-based, and direct-match tactics. 
This is a blend of the art of platform optimization and 
the science of machine learning and automation. All of 
this is managed through an audience-based (rather than 
publisher-based), addressable media plan. Similarly, within 
the world of the digital channel, new competencies have 
arisen to take advantage of the increasing addressability 
of the decision management and content management 
capabilities within the domain of the fi rst-party audience 
platform. These include real-time personalization as well as 
experience planning and execution. These two disciplines 
are highly interrelated and must be expertly integrated with 
an overarching experience planning and execution discipline 
that considers the overall experience, from the fi rst ad 
impression through to customer loyalty. 
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Measurement and attribution
For the Platform Marketer, eff ective measurement and 
attribution are more important than ever before. They 
involve the development and ongoing management of key 
performance indicators (KPIs) and underlying methodologies 
that measure marketing eff ectiveness and provide insights 
for agile ongoing execution. Measurement and attribution 
requires the development and implementation of an approach 
that crosses media, channel, and device type and enables 
fractional attribution, rather than the inaccurate “last-
touch” attribution. It also includes tools for visualization and 
socialization of results and insights. 

Today’s best practices include KPIs that are consistent, 
complete and published across the enterprise with one best 
estimation method for each metric. Top-down marketing 
mix models tied to all media are integrated with bottom-up, 
customer-level attribution modeling across direct and digital. 
Robust scenario planning and optimization capabilities allow 
for forecasting across measurement levels and dimensions, 
and a formal testing approach allows insights to feed back 
into attribution. Dashboarding tools off er a single place to 
go across the organization to gain integrated insights and 
reporting.
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Experience creation and design
The Platform Marketer has mastered the intersection of creative 
with data and analytics in the evolving digital platforms, at their 
websites and indeed across the whole customer experience. There 
are three core creative capabilities to be mastered, and they all 
require a change in traditional creative culture.

1. A dedicated team of rock-star creative, well-versed in new media
New media platforms including Twitter and Facebook are 
aggressively innovating in new advertising formats. The 
Platform Marketer knows that these emerging advertising 
platforms demand a diff erent type of creative team. This 
dedicated “rockstar” creative team is able to produce new 
creative twice a week, instead of twice a year. The creative 
is constantly being optimized as a result of instant feedback 
from the data and analytics provided.

2. A creative team culture purpose-built for 1:1 personalized 
experiences across all device types
Personalization technology has come of age. No two customers 
will see the same version of your website or mobile website. 
The Platform Marketer knows that the culture established 
in the creative teams must ensure that creative assets 
are generated for all diff erent screen sizes at all diff erent 
segments. Gone are the days that the one size fi ts all “big 
idea” image dominates the home page. The creative team is 
generating 40 to 50 creative assets for a single home page 
image to be delivered to the right segment on the right device.

3. Truly data-driven customer journeys
The Platform Marketer understands that experiences don’t 
start and stop at each channel. The attributes collected 
against an individual and acted upon on the website should 
be easily visible across channels such as the call center and 
mobile app. Truly data-driven customer journeys need to be 
crafted to ensure that consumers sees the same consistent 1:1 
personalized brand experience across all channels.
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The engine that drives this eff ort is an integrated marketing 
technology stack that integrates fi rst- and third-party 
consumer data into the analytic and execution capabilities of 
highly specialized automation tools. The eff ective marketing 
technology stack facilitates easy integration and access to 
valuable data from numerous, disparate online and offl  ine 
(CRM) data sources into a consolidated consumer view. 
This consolidated consumer view is managed and activated 
through the marketing database, identity management, 
analytics, data management platforms (DMP),  decision 
management, and media- and channel-specifi c execution 
platforms. The open and fl exible design and implementation 
of the stack allows for agile adaptation to the rapidly 
changing “data currencies” required to execute in the ever 
evolving digital audience platform marketplace.

In recent months, we have seen the most advanced marketers 
rationalizing the marketing technology stack. This will 
become the focus of most marketers in the coming year. The 
tech stack should be able to support these major functions:
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1. Identity Management, Data Onboarding, and Tagging 
The key to unlocking your online and offline data is to 
identify consumers, where possible, and to understand 
the uniqueness of anonymous individuals. Identity 
management allows for the development of the “gold copy” 
of the online-offline consumer record. It will create a single 
key that unifies personas across channels and media. It 
will facilitate the onboarding of offline data to enable the 
use of this data in the online channels. And it will have 
the connection to third-party sources to improve the 
identification of individuals across channels and devices. 
During the association of different personas, we are also 
able to construct a time series of events, the event stream, 
related to a unique individual. This understanding will 
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unlock all the data and help improve the performance of 
marketing activities.

2. Marketing Database The marketing database is still 
the core data management component of the marketing 
technology stack. This database manages the ”gold copy” of 
the consumer, prospect, and associated event records and 
houses the “consolidated consumer view.” The marketing 
database is responsible for publishing data to other 
marketing technology components. 

3. Analytics The analytics platform transforms data into 
actionable insights to inform relevant marketing executions 
and enable measurement strategies. This platform builds 
the “consumer event stream” which is the longitudinal 
record of all of the online and offline interactions with an 
individual. The analytics platform then performs all of the 
core attribution, measurement, and forecasting/scenario 
planning functions required to inform critical marketer 
decisions. This is done in one consolidated platform where 
business rules, attribution algorithms, and predictive 
models are managed through a single portal. 

4. Data Management Platform (DMP) Enables the creation 
and management of audiences for marketing and 
syndication to first- and third-party audience platforms. 
The DMP allows for anonymous and known consumer data 
from various data sources, including the analytics platform, 
marketing database, and execution platforms, for the 
purpose of creating and managing useful audiences. This 
enables these audiences to be seamlessly “syndicated” 
or pushed into execution platforms to drive decisioning 
including DSPs and site optimizations tools.

5. Decision Management Decision management is focused 
on operationalizing data and insights in the execution 
of marketing activities. It will enable the real-time 
optimization and personalization of marketing messages 



across channels and media. The decision management 
function should be viewed in two parts. First, there should 
be a single engine for common decisions shared across 
all channels and media. In addition, there will be channel 
and media engines to drive specific rules and functions. 
The biggest driver to data and insight continuity across all 
marketing channels is the shared engine. This is the most 
commonly overlooked part of the decision management 
capability.

6. Execution Currencies The “execution currencies” 
represent the level of granularity and the actual data 
transfer between the marketer platforms and audience 
platforms to enable targeting and optimization. Currencies 
have to be understood and vertically integrated into the 
data model, analytics and attribution, and targeting on an 
ongoing basis. 

An advanced architecture across the entire technology stack 
includes well-defined interfaces between components and 
participating platforms. 

These interfaces allow for the free flow of data and insights 
from the enterprise data services and analytical components 
to the technology and platforms that execute marketing 
activity. The proper construction of the technology stack will 
accommodate the capture, aggregation, and syndication of 
all data to any component. This will allow any component to 
subscribe to the holistic view of a consumer: the consumer’s 
past experiences with the brand, the value of the consumer 
to the brand, and the right message to communicate to that 
consumer, regardless of channel and media. Furthermore, 
the data and insights will be able to create richer 
consumer experiences by powering the optimization and 
personalization engines.
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The biggest impediment to marketing activities is a disjointed 
technology stack of loosely integrated point solutions for 
each channel and media. This decreases resource effi  ciency 
and erodes marketing performance. Just as important as the 
platforms and components themselves are the pathways 
between them. Each component that lacks a pathway to 
others becomes a silo that will take signifi cant investment to 
overcome or integrate. 
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As addressability and marketing platforms enable integrated 
and individually personalized experiences at scale, the 
vision of true cCRM can now be a reality. Brands are 
making the transformation from a product- and campaign-
focused business strategy to a customer-focused approach, 
but a number of obstacles can get in the way. Executive 
management may view the opportunity of addressability 
at scale as small, and therefore not worth the trouble of 
enterprise-wide change. Scarce management bandwidth can 
undermine prioritization of the initiative. Capital is often 
deployed to projects with safer or more immediate return 
projections. Organizations typically resist change, preferring 
the way things are done today, which makes it tempting to 
take a wait-and-see approach to new ideas and technology. 
Even the risk of career implications can hamper progress, as 
leaders weigh the hazards of failure against the prospect of 
being a hero.

Given these barriers, organizations can fall anywhere within 
a continuum of maturity with respect the Connected CRM 
(cCRM) implementation. Most marketers, especially in 
direct-to-consumer industries, have mastered the fi rst 
three levels of maturity, utilizing basic segmentation and 
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analytic expertise to drive multi-channel integration and 
campaign automation. But we have identifi ed a glass ceiling 
that is preventing companies from implementing customer-
level strategies that focus on the experience, by linking 
interactions that drive long-term customer value. 

38

The Road to Connected CRM Implementation
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The cCRM approach was developed to break through the barriers 
that comprise the glass ceiling, by establishing a framework 
through which brands can become more customer centric. 
 
But there is a delicate balance between the operating model 
and the development of the necessary competencies to 
achieve level-fi ve maturity. To create value and competitive 
diff erentiation, you have to move systematically up the 
maturity ranks, which requires advancement of your 
capabilities as a Platform Marketer. But to make an “all-
in” investment in technology – without the leadership and 
expertise to capitalize on the data integration, analytics and 
execution strategies that it aff ords – can quickly result in an 
over-funded, under-performing initiative. Today, companies 
are spending billions on technologies that promise the 
eff ective execution of CRM initiatives; but none of those 
capabilities are useful if they can’t be operationalized. On 
the other hand, you can have a leadership mandate and 
organizational buy-in; but without the infrastructure and 
technical capabilities to execute on the cCRM strategy, it is 
impossible to achieve. You must fi nd a balance between these 
extremes in order to progress through the levels of maturity, 
keeping capabilities and operating skills aligned with your 
organization’s cCRM aptitude. 

To achieve success with cCRM, the company’s organizational 
structure and operating model must evolve in parallel with 
the development of the core Platform Marketer capabilities. 
When this “transformation” happens, fi rms can successfully 
achieve the vision and rewards of cCRM. The change must be 
carried out with a methodical approach that is clearly defi ned 
and explicitly articulated.
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How to make it happen
It begins with a visionary leader who will champion 
the transformation. This leader must secure executive 
sponsorship, not just permission. An organizational mandate 
ensures rapid adoption and accountability for success. To 
obtain sponsorship, you must demonstrate the materiality 
of the initiative, in terms of the impact both on direct profi t 
& loss and on customer value across functional areas of the 
business. Sponsorship can also be infl uenced by competitive 
necessity. When it comes to the digital revolution and its 
resulting customer centric movement, resistance is futile. 
If your organization is not leading the pack, it’s losing 
competitive advantage.

Once the leader is in place and executive sponsorship is 
secured, the fi rst task is to conduct an assessment of the 
current status across the core Platform Marketer capabilities, 
as well as an analysis of the opportunity at hand. From 
this evaluation, the leader can establish a set of priorities, 
defi ning the order in which the capabilities will be built, 
based on criteria such as magnitude of potential impact and 
ease of implementation.

Armed with this playbook, the leader will direct the build-
out of the cCRM capability in such a manner that quick 
wins can be achieved along the way, rather than waiting 
for the technology to be fully developed and deployed 
before realizing any benefi t. This not only instills corporate 
confi dence in the cCRM initiative, but also helps to fund its 
progress and redirects marketing dollars to better audiences, 
more effi  ciently. A good example of a quick win is media 
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optimization, which can off er meaningful cost savings – often 
10% or more – in a relatively short period of time. Even if 
this capability is outsourced during the transitional period, 
the net results can make a marked contribution to the cCRM 
implementation. Other examples include the measurement 
& attribution and organization competencies, which can be 
implemented quickly and with minimal capital investment. 

Each phase of implementation delivers measurable value. 
Off er your growing team short-term incentives for rapid 
adoption; and don’t penalize those who have adopted the new 
way of life for the inevitable stumbling blocks that will pop up 
along the way. Rather, continue to promote the cCRM agenda 
throughout the organization and discourage the hold-outs 
who continue to follow old practices.

Over time, results will continue to improve, but keep 
expectations realistic. Don’t plan for perfection at the outset. 
Leave room to adjust, to overachieve.  And as the capabilities 
become fully operational, the true impact, in terms of return 
on marketing investment and competitive advantage, 
will become evident. Celebrate the change with regular 
communications that highlight successes and emphasize 
lessons learned from missteps.
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Merkle, a technology enabled, data driven customer 
relationship marketing (CRM) agency, is the nation’s largest 
privately-held agency. 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. By combining a complete range of 
marketing, technical, analytical and creative disciplines, 
Merkle works with clients to design, execute and evaluate 
connected CRM programs. With more than 2,000 employees, 
the privately held corporation is headquartered in Columbia, 
Maryland with additional offi  ces in Boston; Denver; Little 
Rock; London; Minneapolis; Montvale, NJ Nanjing; New York; 
Philadelphia; Pittsburgh; San Francisco; Hagerstown, MD and 
Shanghai.

Connect with us
merkleinc.com/imperatives   //   877.9.MERKLE
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