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The inspiration for this book 
is simple – it’s our ongoing 
commitment to the success 
of our clients. 

As a customer relationship 
marketing (CRM) agency, 
Merkle partners with 
CMOs and leaders of large 
brands to create outcomes 
that increase their media 
effectiveness, return on 
marketing investment and, 
ultimately, the value of their customers. By integrating our 
core competencies – CRM strategy, information, analytics, 
technology, creative and media— with industry-specific 
expertise, we help clients drive effective communications 
with customers through multiple touchpoints. This unique 
combination of solutions gives our clients a competitive edge.

The imperatives laid out in the following pages represent the 
essential requirements for achieving sustainable competitive 
advantage, using customer strategy to shape business 
strategy. They seek to paint a blueprint for CMOs to execute 
on this belief, using a connected CRM process, which builds 
customer focus into all aspects of your customer interactions. 
These imperatives will be at the root of the solutions we 
develop together. 
 
David Williams
Chairman & CEO

EXPECT 
MORE.
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THE 
CHANGING 
MARKETING 
LANDSCAPE

The most important factor affecting the 
way we market to consumers today 
is the digitalization of media and the 
resulting proliferation of customer 
touchpoints. Technology is having a 
material impact on how consumers and 
brands interact. Consumer expectations 
and buying behaviors are evolving, giving 
us access to new streams of reliable 
customer data. Those organizations who 
utilize this data and master customer 
relationship marketing as an organizational 
competency will thrive. In order to 
capitalize, brands must put the customer 
at the center of their business strategy. 
And yet, most companies still tend to 
organize around product, or media and 
channel. But with a well-orchestrated 
effort, true customer centricity can be 
achieved. What we have been talking 
about in theory for well over a decade is 
now a reality. Whether your audience is 
thousands, millions or tens of millions, we 
now have the power to communicate with 
individual precision to the right person 
with the right message at the right time 
through the right touchpoint. 
 

THE COMPANIES THAT  

GET THIS RIGHT WILL  

CREATE SUSTAINABLE  

COMPETITIVE ADVANTAGE.
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Today’s CMOs have a greater opportunity to play a 
critical role in the growth and performance of their 
organizations. Customer-centric marketing isn’t 
merely a tactical implementation plan. Executed 
correctly, it’s a fundamental shift in the 
organization’s framework, which in turn 
causes a forward shift in the organization’s 
trajectory. Shifts of this magnitude are 
rare, but sweeping – and enduring. 
Think about the brand revolution 
of the 1950s, brought about 
by the advent of national 
television broadcasting. Or the 
channel revolution of the 1990s 
and early 2000s, where online 
marketers like Amazon and eBay 
made internet purchasing commonplace 
– and changed the meaning of “going 
shopping” forever. Today, we’re looking at 
a customer revolution, fueled by empowered 
consumers who have the tools to make their own 
purchase decisions – and they know how to use 
them. 

This is not just about mass vs. direct vs. 
digital. Or channel vs. media. It’s about the 
customer’s interactions with all of them. It’s about 
understanding the explosion of data from all of 
the disparate customer touchpoints and using 
it to create insights, targeting and measurement 
that lead to more effective integrated marketing 
communications. A robust customer marketing 
platform and analytical skills will be the key assets 
that enable this opportunity at scale. 

THE CMO’S       
OPPORTUNITY
THE CUSTOMER REVOLUTION 
IS UPON US
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1.

CUSTOMER 
CENTRICITY 
AND BUSINESS 
STRATEGY
PUSH THE CUSTOMER TO THE  
CENTER OF THE ORGANIZATION’S  
BUSINESS STRATEGY

Today, the consumer’s power to engage with organizations 
more completely, through so many media and channel 
touchpoints, has driven our ability to develop an integrated 
customer communication strategy. Placing customer needs, 
behaviors and value at the center of all interactions will result 
in increased revenue, profit and shareholder value. So how do 
we make it happen? 

A. Understanding the 360° view of the customer:  
The fragmentation and digitalization of channels 
and media have created a myriad of customer 
touchpoints. The challenge is in taking all the information 
that is generated in those interactions, and bringing it 
together around the customer (or prospect) – wherever 
they are in the customer lifecycle – and then using that 
information to impact interactions across sales, service 
and marketing.

2012  
MARKETING 
IMPERATIVES 
FOR CMOS

CUSTOMER CENTRICITY  
AND BUSINESS STRATEGY

1.

2. MARKETING CURRENCIES

4. MARKETING INVESTMENT STRATEGY

3. CUSTOMER EXPERIENCE & 
COMMUNICATION MANAGEMENT

5. CUSTOMER RELATIONSHIP  
MARKETING ENABLEMENT
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B. Customer lifecycle 
management 
To optimize the path of a 
customer through the lifecycle, 
customer information must 
be organized and analyzed to 
create insights that are then 
used to effectively communicate 
across channels and media. 
The inflection points identified 
in customer data facilitate a 
productive lifecycle with the 
customer. Recognizing and 
addressing these variations 
creates upward momentum 
with the customer, allowing 
marketers to steer the customer’s 
path on a positive trajectory. 

C. Defining, organizing for and 
implementing a CRM strategy 
that maximizes customer value  
Customer relationship marketing 
is about understanding the 
needs, behaviors and values 
of consumers and how we as 
marketers can influence those 
behaviors to the benefit of the 
consumer – and the marketer. 
But business model  
matters too.  

Enterprise needs, behaviors and values must be 
considered – how much information does the company 
have about its customers? A CPG’s customer base may 
contain more unidentified consumers, whereas a bank will 
boast a customer base full of identified consumers, robust 
with information. This has a bearing on messaging, media 
and channel decisions. 
 
Most companies today are organized around product 
or channel and media. To effectively manage customer 
strategy as a business strategy, the silos need to be 
broken down, re-evaluated, and replaced by a new 
structure, with customer segments and customer 
performance as the drivers. Even compensation systems 
must follow suit. 

PEOPLE

TIME

PROCESS

TECHNOLOGY
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Currencies are a universal language that the entire organization 
utilizes to talk about its customers and prospects. They bring 
order, alignment and consistency to disparate terms and 
metrics across multiple departments and the enterprise. The 
strategies and tactics that come out of these currencies drive 
the value of the customer portfolio.  
 
There are three forms of marketing currency: 

A. Segmentation – Talking about customer groups based 
on their attitudes, needs and behaviors helps make 
decisions about how to serve them at every touchpoint 
across the enterprise – in ways that feel unique to each 
customer. The reward to the company is basic and 
essential: relevance that drives customer value. When an 
organization’s products, branding and communications 
with customers are relevant, customers are engaged and 
willing to buy. 

B. Customer value – Success in marketing decision-making 
is dependent upon knowing which customers merit 
investment and understanding how to differentiate that 

investment and experience across your business.  
The value currency provides a critical strategic foundation 
for making decisions about customer interactions. Fully 
leveraging this currency shows management, shareholders 
and analysts the health, stability and long-term value of an 
organization’s customer base. 
  

C. Measurement – CMOs are under increased scrutiny 
to prove return on marketing dollars – in advance of 
spend. Measurement is the foundation that provides the 
ability to understand what is working and what isn’t. It’s 
important to employ a variety of metrics to understand 
the incremental and enterprise level impact of marketing 
dollars spent and their influence on consumer behavior  
by segment. 

MARKETING 
CURRENCIES
ESTABLISH A UNIVERSAL  
LANGUAGE THROUGHOUT  
THE ORGANIZATION
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People used to think of marketing as primarily about creating 
brand…offering a brand experience… delivering on the brand 
promise. Think GEICO, with the “15 minutes could save you 
15% or more” promise. They either deliver or they don’t, and 
the consumer immediately knows the difference.

Today, there’s more complexity, with the concept of brand 
activation affecting experience. The persistent fragmentation 
and digitalization of media, coupled with the expansion of 
channels, makes it more difficult to create a consumer-brand 
experience that is consistent at every turn. Often, one silo 
creates its own communications, independent of another silo. 
This results in confusion and frustration for the consumer.

CUSTOMER 
EXPERIENCE & 
COMMUNICATION 
MANAGEMENT
DEVELOP INDIVIDUAL 
COMMUNICATIONS WITH  
A UNIVERSAL IDENTITY

The challenge is deciding how to effectively create 
communications that create a consistent universal brand 
experience that’s unique at the customer level – across 
multiple interaction points. To do this effectively marketers 
must flex new muscles to develop a strong intersection 
among technology, analytics, creative and media. 

Through all of this, marketers must facilitate an active, 
integrated experience from every aspect of interaction.  
Sales, service, marketing…website, social, search, mobile, 
display, email, direct mail, telephone – all from a multi-faceted 
viewpoint: brand-to-customer, customer-to-brand and  
customer-to-customer.

http://www.merkleinc.com/cmoblueprint


Accountability is an inherent challenge of ensuring positive, 
far-reaching outcomes for the CMO role. And marketing 
accountability is the new frontier of corporate accountability. 
Other areas of the business measure with more accuracy and 
rigor. At issue is the understanding of measurement at different 
levels – to assign cause and effect, and use that measurement 
to make improvements every day.

MARKETING 
INVESTMENT 
STRATEGY
EFFECTIVELY ALLOCATE 
MARKETING DOLLARS ACROSS 
CUSTOMER TOUCHPOINTS

Through the use of technology and analytics, we now have the 
ability to more accurately capture and measure the success of 
our marketing tactics. But measuring in silos gets in the way 
of making a holistic and accurate assessment of programs 
and campaigns. Consumers don’t make decisions in silos. 
They base their evaluations on a variety of media and channel 
interactions with the brand – and with other consumers. 
Measuring those interactions and attributing results with an 
integrated view will create greater value from marketing efforts.
 
Costs and effectiveness vary significantly among different 
customer interactions. So the allocation of budget across 
multiple touchpoints is a significant decision. It is essential to 
utilize the learnings from media and channel attribution studies 
to make optimal allocation decisions. The mix of marketing 
interactions must be based on performance metrics across all 
media and channel types, from network TV, display, mobile and 
direct mail; to social, point-of-sale, call center and website.
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CUSTOMER 
RELATIONSHIP 
MARKETING 
ENABLEMENT

The reality is, even with the technology in place to activate 
these strategies, there’s not an established infrastructure to 
perform a complete integration across media and channel, 
from a program to a campaign to a unique experience. While 
it’s no longer a technical impossibility to take the 360 degree 
approach, few have been able to develop the framework – the 
processes – to operationalize it.

A. Technology tools and infrastructure: Without 
appropriate processes and capabilities in place to 
capture and integrate information across touchpoints, you 
can’t enable CRM. In the world of real-time interaction 
in marketing, technology is critical to enabling instant 
personalization. As more and more data is being 
generated, technology has to evolve with the types and 
quantity of data. 

B. Capture and integrate customer information across 
all channels and media touchpoints: Many companies 
utilize a point-by-point approach to implementing CRM 
in silos, but few have a holistic view. The good news is 
that, if a marketer acquires a number of best-of-breed 
point solutions, it’s still possible to capture and deploy 
consistently across those different point capabilities. 
But the only way to accomplish this, is to build an 
infrastructure that connects all of the disparate data 
from each customer touchpoint with one centralized  
CRM data warehouse. 

C. Data management, governance, privacy and security: 
As customer-centric marketing relies more and more 
heavily on information, marketers must ensure a balance 
between their own desire to use that information and 
the consumer’s desire to protect privacy (while also 
seeing relevant messaging). CRM enablement must have 
governing principles in place to ensure security and avoid 
breaches as the data rapidly expands, connecting more 
data to personally identifiable information. 

D. Organizational competencies: Traditionally, the CMO 
has placed utmost emphasis on creative and media. Today’s 
marketers must keep their focus trained on new media, and 
the CMO’s role has evolved into one charged with developing 
competencies beyond creative and media – capitalizing on their 
intersection with technology, analytics, and often even customer 
relations. And successful implementation is dependent upon 
the CMO’s ability to effect change management across the 
broader enterprise. Together, these competencies build 
targeting and measurement practices that enable  
truly effective, customer-centric marketing communications.

CREATE A CHANGE PLAN  
AND GET GOING ON IT
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Supporting our clients in building customer strategy as a 
business strategy takes a unique approach we call connected 
CRM. Connected CRM is a systematic way to identify, serve 
and retain high-value customers better than competitors by 
delivering customer interactions that improve financial results, 
create competitive advantage and drive shareholder value.  
As illustrated below, there are six core capabilities that must be 
mastered in order to create sustainable competitive advantage 
for marketers. TURNING 

INSIGHTS 
INTO ACTION
CREATING SUSTAINABLE 
COMPETITIVE ADVANTAGE 
THROUGH CUSTOMER 
STRATEGY AS A  
BUSINESS STRATEGY

CRM
KNOWLEDGE

CENTER

360°
CREATE AND MANAGE A  
360° VIEW OF THE CUSTOMER

IDENTIFY, SEGMENT  
AND MANAGE HIGH-VALUE  
CUSTOMERS

MICRO TARGET, CUSTOMIZE  
AND PERSONALIZE MEDIA  
AND CHANNEL INTERACTION

CREATE METRICS AS  
CURRENCIES AND MEASURE  
THE INCREMENTAL IMPACT  
OF EACH MARKETING ACTIVITY

ALLOCATE RESOURCES THAT
OPTIMIZE ROI AND LONG-TERM
CUSTOMER VALUE

ORGANIZE IN A FASHION THAT  
ALLOWS YOU TO RESPOND  
TO CHANGES IN CUSTOMER, 
COMPETITOR OR MARKETPLACE  
BEHAVIORS FASTER THAN  
THE COMPETITION
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ABOUT  
MERKLE

Merkle, a customer relationship marketing (CRM) firm, is the 
nation’s largest privately-held agency. For more than 20 years, 
Fortune 1000 companies and leading nonprofit 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 integrated 
customer marketing programs through a connected CRM 
strategy. With more than 1,500 employees, the privately held 
corporation is headquartered near Baltimore in Columbia, 
Maryland with additional offices in Boston; Chicago; Denver; 
Little Rock; Minneapolis; New York; Philadelphia; Pittsburgh; 
San Francisco; Hagerstown, MD and Shanghai.  
 
For more information, contact Merkle at 1-877-9-Merkle  
or visit www.merkleinc.com/cmoblueprint.
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