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Introduction
As a marketer, your ability to provide optimized customer journeys across media and 
channels, throughout the customer life cycle, has a positive impact on both your customer 
and your brand. 

The expectations of an always-on customer are always accelerating. Consumers are not 
just comparing their experiences with your brand against those they’ve had with your 
direct competitors; today, they’re comparing their experiences with your brand against the 
best experiences they’ve ever had – with any brand. And consumers are fickle. In fact, 75 
percent say they would be willing to stop doing business with your brand after just a single 
bad customer experience.1  Overall, consumers actually prefer to do business with brands 
that use personal information to make all their experiences more relevant at every turn.2  
They often interact with brands for a long period of time before they’re ready to buy. So, 
if the first time they’ve had a data-informed, personal experience with your brand is at the 
point of purchase, it could be too little too late.

Superior management of customer journeys also makes sense from a competitive 
standpoint. In Fall 2017, Aberdeen Group published an enlightening research paper about 
the business value of optimizing customer journeys.3  The research showed that, across 
the board, companies that manage their customer journeys outperform those that don’t. 

There’s little doubt that optimizing your customer journeys makes sense for your brand 
and your bottom line; but it’s easier said than done.

1  Newman, Daniel. “Customer Service Goes Beyond Sales -- Think Marketing.” CMO Network, October 6, 2015. 
Accessed July 7, 2017. https://www.forbes.com/sites/danielnewman/2015/10/06/customer-service-goes-be-
yond-sales-think-marketing/#1bcbb9d3db96. 

2 Nasri, Grace. “Why Consumers are Increasingly Willing to Trade Data for Personalization.” Digitaltrends.com, Decem-
ber 10, 2012. Accessed July 07, 2017. https://www.digitaltrends.com/social-media/why-consumers-are-increasingly-will-
ing-to-trade-data-for-personalization/.

3 Nasri, Grace. “Why Consumers are Increasingly Willing to Trade Data for Personalization.” Digitaltrends.com, Decem-
ber 10, 2012. Accessed July 07, 2017. https://www.digitaltrends.com/social-media/why-consumers-are-increasingly-will-
ing-to-trade-data-for-personalization/.
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The New Customer Journey
It’s fairly common knowledge that 
the consumer purchase funnel is no 
longer linear. The concept of the funnel, 
which was first modeled in the late 19th 
Century, with awareness at the top, 
followed by interest (consideration), 
desire (preference), and eventually 
action (purchase), is outdated (Figure 1).1 

Today, the customer journey includes 
both a purchase cycle and a loyalty 
cycle. It’s connected and continuous, 
consisting of dozens, even hundreds 
of organic “moments.” A moment is a 
point in time when a consumer makes 
a decision to engage with your brand. 
Many are anonymous or unknown, 
especially their initial experiences with 
your brand. A few happen after they 
have identified themselves, and even 
fewer are managed by a brand (Figure 2).

Consider an example customer’s journey 
with a retail brand. He has approximately 
20 interactions with the retailer in the six 
weeks leading up to his purchase and 
almost 90 touches the year prior. He is 
frequently exposed to display ads and 
direct mail. He visits the website and 
occasionally opens emails. 

1 Wikipedia. “Purchase Funnel.” Last modified 
December 2016. Accessed July 7, 2017. https://
en.wikipedia.org/wiki/Purchase_funnel.

The journey is non-linear, complex, difficult 
to predict. Every marketer knows this is 
the reality. The key is to know what to do 
about it. You can either decide that it’s too 
complicated and stick to what you know, 
or you can play to win and learn how to 
better manage these moments. That is 
what will provide competitive advantage.
It will require you to do things differently – 
and to do different things. 

The original 
purchase customer 
journey was first 
modeled in 1898
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The	Purchase	Funnel	Is	Simply	No	Longer	Linear
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The	original	purchase	
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But	today’s	journey	is	dynamic,	consumer	
control	and	real-time.

FIGURE 1 – TRADITIONAL CUSTOMER PURCHASE FUNNEL

https://en.wikipedia.org/wiki/Purchase_funnel.
https://en.wikipedia.org/wiki/Purchase_funnel.


Consumers today are interacting with your brand using increasingly diverse channels, 
sometimes concurrently. They're sitting on the couch, watching TV, while surfing on their 
tablet and Snapchatting on their smartphones. If you want to be successful in that kind of 
chaos, you must learn to manage these moments. This critical capability can be studied in 
three dimensions: the data that gives a 360-degree view of the customer; the intelligence 
required to really understand your audience; and the strategic roadmap to execute on a 
people-based marketing strategy.
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Knowing	The	Moments	That	Matter
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FIGURE 2 – KNOWING THE MOMENTS THAT MATTER
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FIGURE 3 – CUSTOMER EVENT STREAM
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Event	Stream:		Analytics	Foundation

Customer Event Stream shows how a each 
customer is engaging across channels over time
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FIGURE 3 – CUSTOMER EVENT STREAM



The 360° Customer View
Two critical data capabilities comprise the foundation for the analytical competencies 
required to truly understand your audience. In order to get a fully informed view of your 
customer, the first critical component is known as identity resolution, which means the 
ability to identify individual users across multiple channels and devices. Ideally, they would 
identify themselves in the first interaction and authenticate in every subsequent action, but 
in the real world, that’s usually not the case. To illustrate, let’s say you’re building a unified 
profile for your customer, Sophie. Her profile is sitting in Google Cloud. You need more 
than extract, transform, and load (ETL) scripts to integrate the data. You’ll need both deter-
ministic and probabilistic matching to link together the first-party data you have for Sophie 
with the second- and third-party data you can purchase for Sophie and for her known 
cookies. In addition to a unified profile, you need to create data constructs that make it 
easy to consume the data.

One such construct represents the second critical component to gaining a 360° view: a 
customer event stream table. The event stream depicts the full series of interactions that 
make up the overall customer experience. The data in this table allows you to study and 
understand customer behavior trends; to make decisions about how best to optimize a 
customer journey; and to attribute revenue credit to each of the touchpoints along the cus-
tomer’s conversion path. To continue with the example, the event stream table gives you a 
total view of how Sophie is interacting with your brand sequentially and informs your ability 
to customize her experience every step of the way. This is how you maximize her experi-
ence and gain competitive advantage (Figure 3).

The Value of Audience Intelligence
The only way to do people-based marketing is to make every consumer interaction 
personal and highly relevant. And that requires a deep understanding of your customers. 
Some companies like to believe that their target audience is “anyone who is in market to 
buy,” which is an evasion of reality. Their understanding of the customer is very superficial 
and one-dimensional, based primarily on demographics. If you want to build data-driven 
experiences and optimize across channels, you have to study behaviors, because this is the 
primary input into mapping stages, triggers, media, and channel interactions along the journey. 
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⊲ CASE IN POINT: Optimizing site performance through behavioral insights
A global electronics manufacturer wanted to understand how to improve visitor satisfaction 
and intent to purchase for its top online audience segments. Through analysis of 
clickstream data, customer survey data, and customer relationship marketing (CRM) data, 
clusters were identified by distinct behavioral patterns. From those patterns, site behaviors 
were ranked as to which had the most influence on customer satisfaction and intent to 
purchase. The site was audited to uncover technical issues such as long load time, broken 
links, and content migration issues that were negatively impacting user experience. 

This approach led to impressive results: 

 ⊲ New calls to action increased conversion rate by 336%, which also improved sales   
  attribution.

 ⊲ Improvements in the support user flow increased the problem resolution rate by   
  39%, which in turn decreased support costs by reducing call center traffic.

 ⊲ Technical improvements to the site’s download center led to a 73% increase in   
  support downloads (an important engagement activity). 

Studying the art of the decision
Audience intelligence alone doesn’t add value unless you know what it means and how 
to use it. Behaviors inform how brands design the experience, but the messaging and 
creative treatments need to be informed by attitudes and buying motivations. The study 
of neuroanalytics uncovers consumer desires through cognitive psychology and research 
into consumer decision making. These desires are then validated and quantified through 
advanced analytics to segment consumers based on their motivations. Figure 4 illustrates 
the power of this comprehensive approach to understand the decisioning process.
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Segmentation approaches
As important as motivations are in the scheme of decision making, it makes sense that 
many marketers assume they will get optimal performance if they use it as a basis for 
their segmentation. This neuroanalytics approach uses research and laddering interviews 
to tie important brand attributes to personal values. Motivation-based segmentation 
is used primarily for brand positioning and informing consumers with the right brand 
attributes and benefits; it’s about why they buy. But is it better than other common 
schemes? Value-based segmentation, which is based on current and predicted future 
value, can help determine the right level of investment per customer and monitor the 
impact of each marketing interaction; it’s about how much. Life cycle-based segmentation 
uses stages of the customer relationship and helps differentiate contact strategy and 
frequency across segments; it’s about which campaigns to run and when. And multi-
dimensional segmentation incorporates all available data (e.g., demographic, attitudinal, 
transactional, behavioral) to create distinct customer segments, maximizing the relevance 
of communications with differentiated messaging and creative; it’s about what to say. 
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FIGURE4– STUDYING THE ART OF THE DECISION
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Combine	Segmentation	Types	For	Best	Results		

Combining different elements together allows for powerful insights
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and Brand Positioning

Creative, Messaging, 
and Investment

Frequency, Messaging, 
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Value
How much to invest?

Lifecycle
Which campaign and 
when?

Multi-Dimensional
What to say

Motivational
Why buy

FIGURE 5– COMBINE SEGMENTATION TYPES FOR BEST RESULTS  

As Figure 5 illustrates, the reality is that the most effective segmentation combines all four 
types.  

  
“Stratactical” Activation
With a people-based marketing strategy, there is typically a very large gap between the 
executive-level vision or roadmap for personalization and what the practitioners on the 
front line are actually able to execute. In other words, you know that in order to do effec-
tive personalization you need audience data and content data. And you know that you 
should be designing experiences around the consumer, but how do you really make it 
happen? 

The companies that leverage all the right data will own the customer experience. Deep 
insights are drawn around what each audience segment does and why, forming the basis 
for briefs that are used by the content and creative teams to conceive the experiences. A 
master journey map then organizes all the information required for orchestration. Watch 
how audience segments behave at each step along the journey to identify the measures 
of success, channels that are activated, relevant content, and more.
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⊲ CASE IN POINT: Activating the strategy
The client was a large retailer with an electronics product line. Through comprehensive 
data analysis, “Gamers” emerged as one of the key segments. Using insights gleaned from 
deep data assets, a rich profile was built around what the segment does and why. Don’t 
mistake this for a generic marketing persona. This is a data-driven audience profile that 
is enriched with research on messaging and imagery that will be most effective for this 
audience. It is built into a brief that gets shared with the content and creative teams. Three 
audiences were identified, and a master journey map was built to organize information 
about behaviors in each step along the customer journey. The journey map included 
details about the measures of success, the channels to be activated, relevant content and 
other assets, and even the data and systems requirements. 

Make it real through playbooks
Playbooks are crucial planning and evaluation tools that serve three important functions:

 ⊲ Experience prioritization – Analyze and prioritize all experiences. Define key   
  priorities within the journey to build out in detail for an omni-channel engagement   
  roadmap.

 ⊲ Messaging optimization – Build detailed message maps for new messaging.   
  Streamline communication flow to members by integrating additive content into   
  existing messages.

 ⊲ Interaction maps – Outline each touchpoint across channels, including the proper   
  interaction flow and communications. Identify next best action at each juncture.
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FIGURE 6– CONSUMER-CENTRIC TESTING

Customer-centric testing
Even the way that you do testing should be different. When you take a customer-centric 
approach to marketing, your testing also needs to be customer centric. There’s rarely a 
test treatment that wins or fails across all segments. An analyst can ensure you’re getting 
the most value from each test through rigorous experimental design and by drilling down 
into the reasons a test succeeded or failed (Figure 6).

©	2017	Merkle.	All	Rights	Reserved.	Confidential28

Optimize	With	Customer-Centric	Testing

An	analyst	can	ensure	you’re	getting	the	most	value	from	each	test	through	rigorous	
experimental	design	and	by	drilling	down	into	the	reasons	a	test	succeeded	or	failed.

This	process	is	a	
proven	approach	to	

ensure	you’re	always	
failing	forward.

This is particularly important if you have a mature testing program. When you first start 
testing, it can seem like everything you do is gold. Your test treatments usually beat the 
controls, and you see good performance lifts. But, the more mature your testing program 
becomes, the more difficult it is to see ongoing incremental lift. Don’t stop at reporting 
which test won. Identify points of divergence, then examine each divergence point 
by multiple dimensions to identify what worked. You need to extract as much value as 
possible from every test you run – and value isn’t limited to positive results. Even failed 
tests have value; when you understand why a test was unsuccessful, you can make 
adjustments in the right direction. 
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FIGURE 7– CUSTOMER SEGMENTATION SHOULD BE A DIMENSION IN DASHBOARDS AND REPORTS

⊲ CASE IN POINT: Test reporting vs. test interpretation 
A test was conducted for a retailer aiming to increase average order value (AOV). On 
the surface, it was a failure. The AOV for visitors who were exposed to the test treatment 
were 5 percent lower than the control. When the failure was traced back to the point of 
divergence, it was at “Add to Cart.” 

The results were cut by product category, revealing that the test treatment worked for 
most of them; but there was one major category that didn’t respond favorably. Because the 
sales volume for that category was so large, it skewed overall results. One of the retailer’s 
largest audience segments was office administrators, who were using the web to reorder 
this specific product category. They behaved differently than other segments, and they 
had different motivations. As a result of the negative outcome, the test treatment was 
re-allocated to other product categories and a different test was deployed to the office 
administrator segment, until the optimal treatment was identified. 

Better data → Better reports → More useful insights
With much better data, the result should also be much better measurement and reporting 
capabilities, and customer segmentation should be a dimension in those dashboards and 
reports (Figure 7). Interactive data visualizations allow analysts to drill into performance by 
segment and explore differences. Product dashboards visualize performance by customer 
type or segment, highlighting trends, product preferences, and cross-sell opportunities that 
could be used for future targeting.
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⊲ CASE IN POINT: Advanced anomaly detection informs prioritization
A global automotive manufacturer needed a scalable way for analysts with limited 
bandwidth to monitor 20+ metrics across a portfolio of business units and more than 
2,500 web sites (not landing pages – websites). More than 20 key performance indicators 
(KPIs) are sliced by almost a dozen dimensions, including nameplate, region, device type, etc. 
A fully automated tool was built, which uses machine learning to produce a prioritized, 
interactive list of anomalies so analysts can focus their efforts on meaningful changes 
in performance. The tool is scalable to monitor dozens of metrics, cut by numerous 
dimensions, including product category, region, device type, audience segment, and 
more. The core of anomaly detection is two R-based analytics engines that use robust 
statistical methods to detect and prioritize unexpected data increases or decreases in 
forecasted time series data. Data visualizations help analysts spot macro anomalies (such 
as by geographic region or by site section).

Anomaly detection has transformed the way the analysts engage with the marketing team. 
Instead of spending most of their time sifting through data and producing monthly reports, 
the analysts are able to proactively provide insights, using an interactive dashboard that 
distills hundreds of anomalies into actionable priorities and trends. 
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Bringing It All Together – A Comprehensive Illustration
To get the full idea of how customer journey optimization works in practice, let’s review a 
real-life illustration, masked as a fictitious pharmaceutical company we’ll call Acme.
 
Pharmaceutical companies invest heavily in digital media, and many have websites 
dedicated to therapy awareness. But they don’t sell directly to consumers, which can be 
challenging when it comes to relationship building and journey optimization. 

Through comprehensive analysis, Acme determined that savings card downloads and 
redemptions were a leading indicator of its primary KPI measures – new prescriptions 
(NRx) and total prescriptions (TRx). The brand sought to drive better performance by 
leveraging savings card data in the Google stack – specifically GA 360, Google Cloud, and 
DoubleClick (Figure 8).

Add savings card redemptions to Google Analytics data set
Acme uses a savings card program to drive trial of its brands. The consumer downloads 
a “card” from the website, generating a unique identifier that can be redeemed at the 
pharmacy for savings on the prescription. Use of the unique code gives Acme data from 
the offline transaction, which is then uploaded into Google Analytics for reporting and 
analysis on metrics like redemption rate and redemption value, among other queries. 

Add savings card 
redemptions to GA 

dataset

Stage data 
in an analytics 

sandbox

Leverage statistics to 
identify target audience 

and their optimal site 
experiences

Test our hypothesis to 
increase savings card 

downloads

Retarget savings 
card browsers via 

DoubleClick

Measure impact of 
the test and 
retargeting
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Stage data in an analytics sandbox
With BigQuery and Google Cloud, the data can 
be staged in an analytics sandbox. BiqQuery 
enables Acme to query massive data sets using 
super-fast, SQL-like queries. The BigQuery 
export provides less processed, less aggregated 
data than is available in the interface. In order 
to do the statistical analysis, the data must be 
studied at the most granular level possible, and 
Analytics 360 can get down to the clickstream 
level. Once the granular, hit-level data is in 
the analytics sandbox, Acme can do statistical 
analyses and more sophisticated queries than 

would be possible in Google Analytics.

Leverage statistics to identify audiences and their optimal site experiences
There are three common statistical analyses that Acme can perform with this data. 

1. Audience – The first analysis would be a cluster analysis to help Acme better   
 understand how patients and caregivers behave on the site. Audience segments  
 are clustered based on site behaviors and campaign attributes. For Acme, one of  
 the top clusters can be described as “Intense Researchers,” who visited the   
 site multiple times to view savings card content. They found the site directly or  
 through branded keywords.
2. Interactions – The next analysis might be a logistical regression to understand, of  
 all the possible interactions and available content, which interactions and contacts  
 have the most influence on savings card downloads or redemptions. For example,  
 the Getting Started video and the How to Use page are the most influential content  
 driving the Intense Researcher to download the savings card. 
3. Sequence – In order to understand the context of the moment, a sequence analysis  
 would be performed to understand the situations in which the sequence of   
 interactions influences savings card downloads. Analysis of Acme’s interactions  
 revealed that Intense Researchers were more likely to download a savings card if  
 they view the How to Use page prior to viewing the Getting Started video.
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Stage	Data	In	An	Analytics	Sandbox

BiqQuery	enables	Acme	to	query	
massive	data	sets	using	super-fast,	SQL-
like	queries.

The	BigQuery	export	provides	less	
processed,	less	aggregated	data	than	is	
available	in	the	interface.	

Once	the	granular,	hit-level	data	is	our	
analytics	sandbox,	Acme	can	do	
statistical	analyses	and	more	
sophisticated	queries	than	would	be	
possible	in	Google	Analytics.
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Test your hypothesis to increase card downloads
Based on insights from the analysis, Acme hypothesized that its savings card download 
rate could be increased for Intense Researchers by directing them to the How to Use  
page and then to the Getting Started video. Acme tested this hypothesis by running two 
tests in Optimize 360, which analyze the impact of website variations (Figure 9):  

1. When an Intense Researcher returns to the site, the hero image featured the    
 How to Use page.
2. On the How to Use page, a call-out directed the user to the Getting Started video.

Test results showed that the first point was correct. Acme saw a 25 percent increase in 
savings card downloads for Intense Researchers by featuring the How to Use page in the 
hero image. The Getting Started video didn’t work as expected, initially. However, further 
analysis revealed that there was an impact when viewing the video in a subsequent visit.
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Test	Our	Hypothesis	To	Increase	Card	Downloads

Based	on	those	insights,	Acme	could	hypothesize	that	
they’ll	be	able	to	increase	savings	card	download	rate	
for	Intense	Researchers	by	directing	them	to	the	
“How	to	Use”	page	and	then	to	the	“Getting	Started”	
video.	Acme	can	test	our	hypothesis	by	running	two	
tests	in	Optimize	360:		

• When	an	“Intense	Researcher”	returns	to	the	site,	
the	hero	image	will	feature	the	“How	to	Use”	page

• On	the	“How	to	Use”	page,	there	will	be	a	call-out	
directing	them	to	the	“Getting	Started”	video

Optimize	360:	How	it	works
Target	your	
experiment	to	
Analytics	360	
audiences

Hypothetical	Test	Results
• Featuring	the	“How	to	Use”	page	in	the	hero	image	for	Intense	Researchers	resulted	in	a	25%	increase	in	savings	card	downloads	

for	that	audience.
• But,	featuring	the	“Getting	Started”	video	in	the	“How	to	Use”	hero	image	for	Intense	Researchers	only	had	a	significant	impact	

on	savings	card	downloads	when	it	occurred	in	a	subsequent	visit.	

4

FIGURE 9–OPTIMIZE 360: HOW IT WORKS 



Retarget audiences via DoubleClick
These results revealed an opportunity to increase savings card downloads by using 
DoubleClick to retarget visitors who view the Savings and Support pages, but don’t 
download a card. Since Acme has integrated DoubleClick with Analytics 360, it can create 
audiences in Google Analytics and syndicate them to AdWords and DoubleClick Bid 
Manager (DBM). A simple example might be to create an audience of anyone who viewed 
a savings card download page, but didn’t download it. Acme could show them a display ad 
that would entice them back to download page. For a more advanced example, next-best-
offer models could be built to direct them to different landing pages based on their scores.

Measure the impact of the testing and retargeting 
The results for Acme’s Optimize 360 tests and for their retargeting will show up in 
Analytics 360, so Acme can analyze them in the context of other data. The Analytics 360 
tool has sophisticated built-in functionality that allows you to quickly compare attribution 
models by simply clicking a few buttons. Comparing last direct click, which is the most 
common, with position-based attribution, which assigns fractional value to each touchpoint, 
gives a much more accurate valuation of the individual user interactions. In this case, Last 
Click attribution undervalued display, which is typical, since display tends to be used in 
awareness marketing, rather than conversion efforts. Acme was able to use Analytics 360 
and Google Cloud to extract insights that were tested through Optimize 360. The audience 
was retargeted in DoubleClick and then it was all measured back in Analytics 360. 
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Conclusion
Consumers interact with brands in more ways, via more devices, and through more 
media than ever before, moving in non-linear patterns along the purchase funnel. The 
complexity caused by this evolution creates growing challenges in customer strategy, 
data, execution, and measurement. These challenges also create opportunity for brands 
to create competitive advantage – if they can lead the way in people-based marketing 
across the customer journey. The case studies outlined earlier in this document highlight a 
few examples of the value that can be realized.

Taking a people-based marketing approach to maximize your customer relationships and 
gain competitive advantage is not a simple undertaking. It requires meticulous attention 
to every aspect of the customer journey to deliver experiences that are always relevant, 
always personal, always delightful.

Optimizing customer relationships via a consumer journey approach requires:

Strategy - Map common and desired customer journeys 
- Create customer segments that focus on motivations as one key 
  dimension

Data - Focus on identity resolution and management
- Create data constructs that are designed to facilitate consumer 
  journey insights and decisioning (like consumer event streams)

Analytics - Establish an analytics sandbox with the most granular data possible,    
  integrated from offline and online sources, and with the capacity and 
  analytic tools necessary
- Focus on advanced targeting and testing approaches

Execution - Provide detailed playbooks that guide them through prioritizing 
  experiences, optimizing messages, and mapping out interaction
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Tips for optimizing customer journeys
 ⊲ Accelerate your data and analytics roadmap.
 ⊲ Know the value of interactions that aren’t conversions.
 ⊲ Rationalize measurement into a single framework, then build out playbooks that   

  bring it down to the customer, channel, and campaign levels.
 ⊲ Think audience/segment first, not channels.
 ⊲ Optimize to business outcomes rather than traditional media metrics.
 ⊲ Cultural and organizational shifts are required to embrace more connected moments.

Getting Started
So, you’re on board with the idea of gaining competitive advantage through the delivery 
of optimized customer journeys that span touchpoints and life cycle phases. But you know 
that with transformation of this magnitude, implementation can be complex and over-
whelming. Where do you start? What’s your best path to start seeing results? That’s where 
we come in. Merkle's team of more than 500 analytics experts are on deck to help you 
identify gaps and make recommendations for areas where your program can benefit from 
optimization efforts.
  
Popular analytics engagements include: 

 ⊲ Customer Journey Assessment 
 ⊲ Event Stream Analytics Assessment 
 ⊲ Attribution Analytics Assessment 

Contact us at marketing@merkleinc.com to learn more or request a meeting with one of 
our analytics experts 
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ABOUT MERKLE
Merkle is a leading data-driven, technology-enabled, global performance marketing 
agency that specializes in the delivery of unique, personalized customer experiences 
across platforms and devices. For more than 30 years, Fortune 1000 companies and 
leading nonprofit organizations have partnered with Merkle to maximize the value 
of their customer portfolios. The agency’s heritage in data, technology, and analytics 
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drive people-based marketing strategies. Its combined strengths in performance 
media, customer experience, customer relationship management, loyalty, and 
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