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Five real-world 
examples  

of Salesforce 
Marketing Cloud  

in action

DELIVERING
INFORMED, PERSONALIZED, AUTOMATED CUSTOMER INTERACTIONS

developed in 
partnership 
with Salesforce
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The boundless potential of data and technology has inspired today’s marketing leaders to set big visions 
for their enterprises. They are constantly innovating to bring experiences that attract, retain, and grow 
more valuable customer relationships. They are investing heavily in technology to make that happen, and 
it’s critical that it supports their operations in service of their most important goals.

Marketing leaders look to Merkle 
because they need to realize more 
value from their technology, whether 
it’s leveraging machine learning, 
integrating systems, or building 
advanced features. They need 
to enable marketing interactions 
that are more trigger-based and 
personalized with the teams and 
tech that can support these efforts. 
The content for these interactions 
needs to be automated everywhere 
possible to deliver personalization efficiently at scale. And to enable this automation, their CRM teams 
need the tools to analyze data from across the enterprise, not just from traditional CRM channels.

Each effort poses a real challenge. It’s no wonder that many enterprise leaders turn to the Salesforce 
environment, and specifically Salesforce Marketing Cloud, to make it happen. Built on the company’s 
leading CRM software, Salesforce Marketing Cloud presents a powerful platform to understand and 
engage customers and drive value across the customer journey – using a host of tools to build customer 
journeys, harness insights, connect data, activate campaigns, and measure success. The list goes on. 

For years, Merkle has helped companies achieve their visions by going further with Salesforce Marketing 
Cloud. What follows in this e-book are real-world examples of how we helped our clients expand their use 
of Salesforce Marketing Cloud to accomplish both common and unique use cases, thereby driving their 
desired business outcomes. In this work with our world-class clients we: 

Enabled a hospitality disruptor to deliver a complex, first-of-a-kind interactive email 
campaign across 32 languages. 

Moved a food and beverage company from batch-and-blast email campaigns to a 
personalized and automated one-to-one marketing program. 

Enabled a major insurer to deliver high-value leads to its sales teams by creating a unified 
hub for all marketing data. 

INTRO

The case studies illustrate how Merkle 
and Salesforce worked together 
to help each company achieve its 
vision by leveraging, connecting, and 
extending the capabilities of Salesforce 
Marketing Cloud.
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Helped a global cosmetics brand enable automated, trigger-based interactions across the customer 
journey for 27 sub-brands. 

Unified a CPG platform giant’s Salesforce environment to transform B2B and B2C marketing and improve 
call center operations.

The case studies illustrate how Merkle and Salesforce worked together to help each company achieve 
its vision by leveraging, connecting, and extending the capabilities of Salesforce Marketing Cloud. Each 
example stems from a strategic goal, which is enabled through technology activation, expert resources, 
and delivery of tactical wins along the way. Read on to see the kinds of successes your enterprise might 
achieve with Salesforce Marketing Cloud.   
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Driving Sales for a Major Insurance 
and Financial Services Brand 
A single hub for all marketing data helps identify and understand individual 

customers across channels to nurture and deliver high-value leads. 
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THE BRAND 
A major insurance, investment, and retirement services company  

THE BIG STORY  
Merkle helped this insurance company unify all of its disparate marketing data into a single repository 
in its Google Cloud Platform environment. This enabled the company to create a complete picture of 
individual customers and their behaviors. In leveraging this data asset, Merkle helped the company 
nurture leads with highly personalized experiences to deliver high-value leads to its sales teams.  

A NEW VISION  
A major insurer wanted to better understand its customers’ journeys, personalize interactions across 
channels and media, and empower its elite sales team with better leads. Accomplishing this meant 
integrating all of the company’s marketing data in one place – combining data from multiple Google 
and Salesforce marketing platforms in a Google Cloud Platform (GCP) data management and analytics 
environment. With complex marketing programs and multiple technologies to create customer 
experiences across touchpoints, the team needed help to realize their vision. They turned to Merkle to 
make it happen. 

Integrating data to build the journey
Enabling this vision meant extending the capabilities of the existing partnership between Google and 
Salesforce. The first order of business was to ingest behavioral data from a host of channels, including 
programmatic media, paid social, 
email, website, mobile app, and 
webinars. From the Google 
Marketing Platform (GMP), data was 
ingested from Google Analytics, 
AdWords, Display & Video 
360, Firebase, and more. From 
Salesforce, data was integrated 
from Salesforce Marketing Cloud 
Email Studio, Salesforce DMP for 
programmatic media, Salesforce 
CRM for opportunities and sales, 
and more.  

Using a variety of services within GCP, all of this behavioral data was stitched together to understand 
behaviors and enable measuring channel performance. Merkle was able to deliver better qualified leads 
to financial advisors by employing its people-based identity solutions platform, Merkury, to integrate all of 
the behavioral data into GCP at a person level. The client was able to access a full event history of how all 
these different people were interacting with the organization, across all interaction touchpoints.  

EXAMPLE ONE

Accomplishing this meant integrating all of 
the company’s marketing data in one place 
– combining data from multiple Google 
and Salesforce marketing platforms in 
a Google Cloud Platform (GCP) data 
management and analytics environment. 
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Optimizing experience delivery
Merkle implemented a configurable scoring engine to calculate engagement scores for customers 
through both a line-of-business and campaign lens across all their interactions with the company. These 
scores were used to determine how to create experiences within communication channels, such as email. 
In addition, the engine allowed the organization to govern how and when leads would be provided to the 
company’s different sales teams. This approach ensured that specialized sales teams, which often had 
limited capacity and resources, were optimizing the time spent to convert leads.  

Building upon this foundation, as outlined in Figure 1, the organization was able to further leverage the 
marketing data asset with: 

• Faster access to data: Merkle implemented the capability to configure the frequency of retrieval of 
marketing platform data via APIs, such email disposition data, from Salesforce Marketing Cloud on an 
hourly basis.  

• Segmentation: Segments could be created based on all this marketing data and pushed into the 
company’s activation platforms, such as the DMP, to drive smarter targeting within media.  

• Program insights: With Merkle’s help, the company was able to create many reports and dashboards 
that help derive insights around campaign performance, mobile app adoption, and customer journeys, 
by visualizing data stored in Big Query within Tableau.  

Figure 1
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Maximizing the value of technology partnerships
Critical to the success of the overall engagement were leveraging the partnership among Merkle, Google, 
and Salesforce, expanding the ecosystem, and filling in the integration gaps between Google and 
Salesforce platform environments. In a technical win for the company, the entire solution was built to be 
serverless, which drove efficiencies by provisioning services as needed, which allowed the company to 
only pay for the resources used. The entire platform was built so the brand’s analytics teams could freely 
use data and expand on the environment, without requiring help from its database or IT teams.  

 

THE RESULTS  
The insurer gained a complete view of its customers and their behaviors. The resulting insights were 
used to empower sales teams with high-value leads, at the right times. The company also gained major 
efficiencies in enabling analytics by moving from manual processes and incomplete data to an automated 
system built on a single home for all marketing activities.  

The brand now has a solid foundation in place to inform all channels, create consistent experiences, and 
derive valuable insights to optimize marketing performance. There is considerable excitement among 
the entire organization, as they now have access to data in a timely manner, enabling them to make 
great decisions that impact the business.  Together with Merkle, the company continues to build upon its 
program, and there’s much more to come.   



Automating the Customer Journey 
for a Global Cosmetics Company 
A unified Salesforce environment delivers automated, personalized, trigger-

based interactions for 27 B2C and B2B sub-brands.  
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THE BRAND 
A leading global cosmetics company with a long list of subsidiaries 

THE BIG STORY  
Merkle helped a major cosmetics brand transform its digital marketing capabilities, moving 27 of its 
sub-brands from batch-and-blast communications to an automated, trigger-based program that delivers 
personalized interactions across the customer journey. With over 200 journeys built, the company is 
delivering 200 million personalized emails a month, based on specific customer purchases, events, and 
behaviors.  

A NEW VISION  
A major cosmetics company with many sub-brands wanted to move from batch-and-blast email campaigns 
to an automated system to deliver great marketing communications across its customers’ unique journeys. 
This large-scale effort needed to be rolled out across 27 sub-brands and deliver 200 million personalized 
emails per month.  

Delivering automated, personalized  interactions
The brand wanted the system to be behavioral, trigger-based, and build value at each interaction, 
leveraging coordinated multi-channel campaigns across email, mobile, social, direct mail, and more. A big 
piece of the effort would be made possible through Salesforce Journey Builder and Salesforce Marketing 
Cloud but would also need to integrate with many other tools in the company’s Salesforce environment. 
To get there, the company asked Merkle for help. 

Through a series of initiatives, Merkle enabled the company to use its Salesforce environment to deliver 
automated communications and offers based on data-rich customer journeys. Merkle provided a team 
of over 70 practitioners, including platform services teams, email developers, campaign management, 
analytics, strategy, and operations. 

Merkle built 200 customer journeys for the company, supporting 27 sub-brands with more than 10 
journeys each. On the B2C side of things, personalized customer interactions and messaging are now 
automatically triggered based on specific customer behaviors and events, such as product purchase and 
birthdays. Here, the sequence of events and customer segments are built into Salesforce Journey Builder, 
which runs decision splits to decide what customer gets what email interactions.  

For example, when a customer purchases a specific cosmetic product, this triggers an automated post-
purchase journey, where the customer receives a follow-up email checking to see if the product met 
expectations, asking for a review of the experience, and checking in during the following weeks to see if 
the customer is running low and wants to buy the product again. Here, the company has moved its sub-
brands from batch-and-blast campaigns to personalization based on past behaviors. Every point, from 
welcome to reactivation, is automated with the customer life cycle in mind.   

EXAMPLE TWO
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Crossing channel lines with continuity 
In all of these cases, Salesforce Marketing Cloud is being used to deliver experiences. It’s not just 
digital. For nine sub-brands, its programs even have offline direct mail processes built into the journey, 
where automated segmentation is set up in Salesforce Marketing Cloud. Data is pulled into the platform, 
automatically formatted, and sent directly to the mail house for delivery of personalized messaging and 
coupons. All of the timing and steps are built into Journey Builder, so there is consistency in messaging 
and timing – all in an automated workflow.  

Email and direct mail are just two 
pieces of the customer journey. 
Delivering interactions to customers 
in this effort meant pulling in many 
Salesforce tools to make it happen. 
Merkle helped the company make 
the most of a whole ecosystem of 
Salesforce tools:  

• Ecommerce is integrated with Salesforce DemandWare, which feeds to Salesforce Marketing Cloud. 
Here, based on ecommerce activity, the solution triggers welcome, order confirmations, shipment 
notifications, and loyalty rewards.   

• Salesforce AdStudio is used to push messaging to social media platforms. For example, audiences are 
selected in Salesforce Marketing Cloud and pushed to Facebook and Pinterest using AdStudio, which 
hashes and matches email addresses to users or creates look-alike audiences to target potential 
customers of a similar demographic. 

• Merkle also helped the company move dashboarding away from an old vendor to Salesforce’s  
Tableau for analytics visualization.  

• Merkle pulled segments and data into LiveRamp, which connects to the company’s DMP to enable 
known-to-anonymous matching of customers.   

• Salesforce Cloud Pages were built for lead acquisition using rich customer data. For example, unique 
web pages were set up so customers can see and find the right cosmetics products for them based 
on the current season. 

On the B2B side of things, Merkle helped the company manage marketing for ecommerce, in-store, 
and on-street interactions. For example, Merkle enabled a digital check-in after a representative visits a 
distributor’s store. Based on customer journeys, an automated follow-up email is sent to the distributor, 
which provides the representative’s contact information and summarizes the new products that were 
presented to the store. The representative is also automatically notified of this chain of events. Again, this 
effort combines Salesforce Marketing Cloud and Journey Builder.  

 

THE RESULTS  
As a result of the engagement, the company automated marketing across the customer journey for 27 
of its B2B and B2C brands. This effort is delivering 200 million personalized emails a month, along with 
synchronized messaging across online and offline channels. From purchase to reactivation, everything is 
automated with the whole customer life cycle in mind. Merkle and the company continue to build as we 
enhance the platform and bring it to additional sub-brands.  

All of the timing and steps are built 
into Journey Builder, so there is 
consistency in messaging and timing 
– all in an automated workflow.
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Evolving Value Realization for a 
Food and Beverage Company 
Personalized and automated email marketing increases customer acquisition, 

engagement, and sales. 



1212

THE BRAND 
A large food, beverage, diet, and lifestyle company 

 

THE BIG STORY  
Merkle helped this food and beverage company transform its email marketing capabilities, moving from 
generic batch-and-blast into a truly data-driven, one-to-one email marketing program. Using Salesforce 
Marketing Cloud, Merkle brought the company along a step-by-step journey to value realization: shoring 
up email deliverability, sending messages to the right audiences, personalizing messaging with insights, 
and enabling automated, trigger-based customer journeys.  

 

A NEW VISION  
Email is an important channel for this company to drive engagement with its customers and gain new 
ones. In particular, the company wanted to drive more sales of its food and beverage products while  
promoting engagement with the brand around its healthy lifestyle content. However, despite the use of 
Salesforce Marketing Cloud, several big challenges were keeping the company from realizing value from 
its email marketing efforts: 

 

EXAMPLE THREE
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Personalizing emails with artificial intelligence (AI)
The first order of business was to help the company earn 
some quick wins in its ability to personalize emails. It was 
largely stuck doing batch-and-blast campaigns of non-
personalized content to a large non-segmented audience, 
which was resulting in low open and click rates. Merkle 
jumped in fast with the expertise to improve deliverability with 
Salesforce Marketing Cloud tools.  

One such innovation was using Salesforce Marketing 
Cloud’s new Send Time Optimization feature to send an 
email campaign at the “optimal” time for an individual, which 
created a personalized send time for each recipient on the 
email list. Salesforce Marketing Cloud uses machine learning 
to determine what time a specific individual is most likely to 
open an email. The AI strategy continuously personalizes 
emails and keeps engagement at or above industry averages. 

 

Building better audience quality 
The company also had issues with delivering emails to a large 
sending audience, as email addresses were being purchased 
from a large affiliate program, which was artificially inflating 
how many legitimate email addresses the emails were going 
out to.  

To solve this, Merkle implemented a confirmed opt-in 
program. As soon as a real customer registers to receive 
emails, the program sends a thank-you message for signing 
up and requests that the user please click a button to continue getting emails. This greatly improved 
deliverability by ensuring that the company is sending emails to real people. 

 

Creating truly personalized customer journeys 
Once Merkle helped the company solve its deliverability challenges and earn some quick wins with 
personalization, it was time to ramp up the journey. Merkle brought the Salesforce technical capabilities, 
audience insights, and thought leadership that were needed to begin using data and insights to design 
and execute email programs based on customer journeys, in an automated fashion.  

This included using Dentsu Aegis Network’s proprietary M1 platform to look at the company’s first-
party data and gather insights to develop a tailored program for people in that program, based on their 
preferences. From there, Merkle helped leverage insights to design automated email programs based on 
customer journeys, which were triggered by specific customer actions, such as inputting their goal weight 
online or requesting coupons for products. Data insights were then used to inform the creative and the 
delivery of emails.  
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Merkle also rolled out a push notification program for the company, which is a feature of Salesforce 
Marketing Cloud. Merkle developed messages for people based on actions they take in the company’s 
app, which triggers push notifications to boost interaction with the app. For example, logging a certain 
high-calorie food item into the app’s food tracker triggers an offer to a healthier product to be purchased 
on the company’s website. These trigger-based notifications are delivering the kind of personalized, 
automated interactions the company needs to drive engagement and sales. 

 

THE RESULTS  
These email initiatives were all about helping the company evolve in sophistication and value realization: 
solving for deliverability, leveraging insights to improve the program, and then building on the success to 
continually make campaigns more dynamic and trigger based. The results of these initiatives included:  

• Using Salesforce’s Send Time Optimization feature, the company drove a 71% increase in open rate 
compared to the industry average, and a 30% increase in click rate compared to the industry average, 
including a 53% open rate on one day during the test. This is in line with the brand’s 2020 goal to 
increase the personalization around emails and increase email engagement to stay above industry 
standards in open and click rates.  

• By improving audience quality, the company can be sure its marketing messaging and resources are 
being spent on real people.  

• By personalizing customer journeys, the company is delivering better email campaigns based on real 
audience insights, trigger-based automation, and true one-to-one marketing. 

There’s much more to come in this partnership, as insights drive further insights, and machine learning 
continues to train on the company’s customer data. 
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Transforming Marketing and Sales 
for a CPG Giant
Skillful utilization of the Salesforce environment delivers better B2B and 

B2C experiences.
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THE BRAND 
Multiple divisions of a global food and beverage CPG manufacturer and distributer with multiple business 
models: direct-to-consumer, B2B retail distribution, and subscription service

 

THE BIG STORY  
Merkle helped this global food and beverage CPG manufacturer and distributer transform its marketing 
and sales operation across data, systems, customer experiences, and campaigns, through a multitude of 
product lines, brands, regions, and B2B/B2C operations.  

Tapping into Merkle’s specialized expertise and unique competencies, the company is now better 
leveraging its Salesforce environment – from Salesforce Marketing Cloud to Journey Builder to Email 
Studio – to deliver the kinds of experiences that win, retain, and grow customer relationships. One small 
example of this was creating a repeatable system to deliver ad-hoc email campaigns that better manage 
periods of high demand on the call center by optimizing email product promotions for local time zones.  

 

A NEW VISION  
The major food and beverage CPG brand wanted to create a multi-channel, integrated customer 
experience and sales/marketing system for its B2B and B2C operations, using leading-edge practices and 
technologies. Of utmost importance was the coordination of complex activities, channels, programs, and 
data. For the company, Salesforce Marketing Cloud was the tool of choice for putting sophisticated, rules-
based campaigns together. Salesforce Service Cloud and Cloud Pages were also important tools in these 
efforts.  

Merkle was selected for our proprietary methods and deep Salesforce expertise to make it happen. That 
meant: 

• Coordinating ongoing activities across marketing, brand awareness, promotions (e.g., offers, 
couponing), sales funnel, one-to-one customer engagement, ecommerce, and order management.  

• Activating on multiple channels involved in the marketing efforts, including retail, online, SMS, digital, 
social media, mobile, traditional media, and agent call center. 

• Optimizing programs based on brand awareness, demand generation, customer engagement, loyalty, 
customer lifetime value (LTV) value optimization, win-back, and replenishment. 

• Unifying data sources and systems including multiple first-and third-party systems that needed to be 
integrated and made actionable.  

EXAMPLE FOUR
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Building effective customer journey roadmaps 
Merkle worked closely across both the company’s B2B and B2C divisions – for ecommerce, retail, 
client success, email, analytics, and strategy. Key to the initiative’s success was to define roadmaps 
for improvement, by leveraging a host of Salesforce tools, such as Salesforce Email Studio, Salesforce 
Builder, Salesforce Einstein, Salesforce Send Time Optimization, Salesforce Advertising Studio, as well as 
Tableau for analytics and visualization. 

One example of this success was helping the company solve a specific capacity problem in its call center 
during periods of high demand when the company delivered promotional email campaigns for one of its 
B2C beverage products. Merkle did this by helping the company better manage call center volume and 
improve engagement and response metrics by optimizing email delivery based on customers’ local time 
zones.  

Delivering agile cross-channel campaigns
Initially, Merkle was helping the company create and deliver campaigns across creative, offers, audience, 
execution, and email services. During these campaigns, online sales orders would flood in and sometimes 
overload the ecommerce system. When this happened, many customers would instead contact the call 
center to complete their purchases. This led to long wait times and missed sales opportunities, as some 
people would abandon their orders altogether or possibly buy a competitor’s brand. 

To solve this challenge, Merkle leveraged Salesforce Journey Builder’s split capabilities to deploy ad-hoc 
campaigns by time zone, so customers would receive their communication at their optimal local time. 
Traditionally, Journey Builder was being used for multi-touch and multi-channel campaigns based on 
customer engagement, where a solutions team is involved in the build process. However, Merkle’s Digital 
Messaging Team created a restricted and repeatable process to easily deploy ad-hoc campaigns using 
Journey Builder, which Account Coordinators are able to manage on a day-to-day basis. 

This is just one example of the great, long-term, and growing relationship with Merkle and the company’s 
sales and marketing teams in their global efforts. Merkle’s strategic expertise was key to fulfilling new 
strategies and programs. 

 

THE RESULTS 
As a result of the engagement, the company has created many successful marketing programs, where 
everything works in concert across its large and multi-faceted operation. Merkle and the company are 
continuing to improve and expand efforts as we continue to learn, adapt, and succeed.  

By using Send Time Optimization to manage call center demand, the company improved its CVR from 
16.22% to 19.94%, cost per message delivered from $0.31 to $0.49, and click rate from 2.11% to 2.64%.   
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Enabling Excellence in Email 
Marketing for a Hospitality Disruptor 
Brand’s first-ever interactive campaign on Salesforce Marketing Cloud launched, 

giving rise to an email center of excellence.
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THE BRAND 
An innovative online marketplace for homeowners to rent out their properties

THE BIG STORY  
Merkle helped a hospitality brand create an automated, centralized, customer-centric email platform built 
on Salesforce Marketing Cloud. From the get-go, this effort powered better marketing results, including 
the company’s first-ever interactive email campaign, which engaged high-value property hosts. This highly 
complex effort was executed across 32 languages.  

A NEW VISION  
To power more effective email marketing campaigns, the company wanted to build an email center of 
excellence, which would be customer centric, enable centralized email delivery, and deliver dynamic 
email campaigns. This meant expanding the footprint on Salesforce Marketing Cloud for several lines of 
business.  

Merkle was enlisted to help integrate marketing data and campaigns from the brand’s multiple lines of 
business (e.g., host, guest) onto the Salesforce Marketing Cloud. Merkle also helped the company launch 
an email center of excellence by building business kits for centralized delivery of email. Major operational 
hurdles were overcome when building technical kits to launch lines of business on Salesforce Marketing 
Cloud.  

Launching an interactive host-recognition campaign
The company started seeing results quickly. Early on, the effort enabled the company to activate its first-
ever interactive email marketing campaign. Here, the company wanted to send recognition to thank its 
highly rated hosts who meet specific requirements, including volume, reviews, cancellations, customer 
experience, and other attributes. This highly complex, interactive email campaign needed to be perfectly 
executed across 32 languages, be built quickly, feature dynamic content, and be tested for quality. 
Merkle set up and launched the entire campaign on Salesforce Marketing Cloud, which segmented out 
the hospitality company’s best customers, pulled and integrated data for personalized email content, 
and leveraged Merkle’s proprietary 
methods to speed execution.  

The email campaign enabled hosts 
to share a personalized GIF across 
multiple social media platforms with 
their own hosting statistics. GIFs 
were unique to each user, as were 
other dynamic elements of the email, 
including the name, the number of 
countries or cities from which they 
had hosted guests, the number of 

EXAMPLE FIVE

Screenshots of app (if available)
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guests they’d hosted, and the year they started hosting. The solution allowed hosts to easily share their 
personalized GIF to Facebook, Instagram, Twitter, and LinkedIn directly from the email or by downloading it 
from a cloud page built on Salesforce Marketing Cloud.  

Merkle used multiple Salesforce Marketing Cloud solutions in the creation and deployment of the 
company’s host recognition campaign. Salesforce Marketing Cloud solutions played a pivotal role in the 
success of this campaign.  

 

THE RESULTS  
At a high level, the hospitality brand is now powering integrated marketing campaigns on Salesforce. 
The success of the Salesforce Marketing Cloud initiative was largely driven by the flexibility and dynamic 
abilities of the program: we were able to do more, be more customized, and execute faster with the 
implemented systems. 

With the host recognition campaign, the company delivered 592,000 emails to hosts around the world, 
achieving a 65.7% open rate, which was 14% over benchmark, and emails were shared to four social media 
platforms. This is just one example of how Merkle and the company are innovating email marketing across 
the company’s lines of business using Salesforce Marketing Cloud.  
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How Merkle can help you achieve 
business outcomes
 
In each of these cases, Merkle helped clients use the power of Salesforce Marketing Cloud to achieve their marketing 
vision. By bringing together the right strategy, support, and technology expertise, we’ve seen the tool help these brands 
win with their customers and build more valuable customer relationships. 

Merkle has been working in the Salesforce Marketing Cloud platform for over seven years. We work with analytics and 
marketing databases, we know the use cases for effectively leveraging data, and we know how to extend the Salesforce 
ecosystem. Through our expertise, we help enterprises best leverage Salesforce tools for their unique technology 
ecosystem. We help them maximize the power of Salesforce investments through strategy, data, analytics, processes, and 
integrated marketing technology. Whether you are new to Salesforce Marketing Cloud or want to get more value out of the 
technology, Merkle can help. Let’s see what we can achieve together. 
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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 forms the foundation for its unmatched skills in understanding consumer 
insights that drive people-based marketing strategies. Its combined strengths in performance media, 
customer experience, customer relationship management, loyalty, and enterprise marketing technology 
drive improved marketing results and competitive advantage. With 9,600+ employees, Merkle is 
headquartered in Columbia, Maryland, with 50+ additional offices throughout the US, EMEA, and 
APAC. In 2016, the agency joined the Dentsu Aegis Network. For more information, contact Merkle at 
1-877-9-Merkle or visit www.merkleinc.com.
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