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Data and analytics 
must unite to deliver a 
truly customer-centric 
and omnichannel set of 
experiences

It has never been so important for brands to provide 
customers with the experience that they want, 
regardless of the channel they choose to engage 
through. The global impact of the events of 2020 
has ramped up the level of competition that many 
brands now face to engage, win and retain customers. 
Many consumers are under more financial pressure 
than they have ever experienced, leading to less 
disposable spend. 

As we see a lockdown-enforced migration to digital 
channels exacerbating the shift to online, many 
businesses are also facing a world where three-
year digital transformation programmes need to 
be completed in months. And this is just to remain 
relevant, not even to be cutting-edge.
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To survive and prosper in this new environment, businesses not only need to ensure 
that their channels and underlying martech is integrated, but to make certain that 
the data and analytics underlying these vital functions are also integrated. This 
is especially true for traditional marketing analytics and digital analytics - these 
frequently sit in silos with minimal interaction between them. Often, divergent KPIs 
and metrics are used to measure performance, leading to divergent treatment 
strategies depending on the channels that customers engage through. Divergent  
pockets of data are used to build an audience framework that doesn’t apply 
across all channels, further fragmenting the experiences a customer is exposed to. 
Inconsistency and lack of best practice connectivity between functions rapidly leads 
to loss of insight and suboptimal customer experience.

Bringing all aspects of customer strategy together

For the past ten years there has been an increasing desire to bring all aspects of 
customer strategy together to provide as seamless an experience as possible. 
However, it is only recently that marketing technology and digital technology 
maturity has reached a stage where this ambition is affordable. First, it is critical 
to have a single view of the customer in order to best segment, understand and 
communicate with them. This view of the customer must stitch together what they 
do on your website and apps; with how they’ve engaged with your email, SMS and 
other CRM activity; with how they’ve been in touch with your call centre; with how 
they’ve used your product. Customer Data Platforms (CDPs) which can cope with 
enterprise-level breadth of digital touchpoints have evolved. Machine learning 
methods that can find patterns in data are also making it easier to capture, organise 
and interrogate customer behaviour. These models can then be used to improve 
customer experience. And these experiences can now be orchestrated through 
Customer Experience Optimisation (CXO) platforms, so that the promise of next-
best-action can be delivered across media, CRM and web or app. It is through the 
effective use of these tools that we can start to avoid the sorts of example scenarios 
where a customer is simultaneously chased via email and retargeting channels – with 
potentially conflicting messages – at  the same time, for instance. 

However, the true value investment in marketing and digital technology can only be 
realised if businesses align the appropriate engineering and analytics behind the 
tech. Without this as a priority, it’s impossible to enable fast customer insight and agile 
implementation such that the impact on customers has minimal latency. 

Understanding non-linear customer journeys

Through aligning analytics with marketing technology, businesses will increasingly 
be able to improve insight across platforms and gain a better understanding of non-
linear customer journeys. It’s an absolutely vital step, needed to ensure that brands 
make every touchpoint with customers count by anticipating their needs and serving 
relevant content according to the individual user journey(s) that are underway for 
each of them at any given moment.
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Alignment will minimise the impact of the imminent decline of third-party cookies, 
which are set to decrease in availability and relevancy due to various privacy-
driven measures across the leading browsers and operating systems. Inferences 
from first-party data will correspondingly increase in importance, making the quality 
of the analytics you drive from your own customers of even greater importance. 
Connected analytics will also facilitate the move of digital to multi-media mix methods 
of measurement, increasing consistency of measurement between platforms and 
channels as well as providing a single set of KPI’s to measure success. This will 
enable businesses to build more relevant contact strategies and minimise the 
occurrence of the following common marketing predicaments: 

• Lack of understanding around how many emails are the right number of emails, 
with and without the support of retargeting 

• Lack of knowledge around how long to keep a user in a retargeting bucket or 
what frequency cap to use, with and without the support of email/SMS/push 
notifications 

• Testing happening in isolation without consulting other digital channels, i.e. 
switching off retargeting whilst not taking into account what the concurrent CRM 
activity looks like 

How to get engineering, analytical and digital expertise working optimally 
for your brand

We firmly believe that to provide a brilliant customer experience, businesses need to 
marry their martech transformation to their digital transformation. But this alone will 
not solve the problem of meeting each customer’s individual expectations at every 
stage of their brand journey. 

To really squeeze every drop of juice out of the investment made in technology, 
brands need the right engineering, analytical and digital expertise working together 
with the rest of the business to collect, organise, understand and implement changes 
in an agile manner.

We work to deliver optimal integration using the value chain depicted below:
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Most organisations start their own work on the left-hand side. They have data, which 
their data scientists or analysts sweat through existing martech assets to create 
insight. This insight then gets passed over to the business people (e.g. marketers) to 
put into action to drive value. Often there is a disconnect between the two different 
areas and the necessary actions get lost in translation.  All too frequently, the focus is 
for the data people to constantly ‘just get more data’ without any value being realised. 

More mature organisations are more joined up, for example with scrum teams trying 
to solve the problem. This does ameliorate communication, but can still lead to 
imperfections – such as not knowing exactly where to focus improvement efforts 
or retaining a reactive attitude to data usage as opposed to proactively seeking to 
deepen organisational maturity.

However, we think differently – we work right to left. We work to establish where the 
true value is being created in an organisation and focus on that first. It’s essential 
to focus on the actions and levers that can be manipulated to boost that true value. 
Next, we concentrate on what insights brands need to reliably move those levers, 
and lastly what data you’ll need to get those insights without constraints of where that 
data exists. The value chain is a different way of thinking, but it ensures that all activity 
we design is with the end user and the value it creates in mind.

Beyond data, the people and organisational structure required for success must not 
be forgotten. In recent years, it seems as if many companies have been endeavouring 
to hunt down unicorn analysts, those rare individuals who can wrangle data and 
engineer martech whilst also being channel experts into the bargain. These people 
are termed unicorns for a reason – they’re an exceptionally rare breed. For most 
organisations, it simply isn’t practical or resource-effective to hold out for them. 
Instead, we see greater success through focusing on the synergy of roles within 
your engineering, martech, BI and analytics teams. By building these unicorn teams, 
bringing disparate skills together, you can make one plus one truly equal three. 

This is why Merkle has made the strategic decision to bring all of its engineering 
and analytical capabilities together across EMEA to ensure that we can provide our 
clients with cohesive analytic expertise across all aspects of the customer journey. In 
combining our teams, our clients can be certain that we all speak the same language 
(and are joined up in optimising for whole business benefit). Analysis that drives 
orchestration will continue to achieve dominance over analysis that just ends in a 
PowerPoint presentation for a brand – the former type of analysis is what we are 
poised to deliver, creating real and immediate value for our clients.
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Client case study: Integrating martech, data and analytics to transform a 
formerly B2B retailer to a major B2C player 

Our client, a ground-breaking but formerly B2B only technology retailer, engaged us 
to complete the overhaul of their D2C sales, moving them from a B2B2C company to 
a B2C company through their website. 

The challenge was immense – the client asked for a total revamp of their analytics 
and BI, media, data and martech capabilities. Merkle was selected as we could meet 
all the client’s multiple needs through one agency group. 

To enable our client to transition smoothly into their new D2C sales space, we are 
creating a new website and app, working on their SEO solution, embedding a new 
database, creating and streamlining existing next-best-action decisioning. We are also 
delivering new segmentation, CRM journeys, and conversion rate work. All the work is 
being undertaken concurrently, meaning the project is complex but allows an optimal, 
highly interconnected outcome. All workstreams are inputting into joint meetings and 
working together on ideas for CRM activation, production planning and customer 
strategy via the strategy and activation workstreams’ workshops and meetings. 

By connecting capabilities in this way, we are uncovering extra detail early and laying 
out sound methodologies for our client to use into the future.

So far, we’ve delivered:
• Insight via Adobe Experience Platform to help drive customer strategy 
• Scenario Planner (for attribution view) for four markets
• Product recommendation model
• Improved tagging and digital capability
• Customer segmentation
• Inputs to strategic KPI framework
• Digital capability and reporting improvements (focused on attribution)

This is resulting in early, compelling gains for our client: unearthing previously 
unknown insights, identifying key pockets of value, creating new views of the 
customer base, helping to create seamless customer journeys, and actioning clear 
multi-discipline plans to maximise the lifetime sales and revenue of the current and 
future customer base - driving profitable longevity for the business.
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