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INTRODUCTION

Creating valuable and lasting customer relationships is essential 
for companies in their pursuit of consistent, sustainable growth. To 
achieve this, companies must deliver personal customer experiences 
while also keeping cost of sales at a healthy level.

Technology is a vital driver of this approach because it provides the basis 
for the necessary empathy, personalisation, convenience, and digital 
transformation that are so important in building customer relationships. As 
Salesforce explains in its fourth State of the Connected Customer research, 
76% of customers expect consistent interactions across departments.

This paper provides insight into how a connected data cloud platform can 
help organisations to deliver a strong customer experience, describing 
the must-win battles along the way and the rewards that await the brands 
investing in this new kind of engagement. We will use Salesforce as the 
software example to bring this to life, but it’s worth noting that alternative 
vendors provide solutions too. 
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THE 

In a world in which 84% of customers say that the experience a 
company provides is as important as its products and services, it’s vital 
for brands to build from individual micro-journeys and touchpoints to 
create successful and highly tailored lifecycles. 

Their means of so doing can only come by connecting data from 
marketing, through commerce and service, to create a single unique 
view of the customer. 

Easier said than done. 

Most brands are operating in complex organisations, with convoluted data 
in multiple, often siloed systems. There’s usually no single ‘record of truth’ or 
cohesive strategy to unify and pivot towards customer-centricity. 

This proliferation of enabling technologies provides both opportunities and 
challenges for brands. 

The possibilities are clear – engaging customers with higher-quality content 
and experiences, delivering seamless journeys that personalise moments 

immediately and repeatedly, allowing marketers to focus on lifetime value.

To realise those benefits, brands must first face four must-win battles. 

Battle 1: Connecting your experiences across the customer journey

Battle 2: Unifying data through your organisation

Battle 3: Building a fit-for-purpose tech infrastructure

Battle 4: Pivoting to meet customer need

To connect commerce, marketing and service, the organisation must first 
commit to embodying a customer-centric vision. The business must recognise 
that a superior experience is not simply a ‘nice-to-have’, but rather 
represents a significant competitive advantage. Connected data creates 
opportunities to increase customer lifetime value and drive the shift to an 
operating model that supports this growth. 
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BATTLE 1 
CONNECTING
YOUR EXPERIENCES
ACROSS THE
CUSTOMER JOURNEY 
What are the benefits of connecting marketing, commerce, sales and 
service across your brand? 

Customers no longer shop on a linear journey. The evolution of 
commerce has witnessed a growth in prominence to both people and 
business – from physical stores to ecommerce, from multichannel to 
omnichannel, and the ability to buy groceries through social shopping 
as part of our everyday lives. As we look ahead, we move into a space 
where commerce is everywhere, where smartphones are the new 
showroom and where anything is possible. Creativity is becoming 
inextricably linked to commerce, and therefore to businesses’ overall 
commercial success.

Transforming for the new normal means being experience-led across the entire 
customer journey in the digital world – beyond a business’s core website. 
According to Google,  the online customer journey spans anywhere from 20 to 
a staggering 500 touchpoints – and this data was reported before consumers 
made a massive shift to living online during the pandemic.

“Thanks to technology, people no 
longer ‘go shopping’ but are rather 
‘always shopping’”

But what does this mean in practical terms? Does any of this excellent 
customer experience driven by data and personalisation matter if shoppers 
aren’t taking their goods to the till point or clicking the buy button? Using 
technology to make this last step of the purchase journey as simple as 
possible is key, as well as enabling follow up with the customer post-purchase.
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BY CONNECTING YOUR MARKETING 
AND COMMERCE SYSTEMS
There are a number of tactical low-hanging 
fruits to harvest from day one. Many 
of which can be automated. However, 

automation should always be managed 
and continuously improved based on 
results, this is where machine learning 
should be applied to achieve further 

greater ROI.

Personalised win-back and re-activation:
Recapture revenue with automated emails 
based on abandoned carts
Personalise engagement based on past 
purchases with automated emails based on 
actual behaviour such as account creation, 
password reset and order confirmation

Personalised cross-sell and up-sell:
Create relevant cross-channel promotions 
based on purchases, basket content and 
browsing behaviour (i.e. retargeting for related 
items)
Initiate agility in your marketing campaigns by 
marrying the data to checkout
Increase average order value (AOV), customer 
lifetime value (LTV) and conversion rates 
through marketing spend and contextual 
personalisation

Personalised customer service
Enable customer service or sales 
representatives to ‘see inside’ the commerce 
suite to personalise interactions
Link service and marketing to stop marketing 
messages being sent to customers who are in 
dispute
Personalise your email campaigns and end the 
perception of ‘flooding inboxes

BATTLE 1: CONNECTING YOUR EXPERIENCES ACROSS THE CUSTOMER JOURNEY 

KEY TAKEAWAY

By understanding all the touchpoints 
with your brand, you can create a 
unified experience for your customer. 
This enhanced insight can allow you to 
personalise engagements based on real-
time behaviour and get ahead. Brands 
and businesses need to work across 
every touchpoint whilst elevating human 
experience to be meaningful in the entire 
journey. 

5 5



BATTLE 2 
UNIFYING DATA THROUGH 
YOUR ORGANISATION

There are a number of benefits to unifying your data 
across the organisation. But it’s important to identify 
the best solution to achieve this. In this diagram, 
we illustrate the maturity model of traditional to 
experience-driven commerce. This will help you to 
decide which represents your brand the best.

THE JOURNEY TO EXPERIENCE DRIVEN COMMERCE

There’s always a next step on your business’ journey to experience-driven commerce. Let’s take a look from the perspective of Salesforce technology:
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YOU ARE YOU HAVE WHAT’S 
NEXT? BENEFITS FOR YOU BENEFITS FOR YOUR 

CUSTOMERS

A B2C 
Business

Salesforce
Marketing
Cloud

Salesforce
Commerce
Cloud

Being able to send abandoned basket emails to increase sales.

Reduction of wasted spend on advertising.

Increased relevance in digital advertising.

A B2B 
Business

Salesforce
Marketing
Cloud

Salesforce
Commerce
Cloud

Being able to send promotional emails with custom pricing.

Being able to send personalised promotional emails based on 
sales history. 

Interest and intent data for future product development. 

Allow your sales team to focus on top accounts and 
relationship building, while allowing the long-tail to self-serve.

More relevant emails with promotions 
they’re interested in.

Increased relationship with the brand.

A B2C 
Business

Salesforce
Commerce
Cloud

Salesforce
Marketing
Cloud

and advertising.

Increase AOV and conversion with abandoned basket emails 
and personalisation.

Consistent experience across the brand 
site and the brand appearing in inbox.

A B2B 
Business

Salesforce
Commerce
Cloud

Salesforce
Marketing
Cloud

Develop a community of your customers to increase loyalty. Start 
interacting on other channels.

and advertising.

Increased brand value such as 
personalised content and how-to. 

Feel a sense of community on social 
media/brand interactions.
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YOU ARE YOU HAVE WHAT’S 
NEXT? BENEFITS FOR YOU BENEFITS FOR YOUR 

CUSTOMERS

A B2C 
Business

Salesforce
Commerce
Cloud + 
Salesforce
Marketing
Cloud

Optimise, or 
consider Service 
Cloud.

Allow your service team to see inside and add to customer 
baskets and see their responses to customised email with 
Salesforce Customer 360.

Less frustrating service experiences, 
and the ability to self-serve on multiple 
channels, as they are used to.

A B2C 
Business

Salesforce
Commerce
Cloud + 
Salesforce
Marketing
Cloud

Optimise, or 
consider Service 
Cloud.

Allow your sales team to focus on top accounts and relationship 
building, while allowing the long-tail to self-serve.

Do more with less reaching resellers, marketplaces and the 
long-tail with integrated data across your business.

Increased relationships or less friction 
order processes with self-service.

A B2C or 
B2B Business

Salesforce 
Commerce 
+ Salesforce 
Marketing + 
Salesforce 
Service OR 
Sales Cloud

Optimise for 
long-term 
success

Leverage your data across all use cases and maximise your 
investment.

Long-term, sustainable brand relationship.

KEY TAKEAWAY

For both B2C and B2B businesses, the benefits of introducing an experience-led commerce approach include greater levels of 
personalisation, less friction in the ordering process and, ultimately, a boost to sales revenue.
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BATTLE 3 
BUILDING A 

TECH INFRASTRUCTURE
Business transformation requires a modern-day technology 
infrastructure.  That said, there is often enough technology already 
deployed to start the process; you don’t have to wait for an entire new 
tech stack before taking action. 

By beginning the journey to maturity and showing early value using existing 

but have a plan to scale fast, and don’t be afraid to fail along the way. Not all 
actions will result in a positive outcome, but by failing fast you can quickly learn 
and evolve - making it work, then making it better, before making it bigger.

To provide a fantastic customer experience and drive revenues, brands 
need to have their customer data on hand, but what you do with that data 
matters. This is the most fundamental element of a commerce and marketing 
transformation and critical when making the case to the board for investment.

Linking marketing and commerce systems to drive experiences for customers 
needs to be linked clearly and succinctly to the outcomes for your business. As 
they build strategies for re-emergence from the COVID-driven recession, the 
most significant opportunity for brands is customer experience transformation. 
It is transforming a company into a market leader through the implementation 
of a customer-centered strategy and infrastructure. 

KEY TAKEAWAY
The equation for success is 

DATA TRANSFORMATION
 + 

DIGITAL TRANSFORMATION
= 

CUSTOMER EXPERIENCE TRANSFORMATION
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BATTLE 4
PIVOTING TO MEET 
CUSTOMER NEED 
Digital transformation is not about putting digital-first in your media 
plan; it isn’t about having a better website; it doesn’t just happen 
because your customers come to you online. The next wave of 
digital transformation is genuinely about business and operating 
model change. 

It is thinking about new ways to meet your customers where they want to 
engage. It is about putting the customer’s motivations before the brand. 
And it is about being centered on delivering every experience in a way 
that is informed by what you know about a customer, is built to serve their 
needs, and is dynamic enough to pivot in a flash when a customer’s needs 
change.

Some businesses are nimble with great technical knowledge in-house and 
can transform quickly, others, often more established businesses, can take 
one to three years to enable true digital transformation. Many great names 
have fallen by the wayside because they were comfortable where they 
were and didn’t understand that their inaction allowed competitors to pull 
ahead, leaving them unable to catch up. 
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How much has your business 
moved towards an experience-
led mentality? 

Is it a competitive advantage for 
your brand?

Have you made a commitment to 
become more customer-centric 
at every level?

Do you have a focus on buyer 
enablement and on making the 
buyer’s decision-making process 
simpler, with the aim to increase 
customer lifetime value?

Have you committed to an 
operating model and technical 
roadmap that joins everything 
up? 

If you’ve connected clouds at a 
basic level, have you considered 
how you can leverage this 
connection better? Better yet, 
have you spoken to your service 
provider or systems integrator 
about the possibilities? 

Has your board fully understood 
the pace of change and the 
opportunity cost of doing 
nothing?

How can you prove this approach 
is going to work? Is there a 
product set or service area you 
can start with a proof of concept?

QUESTIONS 
TO ASK YOURSELF KEY TAKEAWAY

Companies that think ahead and take steps to achieve digital 
transformation now will be the winners over the next five years, 
and connecting clouds will become increasingly important to 
future success. 
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CONCLUSION

In a world indelibly impacted by a pandemic, those companies that had 
already embraced data and digital transformation were well equipped 
to meet their customers’ experience needs and expectations, and many 
of those brands thrived. 

Unfortunately, the companies that hadn’t taken the necessary steps to enable 
hyper-personalised customer experiences with agility in this rapidly changing 
environment have fallen behind or are at high risk of doing so soon. There is 
an opportunity ahead of them to catch up, starting with investments in data 
and technology, to confront the competitive landscape.

Now more than ever, brands are determined to bring together that sought-
after, cohesive, 360-degree view of the customer. But changing customer 
expectations and market forces, such as privacy regulations, the death of third-
party cookies, the shakeout of martech space, the rise of artificial intelligence 
(AI) and machine learning (ML), and the emergence of cloud platforms like 
Google, Amazon Web Services (AWS), and others, are causing a shift in the 
way marketers approach customer-centricity. These forces drive a movement 
away from reliance on third-party data and toward the predominance of first-
party data and identity. Therein lies the greatest opportunity.

At Merkle, we know how to help businesses transform in a way that mitigates 
cost and risk. Transformation is our business. To learn more about how to 
thrive in a new normal, contact us. We are here to help.
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ABOUT 
MERKLE
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Merkle is a leading data-driven customer experience management 
(CXM) company that specialises in the delivery of unique, 
personalised customer experiences across platforms and devices. 
For more than 30 years, Fortune 1000 companies and leading non-
profit organisations have partnered with Merkle to maximise the 
value of their customer portfolios. The company’s heritage in data, 
technology, and analytics forms the foundation for its 
unmatched skills in understanding consumer insights that drive hy-
per-personalised 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 13,000+ employees, Merkle is headquartered in Columbia, 
Maryland, with 50+ additional o�ces throughout the Americas, 
EMEA, and APAC. Merkle is a dentsu company. 

For more information, contact Merkle at 
+44 (0) 330 060 6065 or visit www.merkleinc.com/emea.
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