
Niyi Duro-Emanuel Michael Cocker
Head of Performance MarketingVP Solutions

The Customer Obsessed 
Approach to Media



VERSION 19.01.29

`

© 2020 Merkle. All Rights Reserved. Confidential

THE CUSTOMER 
OBSESSED 
APPROACH
TO MEDIA



VERSION 19.01.29

© 2020 Merkle. All Rights Reserved. Confidential3

CUSTOMER CENTRICITY
WHAT’S ALL THE HYPE ABOUT…
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THE CHALLENGE

EXPERIENCE

GAP

CONSUMERS

WANT A SEAMLESS, CONNECTED EXPERIENCE 
WHEREVER 

AND WHENEVER THEY
 INTERACT

BRANDS 

 DELIVER DISCONNECTED EXPERIENCES IN THE 
CONTEXT OF SILOED CHANNELS AND 

TECHNOLOGY

18% 34%

CONSUMERS VS MARKETERS WHO THINK BRANDS ARE ABLE TO DELIVER AN EXCEPTIONAL CUSTOMER EXPERIENCE

THE HARRIS POLL, "ADDRESSING THE GAPS IN CUSTOMER EXPERIENCE" – REDPOINT GLOBAL, 2019
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One on one 
PERSONAL – “sell 
without selling”

Age of 
PERSONALISATION – 
optimise conversion 

PERSONAL at scale 
– sell without selling

Sell Channel
Personal 

experience

Target experience

Sel
l

Customer need

Yesterda
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y
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w

HOW DO WE ADDRESS THIS?
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CONNECTING THE CUSTOMER EXPERIENCE

Harness Data Personalise Comms Orchestration

Reporting and analysis

Define your next best 
message, offer or 

action

When, where,  why, 
and how  to have the 

conversation

Know who you are 
having a conversation 

with. 

What we learn so that we can plan, invest, adjust, and optimise
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ABILITY TO DELIVER CUSTOMER CENTRICITY IS RELIANT UPON…

TRANSLATING THIS FOR MEDIA

Customer Framework & Strategy

Integrated Measurement

Creative Strategy

Paid Search Paid Social
Programmatic 

Display

Automation & Innovation

Excellence in activation



VERSION 19.01.29

© 2019 Merkle. All Rights Reserved. Confidential9

?

BUSINESS
OBJECTIVE

What are the 
strategic objectives 

of the business?

? ?

MARKETING
OBJECTIVES

How will marketing 
map into this 

business objective?

?? ??

DIGITAL GOALS
How do we reach our 

audience online?

?

? ?

? ? ? ?

? ? ? ?

KPIS
How do we define 

success?

DEFINE YOUR KPIS
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DATA IS CRUCIAL
BUILD IT, VALUE IT, USE IT
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TEAM INTEGRATION DRIVES SUCCESS
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THINK BIG

START SMALL
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DIGITAL MATURITY – BUILDING CAPABILITIES
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Case Study
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       Objectives

◢ Tesco were keen to understand how valuable each of their customers were and how to engage with them in a way that would fit with their needs. 

Tesco wanted to understand how they could better leverage their Clubcard data and to increase personalisation, specifically for their Tesco.com 

business 

Approach

◢ All Tesco's online customers were split by their purchase recency, frequency and monetary value.  Giving us the ability to segment them and target 

them with more relevant and timely messaging.

30% increase in Revenue from 
“non-loyal” audience.

8% increase in Revenue from “super 
user” audience.
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IN SUMMARY…

…3 KEY CONSIDERATIONS

3
CONNECT THE EXPERIENCE

2
MEASURE WHAT MATTERS  

1
UNDERSTAND YOUR CUSTOMERS
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TEAM INTEGRATION DRIVES SUCCESS
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THINK BIG

START SMALL
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DIGITAL MATURITY – BUILDING CAPABILITIES
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