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Some hard truths
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HARD TRUTHS 51% Organizations who have stalled or
abandoned transformations in the

) Dlg ital oEss—— last 3 years.
transformation” has

not been |
democratic 50-70" B e s

40%+ of projects with custom technology
run over cost.

O/ Retailers feel that O/ of global
10 © they have “solved”... <4o © executives

1. Demand attribution have any common KPIs

2. “Sales credit” across media, CRM, eCommerce,
3. Omnichannel planning and sales and service

4. Pricing & promotions optimization

Sources: MIT Sloan; Merkle Business Leader Research, Global
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HARD TRUTHS

Well integrated & high performing
technology ecosystems

Retail is the lowest
ranking category
for satisfaction with .
their enterprise e
technology

Tech and Telecom

49%

Non-profit

Financial Services 36%

Least likely:
Retail & CPG (31%)

10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Retail and CPG

0%

X

Source: Merkle Business Leader Research, Global
N=820, 33% NAM, 33% EUR, 33% APAC 18% Retail & CPG
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We’'ve spent 15 years
solving for omnichannel...

PHYSICAL VS. DIGITAL

FIRST-PARTY | Retail E “DTC”

(1P)

SECOND-PARTY Wholesale Wholesale Digital

(2P)

f—n . . . N
THIRD-PARTY Distributors & Licensees 5 Marketplaces

(3P)
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...meanwhile, we created new,
painful digital siloes

PHYSICAL VS. DIGITAL

A3 & Retail = “pTC”

SECOIEIZDF;)PARTY @0 Wholesale £#¥ Wholesale Digital

——= Distributors &
THIRD-PARTY . EEE Marketplaces
(3P) Licensees = P
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...meanwhile, we created new,
“Social commerce is more costly to produce, and palnfUI dlgltal s“oes

my KPIs are engagement.”
“l don’t know what the eComm team is doing.”

“My ad teams and CRM teams aren’t working
with the same tools or calendars.”

ECOMMERCE

“Social commerce is a rounding error in my GMV,
marketing owns it.”

“I don’t know what our Amazon agency is doing.”
“I don’t have access to marketing assets.”

STORES

“... Wait, who gets credit for the sale again?”

~“MERKLE



HARD TRUTHS

MARKETING

“Social commerce is more costly to produce, and
my KPIs are engagement.”

“l don’t know what the eComm team is doing.”

“My ad teams and CRM teams aren’t working
with the same tools or calendars.”

ECOMMERCE

“Social commerce is a rounding error in my GMV,
marketing owns it.”

“l don’t know what our Amazon agency is doing.”
“l don’t have access to marketing assets.”

STORES

“... Wait, who gets credit for the sale again?”

...meanwhile, we created new,
painful digital siloes

WHO OWNS..

NG
“Data”

Loyalty

CRM

CLV

Process Automation & Augmentation
End-to-end CX & Voice of the Customer
Unifying Retail Media & 1P Digital Commerce

~“-MERKLE
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HARD TRUTHS

Old problems are
the new problems

49

The percentage of digital leaders
(CDOs, CMOs, eCommerce, CTOs)
who identify “operating model” as
their biggest challenge

Source: Merkle Business Leader Research, Global
N=820, 33% NAM, 33% EUR, 33% APAC 18% Retail & CPG
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Yesterday’s Problems

Who gets credit for the sale?

How do | attribute marketing
to sales?

How do | get holistic data sources
for planning and merchandising?

How do | run a more data-driven
operation, from SKU to sale?

How do | build a holistic view of
customer lifetime value?

Today’s Problems

depending on the online ‘channel’

depending on the ‘mode’ of content (e.g.,
product-focused + shoppable tags vs.
brand-focused)

across owned digital touchpoints (2P, 3P)

when every touchpoint is different and
data is non-standard

when there isn’t a consistent customer
strategy and | don’t get the same data
from owned, 2P, and 3P channels



You can’t stop the

waves, but you can
learn to surf.

Jon Kabat-Zinn
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