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No matter your industry, brand, or business model, 
as a customer-obsessed company you’ve made 
personalization a top priority. Arguably nothing is more 
important to growth and other business outcomes than 
the ability to deliver compelling experiences matched to 
the context and expectations of each consumer in any 
given moment.

Success with personalization starts with the mastery 
of customer data. To build and maintain that mastery, 
brands must navigate hyper-accelerated change to 
make constant and critical decisions about where and 
how to uplevel the data capabilities that empower 
personalization at scale.

To help you plot the most effective path forward, we 
surveyed more than 600 marketing, data, and IT leaders 
at leading brands across a diverse set of industries to 
evaluate key aspects of their customer data strategies as 
they attempt to meet these disruptions head-on. 

In this report, we use the survey results to:

1.  Identify critical gaps and roadblocks to the mastery 
of customer data

2.   Highlight its effect on personalization at scale and 
its impacts on growth, brand value, innovation, and 
other key business objectives

3.   Explore ways brands can close these gaps to get 
back on track

Background  
& Objectives
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KEY TAKEAWAYS
Three Priority Areas of Focus for CX, Data, and  
Technology Leaders in the Year Ahead

Data
Evolve your data practices and platforms as you leverage more and 
more customer information to deliver personalized CX. Your CRMs and 
channel-specific martech isn’t built to process and empower data the 
way modern cloud-based platforms can.

Strategy
Build a unified customer data strategy for the long term. Teams beyond 
marketing will find new ways to leverage customer data, not only for 
their role in CX, but for service, innovation, strategy, and more. Without 
an agile approach, supporting this work will only get tougher as your 
data grows.

Technology
Don’t let your CX platform outpace the data foundation that underpins 
it. Focusing on hot new tech integrations won’t pay off if your data is 
not unlocked, aligned, and optimized to empower its full capabilities.
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Executive 
Summary

There’s a well-documented gap between the way brands 
perceive their customer experience management (CXM) 
capabilities, and what consumers actually think of the 
experiences brands deliver:

•   CX leaders remain very positive in how they 
perceive their brand’s ability to consistently 
deliver personalized CX (93 percent) 
and keep up with changing customer 
expectations (92 percent).1

•   However, consumers continue to paint a 
less positive picture of their experiences 
across the brands they interact with; only 
26 percent of consumers say these brands 
are doing an excellent job delivering an 
exceptional CX. More than half feel unseen 
(55 percent), and nearly as many feel 
undervalued by brands (48 percent).2

This disconnect not only signifies a deep problem with 
the ways some brands design and deliver personalized 
experiences; it also shows that many are blind to the 
problem itself, and as a result, are unable to plot an 
effective path to continuous improvement.  

To avoid this disconnect and close the gaps that cause 
it, brands need to make informed decisions about where 
and how to focus on, invest in, and uplevel the enabling 
capabilities of hyper-personalization. Gaining a clear 
understanding of the roadblocks that stand in the way is a 
good first step.

Like the broader industry data noted above, results from 
our survey of CX, marketing, and IT decision makers 
indicate a crucial disconnect may indeed be endangering 
these brands. For instance, while nearly 85 percent of 
respondents rate the maturity of their organization’s data 
strategy as good or strong:
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•   Just 32 percent utilize data throughout the 
entire enterprise (i.e., across marketing, 
sales, service, IT, etc.).

•   Less than a quarter have migrated all 
customer data to the cloud.

•   Only 24 percent manage all their campaign 
data in a central repository. 

A closer look at the survey results shows that this 
disconnect stems from common but critical pitfalls in the 
ways many companies today approach three key areas of 
data-driven CXM: strategy, technology, and data.

In this report, we’ll walk through where brands are 
missing the mark in each of these areas, and showcase 
our work with leading experience innovators to show how 
your organization can overcome these hurdles to gain a 
critical competitive advantage.

1 Redpoint/Harris Poll, Revisiting the Gaps in Customer Experience, 2021
2ibid

“ This disconnect 
not only signifies 
a deep problem 
with the ways some 
brands design and 
deliver personalized 
experiences; it also 
shows that many are 
blind to the problem 
itself.”
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EXECUTIVE SUMMARY

https://www.redpointglobal.com/wp-content/uploads/2021/09/Revisiting-the-Gaps-in-Customer-Experience.pdf


STRATEGY

FIGURE 1:  Data strategy maturity in terms of how customer data is used

Just 32 percent of respondents say their company utilizes customer data 
throughout the entire enterprise (Figure 1).

Importance and Impact
Customer data generates value for a brand from across the organization – not 
only marketing, but product, sales, service, strategy, and many other teams that 
contribute to a consumer’s overall experience. When customer data isn’t uniformly 
made available for use across the company, each of these groups build their own 
siloed data constructs from the ground up. This redundant practice drastically 
increases spend and responsiveness, resulting in inconsistent information of 
what the brand knows about a customer. Moreover, Information that might drive 
innovation isn’t shared. Ultimately, the business sees and a lower return on its 
investment in collecting and managing customer data.

Customer data primarily used by marketing/CX teams

Customer data for use throughout the enterprise

68%

32%

Where some brands miss the mark
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The Underlying Problem
Large established organizations have typically matured in department silos that 
have mirrored the longstanding functions of their business. As a result, data is 
also siloed and disconnected – living separately in the CRM, with the service 
team, point of sale (POS), app, digital, and direct mail lists. 

Our survey found that the biggest barrier to advancing toward the goal of 
personalization at scale is a lack of consistent audience segmentation across 
channels (25 percent), followed by siloed or unaligned teams (24 percent) 
(Figure 2).

7.2%

12%

25.1%

14.8%

24%

11%

6%

FIGURE 2:  The biggest barrier to personalization at scale

Unable to integrate key platforms/components of 
our martech stack

Data not available/accessible in real time

Audience segments vary by channel

Lack of timely or actionable insights

Teams (e.g., marketing & IT) are siloed and/or 
have different priorities

Incomplete customer 360/unable to resolve  
customer identity data

Lack of customer experience strategy
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With this siloed data strategy, it is also difficult to gain a full picture of who your 
customer is, even though the various data being collected around the organization 
could build a very prescriptive depiction if all data was housed in one place to gain a 
360-degree customer profile (Figure 3). 

FIGURE 3:  Siloed data across the enterprise

MARKETING:
Campaign data 
Media engagement 
Preferences

SERVICE: 
Feedback  
Transactional data
Contact info

SALES:
Transactional data 
Demographic data
Behavioral data

FIGURE 4:  The biggest challenge in implementing or using a CDP

1.7%

8.9%

17.2%

23.7%

162%

5.2%

27.1%

Related findings
Companies that use a customer data platform (CDP) for their customer 360 programs face key 
hurdles to success – including a lack of clean and reliable data, implementation challenges, and 
data integration (Figure 4).

No centralized owner of customer 360

Limited strategy for marketing and how to use it

Unable to integrate data from multiple systems

Lack of clean and reliable data in our systems

Lack of foundational customer data

Unable to fully deliver on use cases

Implementation challenges
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While their power and promise have helped CDPs take the industry by storm, those 
promises are often vague and poorly understood. A key misconception stems from 
vendor claims that their CDP can fully solve for data issues and provide brands 
with a robust consumer 360. In truth:

•   CDPs rely on clean and very structured data to enable the usability and the 
functionality that empowers business users. 

•   A strong data strategy and governance must already be in place to maximize 
its value.

•  A CDP does NOT replace a marketing database or an enterprise database

What a CDP does enable is easy access to data, creation of segments that can be 
activated across channels, and real-time interactions (live segments that consumers 
can move through as their digital interactions are captured).

What to do
A strong strategy should bring all the data together in a single cloud-based 
infrastructure to negate this challenge. To get the most from this structure, data 
cleansing and enhancement efforts are a must to ensure you start with a foundation 
that is clean and consistent, so data is in the same format no matter the use case or 
department it may draw from. 

Having a strong first-party data collection strategy will help your organization build a 
foundation of useful data to utilize in efforts across the business to make customers’ 
experiences great. For example, the data could inform your call center staff while on 
the phone with customers, or inform in-store employees with relevant information like 
a birthday at the POS, etc. 

IT’s requirements and governance are key in a strong data strategy, however; it is 
fundamental that IT leaders understand that all processes are critical to success and 
must be rooted in agility. If any process limits the speed at which innovation is applied, 
we have erred in creating and implementing our processes.

Think of the data like a supply chain. Data is brought together and aligned to a 
common definition, but different consumption models can be leveraged based on 
each use case, creating flexibility and agility within the organization to access and 
use the same source of customer data, with the ability to support structured and 
unstructured data.
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What this looks like
A leading life insurance company needed to quickly analyze and use data while 
improving operational efficiency, reducing cost, and increasing revenue. The company 
sought to implement a data lake to link and integrate customer data, creating a 
360-degree view of its consumers, an effort not previously successful with legacy 
systems and traditional operational data warehouses.

The project was delivered on time in six months:

•   Phase one: a nine-week discovery period

•  Phase two: spanned ten weeks and included design and development

•  Phase three: integration testing over three weeks

•   Phase four: three weeks of user acceptance testing

•  Phase five: production deployment, which lasted less than a week

Results

$9 million  in near-term potential sales and retention 
opportunities

50%+ improvement in data processing speed

40%  decrease in operating costs, realizing 
$700K in growth and efficiencies



  

TECHNOLOGY
Where some brands miss the mark

FIGURE 5:  Capabilities that amplify martech success

Importance and Impact
Many brands take a point-solution approach to making new CX investments – shaped by 
today’s crowded, confusing, and ever-changing martech landscape. This often leaves them 
facing downstream problems with omnichannel integration and real-time connectivity. A lack 
of emphasis on the customer data foundation that underpins all of this technology ultimately 
throttles their ability to utilize the full capabilities of the tech stack and/or its individual 
components. Performance and ROI fail to achieve expectations.

Technology integrations

Access to customer data

Journey orchestration capabilities

Technology integrations

Real-time data decisioning

68%

43%

20%

9%

15%

13%

When asked which capability would most amplify the success of their martech stack, 
respondents largely focused on new tech integration – while barely 20% prioritized 
improvements to customer data (Figure 5).
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For instance, while a good portion of respondents have achieved the ability to 
deliver data-driven CX across more than one channel, only 15 percent are able to 
power full omnichannel personalization (Figure 6).

FIGURE 6:  Maturity of organization’s omnichannel CX

5.3%

7.5%

34.6%

14.8%

14.8%

37.8%

Stage 1: Channel-specific marketing 
only

Stage 2: One channel uses customer 
data

Stage 3: Connected experiences 
across 2-3 channels: data is available 
to at least 3 channels

Stage 4: Multichannel experiences 
are enabled: data is used in more 
targeted manner

Stage 5: Omnichannel  
personalization

The underlying problem
Rapid shifts in the competitive and consumer dynamics of our experience economy 
often drive decision makers to quickly fill gaps or add new CX capabilities that 
could give them a new edge. With a wealth of customer data pouring in from myriad 
channels, touchpoints, and business systems, data access doesn’t often rise to the 
level of a critical priority.

But only when customer data is properly integrated, formatted, governed, and 
available in real time can today’s sophisticated CX stack deliver on its full promise. 
Many companies fail to prioritize their data foundation, leading to:

•  An inability to personalize at speed and scale

•  Future integration challenges

•  Rising technical debt 

•  Hidden downstream costs
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24% 24%

26% 26%
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Related findings
24 percent of respondents – the smallest portion – reported that Marketing and IT 
collaborate on purchases for their CX tech stack (Figure 7).

Success is most likely achieved when IT and marketing teams come together to 
create a consistent technology strategy:

•   Decisions made by IT without robust input from marketing often lead to low 
adoption rates, as users are uneducated and unsure how the platform can 
meet their needs.

•   Conversely, marketers typically don’t have the full view of the organization 
technology ecosystem or complexities, leading ultimately to siloed data and 
experience innovation.

•   In either case, being handed a platform without a voice in the decision often 
leads to frustration and a potential proliferation of platforms, as teams seek 
other options to better match the nuance and needs of their work.

Providing IT with ideal scenarios for detailed use cases empowers that team to 
assess whether existing platforms can be scaled before investing in new solutions. 
Joint ownership of these decisions leads to scale, efficiencies, and advancements in 
customer experiences.

FIGURE 7: How technology decisions are made

Marketing initiated, IT purchased

IT initiated and purchased

Marketing and IT collaboratively choosing and purchasing

Marketing initiated and purchased

24% 24%

26%
26%
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What to do
Understanding and aligning to the key initiatives of your organization will allow 
everyone to work toward the same mission. Have the result you’re trying to achieve 
as an organization as your center point and build a technology strategy that can 
support it. What data do you need to collect or what technology must be in place to 
best meet these goals? This should reduce the practice of buying point solutions; 
instead, it will support investing in technologies that meet these key initiatives and 
can be utilized by multiple departments that connect to a central data platform.

It is also critical to loop in the right stakeholders to champion this stage of the 
process. Take a step back with this group to understand and align on goals and 
objectives and examine what technology you have in place today. You may even 
discover capabilities through this process that you didn’t realize were already in the 
toolbelt! To make the most of investments, instead of giving a broad overview, ask 
vendors to present the tool within the context of the specific use cases you want to 
power, in order to gain a proof of concept. 

When implementing new technology, it is crucial to prioritize the integration and start 
to gain incremental wins. This allows teams to learn how the tool will benefit them and 
begin seeing returns from the investment in the process.

What this looks like
An athletic retailer required a central vision and strategy to guide its path towards 
true personalization capabilities. 

Merkle conducted a series of interviews with key stakeholders across the marketing 
and IT teams to assess the martech ecosystem in its current state. Twenty-nine 
recommendations were built, along with a three-year roadmap that prioritized and 
sequenced these recommendations throughout. Merkle consultants noticed a lack of 
emphasis on the data that would be needed to deliver on the retailer’s cross-channel 
personalization and audience management-led goals. Merkle validated Adobe as a 
solution, as it could deliver a best-in-class platform  and drive additional value with 
existing Adobe investments within the tech stack.

TECHNOLOGY



Results

The implementation filled underlying gaps in identity 
resolution and data management to build complete 
customer profiles.

A 3 year roadmap was developed to help drive decision 
making into the future.

29 organizational recommendations were developed to 
direct the transformation.

 A detailed set of priorities and foundational initiatives 
were created, which will help build an environment for 
innovation in the future.
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DATA

In channel-specific silos

In a central CRM database

FIGURE 8:  Where organizations store campaign data

39%

31%

26%

4%

Where some brands miss the mark

Some in channel silos, with digital  
interactions in an enterprise data store
All in a central data store

Only a quarter of respondents have their campaign data in a central data store;  
39 percent keep their data in a CRM (Figure 8).

Importance and Impact
Even brands that have a modern and expansive data strategy will be hamstrung when 
underlying data practices and platforms don’t support it. Relying on CRM systems 
or integrations across channel-based platforms to store customer data restricts your 
ability to analyze and drive decisioning from complex data sets in real time. This, in 
turn, undercuts the effectiveness of your CX personalization, as well as efforts across 
the enterprise to build rich insights and fuel innovation.
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The Underlying Problem
Enterprise data is vast, with a rich history that can be used by AI tools for analytics, 
then cleansed for real-time use in a variety of business use cases. While respondents 
may think customer data is available to the entire organization, the value of that data is 
often diminished because it sits in systems not built for the leading-edge capabilities of 
personalization at scale.

While 93 percent of brands say their customer data is in a cloud-based repository, 
only 24 percent have migrated all their customer data to the cloud (Figure 9).

FIGURE 9: How much data is stored in the cloud

All data used is stored on premises

We have a cloud test environment, but all of 
our data is still on premises

Some of our data is migrated to the cloud 
with some on-premises

Most of the data is migrated to the cloud 
with a few onpremises data warehouses left

All of our data is migrated to the cloud

Related findings

7.1%

10.2%

20.5%

38.5%

23.7%

While most brands have a cloud repository to house data, it is often still in the testing 
phases or vastly underutilized. Migrating from an on-premises or multiple on-premises 
databases is a tall order for brands to take on. However, this is a necessary move to 
unlock scale and agility to meet demand and give the entire organization access to 
utilize the data from marketing to sales to service.
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What to do
This migration prove very difficult, unless you have strong internal resources who 
will be able to devote much of their attention to bringing your data together into one 
cloud-based repository and drive the realization of your use cases. Find a partner 
who has experience doing large-scale migrations and understands the vendor 
landscape to help bring this data transformation to fruition, so you can more quickly 
see ROI. 

No matter the type of transformation your organization is looking to make, your first 
step should be building use cases for how the migrated data will be utilized. Narrow 
your use cases down to one or two that may be beyond the scope of what your 
company is currently capable of implementing in a single customer journey. Rather 
than describing individual journeys, the intention should be to catalog all possible 
technological capabilities within the framework of a use case. This will ensure that 
the vendor you decide to invest in meets all your organization’s needs.

The database should have an open architecture and partner-friendly solution to 
plug and play. By connecting all capabilities within the marketing technology stack, 
businesses can leverage a cohesive technology engine that allows them to fully 
utilize customer data. For example, this allows marketing to activate customer 
profiles that update in real time as new data is collected, strengthening customer 
relationships. The entire organization can democratize and utilize that customer data 
to activate priority use cases more efficiently and effectively. 

What this looks like 
A major theme parks company needed to integrate its guest data from disparate 
marketing systems to create a 360-degree view of customers, building customer 
profiles that compile all data together as it’s collected. 

Merkle and the client mutually concluded that Amazon Web Services (AWS) would 
be the ideal platform to build this proposed solution. Merkle helped the theme park 
company integrate all the guest data, transactions, and interactions onto an AWS-
based cloud-native solution while enabling its data science team to segment guests 
more granularly to create personalized offers. 
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The cloud-based environment served as the focal point for data consumption by 
various teams across the organization. By understanding guest activity and experience 
in the park, the brand can segment guests for marketing purposes, import marketing 
lists into a campaign tool to build personalized offers, and derive analytical insights, 
such as guest propensity to visit parks, etc. 

Results

150 million records processed from 15 different raw 
feeds 

10 million records enriched with additional 
demographic attributes

Ability to analyze 20 million identified guests on an 
annual basis

Minimum viable product deployed into production within 
3 months

DATA
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Other Survey Highlights
Marketing slightly edged out IT as the group most often cited to have purchase 
decision authority for the CX tech stack:

FIGURE 10: Primary budget owner for customer experience platform technology 
purchases

48.4%

54.4%

IT

Marketing

A diverse array of challenges face companies who are unable to update customer data 
with real-time interactions:

Legacy systems on prem systems

Disconnect with IT and marketing

Limited identity resolution

Manual and batch data integration  
processes

All of the above

FIGURE 11: What is the biggest barrier to having access to customer profiles that update as 
interactions happen?

5.3%

11.5%

36.5%

14.8%

17.3%

25.0%



For respondents still working to enable BI and advanced analytics as a strategic tool for marketing, key 
impediments include a lack of customer 360-degree profiles, data integration, and identity resolution:

9.0%

31.3%

22.4%

14.8%

7.5%

29.9%

Lack of central cloud-based environment

Lack of customer 360-degree profile

Limited identity resolution

Difficult to bring data sources together

Marketing requirements are not defined

FIGURE 12: What is the key inhibitor for your analytics and insights team?
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Executive Perspective
Merkle Client Q&A:
Director, Retention Marketing
National Hardware Retail Brand

Q: What are the biggest challenges you’ve faced with data?

A: Data is in so many places within our martech stack, from our customer database 
to our activation platforms. As a result, it has been difficult to identify meaningful 
discrepancies between platforms that might be impacting performance. 
 
Q: What are the goals of your data management strategy?

A: Timely accessibility is a big key to our data strategy. Organizing our customer 
data across all touchpoints and interactions and making that data quickly and easily 
accessible for marketing campaign and personalization efforts is fueling our continued 
momentum toward the cloud. 
 
Q: How has Merkle helped you drive that strategy forward?

A: Merkle has been invaluable, providing proven strategy and expertise, through 
each step of our journey. From the nuts and bolts of managing our data warehouse, 
connecting all of the data through identity resolution, and our cloud adoption strategy, 
we have appreciated the team’s continued thought leadership and responsiveness.
 
Q: What has been successful and what are we still working on?

A: We dipped our toes in the water starting with taking our business intelligence 
functionality into the cloud. Based on that success, we are moving forward in 
migrating the whole of our customer data warehouse as well. This new, cloud-based 
data warehouse will be the foundation on which our activation, via our new customer 
data platform, will rely. 
 
Q: What is your advice for other brands embarking on this same journey?  

A: It is important that you understand and document your intended use cases. This will 
help to illuminate data and campaign requirements and drive necessary conversations 
around data flows, platform integrations, and data access.
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Conclusion
In this report, we’ve explored the gap between how leaders rate their overall customer 
experiences and the strength (or lack thereof) of the strategies and practices that 
empower them. This CX disconnect can cause both immediate and long-term 
challenges to a brand’s success with personalization at scale.

We hope you use these insights to make more confident decisions about where and 
how to make improvements to your own personalization programs. As you move 
forward with new approaches to the strategy, technology, and data that underpin 
them, consider three key steps to setting a strong foundation; they’re not silver bullets, 
but they are research-backed practices that will help any organization accelerate the 
process and their time to value: 

1.   Audit the current state of your tech stack to find where all your data lives today. 
As an organization, identify the result you’re trying to achieve as the center point, 
and build a technology strategy fueled by the right data that can support it.

2.  Build a data strategy for the long run, understanding what is needed to pull all 
data together with a cloud-based repository. Find a partner who has experience 
doing large-scale migrations and understands the vendor landscape to help bring 
this data transformation to fruition for a faster time to value.

3.  Become radically collaborative. IT and marketing must be interconnected on 
technical decisions, and the new strategy must include modern platforms for 
scalability, agility, and seamless collaboration across the business.
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Partner 
Smarter

Merkle was ranked as a Leader in The Forrester Wave™: 
Customer Data Strategy and Activation Services, Q2 
2022 report by leading independent research firm 
Forrester Research, Inc. We were recognized for our 
focus on connecting marketing to customer experience, 
ecommerce, and technology. 

Want to partner with 
a Leader to build a 
world-class data and 
activation strategy? 
Reach out to our 
experts here. 

The Forrester Wave™: Customer Data Strategy and 
Activation Services Wave, Q2 2022, used 27 criteria to 
evaluate eight providers. The report reveals how each 
measures up and helps marketers select the appropriate 
partner to meet their needs.

We received the highest possible scores in many criteria, 
including:

•  First-party PII management

•  Data sourcing

•  Zero-party data

•  Regulatory compliance

Challengers

Weaker
current
offering

Stronger
current
offering

Weaker strategy Stronger strategy

Contenders Strong Performers Leaders

Weaker strategy

Acxiom

ICF Next

RRD

Merkle

Havas 
Helia

Bond Brand Loyalty

Wunderman Thompson

Epsilon

Source: Forrester Research, Inc. Unauthorized reproduction, citation or distrubtion prohivited.

https://bit.ly/3zydDi1
https://bit.ly/3zydDi1
https://bit.ly/3zydDi1
mailto:marketing@merkleinc.com?subject=Data and Activation Strategy 


Survey 
Methodology

Data in this report is from a double-blind online survey of 
third-party respondents conducted August 12-23, 2022. 
The survey generated responses from over 600 decision-
making leaders in the US and UK, with two-thirds of the 
respondents located in the US. Here are further breakouts of 
our respondent group:

Primary job function

Marketing:      50.1%

Technology:      49.9%

Industry vertical

High-Tech: 23.1%

Automotive & Mobility: 15.5%

Insurance & Wealth Management: 12.8%

Retail Consumer Goods: 10.6%

Health: 7.8%

Banking & Consumer Finance: 7.8%

Travel & Hospitality: 6.0%

Media & Entertainment: 5.0%

Nonprofit: 3.2%

Other: 8.2%

Company annual revenue

US $100-499 million:   49.4%

US $500-999 million:    32.9%

US $1 billion or more:    17.6%

Note: Survey data percentages cited throughout this report 
may not total 100 due to rounding.
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Merkle, a dentsu company, is a leading data-driven 
customer experience management (CXM) company 
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 company’s heritage in data, technology, 
and analytics forms the foundation for its unmatched 
skills in understanding consumer insights that drive 
hyper-personalized marketing strategies. Its combined 
strengths in consulting, creative, media, analytics, 
data, identity, customer experience/ commerce, 
technology, and loyalty & promotions drive improved 
marketing results and competitive advantage. With 
more than 14,000 employees, Merkle is headquartered 
in Columbia, Maryland, with 50+ additional offices 
throughout the Americas, EMEA, and APAC. For more 
information, contact Merkle at 1-877-9-Merkle or visit 
www.merkle.com.

http://www.merkle.com

