








UNIFYING CRM & MEDIA TO 
COLLAPSE THE FUNNEL

In an era where B2B buyer journeys are 
increasingly non-linear, Salesforce and 
dentsu have partnered to redefine how 
marketing and sales converge through data, 
identity, and AI. The Dreamforce session 
‘How Salesforce Uses Data Cloud to Boost 
Advertising ROI’ unveiled a pioneering 
solution that integrates Salesforce Data 360, 
Agentforce 360, and dentsu’s Merkury identity 
platform to deliver real-time personalization, 
intelligent orchestration, and measurable 
ROI across the entire customer journey.

The session spotlighted three 
transformative use cases:

Lead Valuation in Real Time 

By combining dentsu’s identity resolution 
platform Merkury with Salesforce’s Data 
Cloud and Agentforce, Salesforce can 
now instantly identify anonymous site 
visitors, enrich their profiles, and assess 
conversion propensity within milliseconds. 
This enables immediate prioritization and 
personalized engagement, accelerating 
pipeline creation and improving media ROI.

Seamless Marketing & 
Sales Orchestration 

The solution bridges the long-standing gap 
between marketing and sales. Agentforce 
dynamically surfaces enriched insights—
such as account-level buying signals and 
CRM context—empowering sales teams with 
actionable intelligence and enabling AI-
driven next-best actions across touchpoints.

Closed-Loop Optimization at Scale 

Post-conversion data is fed back into Salesforce 
to refine predictive models and optimize 
media targeting. With dentsu’s expansive 
media activation capabilities, this approach 
extends reach across all channels—digital, 
TV, audio, and more—ensuring consistent, 
efficient, and scalable customer acquisition.

This collaboration marks a significant 
step toward realizing a true Marketing 
Operating System—one that autonomously 
orchestrates personalized experiences across 
the funnel. Salesforce and dentsu are not 
only solving their own challenges but also 
setting a new standard for unified, data-
driven marketing and sales excellence.

WATCH SESSION
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MAXIMIZING CUSTOMER 
LIFETIME VALUE 
THROUGH ENTERPRISE 
ORCHESTRATION

The session ‘Loyalty and Revenue Growth: 
The Agentic Edge’ explored how financial 
institutions are leveraging the Agentforce 
platform to create a connected enterprise 
across Marketing Cloud, Sales Cloud, 
and Service Cloud, redefining customer 
engagement in an era dominated by AI and 
real-time data. The session highlighted how 
industry leaders are collapsing the traditional 
marketing and sales funnel by up-levelling their 
data foundations and using AI to design better 
orchestration across campaign activities. 

At the heart of this transformation is the 
Agentic Enterprise —a model where AI agents 
and human teams collaborate seamlessly to 
unify customer data across touchpoints. The 
session emphasized the importance of real-
time data activation, allowing marketers to 
deliver contextually relevant messages at 
the right moment. This capability, combined 
with AI-driven insights, empowers teams 

to anticipate customer needs, automate 
routine tasks, and focus on high-value 
interactions—effectively shortening the 
path from awareness to conversion. 

The session also featured Q&A with Prudential 
and CIBC, illustrating how they’ve improved 
visibility and personalized customer 
experiences by embedding AI into their CRM 
workflows. These examples underscore the shift 
from siloed marketing and sales efforts to a 
connected, data-informed journey that drives 
loyalty and revenue. Although Pavan Kesireddy, 
Chief Product Officer at Prudential, did note 
that seeing ROI and value realization from AI 
transformation does take patience and time.

Ultimately, this session reinforced that the 
industry is moving towards unification of 
media, marketing, sales and service data 
points in one ecosystem to effectively 
unlock agentic AI orchestration of a 
hyper-personalized, real-time customer 
experiences to create competitive 
advantage and deliver business results. 

WATCH SESSION

T H E M E 0 2

“

MICHEL MAYOR
SVP, Global Salesforce Practice Leader  
Merkle 

THE CONVERGENCE OF ADTECH AND MARTECH, 
POWERED BY AGENTIC AI, WILL UNLOCK A NEW ERA 
OF MARKETING. ONE, WHERE MODERN MARKETERS 
DELIVER TRULY PERSONALIZED, END-TO-END 
EXPERIENCES ACROSS PAID AND OWNED CHANNELS 
– FINALLY BREAKING DOWN THE HISTORIC SILOES 
BETWEEN MARKETING AND SALES, AND REDUCING 
THE TIME TO CONVERT HIGH PROPENSITY LEADS.
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Build a Unified Data Foundation.

Ensure your enterprise data foundation fully 
encompasses 1st party data (across the 
brand ecosystem) and 3rd party data (e.g. 
Merkury). As Pavan Kesireddy, Chief Product 
Officer at Prudential said “You must unlock 
[unified] data to create a seamless experience…
without data, there is no AI.” Deploy enterprise 
data governance to de-fragment data. 

Collapse Silos Between Media and CRM.  

Both from an organizational and technological 
standpoint, as this is the best way of ensuring 
that performance insights are flowing from one 
side to the other. Plan in customer journeys 
and make decisions based on customer 
experience optimization: where in the journey 
are specific ads proving to be more effective?

Operationalize Agentic AI 
for Orchestration.

Move beyond static segmentation and deploy 
AI-driven orchestration that dynamically 
determines the next best action. Design around 
pilot AI use cases rooted in driving business 
growth and scale AI pilot successes at an 
enterprise level with multi-agent orchestration.

Close the Loop for Continuous 
Optimization.

Implement closed-loop measurement that 
feeds conversion data back into predictive 
models. Use this to refine targeting, messaging, 
and channel mix continuously, driving 
efficiency and accelerating pipeline growth.

WHAT 
BRANDS 
CAN DO:

T H E M E 0 2
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Dreamforce was a powerful 
experience for B2B brands in 
particular, because it showcased 
what is possible for those that 
prioritize world-class, seamless 
experience for every part of the 
order-to-cash process. These brands 
are well-versed in the complexities 
of running an enterprise, and both 
their customers and suppliers have 
felt the pains of legacy technology 
and disconnected systems. 

The announcements made at Dreamforce 
reinforced that B2B Brands must innovate, 
or else risk getting left behind by their 
contemporaries. For instance, in the Commerce 
Cloud area, Salesforce announced a recent 
partnership with OpenAI that will allow 
consumers to use ChatGPT to not only discover 
and consider products but also go through a 
buying flow. The announcement also impacts 
messaging platform Slack, which will also 
enable OpenAI integration, allowing B2B 
brands and large enterprises to supercharge 
their workforces’ ability to use AI at scale to 
gain market insights, summarize conversations, 
and source info from internal databases. 

With the rise of AI agents taking over more 
tasks and streamlining manual processes, 
emails, spreadsheets, and all the usual ‘churn’ 
activities associated with B2B sales and service, 
it’s imperative that B2B brands innovate in 
order to turn service centers from cost centers 
into revenue generators. The introduction and 
integration of B2B Commerce and Agentforce 
Revenue Cloud on ‘core’ Sales and Service 
Cloud can finally truly eliminate all the 
manual processes involved, and leverage AI 
and humans to generate incremental revenue.

These enhancements announced by Salesforce 
aren’t futuristic, art-of-the-possible scenarios in 
a not-so-distant future... they are indicators of 
where we are today and how B2B organizations 
can grow and scale their enterprise.

B2B 
TRANSFORMATION: 
RETHINKING 
ORDER-TO-
CASH TO CREATE 
SEAMLESS 
BUYER/SELLER 
INTERACTIONS

T H E M E 03
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A POST-PURCHASE 
GROWTH ENGINE

In today’s commerce landscape, post-purchase 
interactions have become one of the most 
powerful levers for both revenue growth and 
cost reduction. The ability to service orders 
efficiently, proactively, and intelligently — from 
the moment a customer clicks ‘Buy’ to final 
delivery and beyond — can dramatically impact 
profitability and customer lifetime value. The 
session ‘Boost Revenue and Cut Costs with 
Order Servicing Skills’ demonstrated how 
emerging agentic AI capabilities, combined with 
Salesforce Order Management System (OMS), 
are empowering businesses to turn routine 
order servicing into a strategic growth engine.

Order servicing has traditionally been viewed 
as a cost center — a reactive function 
focused on correcting mistakes, handling 
returns, and managing customer complaints. 
But the landscape has shifted. Customers 
now expect seamless, transparent, and 
personalized post-purchase experiences. 
Each interaction—such as a delivery inquiry, 
return request, or item replacement—
represents an opportunity to build trust, 
reduce churn, and create upsell moments.

Modern enterprises are realizing that 
servicing skill—the ability to anticipate 
customer needs and resolve issues quickly—
is directly tied to revenue retention and 
brand loyalty. Yet, to achieve this at scale, 
businesses must modernize their service 
operations with systems that unify data, 
orchestrate workflows, and empower both 
human and digital agents with intelligence.

With AI layered on top of Salesforce’s 
already robust order management 
platform, businesses can: 

Ingest Any Order Format

Using machine learning and natural 
language processing, AI-based solution 
can parse emails, PDFs, Excel sheets, EDI, 
and even chat-based orders, extracting the 
relevant data (SKUs, quantities, customer 
info) and transforming it into Salesforce 
with or without the use of middleware. 

Auto-Map Orders to the Right 
Products, Prices, and Workflows 

No more mapping attributes manually. 
The AI model can learn a B2B customer’s 
catalog structure and order behavior, 
automatically mapping vague or inconsistent 
order line items to the correct Salesforce 
product SKUs and pricing tiers, reducing 
mismatches and manual cleanup.

Prevent Error States

With intelligent validation and enrichment, 
AI ensures orders meet all the criteria 
Salesforce OMS expects before they ever hit 
a B2B customer’s system. That means fewer 
exceptions, cleaner processing, and orders that 
flow straight through from entry to fulfillment.

Learn and Improve Over Time  

Unlike static rule engines, AI systems learn 
from past exceptions, operator corrections, 
and changes in product offerings. Over 
time, the system becomes more accurate 
and less dependent on manual oversight.

Order Servicing isn’t just about squeezing 
efficiency—it’s about reimagining service 
as a strategic asset. Salesforce OMS 
provides the operational backbone, and 
agentic capabilities supply the adaptive 
intelligence to elevate every interaction.

Together, they transform order servicing 
from a reactive necessity into a proactive 
growth engine—one that delights customers, 
streamlines operations, and drives measurable 
business impact across the order lifecycle.

LEARN MORE

T H E M E 03
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STREAMLINING B2B 
OPERATIONS TO CREATE 
COMPETITIVE ADVANTAGE

Imagine if traditionally burdensome B2B 
processes, like the manual handoffs and 
spreadsheets going from lead to quote, could 
all be automated. No spreadsheet downloads, 
no emails to Slacks to Teams messages. 
Instead, agents talking to agents on a single 
platform without data leakage, human error, 
and security concerns. Agentforce Revenue 
Management, built on CRM with Sales, 
Service, Marketing, and Commerce agents and 
users all connected, is aiming to modernize 
the B2B funnel by tackling these issues.

Leveraging the Salesforce Sales/Service Cloud 
foundation and integrating Agentforce, Revenue 
Cloud, Commerce Cloud, and Marketing Cloud 
on ‘core’ Salesforce, Revenue Cloud can finally 
turn service and operational cost centers into 
profit centers, meeting a need that the industry 
has been struggling with for over a decade.

Damon Venger, Chief Digital Officer, from 
Kaseya put it best: “We’re taking Salesforce, 
Agentforce, and Revenue Cloud to enhance the 
selling process for customers, internal sales, 
operations, and other teams.  We’ve created 
many agents, including quoting and approval 
agents, deal desk agents, service agents, 
and others… and we’re not done yet.  We’ve 
eliminated almost all emails, spreadsheets, 
and messages from the quoting process.”

To do this successfully, Kaseya is implementing 
agents, while modernizing and enhancing their 
Salesforce stack.  They are using the profits and 
cost savings from these agents to fund future 
projects. This is the mindset through which B2B 
organization can supersize their competitive 
advantage in the age of the agentic enterprise.

WATCH SESSION

T H E M E 03

OUR PARTNERSHIP WITH 
SALESFORCE IS ABOUT MAKING 
THE TOOLS PEOPLE USE EVERY 
DAY WORK BETTER TOGETHER, 
SO WORK FEELS MORE NATURAL 
AND CONNECTED

“

SAM ALTMAN
CEO
OpenAI
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Re-evaluate How to Best Connect 
Go-To-Market and Operations.

Historically, we have seen macro consumer 
habits bleed into the B2B workflows where 
customers such as dealers, Value Added 
Resellers (VARs), suppliers and distributors begin 
to expect a level of seamless engagement that 
B2B brands have struggled to provide in the past. 
Moving forward, B2B brands need to determine 
how they want to interact with their audiences 
and then map out a plan for how to get there.

Prioritize Data Integrity 
and Cleanliness. 

Many of the current breakthroughs in AI require 
a clean and scalable data set, especially when 
complex B2B workflows are in play. Net-new AI 
capabilities are oftentimes dependent on what a 
B2B brand’s data architecture looks like today.

Develop an AI-forward Culture 
Across Your Teams.

We've seen hesitation and resistance, not just to 
AI, but to most tech breakthroughs in the B2B 
space. To combat this, enterprise leaders need to 
turn their companies in AI-forward organizations 
by encouraging a culture of curiosity where every 
employee shares the burden of finding ways to 
enhance their output or customer satisfaction, 
by implementing new ways of working with AI or 
ways to streamline non-value-adding workflows.

WHAT 
BRANDS 
CAN DO:

T H E M E 03
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Dreamforce 2025 delivered a decisive 
message: unified data architecture has 
evolved from competitive advantage 
to business imperative. Salesforce's 
rebranding of Data Cloud to Data 
360 signals a fundamental shift 
in how enterprises must approach 
their technology ecosystems. 
This isn't merely a product 
refresh; it represents Salesforce's 
commitment to positioning data 
as the connective tissue linking 
every customer interaction, agent 
deployment, and business outcome.

The sessions we attended revealed how leading 
organizations are moving beyond fragmented 
point solutions toward orchestrated data 
strategies that activate insights across the 
entire customer lifecycle. From clean room 
collaborations that preserve privacy while 
unlocking new partnerships, to warehouse-
native architectures that eliminate 
costly data duplication, the path forward 
requires rethinking legacy approaches.

For enterprises navigating digital 
transformation, the question is no longer 
whether to invest in data infrastructure, but 
how quickly they can operationalize a unified 
strategy. Organizations that master data 
orchestration will unlock the full potential 
of AI agents, personalized experiences, and 
cross-functional collaboration that Salesforce 
envisions for the agentic enterprise.

DATA STRATEGY & 
ORCHESTRATION:
THE SECRET 
WEAPON TO 
TURBOCHARGE 
ENTERPRISE 
TRANSFORMATION

T H E M E 0 4
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REAL-TIME INTELLIGENCE 
LEADS TO TURBO-CHARGED 
PERSONALIZATION

The Dreamforce session ‘Unlocking Smarter 
Marketing: Decisioning, Salesforce Data360, 
and Beyond’ revealed how unified data 
infrastructure and intelligent orchestration 
have become the foundation for enterprise AI 
transformation, moving organizations beyond 
fragmented silos to create comprehensive, 
real-time customer intelligence.

The Data Unification Imperative

The speakers demonstrated how Salesforce’s 
Data 360 has evolved into an enterprise-
grade activation engine, processing over 22 
quadrillion records and enabling 4.7 trillion 
activations. The platform connects 270+ data 
sources through flexible methods, including 
zero-copy architecture, direct ingestion, and 
search federation, handling both structured 
and unstructured content while maintaining 
source permissions and data freshness.

Real-Time Intelligence at Scale

A major theme was the shift to sub-second 
data orchestration. Data 360's capabilities 
now capture data instantly, resolve identities 
in milliseconds, and generate dynamic insights 
enabling personalized interactions across 
every channel. Salesforce's implementation 
showcased this power, unifying 153 million 
profiles and 3.3 million accounts while 
processing 68 billion integrated signals.

From Insights to Autonomous Action

The presentation emphasized that data 
strategy isn't just about collection, but 
ultimately it is about orchestration for 
decisioning. By combining unified profiles, 
behavioral insights, relationship graphs, and 
knowledge bases, organizations can power AI 
agents with contextual intelligence. Salesforce 
demonstrated how its Customer 360 approach 
enables agents to handle everything from 
lead nurturing to personalized service.

Measurable Business Impact

Results included 62% higher ACV (Annual 
Contract Value) from qualified leads, $100M 
in AI-driven service savings, and 5X paid 
media ROI. The session also highlighted 
their incremental implementation approach: 
“think monumental, build incremental.”

The core message: enterprises that 
master data orchestration unlock 
AI decisioning's full potential.

LEARN MORE

T H E M E 0 4
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PRIVACY-SAFE 
COLLABORATION 
ENTERS THE ENTERPRISE 
MAINSTREAM

At Dreamforce 2025, Salesforce introduced 
Clean Rooms for Data 360, marking a pivotal 
moment in how enterprises can collaborate 
on customer data while maintaining rigorous 
privacy standards. This announcement 
signals that privacy-safe data collaboration 
is no longer an experimental capability 
but a core enterprise requirement.

Clean Rooms address a fundamental tension in 
modern marketing: brands need to collaborate 
with partners, media platforms, and retailers 
to deliver personalized experiences, yet 
regulatory frameworks like GDPR and CCPA 
demand strict controls over how customer 
data is shared and used. Traditional data-
sharing approaches expose organizations to 
compliance risks and erode consumer trust. 
Data 360 Clean Rooms solve this by creating 
secure environments where multiple parties 
can derive insights from combined datasets 
without exposing underlying customer records.

The Salesforce implementation integrates 
clean room functionality directly into Data 
360, eliminating the need for separate 
infrastructure or complex data transfers. 
Organizations can establish governed 
collaboration spaces where partners analyze 
aggregated insights, measure campaign 
performance, and build audience segments, all 
while maintaining granular control over what 
data gets accessed and how it's used. This 
native integration means brands can activate 
insights immediately across Salesforce's 
marketing, commerce, and service touchpoints.

Several industries stand to benefit 
dramatically. Retailers can collaborate 
with consumer goods manufacturers to 
understand shopping behaviors, without 
sharing individual transaction records. 
Financial services firms can partner with 
merchants to improve fraud detection while 
protecting sensitive account information. 
Healthcare organizations can enable research 
collaborations that comply with HIPAA 
requirements. Media companies can help 
advertisers measure campaign effectiveness 
without compromising viewer privacy.

The introduction of Data 360 Clean Rooms 
reflects a broader market shift toward 
privacy-first data strategies. As third-party 
cookies disappear and consumers demand 
greater transparency, clean rooms provide 
a sustainable path forward. Organizations 
that master this technology will unlock 
collaborative opportunities while building 
stronger trust relationships with customers.

LEARN MORE

T H E M E 0 4
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Implement AI agents strategically 
across the customer journey. 

Start with high-impact, repetitive tasks where 
agents can deliver immediate ROI. Focus 
on sales development, customer service, 
and marketing automation. Ensure human 
oversight remains in place while agents 
handle routine interactions, freeing teams 
for complex, relationship-driven work.

Invest in a unified data infrastructure 
before deploying agents.

TConsolidate customer data across 
touchpoints into a single source of truth. 
Clean, harmonize, and govern data to enable 
AI agents to access accurate information. 
Without proper data foundations, agentic 
systems will struggle to deliver personalized, 
contextually relevant experiences.

Redesign workflows around 
human-agent collaboration. 

Move beyond replacing tasks to reimagining 
entire processes. Define clear handoff protocols 
between agents and humans. Train teams to 
supervise, optimize, and work alongside AI. 
Measure success through productivity gains, 
customer satisfaction improvements, and 
revenue impact rather than cost reduction alone.

WHAT 
BRANDS 
CAN DO:

T H E M E 0 4
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By looking at how the Salesforce ecosystem is evolving to both 
spearhead and accommodate the rise of agents, Dreamforce 2025 
provided valuable lessons for marketers and business leaders on 
how to accelerate their transformation in a highly competitive 
environment.

C O N C L U S I O N

01

03

02

04

THE AGENTIC COMPANY 
3.0:
ELEVATING HUMAN TO 
AGENT RELATIONSHIPS 
TO NEW LEVELS

B2B TRANSFORMATION: 
RETHINKING ORDER-
TO-CASH TO CREATE 
SEAMLESS BUYER/
SELLER INTERACTIONS

THE FUTURE OF 
ADVERTISING:
WHERE MEDIA 
EXCELLENCE MEETS 
MODERN CRM TO 
COLLAPSE THE FUNNEL

DATA STRATEGY & 
ORCHESTRATION:
THE SECRET WEAPON 
TO TURBOCHARGE 
ENTERPRISE 
TRANSFORMATION

•	 Launch a Strategic ‘Customer 0’ Pilot 
Program.

•	 Invest in Data Cloud as Your Agentic 
Foundation.

•	 Reimagine Workflows Around Bidirectional 
Intelligence.

•	 Build Organizational Velocity Through 
Testing Infrastructure.

•	 Re-evaluate How to Best Connect Go-To-
Market and Operations.

•	 Prioritize Data Integrity and Cleanliness.

•	 Develop an AI-forward Culture Across Your 
Teams.

•	 Build a Unified Data Foundation.

•	 Collapse Silos Between Media and CRM. 

•	 Operationalize Agentic AI for 
Orchestration.

•	 Close the Loop for Continuous 
Optimization.

•	 Implement AI agents strategically across 
the customer journey. 

•	 Invest in a unified data infrastructure 
before deploying agents.

•	 Redesign workflows around human-agent 
collaboration. 

KEY TAKEAWAYS
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Erin Kelsh 
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Merkle

Jack Boitani 
VP, Content,  
dentsu

Josua Kammermann 
Director, Strategy & Experience,  
Merkle DACH

Matthew Schultz 
Global Chief Product Officer,  
Products & Platforms,  
dentsu

Michel Mayor 
SVP, Global Salesforce Practice Leader, 
Merkle

Nicholas Schulte 
GTM & Commercial Lead, Salesforce 
Technology Practice,  
Merkle

Steve Conway 
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Steven Duran 
VP, Global Commerce Lead,  
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Tony Toubia 
VP, Global Salesforce Solutions Lead,  
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Dentsu is an integrated growth and 
transformation partner to the world’s leading 
organizations. Founded in 1901 in Tokyo, Japan, 
and now present in over 145 countries and 
regions, it has a proven track record of nurturing 
and developing innovations, combining the 
talents of its global network of leadership 
brands to develop impactful and integrated 
growth solutions for clients. Dentsu delivers 
end-to-end experience transformation 
(EX) by integrating its services across 
Media, CXM and Creative, while its business 
transformation (BX) mindset pushes the 
boundaries of transformation and sustainable 
growth for brands, people and society.

group.dentsu.com/en; dentsu.com

For more than 35 years, the company has 
put people at the heart of its approach 
to digital business transformation. As the 
only integrated experience consultancy in 
the world with a heritage in data science 
and business performance, Merkle delivers 
holistic, end-to-end experiences that drive 
growth, engagement, and loyalty. Merkle’s 
expertise has earned recognition as a 
“Leader” by top industry analyst firms, in 
categories such as digital transformation and 
commerce, experience design, engineering 
and technology integration, digital marketing, 
data science, CRM and loyalty, and customer 
data management. With more than 16,000 
employees, Merkle operates in 30+ countries 
throughout the Americas, EMEA, and APAC.

https://www.merkle.com/
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