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INTRODUCTIONINTRODUCTION

Until recently, the customer path to pur-
chase followed a linear route - once 
they entered the purchasing funnel, 

the main job for marketers was to prevent 
leakage but with the digital advances and 
the advent of mobile, the customer journey is 
much changed. 

According to global research carried out  
by Accenture, 55% of customers globally  
use their mobiles to purchase. Mobile is 
seen as the research tool of choice, whereas 
desktop is still used by many to make the  
final purchase. 

Joanna Levesque, Managing Director at 
Accenture says; “Customers want to move 
seamlessly across devices and they expect 
companies to be able to move with them”, 
she goes on to say that “when a customer 
makes a high-value purchase, the majority 
still prefer human interaction at the end stage 
rather than digital”. 

Messages and communication channels have 
become more blurred, so things like word of 

mouth have become even more important and 
all of this is driving significant changes in how 
companies are going to market and address 
the customer journey.    

The customer journey continues to be an 
excellent construct around which companies 
can align stakeholders, and to define the 
economics of getting that journey spot on. 
But Accenture’s Joanna Levesque is of the 
opinion that most organisations are not ready 
yet to operate in a convergent (channel and 
category) environment and that ownership 
or at least control of the end to end customer 
experience is key to driving loyalty.

The non-stop customer

The reality of any organisation is that mar-
keting cannot control every touch point 
our customers encounter – but if we don’t 

at least influence or get involved in the entire 
journey, then we waste the work we do to 
convince a prospect to take the first step.

Marketers must reach across their 
organisations to ensure the footholds and 
handholds that customer service, sales, call-
centre, point-of-sale and operations manage, 

are laid out with the customers in mind – not 
the needs of our own organisational silos.
In partnership with Salesforce, Brand Republic 
hosted a webinar to discuss the intersection 
of marketing and service, and how teams, 
technology and silos can come together 
to enhance customer loyalty and customer 
experience. This report examines those 
opportunities and challenges and explores 
how marketers can approach customer loyalty 
more successfully. 

“When a customer makes 
a high-value purchase, the 
majority still prefer human 
interaction at the end 
stage rather than digital.”
Joanna Levesque, Accenture
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In the past companies have jumped on the 
loyalty programme bandwagon in the belief 
that it would galvanise their chances of 

customers repurchasing, but what is becoming 
increasingly clear is that only investing in 
this, is not the way forward. Loyalty is driven 
through the complete customer experience 
and the connected customer experience.  
 
According to Tom Smith, Product Marketing 
Lead EMEA, Salesforce; “investing in a 
loyalty programme isn’t going to shift the 
needle much”. He goes on to say that; 
“In the industry everyone talks about the 
need to build strong relationships with the 
customer, but in reality most customers 
don’t want a relationship with brands. 
What is interesting is that the customer is 
so fickle in terms of the channels they use 
to purchase and the brands they prefer, 
that it takes a really strong proposition and 
infrastructure to develop a relationship with 
customers that are open to building one”.

Customer centricity and experience are the 
current big buzz words and yet customers 
are not really turned on to a relationship 
with the big brands. It’s difficult to see a way 
to cut through that. The customer journey 
is becoming a marketer’s main focus and 
because of that, elements such as customer 
mapping have become invaluable.

Naturally, the length of a customer journey 
depends on the brand - some take 7 years 
to complete in the instance of a hearing 
aid purchase - from the slow realisation of 
a hearing problem, through diagnosis and 
ultimately a device purchase. Whereas, 
other brands don’t have a customer 
journey at all - it’s a moment of no more 
than 30 seconds from view to purchase on 
a mobile device. 

Customer journeys apply to everyone to a 
greater or lesser extent, but it depends on the 
industry as to how they manage that journey.

You can’t purchase loyalty

“77% of customers 
don’t want a relationship 
with a brand” 
Harvard Business Review

“Customers cross five 
channels when making 
purchasing decisions” 
Google
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Salesforce surveys 4,000 marketers 
every year to determine the state of the 
industry. The marketers are segregated 

into three categories - high, moderate and 

under- performers. The survey found that high 
performing marketers were eight times more 
likely to lead customer experience and digital 
transformation across their company.

The state of marketing 1
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High performers

Moderate performers

Underperformers

63%

8%

23%



in partnership withFeature Report

5

The state of marketing 2

The chart below indicates a bigger 
discussion around who owns the 
customer experience. Marketing is 

beginning to realise they own the  
end-to-end marketing journey.

The integration of business systems is 
an important part of how marketers are 
delivering on the inter-connected customer 
journey. The high-performers identified in  
the survey are almost fourteen times more 
likely to have integrated business systems  
to create a single customer view. 

This proves that the integration of 
technology is either holding marketers  
back or helping them to deliver an  
effective single customer view.

Collaboration across the business is key to 
providing an exceptional customer journey. 
Again, in the research carried out by  
Salesforce, high-performers were seventeen 
times more likely to collaborate effectively 
across the business. As a result of that, 
marketers are expanding their influence 
and position in the boardroom.

High-performing marketers lead the customer experience
Although the customer experience encompasses multiple business units, top marketers 
are paving the way and owning this single, shared view of the customer.

High performers Moderate performers Underperformers

Is implementing digital 
transformation across 
the company

Is leading customer 
experience initiatives 
across the business

Percentage Who Strongly Agree with Each Statement

7.8x
more likely to  
strongly agree

7.7x
more likely to  
strongly agree

63%

58%

8%

8%

23%

21%

High-performing vs. 
underperforming t eams
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The state of marketing 3

ALDO is a good example of a company 
using technology to engage with its 
customers. They’re building apps on 

the Salesforce1 Platform to streamline opera-
tions and save costs. Because its business is 
highly seasonal, and merchandise turnaround 
is quick, tight management of inventory can 
have a big effect on the bottom line. 

ALDO’s “Fix my Mix” app will help stores 
find shoes from other stores, avoiding a long 
and costly process at the distribution center, 
and getting them quickly into the hands 
of customers. This allows them to stay one 
step ahead of their competitiors by using 
technology to transform their business and as 
a result improve their customer offering.
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Collaboration Is Key to the Customer Experience
High-performing marketing leaders are 17.1x more likely than underperformers to be excellent at 
working with other business units.

Percentage Who Excel at Collaborating with Other Business Units

High-performing vs. 
underperforming teams

17.1x
more likely to be excellent 

at collaborating with  
other business units

High performers

Moderate performers

Underperformers

63%

4%

18%
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More and more businesses are finding 
customer support communication is 
an excellent way to help win new 

customers as well as retaining existing ones. 
Viewed in that way, customer support isn’t 
simply an expense; it’s a potential source of 
new customer revenue and a very valuable 
marketing channel. 

This shift in attitude is putting the customer 
support team in a position to boost top-line 
revenue and influence the overall business as 
never before, creating a much closer relation-
ship between these two departments.

New technology means customer support 
teams are able to create and share content 
online, something that both customers and po-
tential customers are demanding. According 
to Matthew Gardiner, director of acquisition 
marketing at UnderTheDoormat “it’s not just 

marketing teams that are able to influence 
how customers perceive a brand, it’s also due 
to the interactions online with the customer 
services team. They are actively helping to 
solve problems, while putting the brand in a 
positive light, meaning customers and poten-
tial customers are happy and more likely to 
trust the brand as a result”. 

According to Bian Salins, head of social-
digital at TSB “the use of social media 
as a customer service tool is the main 

road to business success”. With so many 
similar brands on the market, efficiency and 
affinity are major factors in the survival of 
your business.

Prompt responses are essential – How 
an employee handles an urgent situation 
is critical, but so is consistency and 
consideration. With increased options and 
accessibility available, businesses can’t afford 
to overlook people conditioned, as digitally 
savvy customers are today, to receiving 
immediate answers. If your employees cannot 
provide that answer, ask them to reassure the 

customer that they are working on it and ask 
them follow-up with the customer via a phone 
call or email as soon as they have an answer.

It’s important for companies and businesses 
to switch from the traditional use of social 
media. Products and services are pushed on 
consumers throughout their day, so if they do 
not like the way you do business, they will 
likely be able to easily find a replacement. 
This is why treating social media as a 
means to serve the customer, and enhance 
their overall buying experience is vital to 
business in the future. By doing so, you have 
the ability to create loyalty and the ability 
to communicate your dedication to your 
customers. 

Marketing and customer service are entwined

“It’s not just marketing 
teams that are able to 
influence how customers 
perceive a brand, it’s also 
due to the interactions 
online with the customer 
services team.”
Matthew Gardiner, UnderTheDoormat

Brand marketing and social media


