
KNOWING THE 
ROLE YOUR BRAND 
SHOULD PLAY IN 
CUSTOMERS’ LIVES 



INTRODUCTION
Until very recently, people thought about 
brands as words and images, visual and 
verbal identities. In today’s world, your 
brand is the sum of all interactions across 
your organisation — with customers, users, 
the wider community, and your employees. 

But brands can also be symbols 
of meaning that are co-created by 
companies, consumers, and communities 
over time. Tesla, for example, stands 
for innovation and creativity, Patagonia 
for social responsibility, Chanel for 
prestige. Through ownership and 
consumption, consumers express their 
self-identity to others through aligning 
themselves with brands’ values. 

Some 80% customers say that they are 
more loyal to brands that continue to find 
new ways to be relevant in their lives. 
Therefore, being able to emotionally 
engage consumers and encourage 
them to come back requires brands 
to make experiences better, more 
meaningful, more efficient, purposeful, 
and memorable. It’s about creating 
something exciting for people, something 
they’ll be able to share with their friends.
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A TOTAL 
CUSTOMER 
EXPERIENCE 
APPROACH
However, while it’s relatively easy to 
catch the consumer’s eye with clever 
and well-targeted messages, it is much 
more difficult to build and manage 
a portfolio of valuable relationships 
for the long-term. This is what a 
powerful customer relationship is 
about, and will cause a customer to 
come back, time and time again.  

Ultimately, the key to success for any 
business is happy customers. And a 
happy customer is likely to become a 
loyal customer. To encourage this, brands 
should focus on providing a total customer 
experience. This total experience connects 
Customer Experience (CX), Employee 
Experience (EX), and User Experience (UX) 
across multiple touchpoints and devices.

Given that the number of connected IoT 
devices will exceed 75 billion by 2025 
(Source, Findstack), data plays an essential 
role in this. Today, to attract consumers, 
brands and retailers need to meet or 
exceed expectations across three areas: 

1. The need for rich interactive 
experiences on and offline

2. Orchestrating value, price, and 
purpose with content in the 
right place at the right time

3. Delivering seamless ease with a 
consistent integration of all channels
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If you want to win a lifetime of transactions 
from your customers, the service you 
provide must be fundamentally improved 
and meaningful. Focus on creating holistic 
and truly connected customer experiences 
to interact and serve customers in ways they 
prefer, rather than simply interacting more 
effectively. This is why at Merkle Experience 
& Commerce, we help clients expand their 
business through the creation of seamless 
connected commerce experiences online, 
in-store, and everywhere people shop.

https://findstack.com/internet-of-things-statistics/#:~:text=Reports%20indicate%20that%20there%20will,and%20engage%20with%20each%20other.
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START BY 
UNDERSTANDING 
YOUR 
CUSTOMER’S 
STORY
This approach is fundamental 
because it’s now widely accepted 
that consumer expectations towards 
brands and experiences are rising. 
And, while transactional data helps 
understand what customers like and 
dislike, it doesn’t tell the whole story.

It’s important to look beyond transactions 
to understand your customers, look at 
the in-between moments, the micro-
moments, and the context, which can 
be a challenge in a world of proliferating 
channels and touchpoints. In many 
cases, these channels are disconnected 
and departments siloed, which results 
in duplication, frustration, and a 
decrease in customer satisfaction

Therefore, the effective integration 
of channels into one coherent 
experience and conversation remains 
a major differentiator for businesses 
who want to be customer-centric. 
That’s because customers have liquid 
expectations, which means they 
expect that the best service they have 
experienced elsewhere translates into 
the service they should receive from 
all companies. In this scenario, a lesser 
experience impacts brand value.

Let’s look at Gen-Z for example (anyone 
born after 1997). This group is already 
incredibly influential and is also the 
first generation made up of true digital 
natives, even more so than Millennials.

They have a plethora of options to 
choose from at their fingertips, and all 
the resources necessary to educate 
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themselves and make purchases on their 
own. Trust is everything to them, they 
will do their own research, look at many 
different sources, not just believe what 
the brand tells them. They will take this 
information as a starting point, but will 
browse, search, and ask their peers.

Put simply - today, they have the power, not 
the sellers. Therefore, it is important to win 
them over in every purchase and in every 
interaction they have with your brand. 

They want to be wowed, they want to see 
innovation and relevancy. More importantly 
they are very mindful of how a brand could 
be an expression of themselves. In many 
cases, they want the ability of customising 
the product, the service, and the experience.

It is also important to add that the values 
of Gen-Z customers extend beyond 
experience. They have a much more multi-
dimensional perspective on things. Sure, 
price and quality are important but status, 
peer perception, image, and societal impact 
are vital to them. Millennials are not so 
different either. They are twice as likely to 
invest in companies which can prove their 
credentials in terms of targeting social and/
or environmental goals. Not only that, but 
Millennials truly believe their spending 
power can affect positive change. With 
this ability to hold brands accountable and 
keep track of their operations like never 
before, customers demand transparency. 

https://www.morganstanley.com/ideas/sustainable-socially-responsible-investing-millennials-drive-growth
https://www.forbes.com/sites/dianemehta/2013/04/26/new-survey-suggests-millennials-have-no-idea-what-privacy-means/?sh=43b1f40529e2
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RE-DEFINING THE 
CUSTOMER JOURNEY
Much has changed since the pandemic. Accordingly, understanding and re-
defining the customer journey will allow you to prioritise where to spend in order 
to maximise for simplicity of action, messaging, and overall experience.

This means shifting your customer view from a buyer-based mentality to a more human-
focused approach based on “users”. A company with a buyer first mindset will spend 
a lot of time and effort on things like promotions (and for many brands, that works). By 
contrast, an organisation that cares about the “user” at the individual level will emphasise 
content and messaging that will help them experience the product or service.

The shift from buyer to user is fundamental in today’s economy of expectation. People 
will know very quickly if your brand is looking to close the next sale or if you are 
genuinely trying to provide a useful service. While brands will always try to influence 
a user’s decision, they must do so in a way which matches customers’ values. 

CREATIVITY, EMPATHY, AND 
PURPOSE - DRIVERS FOR GROWTH
Being human and creative is extremely important for brands if they 
want to build long-term relationships with customers. This requires 
creativity to keep people from straying toward a competitor.

Keeping customers engaged is easier if you can add elements of surprise or 
memorable experiences. It is about creating feel-good, brand-led touch points and 
experiences that make people want more. It also involves being able to execute these 
with subtlety to develop meaningful, two-way relationships and conversations.

With this in mind, always think about how much value you can deliver to your customers, 
and what that value means to them in the context of their life. Some customers will 
connect with commitments to sustainability, others with being fun or innovative. The 
question is then “how can I infuse these ideas throughout my brand’s end-to-end 
customer experience?” At Merkle Experience & Commerce, we aim to include a brand’s 
emotional connection in every experience we create. We believe in bringing together 
brand and customer experience creativity to create a more compelling whole.



BUILDING 
EMOTIONAL 
COMMITMENT 
AMONG 
CUSTOMERS
Brands also need to make sure that their image 
aligns with the lifestyle of the customer and 
reflects the personality of customers in terms 
of their values and norms. Careful audience 
definition and analysis of which norms and 
values customers demand is crucial. It is also 
important to understand that not every customer 
is willing to engage in long-term relationships, 
and therefore to avoid wasting resources 
on targeting these unwilling customers. 

This is all part of building emotional commitment 
among those more open to having a relationship 
with your brand. That’s so important because 
this emotional commitment is the most essential 
factor in terms of influencing word of mouth, 
purchase intentions, price insensitivity, and 
complaining behaviours. Emotional commitment 
deals with having a sense of belonging, feeling 
emotionally attached to that brand and part of a 
community. By using data meaningfully, brands 
must make sure that a customer is treated 
as a true and unique individual in which the 
brand is genuinely interested and cares for. 

The role of purpose in this has only become 
more paramount since the pandemic. This 
is why at Merkle Experience & Commerce 
we believe there is more that brands can do 
in terms of meeting customer expectations. 
They have the ability to gain a competitive 
advantage by giving consumers a sense of 
belonging and rethinking why they exist beyond 
profit — Which means having organisations 
redefine everything from product delivery to 
employee experience. Companies that want to 
create tailored, authentic experiences for their 
customers will have to strengthen employee 
experience, employee purpose, ignite energy, 
and elevate organisation-wide performance.
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THE DIRECT 
LINK BETWEEN 
CUSTOMER 
EXPERIENCE 
AND EMPLOYEE 
EXPERIENCE
Organisations also need to plan and enable 
experiences holistically to have a much 
better chance to move the needle on the 
business outcomes they want. This includes 
improving customer satisfaction, creating 
a better work environment, and improving 
the quality of a product or a service.

Recent research explores the link 
between CX and EX. Companies that 
perform well on employee experience 
metrics also tend to perform well on 
customer experience metrics.

Employees as much as customers prize 
trust and purpose. They want to feel 
that they’re operating in a meaningful 
and truly collaborative environment. 
And, just like customers, they want their 
sense of purpose to align with that of 
the company they are working for.

People spend most of their lives working. 
So, the employee experience becomes 
much more than the workspace itself, and 
the corresponding benefits. It also requires 
an understanding of employee needs, 
and creating new experiences based 
on them. This means being more up to 
date on new tools, new methodologies, 
different approaches, and operating in 
fewer silos to achieve better results. 

To reach this situation, focus on mapping 
the customer and employee journeys 
separately, and create cross-functional 
teams to drive greater revenue growth or 
new customer opportunities. At Merkle 
Experience & Commerce, we help 

companies be user-centric and foster 
their adoption of Service Design as the 
approach to design their services and 
delivering meaningful experiences. We 
help brands create efficiency and identify 
new revenue opportunities by reimagining 
every layer of experience, process, and 
technology in the delivery of a service.

That’s a fundamental growth driver given 
that Gartner estimated that by 2024 
organisations providing a total experience 
will outperform competitors by 25% in 
satisfaction metrics for both CX and EX.
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https://hbr.org/2019/08/the-key-to-happy-customers-happy-employees
https://www.gartner.com/en/webinars/4002808/the-total-experience-strategy-for-better-retail-digital-interact


CONCLUSION 
Brands must think of how they can 
use data in creatively to enhance 
the customer experience in rational, 
emotional, social, and ethical ways. 

It’s also important to recognise that the 
forms connected experiences take are 
constantly evolving. Then use creativity 
to evolve distinct and connected 
experiences that create a place for 
brands to live in people’s lives.

Always bear in mind that customer 
experience and commerce capabilities 
have to be seamless and consistent across 
all channels. Experience is the only point of 
meaningful differentiation for brand - while 
technology provides the infrastructure, 
it’s creativity that enables customer 
experiences to have true meaning.

This is where Merkle excels. Data is 
only as powerful as the brand’s ability to 
derive actionable insights and then put 
those insights into use. The context to 
truly understand customer expectations 
is also crucial. It lives in the moment’s 
customers experience – where they are, 
what they need, and how they are feeling 
at that specific time. Every interaction 
with brands should be used as the 
brand’s opportunity to build an emotional 
relationship with their customers.  

If you want to learn more, reach out to 
Merkle Experience & Commerce. We create 
experiences that empower individuals, 
build brands and transform businesses.
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ABOUT MERKLE
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 
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the foundation for its unmatched skills in 
understanding consumer insights that drive 
hyper-personalized marketing strategies. 
Its combined strengths in consulting, 
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headquartered in Columbia, Maryland, 
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