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building brand  
advocacy 

in a virtual world  



A t Teleperformance we 
support more than 50% 
of Interbrand’s Best 

Global Brands. Having travelled 
this journey with many of the 
best known national and inter-
national companies, we know 
that what differentiates the  
successful from the less success-

ful brands is their understanding of the role of cus-
tomer experience through service in acquiring, 
retaining and developing customers.

It is 20 years since the launch of MSN. For retailers, 
the period since then has been marked by an explosion 
of opportunities to engage customers – from the earli-
est ambitions of Boo.com and the fledgling Lastminute.
com (with very different success trajectories) to the 
tentative steps then headlong rush to embrace ecom-

merce by traditional bricks-and-mortar businesses 
such as Sainsbury’s, Boots and John Lewis. 

Ultimately customers seek outcomes and every 
additional new channel is simply a new touchpoint 
between the brand and the customer where they  
interact to reach that goal. However, the journey from  
a customer making a purchase to true customer loyalty 
and advocacy to that brand is engineered through  
positive experiences across all touchpoints: online, in 
store, across social media channels before, during and 
after a sale. 

Over the next 20 years we can expect to see even 
faster and more personalised customer/brand interac-
tions. Yet, as analysts have identified, the customer 
experience, whatever the channel, has become the last 
true differentiator. 
• Matt Sims, EVP of Business Development  
for the UK and South Africa, Teleperformance
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tomer Experience Survey revealed. Generations X and 
Y, born after 1965, are leading the adoption of online 
channels including social, while Baby Boomers, born 
between 1946 and 1964, despite continually adopting 
new digital channels such as chat, seem to be more 
comfortable with voice and email.

Retailers that use the right channels for the right cus-
tomer groups will be the ones strengthening satisfac-
tion and brand loyalty while driving revenue. 
Meanwhile, pushing the wrong channels to customers 
who have clearly expressed a preference, can have the 
opposite effect.

For example, the supermarket chain that emails a 
voucher with a barcode to customers who already use 
the retailer’s app, and then expects them to print the 
barcode and bring the hard copy to the store, is failing 
to take advantage of both the channels the customer 
has available to them and the possible opportunity to 
enhance the customer experience. And worse, such 
dissatisfaction with an ill-conceived use of multi-
channel becomes an instant social conversation on 
Twitter and Facebook.

Democratisation of the customer has created both 
opportunities and challenges for retailers that are learn-
ing on the job how best to leverage the emotional con-
nection a consumer experiences at whatever stage of 
the purchase cycle. 

Some retailers are doing it with great skill and creativ-
ity by harnessing multiple touchpoints; others remain 
wary of the damage ‘uncontrolled’ conversations can 
cause to their brand. But uniting all retailers is the con-
viction that creating and maintaining experiences cus-
tomers will love is vital to building brand advocates and 
associated growth.

This white paper will explore the opportunities for 
retailers to leverage their most powerful asset – their 
customers – across all touchpoints and channels, to 

IntroductIon
The end-to-end shopping journey has been irrevocably 
altered by the advent of omnichannel retailing. 

Shoppers use a combination of multiple communi-
cation platforms to address their needs as customers 
now decide how they wish to contact a particular 
retailer – not the other way around. The quality of these 
interactions will determine how well customers con-
nect with brands now and in the future.

When Forrester surveyed customers as part of  
its study of Customer Experience (Forrester’s CXi),  
the results show how much customers value an  
exceptional customer experience. Moreover, it shows 
how their future behaviour is likely to be impacted  
by their perception of a company’s ability to provide a 
better overall customer experience compared with 
industry peers. 

This disruptive aspect to the life of an empowered, 
mobile and increasingly vocal customer base demands 
that today’s retail bosses and board members consider 
the experience of customers at every touchpoint to gain 
insight that turns loyal customers in an increasingly 
virtual world into advocates. They must do this while 
simultaneously reacting quickly to new channel evolu-
tions to retain market share, and discover and nurture 
new sources of revenue.

But it’s a tricky thing to get right across generations, 
as Teleperformance’s recent annual World Wide Cus-

FOREWORD

“customer experience is what’s 
happening to your brand while  
you’re busy making other plans”

Matt SiMS, teleperforMance
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build a community of loyal brand advocates and in turn 
drive better ominchannel customer engagement.

Importance of brand advocates
The internet never sleeps and customers’ purchasing 
behaviours across the buy cycle are empowered with 
smart devices and the ubiquity of high-bandwidth net-
works. Mobile-configured websites, feature-rich apps 
and peer-to-peer customer dialogue across social media 
means customer loyalty and advocacy can be built up 
or diluted during and out of office hours. As Matt Sims, 
Teleperformance’s EVP for business development in 
the UK and South Africa, puts it: “Customer experience 
is what’s happening to your brand while you’re busy 
making other plans – or none.” 

In recognition of the 24/7 nature of digital engage-
ment, electricals retailer Ao.com describes its social 
media strategy in just four words: “Always on. Always 
fun.” It’s the company’s way of acknowledging that the 
digital channel is never switched off, explains Yossi 
Erdman, head of brand and social at Ao.com. “We’re 
always around for our customers should they ever 
need us, with all posts being responded to within five 
minutes. ‘Always on’ literally means 365 days a year.” 

People are increasingly starting their customer jour-
neys on social media rather than search engines – 
meaning that their first perspective on a brand or 
product may come from a friend or colleague. “People 
are much more likely to trust a peer or influencer than 
anyone else,” says Azeem Azhar, chief executive of 
web technology company PeerIndex. “The social web 
has allowed people around the world to create com-
munities around a shared niche interest – and the influ-
encers at the centre of these networks hold the key for 
specialist retailers to reach ready-curated lists of poten-
tial customers and fans.”

Recent trends also reflect that mobile search has now 
overtaken desktop search – a customer can both look for 
a particular product or service using a retail app and then 
instantly seek peer validation of their purchase decision 
through Instagram, Snapchat, Facebook or Twitter. The 
importance to a retailer of establishing and nurturing the 
brand advocate becomes therefore so much more crucial 
to attracting and retaining new customers beyond the 
immediate reach of the company’s direct channels.

However, as the customer progresses through the pur-
chasing cycle, retailers also need to reflect on recent 

What makEs a bRanD aDvOcatE?
Any one of us has the potential to become a brand advocate but not everyone does. So what marks a brand 
advocate apart from an ordinary customer? Simply put, a customer likes your brand whereas a brand 
advocate loves your brand and will be loyal to your brand over others, says digital consultant Sofie Sandell.

Hotwire’s Higgins adds that brand advocates have three qualities in particular that make them special. 
“They have a truly emotional connection with your brand; they have a big network and they care enough to 
share with their friends and followers.”

In a world where ad men are permanently trying to sell a dream or ideal, advocates bridge the real world 
and the world of the brand and can bring much needed realism to marketing communications. “Advocates 
are normal people who don’t go to meetings, watch focus groups or sit in brainstorms,” says Martin Smith, 
chief strategy officer at Cake. “They’re real people with the unpredictable quirkiness and, with it, the 
believability that normal people can bring to a brand.”

For the majority of consumers, a purchase ends when they click ‘pay’ at the checkout. But at this point the 
brand advocate’s journey is only just beginning and it’s what they do after the immediate point of purchase 
that makes them interesting to a brand. In the best case scenario a brand advocate acts in a way that verges 
on evangelical, recommending the brand to their friends and peers and telling their entire social network 
about their positive experience. On the flip side, a bad experience can quickly turn an advocate into a 
detractor meaning their influence over their peers can be both positive and negative.

85% 
of fans of brands on 
Facebook recommend 
brands to others

compared with  
60% of average users

500+ people  
in their social networks

18% of brand 
advocates have

Source: FactbrowSer.com
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research from sources including Google, Forrester, 
Microsoft and Nielsen, which shows that this increase 
in mobile search is also accelerating growth towards 
‘over-the-phone’ commerce. Seventy per cent of mobile 
customer searches act on the results within one hour, as 
opposed to desktop customers who average one week, 
with phone calls from mobiles closing up to 15% higher 
than online leads. Whether this is due to customers 
seeking an answer to a query (59%) or the wish to ‘talk 
to a real person’ (57%) it is clear the growth in the use of 
digital channels via mobile will continue to drive up 
inbound calls from mobiles in many areas of retail.  

As customers pass through the purchase cycle, the 
brand advocacy baton passes from the direct influ-
ence of their immediate peer group to the company’s 
engaged and motivated employees.

It is these customer advisers who will most often 
have the prescience to identify issues for the retailer at 
the earliest point, whether it’s a problem with the 
mobile app or website, availability of stock or a prob-
lem in the order process. How these challenges are han-
dled has immediate impact on customers, from the 
loyal advocate to the first-time shopper. Post-sale, the 
customer adviser will be the first to encounter a prob-
lem with a product or third-party delivery concerns.

With Twitter just a phone key away, it is important to 
empower and support these individuals who are, after 
all, responsible for direct contact with customers 
through the appropriate training, motivation and devel-
opment initiatives to best support the brand when face-
to-face becomes more showrooming than purchasing.

buIldIng an authentIc socIal dIalogue
Brand advocates can offer an authentic voice when con-
sumers are being bombarded with messages that try to 
shape the way they think. “Today’s consumers are 
incredibly savvy and don’t want to be sold to,” says Alex 
Outlaw, chief marketing officer at online men’s fashion 
retailer The Idle Man. “They cherry-pick where they 
take their influences from, so having a strong brand 
ambassador can be a great way to cut through the noise.”

On the surface it can appear the way advocates talk 
about a brand is beyond the control of the retailer, and 
to a certain degree that’s true, but the most progressive 
marketers are constantly thinking of ways to use advo-
cates to shape a campaign and amplify its impact on 
social media. 

The first task for any retailer is to identify potential 
advocates and from there start to build a dialogue with 
them. “The key to success is all about authenticity. You 
need to nurture the relationship and make them feel 
part of the brand journey,” says Outlaw.

The point about authenticity is key, agrees Camilla 
Grey, global head of content strategy at Wolff Olins. 
“The worst thing a retailer can do is overstretch or, 
worse still, insert themselves into conversations where 
they aren’t welcome.” 

Grey highlights the recent Oreo YouTube ‘vlogger’ 
dispute, where fans were unaware vloggers were being 

paid to promote the product, as an example of how 
important trust and transparency are within the con-
sumer-brand relationship.

The Oreo example shows the thin line that exists 
between brand endorsement and brand advocacy. 
Indeed, the leap back from being an advocate to being a 
detractor when trust is broken can be just as quick as 
the initial positive leap into advocacy. However, there 
is no shortage of examples of retailers going the extra 
yard to engage customers and successfully creating 
brand advocates as a result. 

One of Ao.com’s longest-standing social brand cam-
paigns is its live stream where every other Friday after-
noon, the electricals etailer launches a campaign on its 
Facebook page and via an email to brand advocates, 
encouraging them to create a piece of content to be in 
with a chance of winning products to ‘review and keep’. 
The team will then gather around a desk in front of a 
webcam to call competition winners live online. 

“Viewers can chat to us on YouTube and Facebook 

while we’re live, and we encourage people to upload 
pictures during the stream,” says Erdman. “We also 
allow people to call into the show and chat with us. 
With this we see a peak of activity on our Facebook 
page, with plenty of regular viewers on YouTube, and 
loads of comments.” 

Brand advocacy is a particular focus of fashion retail-
ers that are acutely aware of how shoppers perceived as 
trendy can influence their peers. Jo-ann Fortune,  
creative planner at digital marketing agency iCrossing, 
notes that some clothing retailers, particularly those 
with young fashion-conscious audiences, have  
introduced social plugins that pull user-generated con-
tent on to their product pages to give items credibility 
from consumers. 

Boohoo.com, for instance, invites bloggers to share 
their ‘haul’ online, while girls’ fashion etailer  
Monki.com includes customers’ images on its  
product pages. “This type of content helps brands 
inspire people to buy, which elevates them above a 
transactional purchase relationship,” says Fortune.

from telephones to Iphones
Mobile phones have changed not only the way consum-
ers live and communicate, but also the way they think, 
according to Forrester Research analyst Thomas Hus-
son. “Customers have experienced a mind shift. Tech-
nologies packed into mobile devices enable people not 
only to instantly consume, but also create and maintain 
control in their everyday lives,” he says.

“they cherry-pick where they take 
their influences from, so having a 
strong brand ambassador can be a 
great way to cut through the noise”

alex outlaw, the idle Man
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However, this creates a challenge for retailers’ cus-

tomer-facing contact centres not yet implementing a 
mobile customer care strategy. Research by the Interna-
tional Customer Management Institute in a survey of 
contact centre professionals revealed that, while 68% 
of companies think offering mobile customer service 
improves the customer experience, only 25% have a 
mobile customer contact strategy in place.

Retailers could learn a lot from how other sectors are 
using mobile apps to improve customer service. For 
example, Teleperformance Customer Experience Lab 
research shows that 9% of customers in the retail bank-
ing sector reported using a mobile app to interact with 
their banks in the past year. Banks are aware of this mar-
ket trend, and 96% of the companies analysed already 
have at least one mobile app in place. If it’s working for 
the banking sector, why wouldn’t it work for retail?

Similarly, the Teleperformance Worldwide Multi-
channel CX Survey shows that within 13 sectors ana-
lysed in 2013, an average of 4.4% of customers in the 
US used a mobile app to interact with customer ser-
vice departments – evidence that companies can use 
mobile apps to make customer account management 
simpler and easier. 

This could be especially relevant to Generation Y, 
born between 1981 and 2000, who are leading the 
adoption of mobile apps in most sectors. The same  
Teleperformance survey reveals a 7.1% preference for 
this generation to interact with mobile apps.

unItIng multIple channels
Social media has fundamentally changed the way 
retailers communicate with their customers. Five 
years ago the majority of customer contact with a 
retailer would only have taken place on a telephone or 
via letter. Now customers can engage with brands 
through email, social media or live web chats. “For a 
brand this means the customer experience becomes 
more dynamic,” explains Sims. 

“The customer’s experience of a brand might be pred-
icated entirely on how they interact with, for example, 
an app and its features as much as a phone call.”

The greatest challenge for a retailer is delivering a 
seamless, consistent experience across multiple chan-
nels. Brands cannot afford for customers to only have a 
great experience when they visit their website or 
mobile app, for them to then have a fundamentally dif-
ferent experience when in store, or on a call to cus-
tomer services, says Adam Goran, divisional director 
of customer engagement at Grass Roots Group. 

“To avoid this, brands must ensure they focus 

spend 
60% 

make 
90% 

highly engaged consumers

mORE in each 
tranSaction

mORE frequent 
purchaSeS

Source: 2014 roSetta conSulting cuStomer engagement Study

InnOvatIvE tEchnOlOgIEs

Effective use of technology is a vital ingredient in activating, 
sustaining and evolving brand advocacy. Azeem Azhar of 
PeerIndex points to three emerging technologies that retailers 
should keep an eye on from a brand advocacy perspective.

1  The internet of things will bring data out of our everyday lives and 
the products we live with, offering retailers the chance to get 
closer to customers than ever before. 

2  Social advertising will transform the way retailers target 
promoted content reaching a relevant and influential primary 
audience that can amplify the message to a secondary one. 

3  Audience analytics will allow retailers to be truly data driven  
in their marketing and identify many influencers within  
a very specific community instead of a few more generally 
famous individuals.

equally on engaging their employees (and channel 
partners) to ensure the philosophy, culture and tonality 
is passed through them and embedded in every single 
customer interaction,” he adds.

Sims believes brands want there to be no difference 
in tone across different communications channels and 
that some of the difficulty brands experience is created 
by legacy customer care models. These place the store at 
the heart of everything, followed by telephone and then 

“the worst thing a retailer can do  
is overstretch or, worse still, insert 
themselves into conversations where 
they aren’t welcome”

caMilla grey, wolff olinS
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tOp tIps FOR  
succEssFul bRanD aDvOcacy

Know who you’re speaking to: 

“once you know who you’re speaking to, 
exclusive offers or other relevant incentives are  
a really good way to strike up contact by showing 
you know they love your brand, and creating 
something that they can share quickly”

caroline higginS, hotwire 

Incentivise brand advocates through exclusive perks and offers:

“if you have the email addresses or contact 
details of your best brand advocates, one way to 
engage them in a campaign is through providing 
sneak peek information about a new product, 
model, series or whatever the brand is doing or 
inviting advocates to a launch event”

Sofie Sandell, Social Media conSultant

Understand your customers and their journeys:

“observe them like an anthropologist,  
understand what triggers them to make certain 
reactions like a psychologist and then ask how 
does that influence our long-term strategy”

Matt SiMS, teleperforMance uK

bRanD aDvOcacy  
In actIOn

asos The etailer’s ‘Access all Areas’ event gave top 
bloggers exclusive access to its new collection and the 
chance to walk down the famous Asos catwalk.

burberry Its Art of the Trench website  
showed everyday people wearing Burberry trench 
coats and invited users to comment on and share  
their own photos.

the Entertainer incentivises customers to 
leave a review of a toy on its website to be in with the 
chance to win a £50 gift card to spend in store.

 

ann summers actively encourages its store 
staff and party ambassadors to interact directly with 
customers online to help foster a sense of community.

the best platform to 
discover new products

consumers’ tOp 3 
retailers to engage on 

social media

Source: 2014 retail week 1,000 Shopper Survey

influenced by peer reviews  
and social media recommendations when 
searching for items to purchase

54%of consumers are

40% vote 
Facebook

amazon

12% vote twitter ebay

tesco

7% vote pinterest
7% vote GooGle plus
3% vote instaGram
31%  vote  other

1

2

3
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email, online and social. “Often 
different departments will 
think what matters to cus-
tomers most is the channel 
that they support over oth-
ers, because that’s all they’ve 
ever experienced,” he adds. 
“In such an operation, the 
actual customer experience has 
no bearing whatsoever.”

Such issues can partly be 
addressed by having one person own the 
entire customer experience. Shop Direct has taken 
the approach of appointing one high-level indi-
vidual who controls the customer experience across 
all channels, thus ensuring the brand speaks with one 
voice. “Our ambition is to become a world-class digital 
retailer and we want to achieve that by being customer-
centric,” explains Shop Direct customer director Dene 
Jones. “When I joined, customer accountability was 
fragmented across the business.”

outsourcIng versus In house
One of the advantages of retailers such as Shop Direct 
outsourcing their customer experience to a third party, 
according to Sims, is that the partner will be focused 
solely on the customers experience of the brand as its 
core deliverable. The right partner organisation will have 
access to teams of experienced managers and advisers 

cREatIng supERFans  
aO.cOm casE stuDy
The electricals retailer has more than 1.6 million 
fans on Facebook and more than 250,000 people 
actively engage with its Facebook posts each 
month. Not bad for an etailer selling goods that 
Yossi Erdman, head of brand and social at Ao.com, 
admits could be described as dull.

Who are its advocates?
Ao.com segments its fans, customers, and people 
who engage with its Facebook page into different 
interest groups, so that it delivers content that they 
want to see, at the relevant time. “As a result we get 
hundreds of thousands of the same people engaging 
with our page every month,” says Erdman. “This 
ensures that our brand stays front of mind among 
our key brand advocates.”

By having regular engagers, or ‘superfans’, on its 
Facebook page, Ao.com has created a core group 
that it can rely upon to share and shout about the 
brand. This means that when it runs big campaigns 
and brand messages, by putting its targeting focus 
on these fans, the message spreads further and 
more organically. “We’re essentially turning our  
fans into trusted advocates,” says Erdman.

how does it segment them? 
Identifying brand advocates can be tricky, but  
there are plenty of tools out there to help. “When  
it comes to segmenting Facebook fans into  
interest groups, we identify everyone  
who has engaged with a particular 
themed post or category of promotion 
and put them into a relevant group,” 
says Erdman. “We also use 
Facebook native apps when we run 
competitions and games to 
capture data and group them too. 
Once we collate all our data 
together we can define the most 
regular engagers.” 

With a fairly big team that deals  
with social, reviewers and live stream,  
the company is able to identify names that pop  
up on a regular basis. “Just living on your chosen 
platforms is often key to spotting those people,” 
says Erdman.

how does it get lifelong 
advocates? 
Erdman gives one example of how a brand can 
make a regular customer an advocate for life 
through strong engagement. “We’ve had a fan 

called Debbie who, during the first couple of years 
of liking our page, would write us good morning 
every day. And every day, we’d enter into 
conversation with her. We know all about her 

family, her seven dogs, when her 
birthday is, when she’s been 

poorly. She’s even written 
and produced video 
reviews for several 
products, most of 
which she has 
purchased from us. 

“We’ve sent her 
flowers when she’s had  

a bad day and bones for 
her dogs on their birthdays; 

we invited her to come and visit 
the office and join a live stream. She now 

likes, comments, and shares every post we ever put 
out. She will also chime in on the odd occasion 
when people write complaints on our wall,  
letting them know how good our service is.”

Advocates such as these are the Holy Grail for 
retailers. But Debbie is not a superfan by accident. 
Like any good relationship it takes a lot of work  
to create a brand advocate, but the rewards  
can be handsome.

who have built up years of expertise, staff 
retention, motivation and development 
strategies, and quality management pro-
cesses that will reflect best practice 
across a multiplicity of brands.

“Within a brand’s in-house organisa-
tion they’ll be depending on the 

knowledge and experience of very 
competent employees, but who 
won’t perhaps have experi-
ence outside the organisation 
they’re working for,” he 
explains. “Outsourcers have 
that collective knowledge 

from working with numerous 
different brands concurrently, as 

they strive to sustain and improve 
their competitive edge in a multichannel customer econ-
omy. This has allowed us to become thought leaders, 
accessing global resources that support many millions of 
customer interactions across multiple verticals to build a 
vision for customers, for clients and our people.”

According to Caroline Higgins, head of retail 
insights at communications agency Hotwire, one of the 
best things about outsourcing customer experience is 
the access to new tools and analytical minds that can 
look at your customer base in a totally new way, open-
ing up routes to more creativity. “However, what can 
be tricky is getting the partner to understand how to 
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63%
of customers have interacted with 

a company’s customer service 
department in the past year,  

and only...

44.5%
were satisfied or very satisfied 

with their experience

(Source: world wide customer experience  

Survey – teleperformance uk)
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the future of brand advocacy
In an omnichannel environment, it is the entire end-to-
end buy cycle for a consumer that builds loyalty and 
advocacy. Even the dissatisfied customer can be turned 
into an advocate by skilful communication backed up 
with relevant and timely offers, such as refunds and 
goodwill activities. 

In 2015 and beyond, regardless of whether retailers 
choose to outsource or not, brand loyalty strategies 
will need to constantly evolve to keep pace with  
the ever-adaptable consumer. According to Higgins 
the brand-customer relationship of the future will be 
more mutually dependent, with the brand receiving 
benefits through recommendations, content sharing 
and feedback from the customer, and the customer 
receiving much better and more personal rewards for 
their advocacy.

Sims believes apps have an increasing role to play in 
the brand advocacy relationship. “The app is building a 
virtual ‘customer care’ private network between the cus-
tomer and the brand, linking up everyone who also has 
that app so when you respond to an offer you can hit a 
button and it will ping it to all your other friends and 
contacts. It means free peer-to-peer recommendations 
like brands already get on Facebook, but in a much more 
personal manner. That will be one of the core ways 
going forward of driving advocacy,” he sums up.

buIldIng bRAnd AdvocAcy In A vIRTuAl WoRld
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live and breathe the brand,” she adds. “The partner 
needs to walk a day in the customer’s shoes, so trial-
ling the products, and getting them to receive all mar-
keting and communications as if they were a regular 
shopper is vital.”

Sims agrees: “Immersing the team, at all levels, in 
the culture and experience of the client brand in all its 
aspects is a key component of the onboarding stage and 
is crucial to establishing customer empathy so vital to 
building brand advocacy.”

Sims believes that it is the employees of customer 
experience experts who become much closer to being 
brand ambassadors for a retailer rather than just 
answering phones in a contact centre. “Over the 
years, we’ve become integral to how a business’s 
brand is perceived by customers across a range of 
direct-contact channels. We see ourselves very much 
as the custodian and guardian of that retailer’s brand 
integrity.”

Whether outsourced or done in house, ultimately 
customer service is a key opportunity for retailers to 
deliver their promise by offering an outstanding expe-
rience. On average, 63% of customers report having 
interacted with companies’ customer service depart-
ments in the past year, according to Teleperformance’s 
annual customer experience survey, demonstrating 
how vital good customer service is. 
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teleperFormance action points
l  Consumer behaviour is changing, ensure your 

business has comprehensively explored and  
documented what these changes mean for how you 
support the experiences of your customers. 

l  Social media doesn’t belong to marketing, it doesn’t 
belong to customer care – it belongs to your 
customers. Understand fully how your internal 
departments perceive, support and act on social 
media channels to ensure they are aligned with how 
you want customers to experience your brand. 

l  Listen to and learn from your front-line staff, you 
already trust them with your brand. Ensure they have 
a voice in your organisation and that they know they 
are valued for their direct knowledge.

l  Don’t look to technology to reduce cost to serve; 
consider first the benefit to your customers’ 
experience. Then evolve the channels that evidence 
directs are most effective in establishing loyalty.
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