








14



Emotional discipline: Infusing human
experience into the enterprise.

Because no two people are alike, no two
human relationships will ever be alike. This
truism can also apply to brand relationships
with customers. But for most large
companies, achieving dynamic, empathetic
and mutually valuable relationships with
customers has traditionally been more like a
distant aim than a realistic destination.

Today, that opportunity has arrived,

thanks largely to technology. Visionary
brands are leaning into the convergence

of mass datafication, faster and more
scalable processors, machine learning,

and artificial intelligence in ways that help
them identify, understand and interact
with customers at an individual level rather
than simply as segments. At the same time,
they are accessing an ever-wider array of
opportunities and channels to efficiently
and effectively connect with customers
across the journey from awareness through
purchase to ongoing engagement and
advocacy.

Every day, those companies are raising

the bar of what's possible through
personalization—and consumers are taking
notice.

Of course, businesses should first and
foremost solve problems for customers
through products and services. That

will never change. But in our ever-more
connected world, it is increasingly difficult to
carve out and defend marketspace based
purely on what you sell. That's why 86%

of marketing leaders expect to compete
completely or mostly on the basis of
customer experience by 2021

Between competitive pressures on
the one hand and rising consumer
expectations on the other, building
stronger emotional bonds with
customers is no longer just a nice-to-
have for businesses.

As our research demonstrates, those
bonds are what inspire customers to stay
loyal, to advocate on behalf of favorite

brands and to forgive them when problems
occur. Fostering those bonds most often
starts by consistently addressing rational
considerations such as the cost and quality
of your offerings. But beyond what you
create, it's how you relate to customers that
can set your brand apart.

We recommend that companies focus on
four key initiatives—the pillars of OpHX
discipline:

Reimagine your enterprisewide strategy
to better humanize core operating
principles and to tie more closely to
experience management operating
processes.

Reorganize, incentivize and empower your
people to build experiences, offerings
and systems of value for the customer
while creating a culture that is difficult for
competitors to match.

Recognize that customer data is likely
underutilized, undervalued and

increasingly a proprietary differentiator
for your organization—and that robust
governance can help you use that data
correctly in ways that elevate the
experiences of customers.

Respect that this new way of working

is difficult and cannot happen without
investing in harmonious technology that
helps meet customers where they are
and predict where they want to be—
and that can scale to meet the growing
demands of an increasingly diverse and
evolving customer base.

Fully embracing this new discipline can

have long-lasting implications across your
operations and culture—the why, how

and what of your brand core. Those that
succeed will find they have built a moat of
protection that can help thwart competitors,
while becoming more empathetic, more
responsive ... more like a good friend to the
customers who ultimately matter most.
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ABOUT OUR RESEARCH

Since 2018 Deloitte Digital has conducted

a series of research studies of adult
consumers in the United States that support
the findings included in this report.

2018: Study examined how emotional
responses, rational considerations

and shared values impact consumers’
connection with brands. Included a general
survey of 800 consumers; an online panel
session of 112 participants; collection and
analysis of 91 million publicly available

social media posts across 30 brands

and 11 industries; and meta-analysis of
Deloitte Voice of Customer data from 2,090
completed surveys from two service-driven
industries.

20179: Study focused on the factors that
connect consumers to their favorite brands.
Included a survey of 800 consumers; and
collection and analysis of 600,000 publicly
available social media posts.

2020: Study focused on the difference in
how consumers connect with longer-term
(3+ years) favorite brands and shorter-term
(<71 year) brands. Included a survey of 800
consumers in January 2020. A follow-up
survey of 800 consumers was conducted
in April 2020 to identify any changes in
responses due to the emergence of the
COVID-19 pandemic.
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