
Investing in building trust is the new price of customer
Loyalty. A study done by IBM showed that a brand’s ability 
to build trust “…will determine whether they benefit from 
a base of loyal advocates or are left to fend with transient 
and fickle customers.” (Source: Winning Over the 
Empowered Consumer, IBM Institute for Business Value)
- Karstin Bodell, Vice President, General Business 
Marketing, IBM

#3

The Consumer
in 2020:

5

10

KEY TAKEAWAYS

1.  Brands will be loved or be “out”. 
To be loved, get to know your 
consumers more intimately, inspire 
trust and demonstrate loyalty.

2 .   Technology creates  new 
opportunities for “digital intimacy”. 
Opportunities lie in creating a 
narrative or becoming part of your 
consumer’s narrative.

3.  Be nimble and quick! Set a clear 
direction, move fast, and be flexible                       
on how you get there. 

The stakes are high for marketers. “The 
average Facebook user has 140-150 friends 
but only likes about 10 brands. People who 
like Cox have lower churn rates and higher 
revenues.”
- Joe Rooney, Senior Vice President, 
Branding, Advertising & Social Media 
at Cox Communications

TOP TEN INSIGHTS

Part of ‘reverse segmentation’ is turning the tables on loyalty. Brands need to learn what
 it means to show loyalty to their customers.  “Brands need to practice ‘altruism’ - making 
sacrifices, bending over backwards, offering special privileges, and taking service to a new 
level” as ways of showing the consumer that your brand deserves to be in their inner circle.
- J. Walker Smith, Chairman, The Futures Company
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Chick-fil-A will go from having 15 regional menus to 10 million, each personalized for the specific 
customer, based on their preferences. “We don’t view our customer base in big chunks anymore. 
We can overlay customer demos with their usage and referral behavior to understand their true 
value. The ways we market to them will change.”
- Jon Bridges, Vice President, Customer Experience at Chick-fil-A

“When consumers love a brand, they want the inside 
scoop. It is essential for brands to share what is important 
to them and their consumers. Brand devotees want to be 
the first to know.”
- Jo Ann Herold, Vice President, 
Brand Marketing for Arby’s
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Market analytics have become much 
more sophisticated. “Econometric models 
are really accurate but not helpful—they 
tell you what just happened but not what’s 
happening next.”
- Daryl Evans, Vice President, Consumer 
Advertising, AT&T2
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“Together” is another concept that has been 
changed by technology, and made divorceable from 
geographic location. “Proximity and intimacy are 
not related. I can wink at my wife across the planet 
and read my kid a story from anywhere.”
- Michael Kogon, CEO, Definition 6
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“Content is the key to connecting the dots—a way to create a 
narrative that integrates each part of the customer experience, 
and leads the consumer down the path to purchase. Coke 
creates content that inspires consumers to share and continue 
the story.”
- Julie Bowerman, Group Director, Digital Platforms at The
Coca-Cola Company

6
“Technology is changing everything, and 
not just yearly but continually. You have to 
quickly learn about new technology, and 
decide if it makes sense, and then figure 
out how to use it and how to interrelate 
with other channels (which also change
in response to new ones). Just when you 
think you have your ducks in a row, 
you don’t.”
- Heather Foster, Vice President, 
Marketing, ControlScan, and a past
President of AMA Atlanta


