
Delivering the best customer experience

Merkle Australia’s
Jessie Mitchell (above)
says consumers
want ‘‘transparency,
choice and control’’.
‘‘Companies need to
respect that, while still
delivering quality
experiences across all
facets of their
business.”

‘‘Data and technology are
important, but ultimately
we need all of the pieces
of the puzzle to fit
together to be effectual.”
Jessie Mitchell

Creative digitisation in customer engagement

With the impact of COVID-19 accelerating
digitisation trends, 2021 is shaping up to be a
pivotal year for brands seeking to deliver a total
customer experience, thereby gaining a
competitive edge. Consumer expectations are now
at an all-time high, with people expecting brands
to not only understand their needs and
expectations, but to deliver highly intuitive,
personalised experiences.

Research from Salesforce, global leaders in
customer relationship management (CRM)
software, reveals 84 per cent of customers say
being treated like a person, not a number, is very
important to winning their business, while 76 per
cent expect brands to understand their needs and
expectations.

There is plenty of scope for Australian
companies to improve their total customer
experience. Market research company Forrester
rates almost seven in 10 Australian businesses as
being in the ‘‘OK’’ category when it comes to
delivering for customers, with just 13 per cent
making it to the ‘‘Good’’ category. But with
digitisation gathering pace, so too does the
urgency for companies to transition their
customer experience.

That involves thinking beyond marketing and
instead taking a holistic view of interactions
between customers and a brand across the whole
of the business, from marketing to sales and
service, and everything in between.

“When businesses are interacting with their
customers, often things can be quite fractured or
siloed, just by virtue of different teams or
departments engaging with an individual at

different times,” says Jessie Mitchell, commercial
director at data and technology specialists Merkle
Australia, which is part of the global dentsu group.

“Total customer experience asks: how do we start
to integrate that experience, whether through data,
technology, people and process, so that we can be
much more targeted and meaningful in those
customer interactions? As part of business
operations, it’s now important to involve customers
in end-to-end processes, be that through interviews,
testing, analysis or a working group.”

Underpinning the effective delivery of customer
experience are data and digital transformation,
both critical assets for brands seeking to gain
competitive advantage.

Mitchell says the notion of value exchange is
particularly important to these interactions.

“Speaking from a consumer perspective, if I’m
going to give an organisation my data, I want the
organisation to respect and harness that data in a
meaningful way, and deliver a quality, meaningful
experience for me. Consumers want transparency,
choice and control. Companies need to respect
that, while still delivering quality experiences
across all facets of their business.”

As total customer experience grows in
importance, the organisational role played by chief
marketing officers (CMOs) is also evolving. Dentsu
international’s 2020 CMO survey found 80 per cent
of Australian CMOs report being responsible for
consumer growth, while 43 per cent see
developing customer experience as the primary
role of marketing within their organisation over
the next six to 12 months.

“That’s really important to highlight,’’ says

Mitchell. ‘‘Customer experience really needs to
take into consideration that whole of experience
within the business and think beyond the brand.

‘‘It’s something that comes through quite a lot in
our conversations with CMOs: how do we start
putting customers at the front of our thinking and
our strategy, and then orchestrate everything
behind that? Data and technology are important,
but ultimately we need all of the pieces of the
puzzle to fit together to be effectual.”

One vital piece of the puzzle is ensuring that
organisational structures are best placed to
navigate ongoing change.

“In terms of the change we’re seeing, yes
digitisation is really important, but companies
undertaking digital transformation should not be
doing so at the expense of organisational agility.

‘‘A company’s ability to respond to change is
very much anchored in their people and processes,
and their ability to react to change. There’s a neat

saying that being digitally transformed is not a
stand-alone competitive advantage any more, but
having an organisation that’s resilient to change is.
More emphasis is now on creating a strong team,
over simply having a strong product.”

Merkle Australia is part of global marketing,
creative and technology holding company dentsu
international, and uses data and technology to
help brands transform their end-to-end customer
experience. The company is a leading Salesforce
partner, with deep specialisation and expertise in
cross-cloud capabilities.

One Merkle client harnessing technology to
drive customer experience transformation is
mobile virtual network operator Amaysim, which is
planning to use machine learning in its customer
data platform (CDP).

“We’re working with Amaysim to help execute
personalisation through both audience rules and
machine learning capabilities,’’ explains Mitchell.

‘‘The goal is to better predict customer service
and marketing outcomes, and then to identify
long-term customer value and potential moments
of attrition or churn. Using a CDP, we’re helping
Amaysim better personalise their consumer
experiences across email, SMS, their mobile app
and media, all to make it more intuitive to people’s
individual needs.”

Mitchell notes the companies that best deploy
data and technology do so not at the expense of
human interactions, but as part of an integrated,
strategic approach to customer experience – a
balance that is different for different industries.

“Technology is a vehicle. But without data and
strategy, that’s all it is.’’
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