
Top-team support doesn’t necessarily permeate  
through the organisation.

Drivers Facts
The reputation of the 
CEO and other top 
leaders is integral to 
the brand story for 
most

Do your leadership team believe that brand is a high 
priority for the entire company?

Does your CEO and top leadership’s behaviours 
reflect the brand promise or positioning?

Does your leadership team use the brand promise or 
positioning to guide their decision-making?

Do your leaders understand what brand means for 
their own part of your organisation?

7%
NO

51%
YES

9%
NO

54%
YES

15%
NO

39%
YES

14%
NO

31%
YES

Do organisations have 
a specific customer 
experience function or 
senior role?

Do you have a CMO 
on your group 
management board?

69%
YES

31%
NO

77%
YES

23%
NO

56%
YES

44%
NO

LEADERSHIP

Corporate Values Programmes

Corporate Strategy Development

New Product / Service Development

Significant Changes In Customer Service Provision

New Market Entry

Culture Change Initiatives

Company Re-Organisation

Alliances And Jvs

Channel Strategy

Mergers And Acquisitions

Drivers

Facts

Is the brand and/or 
marketing team well 
respected throughout the 
organisation?

Does brand and/or 
marketing have a strong 
influence in what other 
departments do (beyond 
just communications)?

Do other business functions 
freely invite representatives 
from brand or marketing 
to their project teams and 
workshops?

YES
34%

8%
NO

Are your marketing or brand leaders consistently represented in, and contributors to, cross-business initiatives?

52.9%
48.6%
48.6%

42.9%
41.4%

40%
37.1%

30%
27.1%

24.3%

MARKETING CLOUT

YES
34%

YES
27%

12%
NO

7%
NO

Respect and influence under pressure, but positive  
signs of input into cross-business initiatives.

Drivers

BRAND IDENTITY GUIDELINES

BRAND VALUES

BRAND BOOK

BRAND MESSAGING GUIDELINES

CUSTOMER EXPERIENCE GUIDELINES

EMPLOYEE BRAND BEHAVIOUR 
GUIDELINES

Facts
Which of these brand management tools do you use 
and how useful are they?

8%42%

Do you have a brand promise or positioning 
that is relevant and motivating across all internal 
departments and levels?

23%20%

Are you willing to sacrifice short-term profits in 
order to adhere to your brand promise?

Do you often make revisions to our brand promise 
or positioning to reflect market changes?

30%15%

Do employees understand the strategic vision or 
direction for the company and brand?

12%24%

Is your brand promise or positioning well aligned 
with your strategic vision or direction?

11%57% not used / little value valued

STRATEGIC VISION
Brand positioning aligned well with strategy but  

struggling to translate to the customer.

CUSTOMER CENTRICITY

To what extent is market and customer insight 
shared within the organisation?

YES 14%
NO 22%

YES 15% NO 16%

YES 36%
NO 14%

Drivers Facts
Are customer insight and research are the main 
drivers of decision-making in your business?

Do you anticipate customer needs with new 
products and services before they do?

Do you track and understand what drives 
customer preference?

YES 55%
NO 3%

Do your employees care what customers think 
about the company?

EMPLOYEES

SENIOR LEADERS

OUR MAIN BOARD

AGENCY PARTNERS

never
rarely

occasionally
consistently

Market and customer insight and research shared 
well throughout the business, but needs stronger 

connection to decision-making.

Drivers Facts
Are new employees introduced to the brand promise 
and values when they join?

Do you empower everyone 
to build the brand and work 
to protect it regardless of 
department or level?

Do employees understand their 
role in delivering a branded 
customer experience?

Do you empower and train 
customer facing staff in how to 
maintain the branded customer 
experience in real life when 
things go wrong?

Do you foster and promote an 
internal culture and employee 
brand that are well aligned 
with your external brand 
promise?

YES 
31%

NO 
5%

YES 
22% NO 

18%

YES 
27%

NO 
14%

YES 
41%

NO 
8%

Q?

Q?

Q?

Q? Does not feature

Available but is not 
presented

Marketing and 
customer facing staff 
receive a detailed 
presentation

All employees 
receive detailed 
presentations

Marketing or 
brand-related roles 
receive a detailed 
presentation

11%

20%

13%
10%

46%

CULTURE
Brand values well represented in recruitment  

and on-boarding, but lacking translation to the  
customer experience.

Drivers

Do you consistently measure 
brand- and customer-related 
non-financial metrics of success?

Are you able to link the quality 
of your brand experience to an 
impact on business value?

Do you reward and value brand- 
and customer-related non-
financial measures of success?

YES 
34%

NO 
19%

YES 
19%

NO 
22%

YES 
22%

NO 
26%

Do the following 
brand and customer 
experience metrics 
have a systematic 
impact on decision 
making?

Q?

Facts

LEADERS: 
Do you link variable 
compensation components to 
brand-centric KPIs?

ALL EMPLOYEES: 
Do you link variable 
compensation components to 
brand-centric KPIs?

Is there a formal brand or brand 
values component build into 
all employees’ performance 
reviews?

30% Yes
56% No
14% Don’t know

21% Yes
71% No
7% Don’t know

19% Yes,  
significant impact
29% Yes but little 
impact
53% No

Employee satisfaction

Employee engagement

Customer satisfaction

Brand awareness

Brand preference

Customer perception

Brand health

Net promoter score

Financial brand valuation

49%
46%

29%
53%

26%
31%

20%
23%

10%

MEASUREMENT
Brand measurement and tracking exists,  

but isn’t linked to business value.

SEVEN KEY DIMENSIONS  
AT THE HEART OF BRANDED 

CUSTOMER EXPERIENCE

WANT TO KNOW MORE?
There’s more to this story. In June 2012 
we publish an in-depth report exploring 
the full benchmark findings in more 
detail. Coupled with recommendations 
and insights from CIM and Lippincott 
experts, the report includes comments 
and contributions from senior 
marketing and brand leaders at Aston 
Martin, DHL, Alliance Boots, RSA 
Insurance Group, Hiscox, Cushman and 
Wakefield and Timberland.

Added to this, we’ve not finished our 
investigations. 2012 will see a series of 
CMO roundtable discussions and the 
next wave of our benchmark survey, 
taking the issues uncovered several 
steps further.

To request a copy of the report or for 
more information on this project, 
visit www.global-benchmark.com/BCEB  
or e-mail benchmarking@cim.co.uk
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The economic situation in 
Europe

A greater focus on ‘value’ from 
our customer/consumers

Competitive threats

The ability to attract and 
recruit the right talent

The economic situation in the US

Changing customer / consumer 
needs or behaviours

The rise of social media

Disruptions to our supply chain 
or channels / partners

51%

49%

39%

39%

33%

30%

20%

16%

The best way to build my brand is…

Strong marketing 
communications 
more important

Strong day-to-day 
experience more 
important

How would you rate your organisation? 

World-class 
marketing 
communications

World-class  
day-to-day 
experience

For all of our offers, we 
deliver our brand promise 
consistently across the 
whole customer experience

Our leadership team, HR, Corporate 
Comms and Marketing departments 
all speak with one unified voice

There is a distinct and 
consistent design across 
all of our communications, 
products and environment

25%

41%

8%

25%

44%

48%
Brand  

Performance

We maintain our 
commitment to 
delivering our brand 
promise through both 
good times and bad

Our employees instinctively 
act in ways that embody 
the brand promise

For our strongest 
offer we deliver 
our brand promise 
consistently across 
the whole customer 
experience

VIEWS FROM THE TOP

Three clear leaders
Which brands or organisations do you view as ‘world class’ in the 

delivery of a consistent and integrated branded customer experience?

Issues of most significant concern to those 
charged with leading brand and customer 

experience

Experience is recognised as more important 
than marketing communications, but few 

believe they excel at either.

How do organisations view their own  
brand performance?

Who does this well? World Class Brands

Drivers

Do your operations 
and support services 
support the delivery 
of your desired brand 
experience?

Do your employee 
processes and policies 
aligned well with our 
external brand promise 
or positioning?

22% 
YES

12% 
NO

19% 
YES

11% 
NO

All of our suppliers 
and partners must be 
compatible with our 
brand promise and 
values

20% 
YES

8% 
NO

Do your operations and 
internal support services 
deliver their service in 
a way that reflects the 
brand promise?

16% 
YES

11% 
NO

OPERATIONS
Operations and internal support services aren’t  

supporting the customer experience.

Facts
To what extent do you enable 
employees, regardless of function or 
seniority, to suggest ways to improve 
your customer experience?

11%
20%

39%
30%

Invite input from all 
employees but it’s 
still relatively light 
touch

Invite input from 
certain customer-
facing functions

No mechanism

Contributing ideas 
to improve customer 
experience is a goal for 
all employees

Q?

MERGING 
PROMISEAND 

EXPERIENCE
THE BRANDED CUSTOMER  
EXPERIENCE BENCHMARK
WAVE ONE RESULTS | SUMMER 2012

Brands are built on 
promises, but it’s the 
experience delivered 
that makes the difference 
between a myth and a 
reality. Are you organised 
and aligned to deliver 
an integrated, branded 
customer experience?

The Chartered Institute of 
Marketing and Lippincott 
surveyed senior marketing and 
brand leaders from 80 major, 
international organisations 
to understand perceptions 
(drivers), reality (facts) and 
the characteristics of high-
performing businesses.  
These are the results.


