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What’s different about the current landscape?

Source: Kantar Global Client Compass study

The surge to digital 

“70% of global 

executives believe 

that the crisis 

will expedite 

the digitalization 

process”
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What’s different about the current landscape?

Source; Kantar Global Covid Barometer study – wave 5

New emotions

“COVID-19 has 

impacted or will 

impact household 

income for 71% 

of households”
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What’s different about the current landscape?

Source: Kantar BrandZ database

New social values 

“Corporate 

responsibility is 

three times more 

influential in brand 

choice than 10 

years ago”

4



5

Customers have not 

changed, but their context 

and expectations have 
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And their confidence is at its lowest point since 2013

Source: GFK Consumer Confidence Index
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Key to recovery 

in ‘Post-2020’ landscape

Confidence

Business Confidence

to Invest and transform

Consumer Confidence

to invest 

Difference

1. ‘Product’, Infrastructure, 

Route to market

2. Ethical behaviours

3. Marketing & Brand 

building

Stability and 

Growth
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Strong brands deliver superior shareholder returns, are more resilient in times 

of crisis and recover more quickly

BrandZTM Portfolios vs S&P 500 vs MSCI World (April 2006 - April 2020)

Apr-06 Mar-09 Jan-12 Dec-14 Oct-17 Sep-20

BrandZ 

Powerful brands 

Top 10 Portfolio

416.3%

BrandZ Strong 

Brands Portfolio

281.1%

S&P 500

165.7%

MSCI World 

Index

75.7%
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Difference is THE critical driver of long term brand value growth 

in the UK

Difference index average:

New entries 

2020

110 

Top 5 Fastest risers 

2019/20

113

Increasing brand 

value since 2017

152 
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How to build difference?

Creating a DISTINCT TERRITORY,

owning an OCCASION or offering 

a wider ECOSYSTEM of the benefits 

is the strongest route to growth now 

and in the future.
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Differentiation
Proven Expertise

‘I do what I promise’

Ethical Behaviours

‘I promise to do

(or not to do)’

Trust
Foundation of the consumer relationship

Delivering Difference 

in a world changing 

practically and 

ethically
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Brands recognise that customer centricity 

is key for success in this new landscape

CX+ 2020 UK, Grocery retail (average across all micro-categories)

Insights 2020, Kantar

91
...of CEOs believe customer 

centricity is essential to driving 

business growth

…of UK customers rate 

their brands as truly 

customer-centric

18
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The principles of powerful CX

Empathy

Feel your customers in your 

bones: identify what 

really matters to them

Emotion

Identify the moments that 

matter: emotion drives 

behaviour

Empower

Quickly close the loop
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What does this mean for contact centres

The frontline of delivering the experience

1

Multiple touchpoints 

2

Rapidly changing 

customer journeys 

3

The rise of AI – faster 

than predicted 
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Enabling call centre agents 

They use the insights they receive to better train their contact 

centre agents who must be prepared to provide resolution. 

Automatically detecting new trends

They noticed a sharp increase in the number of questions 

and requests regarding access to online services. 

Uncovering top-of-mind feedback 

A global Healthcare company uses Text Analytics to track 

ongoing customer concerns regarding COVID-19. 

Client case study; using AI for quicker 

customer resolution
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Looking to the future 

Agility is key Empower employees Connect data to better 

understand customers 

Use change to develop 

and grow 
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Thank you
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