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ratings, and arrives on the date promised.
I hope my flight isn’t delayed, again.

And here’s where, I believe, it gets really 
interesting for business leaders: hope and trust 
are inextricably linked.

I was enjoying my coffee one recent Sunday 
morning – and secretly feeding our dog Moby 
some toast under the table – when I came to 
the realisation that much of his life is spent 
living in hope.

Hoping we’ll return home quickly from 
shopping.
Hoping that when we do, there’s 
something in one of the bags for him.
Hoping that when my wife or I go to put 
our shoes on, they are the special ‘park’ 
shoes. (Anyone with a dog will know what 
I’m talking about it).

But hope isn’t confined to Beagles: it’s an 
emotion we all experience as customers.

I hope they don’t ask me to go through 18 
options, to press 1 and then press 5, only 
to be put on hold for 20 minutes.
I hope the product I purchased online 
measures up to the description and 

How genuine is 
your brand about 
customer first?

According to Ric Navarro, one of Australia’s top ranked 
Chief Marketing Officers, too many brands pay lip service to 
being customer centric and it’s hurting their bottom line. 

Trust me…
Edelman, the world’s largest PR firm, publishes 
an annual global Trust Barometer and their 
2019 results provide confronting insights for all 
business leaders.

The findings from this latest Trust Barometer 
reveal that customers continue to lose faith in 
institutions, and brands; a worrying trend that has 
historically declined year on year.

The outcomes of the recent Royal Commission into 
the Australian banking industry have been laid bare, 
exposing a culture of prioritizing shareholders and 
senior executives over customers. 
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Purpose beyond slogans

For customers, this behaviour equates to 
broken trust.

The question that must be a priority for Executive 
teams and Boards is, ‘how do we earn, build 
and maintain customer trust in order to ensure 
sustainable growth and long-term relevancy?’

Some marketing ‘experts’ (most likely consultants 
and advertising agencies) will tell you to go large 
and create glossy above the line campaigns to 
showcase the brand in a compelling way. But 
earning the trust of customers through their 
hearts, minds and wallets, is not as simple as giving 
a creative agency licence to hone in on customers’ 
temporal lobe to evoke an emotional response. 
Today’s customers are way too savvy for such 
maladroit tactics. 

The key to restoring trust and improving customer 
sentiment actually starts within an organisation.

To this point, Edelman’s research has found that 
brands are expected to be an agent of change with 
“my employer” (ie. my place of work) emerging as 
the most trusted institution. Globally, “my employer” 
(75 percent) is significantly more trusted than NGOs 
(57%), business (56%), government (48%) and 
media (47%). 1

The last decade has witnessed a steady loss 
of faith in traditional authority figures and 
institutions and “more recently, people have lost 
confidence in the social platforms that fostered 
peer-to-peer trust,” according to Edelman. “These 
forces have led people to shift their trust to the 
relationships within their control, most notably 
their employers.”2 

Highly engaged workforces are proven time and 
time again to improve brand profitability.

And it’s CEOs that are expected to lead the fight 
for change. More than three-quarters of Edelman 
respondents say they want CEOs to take the lead 
on change instead of waiting for government to 
impose it. 3

We’re now witnessing the emergence of a new 
contract between employee and employer and 
it’s one that must be underpinned by a genuine, 
authentic and compelling brand purpose. 

1 https://www.edelman.com/news-awards/2019-
edelman-trust-barometer-reveals-my-employer-
most-trusted-institution 

2 ibid

3 ibid

I speak about the importance of having a well-
articulated brand purpose that resonates with 
both customers and staff within my book, 
‘Marketing with Purpose: a C-Suite guide to 
being truly customer-centric’.
Purpose does more than make a brand unique. 
It can shine a light on a business’ evolutionary 
path. At a basic level, purpose can simply express 
what an organisation aspires to be and do. But 
at a more advanced one, it becomes a conscious 
expression of how an organisation intends to 
evolve and transform itself. Accordingly, Brand 
Purpose falls into two categories: linear and 
transformative. 

Let’s use the example of a tyre manufacturer. 
This business could envision its purpose as 
‘helping people get from A to B’. At a more 
transformative level, it could frame its purpose as 
‘helping people travel safely to those important 
moments in life’.

https://www.edelman.com/news-awards/2019
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Bring on The Four C’s

Using brand purpose at the core of a strategic 
approach to customer obsession, I’ve created a 
roadmap formula to achieve this: The Four C’s. 
I see enormous potential within every brand 
to improve their trust reputation and to shift 
the dial on their financial performance through 
customer-focused strategic adjustments. 

These Four C’s are: Customer, Content, 
Channels, and Consistency.

In the former case, purpose will push the 
organisation to develop technical assets, 
resulting in linear growth.

But at the transformative level, not only will 
purpose deepen the meaning of what the 
tyre company does, but it will also expand the 
makeup and scope of the products it can deliver, 
and the very impact it can have on the lives of its 
customers. Such a purpose can also nudge the 
organisation to address gaps and inconsistencies 
in its own culture thereby improving employee 
buy-in and engagement. 

Brand purpose must always be timeless and 
enduring: it should be the North Star that informs 
business strategy and one which ultimately 
underpins a culture of customer first.

This focus on customer-first re-frames the 
‘value’ of marketing within Executive teams 
and at the Board table. I’ve been witness to this 
first-hand. My four C’s have been designed to 
be implemented and scalable across any size 
enterprise - from the world’s largest brands, 
down to micro businesses.
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Customer
Customers – not shareholders – must be the 
number one priority of every business. Too many 
brands pay lip service to being customer-centric 
and they do so to their own detriment. Today’s 
customer has never had so many choices and 
they’ve become highly attuned to spotting 
inauthenticity. It is absolutely imperative that 
brands are genuine in their endeavours to be 
customer obsessed: this is ground zero.

I recently received an email campaign from 
a leading hotel chain and, in the spirit of 
streamlining my inbox, I decided to unsubscribe 
from their e-newsletter. This is a brand that 
espouses that every one of its customers is 
treated like royalty. 

Ten minutes and 20 mouse clicks later, I wasn’t 
feeling like royalty. They deliberately buried their 
unsubscribe option deep within their website, 
meaning that at some point in time, someone in 
their marketing team decided that it was more 
important to retain subscriber metrics than 
worry about an effortless customer journey. 

For today’s customer, it is the actions of brands that 
speak louder than slogans and slick campaigns.

To reap the benefits of being a truly customer 
obsessed brand, business leaders should start 
every process and decision with the customer in 
mind and then work backwards.

Content
Every business today is a publisher. 
Content should relate to each of your customers 
in a way that results in an action. This action may 
be a purchase, but it may also be the customer’s 
intent to share the content.

From some of world’s largest listed brands, 
through to the small two-person real estate 
agency in Maroochydore, content remains 
king. And the crown that sits atop Content is 
storytelling.

The truest and purest of all marketing, 
storytelling is probably the oldest profession in 
the world.

Storytelling is not just about supporting a 
company’s products; it leads us to the very heart 
of a brand.

It is scientifically proven that humans are hard 
wired to gravitate to stories. 

Channels
LinkedIn. Facebook. Instagram. Email 
campaigns. The list goes on.
Channels are the rivers that deliver fresh content 
to your brand followers and customers. 

Channels remain the lifeblood of all brands but 
it’s not all ‘digital’. Some of the most successful 
channels continue to be traditional: print, radio, 
outdoor, TV.

But the challenge, and opportunity, for today’s 
brands is that it’s a two-way conversation. The 
customer has the power to speak to your brand, or, 
of your brand. 

German skincare giant Beisdorf (maker of Nivea 
and other top selling personal care products) is an 
exemplar of active customer listening. They use 
insights software to actively listen to their customers 
and develop – and modify existing products – to 
suit customers’ lifestyles and expectations.

Take Melbourne-based wallet and leather 
goods manufacturer Bellroy. This brand has 
used storytelling to such success that Google 
nominated this boutique company as a 
designated case supplier for its latest Pixel phone 
and tablet.

That’s the power of letters, that form words, that 
transform into sentences. Brands underestimate 
this to their own disadvantage. 
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Many brands still haven’t recognised the 
importance of being customer journey led, 
rather than product led. Brands must be doing 
just as much listening as they do communicating. 

My prediction for the greatest area of digital 
SaaS (software as a service) investment over the 
next 24 months will be in voice of customer tools. 

Over the coming year, you’ll also hear more about 
the growth of XM, or Experience Management 
– the process of monitoring every interaction 
customers experience with a brand in order to 
spot opportunities for improvement.

If your brand isn’t using customer insights to 
feed into group strategy, product development, 
and refinement of service delivery, then you’re 
on the fast road to irrelevancy.

Consistency
How often are we – as customers – disappointed at 
erratic customer experience from the same brand?

Today’s customers not only expect, but demand, 
consistency in their brand experiences. And if they 
don’t get it, they are highly likely to switch brands.

One of Australia’s largest retail chains has a 
‘20 second rule’: from the moment a customer 
walks in, staff have 20 seconds to greet the 
customer – not to sell, but just a greeting: “Hi, how 
you doing? How’s your day? Love your tattoos.”

Go into any of this retailer’s stores and you’ll find 
this is a consistent and engrained behavioral trait.

Unfortunately, many brands fail to deliver on 
the ‘consistency’ piece with their customers.            

And when brands fail on being consistent, they 
break a promise to their customers. This equates 
to an erosion of trust.

It’s crucial for brands to ensure consistency in 
customer service at every touch point.

The best performing brands nail consistency. 
Their customer obsession allows them to ensure 
every touch point is consistent, and when its not, 
act on it quickly, positively and honestly.

Your brand is not merely an entity that creates 
value by exchanging goods or services for money. 

Your brand is defined by the promise you make 
to your customers in return for their trust. 
Whether it’s a fee submitted in a tender, the price 
on a pair of shoes, or a ‘pay now’ button on your 
website, you invite people not just to purchase 
something from you, but to trust that you will 
deliver on the brand promise you’ve made to 
them. And deliver it to them in a customised 
experience that’s consistent every time.
With the strategic implementation of The Four 
C’s, alongside a compelling brand purpose, 
business leaders can build brand reputation, 
trust, customer advocacy, and financial growth. 

And yes, Moby remains hopeful.

Leadership is key
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