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5 Questions That Will Force

Marketers To Think Differently By 

2020

1. Who is your audience?

2. What do your customers (really) want?

3. Why don’t consumers love brands anymore?

4. Where have all your customers gone?

5. When are you going to get your customers back?
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63% of shoppers believe 

that loyalty programs are  suppose to demonstrate 

how loyal the brand is to the customer.

66% of marketers believe that 

loyalty programs are a way for customers to show 

how loyal they are to the brand

Organizational focus  - acquisition versus retention strategies 

Are we focused on loyalty?



1.

Who is your audience?
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Predictions for 2020

30% web 

browsing will not 

include a

screen.



Emerging

Technologies 

Will Unleash 

Massive 

Change
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2.

What do you customers 

(really) want?
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What Do CMOs

REALLY Want?

1. Growing more profitable revenue

2. Increasing loyalty (reducing churn)

3. Dealing with competition in the 

marketplace

IBM CMO Report

Wish= Single View of Clients



11 By 2020 Customers Will Demand “Perfect Execution"



3.

Why don’t consumers 

love brands anymore?
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“Customers don’t want 

relationships with a 

brand. They just want 

experiences that work”.

Jeremy Darroch

SKY CEO



Most Consumers Believe Marketers Should 

Limit the Personal Data They Collect

More than half of US 

and UK smartphone 

owners say 

advertisers should 

not be collecting any 

data at all



4.

Where have all your 

customers gone?

Amplify 201716



17 Customer Engagement is Declining



5.

When are you going to 

get your customers 

back? 
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COGNITIVE IS THE NEW CRM

“I DON’T NEED TO KNOW EVERYTHING ABOUT EVERYBODY,

I JUST NEED TO KNOW A LITTLE BIT ABOUT A LOT OF PEOPLE”.
BRADLEY VOYTEK
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“The cognitive approach reveals what people say, think and feel about 

The Championships, helping us make quicker, more informed decisions. ” 

Alexandra Willis, Head of Communications AELTC 

9/29/201722
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With Watson, know what 

audience you need to target 

based on customer 

behaviors.

Marketing Insights –

Audience Insights 

Watson Marketing 
Marketing Insights
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With Watson, create target 

audiences in minutes based 

on key predictors and 

connect seamlessly to 

campaigns. 

Marketing Insights –

Audience Insights

Watson Marketing 
Marketing Insights



Consumers Say They’re More Likely 

To Shop With Retailers That Deliver 

Personalized And Connected Experiences

88
%

Source: Swirl Networks, 2015

Conversational Commerce



https://www.1800flowers.com/gwyn

1-800 Flowers Personal Gift Concierge
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True Loyalty

Mercenary Loyalty

Cult Loyalty

Inertia Loyalty

Customer Loyalty Matrix
RELATIONAL

TRANSACTIONAL

PASSIVE ACTIVE

“The brand reflects my personal identity”.

GOAL: OPTIMISE THE TRIBE

“I’m loyal because you pay me to be loyal”.

GOAL: OPTIMISE THE INCENTIVE

“The connection to the brand goers beyond the offer”.

GOAL: OPTIMISE THE EXPERIENCE

“I’m only here because it’s too much

trouble to go elsewhere”.

GOAL: OPTIMISE THE BARRIERS TO EXIT

Watson Marketing
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RIGHT MESSAGE • RIGHT CHANNEL • RIGHT TIME = TELL BETTER STORIES

Retention Tactic



Karsten Stokking

Marketing Leader, Watson Customer 

Engagement

Thank You.
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