5 A new currency for brand growth
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THE RULES OF
ENGAGEMENT HAVE
CHANGED.
CONSUMERS HAVE

THAN EVER BEFORE.




I EXPERIENCE IS EVERYWHERE

Transfarency”
[Trans-fair-uhn-see] n.

1. Philosophy created by Southwest Airlines
in which Customers are treated honestly
and fairly, and low fares actually stay low.

TRAVEL | THE MIDDLE SE

The Best ;ill(l Worst U.S. Airlines of

competitors

Southwest Airlines @ @SouthwestAir - 3m
Replying to @SouthwestAir

00

You heard that right. We're thrilled to share our intention to bring our world-

famous hospitality and value to the Hawaiian Islands!

Aloha, Hawaii!

Southwests
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Gina N
California

Lewvel @ Contributor

ﬁ 25 reviews
ff:b) 8 helpful votes

Southwest Airlines @ @SouthwestAir - 5m
David, we know it's been awhile... but we're going to Hawaii, and we want
o~ ~neqfour first flights!

southwestair & - Fc
Orlando International A

(9)

southwestair Just a couple L
(photo: @val_dickson_)
Load more comments
dallasfortworthaviation @a:
day late 2019 into 2020
dallasfortworthaviation @a:
ashleyayn6é @dallasfortwort!
hmmmm interesting bc from

they were supposed to already be flying to
Hawaii and the government shut down
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8,527 likes

N

Log in to like or co

B

2018

Delta shines in a ranking of measures including delays, mishandled baggage and complaints, while Amel

“Mean, mean Flight Attendant”
@®0O000 Reviewed today

I fly often. | try at all cost to avoid your airline. Your flight attendants

are awful. On February 25Th on the above mentioned flight |
witnessed the most absurd behavior from one of your FA's Amy.
off at the mouth whenever possible. Snapping and correcting
passengers as if she were a kindergarten teacher. Lord Amy find
another job...

Date of travel: February 2019

More
Domestic Economy San Diego - San Francisco
Helpful? |. 1 Thank Gina N

Firing

Report




FOR BRAND GROWTH,
THE BRAND MESSAGE
ANDEXPERIENGKRE
NOW EQUALLY
IMPORTANT




MAXIMISING

THE RELATIONSHIP
BETWEEN YOUR
MESSAGE AND YOLU
EXPERIENCE CAN
DELIVER UNTAPPEL
COMPETITIVE
ADVANTAGE




To size the
gap, we
measur edae

Whether consumers believe that the
experience delivers on marketing promis

Whether brands are working
hard enough to align the two

Whether brands are consistent in
delivering the experience across
an array of touchpoints
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CATEGORY GAPS

JMBEay
0 ﬁ IGMACALLAN
GapScore29.0 GapScore38.4

WORSPERFORMER

Average garore3s
: - A N
@ Southwests AmericanAirlines &
GapScore33.5 GapScore44.8

WORSPERFORMEH

Average gagrore40




THE EXPERIENCE GAP COST

In the US, the experience gap
costs each brand between

on average in lost
revenue every year



IT MIGHT COST
EVENVIORHN
THE FUTURE

32%




