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THE RULES OF 
ENGAGEMENT HAVE 
CHANGED.

CONSUMERS HAVE 
HIGHER EXPECTATIONS 
THAN EVER BEFORE.



EXPERIENCE IS EVERYWHERE



FOR BRAND GROWTH, 
THE BRAND MESSAGE 
AND EXPERIENCE ARE 
NOW EQUALLY 
IMPORTANT



MAXIMISING             
THE RELATIONSHIP 
BETWEEN YOUR 
MESSAGE AND YOUR 
EXPERIENCE CAN 
DELIVER UNTAPPED 
COMPETITIVE 
ADVANTAGE



Whether consumers believe that the 
experience delivers on marketing promises

Whether brands are working                 
hard enough to align the two

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

To size the 
gap, we 
measured…



34,000
CONSUMERS



225
BRANDS



8 CATEGORIES



4
MARKETS



THE 
RANKINGS



# BRAND GAP SCORE

1 23 45 64

2 23 46 68

3 23 46 69

4 26 48 70

4 27 49 71

6 28 50 72

7 29 51 72

8 30 52 74

8 30 53 74

10 30 53 76

11 33 53 77

12 34 56 78

12 34 56 78

14 34 56 80

14 37 59 81

16 38 59 82

16 38 61 83

18 40 62 84

19 41 63 85

20 42 64 86

21 42 64

22 42 64



USA RANKING
DETAIL

1 Jim Beam

2 Toyota

3 Absolut Vodka

4 State Farm

5 Jack Daniel's

6 Geico

7 Honda

=8 Miller

=8 Bacardi 

10 Southwest

77 BMW

78 Uber

79 KLM

80 Walmart

81 Comcast

82 United

83 Facebook

84 American

85 ABC

86 Huawei

TOP BOTTOM



CATEGORY GAPS

WORST PERFORMER

WORST PERFORMER

Average gap score: 40

Average gap score: 35

Gap Score: 29.0

Gap Score: 44.8Gap Score: 33.5

Gap Score: 38.4



THE EXPERIENCE GAP COST

$460 - 860M
In the US, the experience gap 
costs each brand between

on average in lost 
revenue every year



CLICK TO 
EDIT 
MASTER 
TITLE STYLE

IT MIGHT COST 
EVEN MORE IN 
THE FUTURE

Believe gap 

between promise 

and reality is 

getting bigger

32%



5 STEPS FOR         
CLOSING THE GAP



1. MAKE YOUR 
PROMISES 
AUTHENTIC



MAKE YOUR PROMISES AUTHENTIC

46%
ALMOST HALF OF  

CONSUMERS 

NEVER TAKE  

ANYTHING  

BRANDS SAY 

AT FACE VALUE

1/3
Say brands are making increasingly 

unrealistic claims about what they 

can offer

47%
Believe brands will say almost 

anything to get them to use their 

brands



MAKE YOUR PROMISES AUTHENTIC

Poor performance Strong performance

Low promise perceptions

High promise perceptions

Ranking: #6

Easy to deal with

Quick and simple processesA brand that is fair



2. MAKE HUMAN
CONNECTIONS 
COUNT



MAKE HUMAN CONNECTIONS COUNT

Someone who 

worked for the 

brand

Another 

customer

An automated 

system
No one

Average NPS score 
(-100 to 100) +40 +24 +13 +17

% feeling positive 

emotion towards brand 
(desire, relaxation or happiness)

76% 77% 68% 64%

Net impact on switching 
(positive impact minus negative, 

scaled -2 to +2)
.7 .5 .3 .5

Interacted with…



MAKE HUMAN CONNECTIONS COUNT

Poor performance Strong performance

Low importance

High importance

Ranking: #30 Ranking: #80

Making it easy to speak to a real person to help



3. DELIVER 
THE BASICS 
BRILLIANTLY



DELIVER THE BASICS BRILLIANTLY
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Poor performance Strong performance

Low promise perceptions

High promise perceptions

Having the lowest fares

Friendly flight attendants and staff

Excellent value for what you get

Get you to your destination on time

Ranking: #10 Ranking: #82



4. KNOW THE ROLE 
CUSTOMERS WANT 
YOU TO PLAY



KNOW THE ROLE CUSTOMERS WANT YOU TO PLAY

Poor performance

Strong performance

Low importance

High importance

Ranking: #11 Ranking: #85

5 – Entertaining their audience

7 – Being simple & easy to use

22 – Having lots of content to choose from 

14 – Providing a trusted source of information

20 – Acting responsibly

19 – Protecting customers’ data



5. DEMONSTRATE 
THAT YOU VALUE 
YOUR CUSTOMERS’ 
DATA



DEMONSTRATE THAT YOU VALUE YOUR CUSTOMERS’ DATA

A Statement = they have the best security/privacy features

B Statement = they are responsible with users’ data

C Statement = they provide a personalised experience

Less important

More important

Poor Experience Great Experience

C

B
A

Less important

More important

Poor Experience Great Experience

A
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5 STEPS FOR CLOSING THE GAP

#1 MAKE YOUR PROMISES AUTHENTIC

#2 MAKE HUMAN CONNECTIONS COUNT

#3 DELIVER THE BASICS BRILLIANTLY

#4 KNOW THE ROLE CUSTOMERS WANT YOU TO PLAY

#5 DEMONSTRATE THAT YOU VALUE CUSTOMER DATA



BRANDS THAT 
CLOSE THE 

EXPERIENCE  
GAP, WIN

www.clearstrategy.com



CLEAR HELPS 
BRANDS CLOSE THE 
EXPERIENCE GAP 
ACROSS MULTIPLE
SECTORS IN MARKETS
AROUND THE WORLD.

JIM WHELAN

MANAGING DIRECTOR

CLEAR M&C SAATCHI

JIM.WHELAN@CLEARSTRATEGY.COM 

+1 917 287 9992


