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Panelists:

Koen De Staercke

Managing Director

Alvarez & Marsal

Koen De Staercke is a Managing Director at Alvarez & Marsal. He has 

over 30 years of experience in assisting businesses with driving 

growth and improving commercial performance (marketing and 

sales), both in Europa as globally. His current focus is on measuring 

and managing brand and customer...Full Bio

Demet Tunç (Moderator)

Council Director, Customer Experience Council

The Conference Board

Demet Tunç leads the Customer Experience Council at the Conference 

Board. She also provides consultancy & project management services 

- from strategy to execution with a hands-on approach - in marketing, 

customer experience and commercial management. Demet started 

her career as a brand...Full Bio

https://www.conference-board.org/bio/index.cfm?bioid=7266
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Customer Experience - Observations

Improving Customer Experience (CX) is an important way to drive growth 

but there are a number of challenges :

• Understanding the (causal) relationship between CX and business results is 

not easy

• Selecting and managing with a myriad of metrics is complex (NPS, CSAT, 

Churn, CLTV, CES, Employee Experience, Retention, Loyalty, First-call 

resolution, Repeat orders, Timeliness,…)

• It is resource intense as there are typically large data and systems investments 

involved

• There is a lot of focus on efficiency or ROI.  Effectiveness matters (more)

• Non-customers are typically a great source of growth but often less understood

• Customers have a lot of additional interactions with your brands
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The single metric or currency : Brand Experience Point (BEP)

It has the following attributes :

• BEP provides a ‘line of sight’ between marketing communication input and market 

output and has a causal relationship

• BEP puts the (non)customer in the center (customer-centricity)

• BEP covers both effectiveness as efficiency

• BEP captures all contacts, both digital as non-digital

• BEP Informs about the customer journey

• BEP allows you to manage and be accountable
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Contact

The single currency : Brand Experience Point (BEP)

The Market Audit Contact (MCA)-research is used to determine the Clout 

factors and the Brand associations 

Clout Factor Brand association

Brand Experience Points
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How does it work? 

Up to 36 contacts and 16 brands per category and market can be 

researched

Contacts CCF
Assoc.

Brand A

Assoc.

Brand B

BEPs 

Brand A

BEPs 

Brand B
Total

TV Ad 90 30% 10% 2,700 900 3,600

At Dealer’s 

Catalogue
80 20% 5% 1,600 400 2,000

Recommendation 

from colleague
70 10% 20% 700 1400 2,100

Phone contact 

with call center
50 20% 30% 1,000 1500 2,500

BEP (Brand Experience Points) 6,000 4,200 10,200

BES  (Brand Experience Share) 59% 41% 100%

Reproduced with permission. Copyright © 2000-2020 by Integration. All Rights Reserved.
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Some facts about this methodology (*)

• 2.500.000+ consumers surveyed

• 35,000+ audited brands

• 500+ categories (BTC & BTB industries)

• 170+ companies

• 90+ markets

• 40 languages

Line of Sight : Causal correlation between     BES &     MS in value = 0.85-0.90

A Voice of the Customers’ approach, relying on a quantitative survey of 

a representative sample of buyers or consumers of the audited category.

* Data courtesy of Integration (Marketing & Communications) Limited – owners of the MCA System
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Contact

The overall framework

Investments in contacts generate BEPs that drive market outcomes

Clout Factor Brand association

Brand Experience Points

Market outcomes
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Contact

It all starts with communication through contacts

Investments in contacts generate BEPs that drive market outcomes

Clout Factor Brand association

Brand Experience Points

Market outcomes
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An actual example of contacts from the financial sector….

Reproduced with permission. Copyright © 2000-2020 by Integration. All Rights Reserved.
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Contact

Each contact in a category/market has a Contact Clout Factor (CCF)

Investments in contacts generate BEPs that drive market outcomes

Clout Factor Brand association

Brand Experience Points

Market outcomes
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CCF’s are category, market and time-depending

Reproduced with permission. Copyright © 2000-2020 by Integration. All Rights Reserved.

A banking example : mass media is not very effective, digital is

?
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In the Oral care category in this market, indirect contacts have a very 

high impact on brand experience

CCF’s are category, market and time-depending

0 100 0 100

1) Dentist recommmedation 82

2) Reco from family, friends 78

3) Samples from dentists 73

4) Pharmacist reco 71

5) Samples in public places (street, shop) 70

6) Bonus pack 70

7) Packaging 68

8) Special price in store 65

9) TV ads 64

10) Ad materials in clinics 61

11) Gift with a purchase 60

12) Promo-personnel 59

13) Articles about products in press 57

14) Dental health websites discussions 54

15) Inlay cards 54

16) Manufacturer / brand websites 51

17) Reco from celebrities 51

18) Magazine ads 50

19) Backer cards on pack 46

20) Search engine results 45

21) Social media discussions 44

22) Promo zone 42

23) “New” sign on pack / on shelf 42

24) Sponsored TV programs 40

25) Store leaflets 39

26) Outdoor ads 39

27) Transport ads 38

28) On shelf ads 37

29) In-store TV 37

30) Posters in-store 36

31) Display 35

32) Radio ads 32

33) Internet ads 31

34) Aisle display 30

35) Lotteries and contests 28

51 51

Q
2

Q
2

Q
3

Q
4

Digital Indirect Mass Media One to One POC/POS Sponsorship & Events

Reproduced with permission. Copyright © 2000-2020 by Integration. All Rights Reserved.

?
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Contact

Brands in a category/market have associations with contacts

Investments in contacts generate BEPs that drive market outcomes

Clout Factor Brand association

Brand Experience Points

Market outcomes



17

Mapping CCF versus intensity of associations

Adding the competitive landscape provides a better view on the contacts 

Reproduced with permission. Copyright © 2000-2020 by Integration. All Rights Reserved.
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. . . and where the real opportunities are to drive brand / product 

leadership

A actual example : Oral care

Most Competitive Least Competitive

L
o

w
 C

C
F

H
ig

h
 C

C
F

Dentist recomendation

Reco from family, friends

Packaging Special price in store

TV ads

Reco from celebrities

Magazine ads

Samples from dentists

Pharmacist reco
Samples in public places

Bonus pack

Ad materials in clinics Gift with a purchase

Promo-personnel
Articles about 

products in press

Dental health 

websites discussionsInlay cards
Manufacturer / 

brand websites

“New” sign on pack / on shelf

Outdoor ads

Transport ads
Posters in-store

Display

Aisle display

Backer cards on pack

Search engine results Social media discussions
Promo zone

Sponsored 

TV programs
Store leaflets

On shelf ads
In-store TV

Radio ads
Internet ads

Lotteries and contests

Reproduced with permission. Copyright © 2000-2020 by Integration. All Rights Reserved.

Battlefield 

Ubiquity 

Leadership 

Potential
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Contact

Bringing it together

Investments in contacts generate BEPs that drive market outcomes

Clout Factor Brand association

Brand Experience Points

Market outcomes
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In this –automotive case, 34% of the budget is going to 10 contacts that 

are not contributing

Total BEPs earned and costs incurred allows to understand cost 

efficiencies and identify non-working spend

0

Car seen on street
Personal experience with car

TV ad.
Car manuf. website

Brd pres. at mot. show
Brd pres. on cat. spec. website

Car in dealer showroom
Family, friends or col. reco

Car Mag. Ad.
Online reviews
Online search

Test drive
Advice from sales person

Prof. reco (mechanic, etc..)
Outdoor ad.

Spsr of car racing event
Online videos

Leaflets in dealer showroom
Art. in newsp / mag.

Car display in public places
Pres. on social media

Internet Ad.
Journalist review in TV/radio

Indoor ads in public places
Customer service

Award from mag./ auto. ass.
Gen. Mag./Newsp. Ad.

Brd pres. within movies /TV prg
Spsr team/ sport event
Cultural or social spsr.

TV / radio prog. spsr
Ad. on mobile App

Call/mail from manuf./dealer
Radio ad.

Celebrity endorsement
Cinema Ad.

500 1,000 1,500 2,000 2,500

Gen. Mag./Newsp. Ad. 300 1% 37,070 2%

Spsr team/ sport event 267 1% 29,340 1%

Cultural or social spsr. 246 1% 18,913 1%

TV / radio prog. spsr 242 1% 25,426 1%

Radio ad. 176 1% 148,792 7%

Celebrity endorsement 163 1% 7,823 0%

Cinema Ad. 152 1% 33,600 2%

Bottom 20% 3,108 12% 672,811 34%

Pres. on social media 542 2% 69,685 3%

Internet Ad. 540 2% 286,853 14%

Indoor ads in public places 482 2% 15,309 1%

Contact BEP  BEP  Spend   Spend   

Reproduced with permission. Copyright © 2000-2020 by Integration. All Rights Reserved.
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MCA delivers performance management capabilities of effectiveness 

and efficiency

Reproduced with permission. Copyright © 2000-2020 by Integration. All Rights Reserved.

Efficiency

(Low $/BEP)

Competitions

Efficiency

(High $/BEP)

Effectiveness High

(Above avg #BEP)

Effectiveness Low

(Below avg #BEP)

and the related actions

Explore Scaling Up

Improve or Redirect

Protect and Leverage

Find Efficiencies
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MCA delivers performance management capabilities of effectiveness 

and efficiency

Reproduced with permission. Copyright © 2000-2020 by Integration. All Rights Reserved.

In this example (beer), some investments need serious attention

T
o

ta
l 
B

e
e

r 
X

's
 B

E
P

 (
/1

0
0

)

Log (Avg. Cost per BEP) Size of bubbles indicate budget spent over past 12 months

Explore Scaling Up Protect and Leverage

Improve or Redirect Find Efficiencies

Low C/BEP = 

Most Efficient

High C/BEP = 

Least Efficient

177 519 861 1203 1545 1887 2229 2571 2913 3255 3597

0

1

2

3

4

TV ad
Music event spsrs...

Brd consumer gadg...
Leaflets with spm...

Cinema ad
Internet ad

Radio adsWeb contests, onl...
Ads / signage out...

Brd tables & chairs
Billboards / Outd...

Brd glasses
Product displays...

Mag ads
Posters / mats et...Rugby spsrshipSocial networks

Brd fridgeWaiter's clothes
Cultural event sp...

Packaging
Posters / banners...Football spsrship

Brd website
Beer festivals

Brd fount & ctaps

Competitions

Below Avg BEPs Above Avg BEPs
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As BEPs provide a single currency, market performance can be 

compared

Comparing between markets – an automotive example

Market

Brand 

Experience 

Share

Total 

Marcom 

Spend (U$) 

% of Non 

Working 

Funds

Cost (U$)

per 

1000 BES

Brazil
MCA-Nov 2018

7.2% 81,508,308 6.9% 27,611

Bulgaria
MCA-Nov 2018

4.6% 1,179,992 33.8% 6,413

China
MCA-Oct 2018

3.7% 109,880,293 9.0% 12,307

India
MCA-Nov 2018

5.8% 42,827,889 17.2% 9,899

Average Cost per 1000 BES 14,057

Reproduced with permission. Copyright © 2000-2020 by Integration. All Rights Reserved.
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Contact

Bringing it together

Investments in contacts generate BEPs that drive market outcomes

Clout Factor Brand association

Brand Experience Points

Market outcomes
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MCA highlights when misalignment exists between communication 

effectiveness and sales :

Example : Line of Sight by Consumer segment

$100,000 or higher

Interaction Sales conversionBES% Aware MS

D 76 95 9.2 27 2.5

45-54@ 72 98 8.4 28 2.3

$30,000 to $59,999 74 93 8.3 35 2.9

35-44 79 79 7.6 62 4.7

E 60 95 7.4 34 2.5

C1 74 82 7.3 39 2.9

Less than $30,000 52 101 6.9 25 1.8

Total 72 76 6.9 51 3.5

$60,000 to $99,999 81 73 6.8 73 5.0

B 79 72 6.8 78 5.3

C2 65 84 6.8 26 1.8

16-24 59 86 6.4 34 2.2

82 64 5.9 81 4.8

A 79 70 5.8 91 5.3

25-34 75 67 5.7 83 4.7

Core Target 79 73 6.1 115 7.0

Reproduced with permission. Copyright © 2000-2020 by Integration. All Rights Reserved.
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Key Business Indicators help managers set priorities and lead directly to 

specific indicators for action 

Translating into specific activities

$100,000 or higher

Communications 

Effectiveness
Sales Conversion Results What to Do ?

High High Best Managed

• Learn best practices to re-apply

• Consider increasing marcom expenditures 

to increase brand experience

• Optimize – eliminate wastage

High Low Under-Converting

• Review sales mix 

• Consider reducing marcom activities / 

expenditures until transaction

• ratio is improved

Low High Under-Promoted

• Review communication mix

• Consider increasing marcom activities / 

expenditures to grow brand experience

• Maintain sales mix

Low Low

Niche or

Under Performing 

• Assess position or review All-Mix Marketing

• Improve first brand transaction ratio

• Increase investments in marcom only when 

position and sales mix is sustainable

Reproduced with permission. Copyright © 2000-2020 by Integration. All Rights Reserved.
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‘Domino effects’ allows us to understand which connections consumers 

are making, and what those connections are worth

Just in case …Customer Journey

Reproduced with permission. Copyright © 2000-2020 by Integration. All Rights Reserved.

• The total BEPs calculation across all contacts includes ‘hidden’ multiplier effects

• By isolating the consumers who experienced each contact we can detect if any of the 

subsequent contacts experienced by that same cohort generate enhanced BEPs as a result of 

the initial contact, identifying:

- Generators: Contacts that enhance subsequent consumer journeys

- Receptors: Contacts with enhanced or more retained experiences as a result of a Generator 

contact

Loyalty
Program

Reviews

Promotions

Billboards

Online Ads

Events

Emails

Stores/Pop Ups

Online Retail

Social Media

TV Ads Blogs

Companion
App

Articles Influencers

Localization
Services
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Any questions?

Contact

- kdestaercke@alvarezandmarsal.com

- +32 497 596 212

- via the Conference Board

mailto:kdestaercke@alvarezandmarsal.com
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Related Peer Networks:

Customer Experience Council

The Council’s mission is to gain insights in customer experience across 

industries and regions by providing global peer-to-peer benchmarking and 

best practice-sharing. Council members drive the agenda and evaluate, 

adapt, and apply the insights gained to their own businesses.

For more information contact:
Marie-Laure Bultot

+32 (0) 2 566 99 06

Marie-laure.bultot@conferenceboard.org

mailto:sara.murray@conferenceboard.org
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