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How big would your brand be if you never lost a customer? 

As marketers and brand leaders, we tend to focus our efforts on the 
finding and not the keeping of customers. When competition is low, 
market confidence high, and your budgets flush - this strategy appears 
to work. But it’s not sustainable, you’ll plateau, then fight the decline. 
When looking at the masses of research and case-studies available, you’d 
be forgiven for thinking that as long as you keep spending ‘enough’ on 
advertising, buying the latest tech, releasing an app, and finding the 
mystical ‘millennial’, then you’re set for success. The reality however, is 
very different. It’s a crowded space out there, with brands fighting for the 
customer’s attention - yet not every customer is worth the fight. It’s how 
well you keep them that will make or break your success.

As Customologists, we’re students of the customer. We seek to 
understand what they feel, what influences them, and how we can help 

brands keep and grow them. We sought to hear from the unspoken 
customers, those who walk with their wallets, not their social media 
likes. This inaugural report delivers direct insight into the hearts and 
minds of Australian customers; lifting the lid on what Aussies believe, 
feel, want and, importantly, value.

Our research reveals big opportunities for brands to grow. You’ll see the 
gaps in your own strategies and how to realign your brand to what your 
customers really value.

Michael Barnard
General Manager & Customologist

Introduction



We sought to hear from the 

unspoken customers, those who 

talk with their wallets, 

not their social media likes. 



“I think that companies sometimes forget 
their original purpose. They get distracted 

by quick win initiatives, which is not 
sustainable. At the heart of loyalty is 

trust and it’s important that brands work 
consistently to gain and retain the trust 
of their customers. Their purpose should 
be present in every customer interaction, 

reminding their customers of why they exist 
and what they stand for.” 

Danielle Duell,  
Founder & CEO,  

People with Purpose

“I think many marketers will be shocked to  
learn how their customers are genuinely feeling and 
behaving in regards to their brand. But I believe it is 
a shock that is desperately needed. Customer loyalty 

cannot be purchased. And customers’ lives and 
interests reach far beyond the relationship they have 

with any brand. This research is a wakeup call to 
brands that have allowed customer communications 

to become rote, predictable and annoying; which  
I am sure is the opposite of their intended purpose.”

Joe Talcott,  
Partner, Creatism Academy
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Customer TRUST Customer RECOGNITION
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Our research has revealed that customers can be lured away a lot easier 
than we’d like to think, especially if they’re targeted with a hyper-
personalised offer. Which is why customer retention should be at the 
top of our C-suite’s agenda. We need to look beyond today’s sales, and 
think about long-term customer value. Our competitors are actively and 
aggressively trying to steal our customers; customers who are feeling 
unrewarded, bombarded, lied to, invisible and, ultimately...disloyal.
There are no silver bullets out there. Remember the infamous interview 
with former McDonald's CMO, Mark Lollback, in which he admitted that 

investing $3m in Salesforce was the biggest regret of his career. (source: Mumbrella). 
No disrespect to Salesforce, but it demonstrates that some of us still 
consider technology as a holy grail (along with email), and whilst it’s 
certainly an accelerator, it often becomes a distraction.
If we want to achieve sustainable growth, it’s time we invested in 
building genuine customer relationships. 

Think like a customer, grow your brand



We value and appreciate the confidence that Australian customers 
have put in us to share this research. The Unspoken Customer provides 
significant insight into the way a customer thinks and, importantly, 
how they feel. The fundamentals of thanking, recognising and talking 
to a customer are the building blocks to develop long-term, successful 
relationships between a customer and brand.

In the world of automation, digital, and ever-increasing customer 
expectations, some brands have lost their way. But with customers now 
more empowered than ever in deciding who they are willing to dedicate 
a share of their wallet to, it’s time for change and action. 

A customer is really only a customer when they come back, up until 
then they are simply a solo transaction. It’s time for brands to take a 
step back and truly put the customer at the centre of every decision 
they make. 

It’s the brands that build genuine and authentic conversations with 
their customers that will get great returns. If you think like a customer, 
you’ve got a much stronger chance of gaining insight into the psyche of 
a customer - and why they choose your brand or your competitors. By 
adopting a customer-led strategy, brands can expect to see completely 
different results.

I would like to recognise and thank the team for the effort and 
consideration they have put into bringing this important research and 
insight to life. This is just the beginning, we are going to continue to 
invest in the customer to understand how they think and feel so we can 
enable brands to create customers for life.

Mark James
Chief Strategist & Customologist

Conclusion



CU
STO

MERS F
O

R
 L

I F E

A WAKE UP CALL FOR BRANDS
We've identified how customers really feel about the way brands:

• Communicate with them   • Reward and Recognise them

It turns out that customers are not  
as loyal or as silent as you might think

Download the  
full report


