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A New Customer 
Experience for the 
Digital Generation

Capgemini Consulting: Over the 
last few years, how has technology 
impacted customer experience? 
What has changed?

Renée Gosline: Consumers are 
exposed to constant stimulus from 
different forms of media, both traditional 
and digital, throughout the day. You can 
imagine them watching television while 
also simultaneously using a second or 
third screen, such as a PDA or an iPad. 
This “lived experience” with technology 
is now transforming the customer 
experience to a place where there is no 
longer a division between old and new 
media. It is really more about “how can 
the experience be integrated across all 
these different forms of media”?

Capgemini Consulting: What are 
the implications of this change? 
What does it mean for brands? 

Renée Gosline: I see two key outcomes 
emerging from these changes. 
Research shows that when faced with 
too many alternatives, people seek 
familiarity and tend to choose default 
options. The volume of information 
that consumers are exposed to today 
can be overwhelming. As a result, they 
are more likely to choose brands that 
they are familiar with. Strong brands 
act as heuristics or shortcuts that 
help consumers make sense of all the 
information around them.

The second key outcome is the growing 
importance of the sensory experience. 
People tend to think that digital results 
in a reduction of the sensory experience 
since you cannot touch and feel a digital 
product. However, we are learning that 
the sensory experience is not diminished 
in the digital age. There are, in fact, new 
ways to stimulate it. For instance, recent 
research has shown that users develop 
a completely different attachment to 
a brand when they use a touchpad to 
interact with a brand website, than 
if they just click through the website 
with a mouse. In this case, touchpad 
technology is allowing us to have a 
proxy interaction with customers, where 
touching the screen is giving them a 
sensory experience that they could not 
have had before.

Capgemini Consulting: Are these 
changes only affecting the 
younger generation or does their 
impact extend to a wider group?

Renée Gosline: Our research has 
shown that the younger generations 
are more comfortable with this multi-
sensory experience. While older 
generations can sometimes feel 
overwhelmed, the younger generation 
is less prone to that. Because of their 
ability to use multiple devices with ease, 
their brains are mapped differently. In 
a very real cognitive sense, they have 
higher fluency. In fact, we are now 
increasingly finding a two-way flow of 
influence so that content on traditional 
media is being remixed by consumers, 
and then discovered and promoted by 
brands. But while we are finding that 
millennials have a different orientation 
towards digital media, it is also true that 
people from older age-groups are also 
increasingly adopting it.

Capgemini Consulting: How do 
you see the role of the traditional 
CMO evolving in response to these 
changes?

Renée Gosline: I think it is time that we 
rethink the role of the CMO. Perhaps to 
the extent that the phrase “CMO” itself 
needs to be rethought. Perhaps it should 
really be CXO, Chief Experience Officer, 
or CRO, Chief Relationship Officer. I 
use those labels quite deliberately, so 
let me explain why. It is important for 
CMOs to constantly try and cultivate an 
experience based on the relationship 
that they wish to have with the 
consumer. This requires stepping out 
of the traditional marketing mindset 
that revolves around commercials, 
spots and agencies, and really thinking 
about the consumer experience and 
relationship. The traditional notion of a 
CMO presupposes a downward flow 

The sensory experience 
is not diminished in the 
digital age, and there 
are, in fact, new ways to 
stimulate it.
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of influence from the company to the 
consumers. But until CMOs realize that 
consumers co-create their brand, they 
are really not grasping what it takes to 
form deep relationships with consumers. 
Taco Bell, for instance, understands that 
customers do not perceive it as health 
food. It has, therefore, consciously 
developed a playful and irreverent 
relationship with its customers. The 
company has cultivated this relationship 
by responding to customer tweets in a 
deliberately tongue-in-cheek manner. 
So, it’s important for CMOs to start 
thinking about the kind of relationship 
they want to develop with customers, 
and then deliver an experience that 
matches the relationship.

Until CMOs realize 
that consumers co-
create their brand, they 
are really not grasping 
what it takes to form 
deep relationships with 
consumers.

The beauty of 
experiments is that they 
teach us about causal 
factors.

Engaging the Digital 
Generation: New 
Approaches 

Capgemini Consulting: How 
can marketers blend traditional 
and new media to enhance the 
customer experience?

Renée Gosline: Let me give you an 
example. Many popular television shows 
are expanding the digital experience 
they provide by integrating content 
with social media. While watching the 
Oscars, for instance, viewers can post 
tweets on winners or losers, or on 

the outfits worn by the attendees. In 
addition, television shows are integrating 
social media by repeating their shows 
with what is called the “social edition”. 
A social edition is a rerun with added 
content in the form of tweets posted by 
viewers during the original broadcast. 
This blending of traditional television 
with social media enhances the utility 
that viewers get from a rerun. Watching 
their tweets broadcast along with the 
rerun enhances a viewer’s sense of 
satisfaction. Ultimately, this cements 
their interest in the show and increases 
their attachment to the program.

Capgemini Consulting: Should 
marketers continue to use focus 
groups?

Renée Gosline: In my opinion, focus 
groups are not appropriate if you want 
to dive deep into consumer needs, 
because people tend to converge 
towards the dominant opinion in the 
group. I would instead recommend 
being more experiential and using 
experimentation. The beauty of 
experiments is that they teach us 
about causal factors. Marketers should 
conduct experiments where they vary 
social cues and observe their effect 
on an online or social media group. 
This is a rich way of seeing how people 
interact with your brand and to observe 
changes in behavior, and not just in 
attitude. Attitudinal responses can be 
inaccurate as people often tell you what 
they think you want to hear. This is why I 
think experimentation is really crucial to 
understanding consumer behavior.

Capgemini Consulting: Does this 
also mean that marketers will need 
more statistical knowledge?

Renée Gosline: No, I don’t think so. 
The problem with statistics is that they 
often mask the cognitive processes that 
drive consumer behavior. For instance, 
we know from research on consumer-
brand relationships that repeat 
purchase does not necessarily mean 

Capgemini Consulting: What are 
your views on personalization? Is it 
still a buzzword?

Renée Gosline: For consumers 
today, personalization really comes 
from the ability to use a brand or 
brand experience as a means of 
social signaling. For instance, in social 
media, people like discovering a 
unique experience and displaying it in 
their social group. In a sense they are 
saying, “I am not just experiencing what 
everybody experiences. I am displaying 
an experience that is unique to me.” 
We find that this is really driving a lot of 
purchase behavior. Therefore, brands 
should bear in mind that the goal of 
personalization should not be to create 
the same level of intimacy with every 
consumer. That might not be appropriate 
and might not be what the consumer 
wants or needs. The goal should be to 
ascertain what kind of relationship the 
consumer wants with the brand. Then it 
is about cultivating that relationship on 
the consumer’s terms; that is the kind 
of personalization that I think we will see 
happen.

loyalty. The causes of repeat purchase 
could be factors other than loyalty, 
such as a lack of suitable alternatives. 
Therefore, relying on statistics alone is 
not sufficient. I think what marketers will 
need is a more nuanced understanding 
of what statistics represent, or the causal 
factors behind them. And they will only 
know that by being experimental, and 
by presenting customers with different 
scenarios and seeing how they behave.
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In a digital world, 
everyone has a voice 
and consumers 
influence each other’s 
judgments.

Personalization really 
comes from the ability 
to use the brand or 
the brand experience 
as a means of social 
signaling.

While CMOs cannot 
control what people 
say to one another, they 
can control the brand 
narrative at its origin.

Mastering Customer 
Engagement: The Rise 
of C2C Marketing

Capgemini Consulting: How do you 
rate the impact of C2C marketing?

Renée Gosline: C2C marketing is 
becoming extremely powerful. In a 
digital world, everyone has a voice 
and consumers influence each other’s 
judgments. There have been incidents 
where consumers tell businesses 
how they feel and, not feeling heard, 
vent their feelings on a C2C platform. 
The incident then gets blown up, re-
blogged, and assumes a life of its own. 
So, it is essential that we understand 
C2C dynamics; otherwise, we are really 
losing the filter through which many 
people are receiving messages. C2C is 
also important because people like to 
tell others when they have discovered 
something. And people have a bias 
toward things that are controversial, 
entertaining, or new. I think it is important 
for CMOs to keep that in mind while 
crafting the brand experience.

Capgemini Consulting: Can CMOs 
influence C2C dynamics?

Renée Gosline: Yes, CMOs can 
influence the C2C interaction. While 
CMOs cannot control what people say 
to one another, they can control the 
brand narrative at its origin, and they 
must be deliberate about that. A good 
example of this would be Dominos 
Pizza. When Dominos experienced 
a sharp decline in sales, it launched 
research to find out why. It emerged 
that consumers were dissatisfied with 
the quality of ingredients in the pizzas, 
among other things. So, Dominos 
created a Twitter hashtag campaign 
that incorporated these findings into its 
overall brand narrative. The campaign 
was called “What is wrong with the 
Dominos Pizza?” and the company 
asked people to give honest feedback 
on how it could improve. Dominos got 
really good feedback from this. People 
felt that Dominos was honest and really 
trying to hear them, which built trust. So, 
this is a way in which CMOs can help 
shape the brand narrative.

Capgemini Consulting: Would this 
not be risky considering customers 
could react unpredictably?

Renée Gosline: True! But the risk also 
comes from not doing anything and not 
connecting with the consumer. Take 
the case of Wheat Thins — the whole 
wheat snack brand that decided to 
use humor as a way of connecting with 
consumers. They did that by creating a 
set of humorous guidelines that required 
sponsors to not feature people eating 
more than 16 Wheat Thins. They then 
roped in Stephen Colbert, the satirical 
comedian, who joked about the product 
saying he was going to try and eat 17 
Wheat Thins, which was like telling 
consumers “We can eat Wheat Thins 
the way we want.” The joke went viral 
and people who would never think 
about Wheat Thins started talking about 
it. Yes, there was a bit of risk involved 
here, but there is risk in inaction as well.



Right now, we do 
not really have good 
examples of co-creation 
between brands and 
consumers.
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The Digital Future: The 
Brave New World of 
Co-Creation

Capgemini Consulting: In your 
opinion, what is the next frontier for 
the marketing community?

Renée Gosline: I think what we need 
to understand next is how to integrate 
brand-produced content with consumer-
produced content. The question is: 
How will co-authorship happen? How 
can we have a situation where we have 
the brand and the consumer creating 
content together? I think cracking that 
nut is the next big thing. When you have 
that kind of collaborative effort, it builds a 
whole new level of trust and investment, 
because when I feel like I have been an 
architect of an entity, then I am far more 
likely to keep up with it, and to have a 
connection to it. Right now, we do not 
really have good examples of that kind 
of co-creation. The closest thing we 
have is a brand saying, “Make your own 
video and we will feature the winner.” 
That is not quite a true integration. If 

you can create a joint narrative, where 
both the brand and the consumer share 
the story, then I think that you can 
really differentiate in a digital world from 
people who are just having their agency 
create content or just sitting back 
passively and seeing what consumers 
are talking about today.

Capgemini Consulting: What role 
do you see agencies playing in the 
co-creation of content?

Renée Gosline: Agencies are in an 
unenviable position because to a certain 
extent they can only go where the client 
allows them to go. Not many companies 
or CMOs are thinking in terms of co-
creation because there is a certain 
amount of risk involved in abdicating 
some of the control in content creation 
to consumers. Companies that can 
strongly control what their brand 
essence is, but also abdicate control to 
embrace consumer empowerment will 
be well-positioned to really go to this 
new frontier of co-creation. Their agency 
partners will enable them to co-create 
experiences that are really unique.
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