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SOURCE: Captain America Civil War, Marvel Comics 3
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Hierarchical management structures are 

vital for day-to-day but hinder collaboration.   
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SOURCE: Harvard Business Review, The Value of Keeping the Right Customers, by Amy Gallo, 2014
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SOURCE:
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4 WAYS TO PROMOTE COLLABORATION
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Marketing and customer experience form intersecting loops of 

customer touchpoints and needs.  

Advertising

Product Claims

Distribution

Point of Sale Advertising

Personalization Engine

Customer Communication 

Digital Experiences

Omnichannel Engagement

BRAND 

STRENGTH 

TOPLINE 

REVENUE

Issue ResolutionPricing Strategies

Consumer Endorsements

NEED: Find a solution

NEED: Compare solutions

NEED: Identify the best solutions 

NEED: Easily access the solution

NEED: Reminder of the benefits

NEED: Align with value equation 

NEED: Tailored customer interactions

NEED: Accessible self-service

NEED: Consistent brand experience 

NEED: Informed to make the best decision

NEED: Fix problems quickly and correctly.

B R A N D  

M A R K E T I N G
Promise what you deliver

C U S T O M E R  

E X P E R I E N C E
Deliver what you promise

SOURCE: Burke Brand+CX Sales Materials 2025 
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Questions to answer when developing integrated strategies. 
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SOURCE: Burke R+M Brand Strength Monitor 2022

Bubble size represents relative “customer” incidence

Low CX Performance Good CX Performance
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A F F I N I T Y

D I S T I N C T I O

N

V I B R A N C Y

A D V O C A C Y

Modeled impact of 

CX improvement

I M P A C T  O F  I M P R O V I N G  C X R E L E V A N C E

M O M E N T U M

U N R I V A L E D  

L E A D E R S

S T E A L T H  

D I S R U P T O R S

S T A L W A R T  

P L A Y E R S

Q U I E T  

C O N T E N D E R S

H
I

G
H

L
O

W

L O W H I G H

Modeled impact of 
CX improvement

Modeling the relationship between marketing and cx can 
supply shared data increasing collaboration.
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CASE STUDY:
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SOURCE:

SOURCE: Southwest Airlines Website
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When you book a 

flight with us, you get 

more than just a plane 

ticket - you get peace 

of mind.

Connect people to 

what’s important in their 

lives through friendly, 

reliable, and 

low-cost air travel.

Our purpose is to care for 

people on life’s journey, 

and our mission is to 

provide safe, reliable and 

friendly air travel.

MARKETING PROMISE:
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With all brands marketing a similar 

messages there is little room for 

southwest.
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Flights consistently depart and arrive on schedule

L O W E R H I G H E R
L
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R E L A T I V E  

P E R F O R M A N C E  

M A P

The booking process is 
easy, intuitive, and free 
of unexpected hurdles.

M A R K E T I N G  P R O M I S E  

E M O T I O N A L  T E R R I T O R Y

R E L A T E D  C X  C O M P O N E N T S

Flights consistently 
depart and arrive 
on schedule, 
minimizing delays and 
disruptions.

Support your lifestyle and 

what you care about most.

SOURCE: Burke R+M Brand Strength Monitor 2025
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SOURCE: Southwest AirlinesTwitter
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But there is opportunity to 

differentiate by leaning into 

a strength.
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Flights attendants are friendly
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R E L A T I V E  

P E R F O R M A N C E  

M A P

The booking process is 
easy, intuitive, and free 
of unexpected hurdles.

M A R K E T I N G  P R O M I S E  

E M O T I O N A L  T E R R I T O R Y

R E L A T E D  C X  C O M P O N E N T S

Flight attendants are 
friendly, proactive, and 
genuinely committed to 
passenger comfort.

Support your lifestyle and 

what you care about most.

SOURCE: Burke R+M Brand Strength Monitor 2025

S T A T  N O T E

Significance tested to 

the overall market 

average
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CASE STUDY:

20



Marriott’s brand promise 

does not come to life uniquely 

through the experience.
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Reservation process is seamless
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R E L A T I V E  

P E R F O R M A N C E  

M A P

Rooms are consistently 
clean, well-maintained, 
and designed for 
relaxation and comfort.

M A R K E T I N G  P R O M I S E  

E M O T I O N A L  T E R R I T O R Y

R E L A T E D  C X  C O M P O N E N T S

The reservation 
process is seamless, 
with clear pricing, 
room options, and an 
easy-to-use system.

We elevate your stay at every turn - always 

growing while keeping the comfort of the oh-

so-familiar all around the globe.

SOURCE: Burke R+M Brand Strength Monitor 2025
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The Marriott brand has made a significant investment in 

Bonvoy expanding on the brand’s strategy to elevate your stay.

SOURCE: Bonvoy website, Hilton Honors website

“[Bonvoy] gives you 

access to people, 

places, and passions 

that you love. And 

inside of that is a 

portfolio of not just 

hotel brands, but 

of experiences.”

- Peggy Roe, EVP, 

Chief Customer Officer, 

Marriott International
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Elevated experiences though 
Bonvoy provide an opportunity 
to differentiate.
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On-site restaurants offer high quality food
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R E L A T I V E  

P E R F O R M A N C E  

M A P

Rooms are consistently 
clean, well-maintained, 
and designed for 
relaxation and comfort.

M A R K E T I N G  P R O M I S E  

E M O T I O N A L  T E R R I T O R Y

R E L A T E D  C X  C O M P O N E N T S

On-site restaurants 
offer high quality food.

We elevate your stay at every turn - always 

growing while keeping the comfort of the oh-

so-familiar all around the globe.

SOURCE: Burke R+M Brand Strength Monitor 2025

S T A T  N O T E

Significance tested to 

the overall market 

average
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4 WAYS TO PROMOTE COLLABORATION
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