
Delivering Great Customer Experience 
in a Complex Digital World



Delivering Great Customer Experience in a Complex Digital World
Executive Dialogue Luncheon Series

Last month, 14 of Sydney’s leading digital and 
marketing executives attended a VIP luncheon 
as part of OmniChannel Media’s CMO Disrupt 
event series. Titled “Delivering Great Customer 
Experience in a Complex Digital World”, 
the luncheon was dual-sponsored by Akamai 
Technologies and Dynatrace.

The discussion gave attendees the opportunity 
to have an intimate conversation with the 
International Keynote of CMO Disrupt, Martine 
Reardon, former CMO of Macy’s (US).

Reardon laid the groundwork for a robust 
discussion around what a good online 
experience looks like in 2016. She also gave 
the attendees an opportunity to discuss some of 
the challenges around digital delivery. 

One of the recurring themes of the discussion 
was that digital has created competition in two 
ways. The first is that digital allows for agile 
market entrants to compete directly with larger 

industry players. The second is the competition 
created from out-of-industry companies who 
have a greater digital presence on your 
customer base.

On this, Reardon and the group explored the 
best ways to respond, and how marketing 
and digital leaders should embrace new 
technologies to ensure they remain relevant in 
the “digital minds” of their customer.
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Digital is not just about Commerce

Reardon started off by exploring the history of 
Macy’s and digital. She explained that the group 
originally had a fragmented marketing structure 
based on their location, while Macys.com was 
its own entity. However, over the past five years, 
Reardon was charged with uniting these silos.

She explained the site was originally a pure 
ecommerce platform, which the team was keen 
to transform into more:

“The one lesson that I learnt early was that you 
can use your website as another marketing tool. 
To only keep it as a commerce site would not be 
right, it is the most powerful when you have a 
good balance of using it as a marketing platform 
as well as a commerce driven platform.”

Reardon noted that by transforming the Macy’s 
website into a digital hub, which could act as 
an online store as well as market the brand, it 
significantly expanded the reach of the company. 

“We are a global company because of the 
website, we don’t have a physical place outside 
of the US, but because we can deliver to over 
210 countries, it gives us another platform and 
another place to do business.” 

Although a positive outcome for the business 
and its transformation, Reardon also noted that 
digital transformation came with its challenges, 
with change management being a critical tool 
to encourage a shift in digital culture within the 
business.

 “It’s working your way through change and 
change management, that’s what the digital 
environment has done for us. It’s figuring out 
how to change and keep up with the customer.”



Netflix is the Competition

“Our biggest competitor online is 
Netflix, because that’s where our 
customers’ eyeballs are gravitating to 
online.” 

Reardon and the group explored the 
idea that although creating a digital 
connection with your customer was 
important, digital channels have made 
capturing the attention of your customer 
harder than ever before.

“Today, everyone is a competition for us. 
People are using their time and disposable 
income differently… Not only are we 
competing for people’s money, we’re also 
competing for people’s time.”

Unlike a physical store, a customer’s digital 
environment is ubiquitous; as such digital 
offerings are the same. Reardon believes 
that for Macy’s to compete online against 
the ‘Netflixs’ and ‘Amazons’, it starts with 
understanding your customer and immersing 
yourself into their lives and culture.

“Everything is competition, to gain cut-through 
you’ve got to know what’s going on culturally 
to say, ‘okay, how am I going to compete with 
that?’” 

From a technical perspective, it was discussed 
that within the context of Australia, online 
performance impacts this ability to compete, as 
customers are expecting much more when they 
are online.

“If you look at the Millennial segment, this 
is a generation which has been brought 
up on digital. As such expectations around 
online basics such as load time and mobile 
optimisation is incredibly high.” Akamai’s Head 
of Marketing, Steven Preston, commented.

While Dynatrace’s Marketing Director, Paula 
Rodgers noted that: “Site speed has a huge 
impact on customer experience – 60% of 
Millennial shoppers rate performance as 
their number one expectation. This is ahead 
of features and functions, what’s concerning 
is that 51% will air their frustrations on social 
media when facing bad experiences.”

Today, everyone is a competition for us. People are 
using their time and disposable income differently… 

Not only are we competing for people’s money we’re 
competing for people’s time



Reardon said that digital has set an expectation 
for companies to always be present in the 
minds of their customer.

She reinforced this by sharing her team’s 
mantra: to be everywhere, do everything, and 
never fail the customer.

“Wherever that customer is, you need to be 
there. Those words couldn’t be more true 
today.”

She went on to say, that from a marketing 
perspective, anything that does not support 
those three goals should not be a priority. 

The group discussed what this meant 
for organisations as they roll-out digital 
transformation strategy.

Within the context of digital transformation, 
OmniChannel Media’s Matthew Egan noted 
that omnipresence is critical in having a good 
relationship with your customer.

“When you look at the modern day customer, 
it‘s important that you are meeting them in their 
digital environment. Within 10 years everyone 
will almost be labelled a “digital native”, 
marketers need to look at what impact that 
might have on branding and presence.” 

Omnipresence



The luncheon shed some positive light on the 
power of digital and the impact it can have on 
the relationship between a company and its 
customer base.

The caveat to this, is that digital must be done 
well in order to achieve. If it is not considered a 
priority and backed up culturally by the leaders 
of the business, a company’s digital channels 
could have a negative impact on how the 
customer views its organisation.

Customers want an entertaining experience 
that is easy to engage with. Digital innovation 
is giving every company the opportunity to do 
this well and compete on a global stage. For 
incumbent organisations, the challenge is to 
understand their customer, as well as how to 
create a positive digital footprint.

Conclusion



OmniChannel Media is a digital publication 
and events company that showcases the world’s 
best in technology, innovation and disruption 
for the Australian C-Suite (CxO) executive 
via Tech Exec.

Technology is no longer a function, it is an 
enterprise. As business operations and 
technology continue to converge, it is critical 
that business leaders understand the true 
impact that technology has on their industry.

To show this our editorial team takes a 

global perspective, in search of best practice 
and uncovering the industry disruptors that are 
shaping the future of commerce. This discovery 
is coupled with a local context that looks to 
provide an insight into future local trends.

OmniChannel Media’s daily news and 
interviews are produced under its digital 
media publication “Tech Exec.” (www.techexec.
com.au). OmniChannel Media also produces 
the “Disrupt Series”, a series of free-to-attend 
conferences for C-Suite executives.
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Network (CDN) services, making the Internet 
fast, reliable and secure for its customers. The 
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optimize consumer, enterprise and entertain-
ment experiences for any device, anywhere.

Dynatrace, the trusted industry leader.
A close comparison of Application Performance 
Management solutions shows you why Dyna-
trace is the market share leader. Our platform 
helps more than 8,000 organizations deliver 
outstanding digital experiences — faster and with 
higher quality — while managing operational 
complexity across cloud and on-premises envi-
ronments. We’re proud of the continuing recog-
nition we receive from leading industry analysts 
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