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Customer Experience

“How customers perceive their
interactions with your

company”

-Forrester Research
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The At-Home
Experience

The In-Store
Experience

The Digital
Experience
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Example CX touchpoints

Word of Mouth
Peer Observation
Media

Reviews
Promotion
Person-to-Person
Website

Reseller

Mobile

Virtual Environment
Physical Visit

First Purchase
Purchase Experience
Billing

Product Interaction

Product Information
Feedback

Service Information
Customer Service
Compliments & Complaints
Customer Relationships
Partners




People don’t buy products.

They buy experiences.

Pine & Gilmour, 1998
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Products and services are
becoming increasingly
interchangeable




1 out of 3 consumers will
walk away from a brand
they love after just one
bad experience

PwC, 2018



Brief Overview
of Brand Strategy
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Brand DNA

“Summarizes the brand’s essence into

a single source of reference used in all
branding and marketing activities”

Ellwood, 2002



Brand DNA

Brand purpose
What is the real reason for the brand
to exist?

Brand personality
How does the brand talk, look, and
behave?

Brand positioning
How is the brand different from
competitors?

Brand values
What does the brand believe in and
how does it operate?

Brand differentiators
Why is the brand more important to
the customers than other brands?

Brand promise
What can the customer expect the
brand to deliver?




The Ultimate
Driving Machine




Communicating
Brand Strategy

Visuals
Stories
Brand DNA Moodboards
Infographics
etc.

Clatworthy, 2012

Touchpoints
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Customer
Experience



Company selling Brand personality
expensive stuff .

Customer

Website service

In-store
experience

Targel group
British men aged 60-65
Wealthy
Like sports cars and dogs

Enjoy holidays at the alps

Prince of Wales

Huhtala, 2019




Company selling Brand personality
expensive stuff

Customer

Website service

In-store
experience

Targel group

British men aged 60-65
Wealthy

Like sports cars and dogs
Enjoy holidays at the alps

Prince of Darkness

Huhtala, 2019



http://bit.ly/brandstrategykit

Exercise 1 Exercise To. Brand Hare! That. Betaise: Exercise 1
B I' an d The cocktail party Posilioning statement The obituary

Whoistie | Whatisthe | Thebenet | Whyshoud
targe bandn | orpromse | thetarget
1. Imagine your brand is a person Example questions for pt. 1 After you have a better idea of pe el | Mottt el | St Your brand has passed away Example questions to address in the obituary
who just showed up at an industry o WS what your brand is and isn't. you benef or today. Pretend that you are a o il il s il
full of your ideal customers How does hei hpeople? " ioni promise? o
party fallofy . ¢ How doss eishe approach pecpl can create your positioning reporter for a local newspaper & WhBl et B g o T
and competitors. Describe what he . wn; ‘;;e;mev-p:’s-::am g Statement by using this who must write the obituary for What will it be remembered for?
or she is like. e % i i = Who didthe brand leave behind? Who will moum or miss
3 and. W , g
. template. To... Brand name That.. Because... i]"‘“]’_rn““d 1:“ dl;‘_““hEd give the brand, and why?
Next, imagi he obituary a headline. « Vihat ddihe brand eave unaccompished?
2 : Mothers win | Carex ltecoto | Carexiais
Kll et imagineaour band omuck el uetons .2 B
oy o s helshe fumier? ehidren lqudhand | bacteria can be leamed inthe wake of s deall
Long Island ce Teas. He comes o ki s s e « Now that he brand i gone, what wiltake s place?
back to the party buzzed. How « More confanationa” damagng
does your brand act differently? »  How does he approach competitors and customers now? ‘your skin

S, . Exercise1pt. | Exercise 1pt. il
Contents
Brand promise Customer personas
1 Brand purpose 4 Beand difventiators Complete the sentences. 1. In the next area ofthe canvas, you define the needs of the e T({ truly lmdf_:rsland the_iarget
Exercise 1: The obituary persona. audiences motives and drives, you
Exercise 2: The superhero Exercise 1: Rational vs. emational 1. We are the only. 1. n 2. Spend some fime brainstorming them, asking your team to
beneiis 2 - wite down one need in one postit and to share it with the rest Bygeens need to understand them as people
2 Target audiences S— = T sty e U ofthe team. Once you have a good amount of postis o .

Exercise 1 Customer personas

motorcycle manuacturer’)

covering the wall, give markers to each participant and ask

with personal tastes. preferences.

them to vote the most important needs ofthat user. s iefsand aspirati
Exercise 1 The cockia par 5
Exercise 2: Stakehoder mapping Y Once the voting is done, keep the needs with voles and e L beliefs and aspirations.
2 That. 2. Inaneraof. 'y iy
Brand i 6 Brand values discard the rest for the next part of the workshop. e
3 rand positioning v Gotegory(that makes b o ey s’ Undeying end (decreasing personl eedor) fivioren’ suoliins L
Exercse 1: Postioring statement Exercise 1: Best momerts butalso the future potential ones.
3. For. bl
7 Brand promise T
Who (for macho guys and macho wannabes’) L

Forexample

Consumers buy Harley Davidson
motorcycles because of the brand promise
and experience of freedom and camaraderie.
They seek out the brand over all others
because that brand differentiator is
important to them.

Exercise 1pt. Il

Brand promise

Fill in the boxes.

1. My customers value

g reedom, socil status,
convenience, saving money,

2. Emotional draw
How this makes people el

egaliuisic? empowered?
being hip etc smart? techy? mspied?

2. Your message

How you position this

g "Youll be ahead of the curve
ifyou inegrate ___ into your lfe

~—— Whatwe do
e.g. cars, computers,
fie systems, food

Howwe doiit
&.g. process,technology,
value proposition

/—F———— Whywedoit
&.g.cause, belief,
areason

The cocktail party

‘This exercise helps you to explore your brand
personality. your brand’s tone-of-voice and how you
‘might amplify them. In most cases. brands have room
to turn up the dial on their personalities. Could you
take a little inspiration from your buzzed brand and be
ore approachable. vibrant. bold or even a bit cheeky?




The Obituary
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