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“How customers perceive their 
interactions with your 

company”
–Forrester Research

Customer Experience



The In-Store 
Experience

The Digital 
Experience

The At-Home 
Experience



❖ 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

Example CX touchpoints



People don’t buy products.
They buy experiences.

Pine & Gilmour, 1998







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





Brand DNA

“Summarizes the brand’s essence into 
a single source of reference used in all 

branding and marketing activities”

Ellwood, 2002
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1 Brand purpose
What is the real reason for the brand 

to exist?

2 Brand positioning
How is the brand different from 

competitors?

3 Brand differentiators
Why is the brand more important to 

the customers than other brands?

4 Brand personality
How does the brand talk, look, and 

behave?

5 Brand values
What does the brand believe in and 

how does it operate?

6 Brand promise
What can the customer expect the 

brand to deliver?

Brand DNA



The Ultimate 
Driving Machine



Touchpoints

Clatworthy, 2012

Customer 
Experience

Communicating 
Brand Strategy

Brand 
behaviour

Visuals

Stories

Moodboards

Infographics

etc.

Brand DNA



Brand personality

Customer 
service

In-store 

experience

Website

Ads

App

Social 

media

Company selling 
expensive stuff

Prince of Wales

Target group
❖ British men aged 60–65
❖ Wealthy
❖ Like sports cars and dogs
❖ Enjoy holidays at the alps

Huhtala, 2019



Target group
❖ British men aged 60–65
❖ Wealthy
❖ Like sports cars and dogs
❖ Enjoy holidays at the alps

Brand personality

Customer 
service

In-store 

experience

Website

Ads

App

Social 

media

Company selling 
expensive stuff

Prince of Darkness
Huhtala, 2019



http://bit.ly/brandstrategykit



The Obituary
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