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Overview 
Forrester, Gartner, PWC, and a host of other go-to sources are touting “Customer 
Experience” as a Top Strategic Priority for 2019.  But, what exactly is Customer 
Experience?  When someone says, “Wow, now that was a great customer experience!” 
what might you envision?   

• A sales associate who recognizes you by name; knows your favorite colors; what you 
recently purchased; and what sizes you need. 

• A customer service agent who answers your call, with no on-hold wait time, greeting 
you by name, acknowledging your recent purchase, and asking “How can I assist you 
today?” 

• Receiving an eMail message from your favorite brand that informs you the shoes you 
recently added to your “Still Want List” are now available in your size, and you can 
buy them with just one button click. 

• Returning a product, which was purchased online, in-store quickly and easily, even if 
you do not have the receipt with you.  

• Walking into a store and receiving a (SMS) text informing you where to find the 
products you recently viewed on the brand’s web site.  
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• Searching for a product online line, clicking through to the brand’s web site, landing 
on the exact product you are seeking, adding the product to your shopping cart, and 
being presented with complimentary products; which are available in your size; that 
make “sense” to purchase with the item in your cart.  

• Ordering online at 10am, and picking up curbside at 12:00pm the same day.  

Ideally, a great customer experience delivers all of the above, at the right time, in the 
right channel, and more – all of the time.  Of course, that may be unrealistic for some 
brands, but arguably it should be an aspiration for all consumer brands. 

So, what exactly is Customer Experience, then?  Forrester defines Customer Experience 
as: 

“How customers perceive their interactions with your company.” 

And, Gartner suggests Customer Experience is:   

“The customer’s perceptions and related feelings caused by the one-off and 
cumulative effect of interactions with a supplier’s employees, systems, channels 
or products.” 

Every company has a “customer experience” whether its leadership thinks about it or 
not.  The customer experience may evoke a good, bad, or indifferent reaction from the 
customer; nevertheless, the company interaction with the customer (and vice versa) is 
immutably, the “customer experience.”   

What is lost on many brands is that customer experience is not about what the company 
believes they are delivering, but what the customer in fact, has experienced.  The 
customer’s perception of their interaction between themselves and the brand is that 
customer’s “experience.” 

When you ask someone “What’s your customer experience with Apple (lululemon, 
Citibank, Walmart, or fill-in the brand)?” the respondent typically doesn’t focus on a 
specific eMail, customer service, online shopping, or in-store experience; they consider 
their holistic experience with the brand as they respond to the question.  With this in 
mind, customer experience or “CX,” is the sum of all interactions (bilateral exchanges 
between customer and brand) the customer has with the brand, both pre- and post-
purchase.  Thus, delivering a great customer experience doesn’t just “happen.”  Great 
customer experiences are crafted, designed, engineered, (yes, even choreographed), 
curated, and delivered by various individuals and teams across an entire organization.  

At its best intended implementation I can recall seeing the labels “Cast” and “Crew” on 
doors in retail establishments where you would normally see, “Staff.”  And one only 
need consider one of the oldest curators of customer experiences: Disneyland, where 
“cast” and “crew” have vital meanings in the delivery of “experience.” 
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2. The Right Stuff for Delivering on Customer Experience 
Delivering great customer experience requires several things: 

• A commitment to being a customer-first organization, with a clear vision of what is 
and what is not an acceptable customer experience for the brand to deliver.  

• A clearly articulated Customer Experience Strategy – the actionable plans that have 
been put in place to deliver a positive, meaningful experience across all customer 
interactions. 

• Collaboration and coordination across groups in the company that often work 
independently, have different priorities, and impact different stages of the customer 
journey and lifecycle, or product development.  

• Tools, technologies, and data that are interconnected and exchanging information as 
an ecosystem to support SMART (seamless, meaningful, accessible, reliable, trusted) 
experience management.   

• The organization proactively embrace Customer Experience Management (CEM)1 
throughout the entire customer journey – which includes recursively measuring 
customer experience sentiment across and throughout the customer’s journey and 
lifecycle.   

Delivering a great customer experience each and every time a customer interacts with 
your brand requires: 

1. DNA-level Commitment 
2. Dedicated Effort 
3. Defined Coordination and 
4. Definite Belief  

…throughout your organization.   

Without these four fundamentals a customer will most likely never have a great 
experience each time they interact with your brand.  

Customer experience has become a top priority in 2019 because of the impact a 
customer’s experience has on improving customer retention, customer satisfaction, and 
of course, revenue because the more delightful the customer experience, the more the 
customer will spend.  In fact, a study by PWC2 reveals that on average, a customer is 
willing to spend a 13% premium on products or services from a brand that provides a 

																																																								
1  Gartner defines CEM as “the practice of designing and reacting to customer interactions to meet or 

exceed customer expectations and, thus, increase customer satisfaction, loyalty and advocacy.” 
2  Experience is Everything: Here’s How to Get it Right, PWC 2018 
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great customer experience.  The same study reveals that 17% of customers will walk 
away from doing business with a brand they love after just one bad customer experience, 
and 59% are willing to walk away after several bad experiences.  

3. Considering Brand Experience from the Customer’s Viewpoint 
To successfully advance a company-wide customer experience initiative organizations 
will find it very helpful to first understand where brand-to-customer and customer-to-
brand interactions may be falling short of their potential.  This discovery process begins 
by: 

1. Ensuring you are collecting customer feedback after every customer-brand 
interaction; and 

2. Conducting an objective assessment of those “customer journeys.”   

“Customer Journey Explorations” should be built from the customer’s point of view, not 
an internal business point of view.  In other words, the journeys are defined by what the 
customer actually does (or does not do) rather than simply compiling the stages and 
steps from a systems or business process perspective.  In fact, this is one of the most 
common traps brands fall into when they make well-intentioned efforts to consider the 
customer experience (“CX”)—it is nearly natural to view the customer journey from the 
well-understood internal business processes and rules.  But, doing so can create blind 
spots in documenting the journey—suppose one of those processes, while perfectly 
reasonable for managing the business turns out to be more than a minor pain for the 
customer?  That would be a bad CX, but without cataloging the customer’s view, that 
would also be an opportunity to improve a process that’s missed.  Therefore, this 
compilation of customer journeys best benefits from including what the customer 
perceives; their impressions and thoughts, and how they “feel,” as they interact with 
your brand across multiple touch points and/or relationship stages (herein lies another 
opportunity for blind spots: missing the simplest of customer interaction points and 
elements—regardless of their form).  

In fact, this last point probably shouldn’t just be a parenthetical advice.  Even those 
activities, elements, or events where you may not expect a direct customer interaction, 
can have a lasting affect on the customer-brand relationship.  This is the doctrine of 
unintended consequences.  Consider your use of social media; or the entertainment, 
event, or media programming your brand may sponsor; your spokesperson; and 
whether (and to what extent) the brand intentionally attempts to engage (or avoids 
engaging) the customer (and that includes prospective customers). 

4. The Process of Journey Mapping 
The fact of the matter is, the very best consumer brands invest in customer experience 
research and cataloging the experience. We know.  It turns out to be an important aspect 
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of our advisory.  We call it “Customer Journey Mapping.”  So, how do you go about it?  
Its simpler than you might think and need not be the “Manhattan Project.” 

4.1. Maps should be Comprehensive   

• Customer Journey Maps should be created for each customer segment or persona, 
and should, whenever possible, incorporate recent customer research to help 
eliminate hidden biases and create greater confidence in your maps as a decision-
making tool.   

• Journey Maps should capture customers’ perceptions of their experiences relative to 
the customers’ goals, needs and expectations.   

• Maps should identify both positive and negative customer emotions throughout the 
customers’ journey.  This type of detail ensures the maps provide actionable purpose.   

• Journey Maps should include all customer touch points rather than focusing on a 
single touch point.   

4.2. Maps should be Holistic 

• Customers think of their experience and interactions with a brand as connected – 
customers do not care that several departments, each working in their own “silo,” are 
responsible for the web site or retail store portion of their experience.   

• Customer Journey Maps that effectively visualize the holistic customer experience 
and customer sentiment across all touch points become key strategic Customer 
Experience planning tools.   

• With a holistic perspective of the customers’ experience detailed in Customer 
Journey Maps it is possible to see when, where, and how your brand is under 
delivering on customer expectations.   

4.3. Applying the Maps  

After your Customer Journey Maps are complete, the next step is to define and 
subsequently rank projects and/or process improvements to remove identified customer 
pain points and improve the Customer Experience.   

The outcome of the definition and ranking process is a “Customer Experience Evolution 
Roadmap” for individual teams to own and deliver in coordination with other teams 
across the organization. 

5. Assessing & Measuring Impact  
Altering a customer’s perception – the customer’s experience – takes time, effort and 
commitment; as a result, many companies can lose interest in Customer Experience 
initiatives in the first 12-months of their undertaking.   
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Companies that implement Customer Sentiment Tracking, through Net Promoter Score 
or other Voice of the Customer measures, at each customer touch point have a greater 
likelihood of keeping their Customer Experience Vision, Strategy and Management on 
track.   

To maintain momentum and focus on customer experience initiatives, vertically focused 
teams (e.g., digital marketing, digital commerce, retail stores, CRM, loyalty, 
membership, etc.) benefit best by monitoring customer feedback as they implement the 
service/user experience, program, and process improvements identified in the Customer 
Experience Vision Roadmap.   

Simultaneously, the horizontal, aggregate, customer experience score must be 
monitored and tracked.   

Creating the experiences is only the start.  Metrics today are essential and imperative, 
and in the digital age easier to acquire than ever.  Ongoing tracking and reporting 
against customer experience at the department and organization level help keep senior 
leadership and every employee invested in achieving the company’s customer 
experience vision.  

One of the most effective ways to keep your organization prepared to achieve excellence 
in customer experience is to create a “Customer Sentiment Report” (or dashboard) that 
includes and/or visualizes customer feedback by month by touch point, channel, 
department and in aggregate by journey.  This report allows individual teams to realize 
the impact the modifications the team is making to the customer journey are having on 
their specific touchpoints and in total.  It’s amazing how impactful a simple report or 
dashboard can be in keeping leadership and all employees focused on always delivering 
a great customer experience.  

What the value customer experience (“CX”) investment will yield differs by brand and 
industry,  

• McKinsey insights found that, on average, brands that improve CX:3 

- Increase revenue 10-15%; and 

- Lower costs 15-20%. 

• According to Salesforce, 74% of people will likely switch brands if they find the 
purchasing process too difficult.4 

• Gartner found that 64% of people believe CX to be more important than price when 
it comes to making a purchase.5 

																																																								
3   Customer Experience Compendium, McKinsey & Company, July-2017 

4   The State of the Connected Customer, Salesforce, March 2016 
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• In a study of 10,000 US consumers, Tempkin Group found that 86% of those who 
received a great customer experience were likely to repurchase from the same 
company.  This is compared to just 13% of those who received a poor CX.6 

• Forrester found that CX leaders grow revenue faster than CX laggards, with leaders 
seeing a 17% compound average revenue growth rate (CAGR), compared to only 3% 
for their CX laggard counterparts.7 

Determining the Key Performance Indicators (KPIs) to measure and track before 
customer experience improvements are implemented is critical to projecting and 
tracking CX return on investment.    

While the set of KPIs brands may decide to track vary by brand and industry, the most 
common KPIs tracked to evaluate the impact of CX include: 

• Abandon Rate 
• Average Order Value (AOV) 
• Average Revenue per Customer (ARPC) 
• Conversion Rate 
• Cost per Interaction / Activity 
• Customer Acquisition Cost (CAC) 
• Customer Churn Rate 
• Customer Effort Score (CES) 
• Customer Lifetime Value (CLV) 
• Customer Retention Rate 
• Customer Satisfaction (CSAT) 
• First Contact Resolution (FCR) 
• First Response Time (FRT) 
• Net Emotion Score (NES) 
• Net Promoter Score (NPS) 
• Problem Resolution Time (PRT) 
• Social Advocacy Rate 
• Up-Sell and Cross-Sell Rate 
• XX (Time Period) Usage Rate 

In addition, it is also important to create new metrics to measure each customer 
journeys.  Customer journey metrics could be a weighted combination of each metric 
associated with each step along the specific customer journey.  Customer Journey KPIs 
																																																																																																																																																																																			
5  The Importance of Customer Experience, Gartner Survey, October 2016 
6   The Ultimate CX Infographic, Tempkin Group Blog, October 2018 
7  Customer Experience Drives Revenue Growth, Forrester Blog, June 2016 
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are critical for company-wide customer experience success; they help motivate and 
support long-term customer experience excellent.  

6. Achieving Customer Experience Excellence  
Armed with the tools of inventory and reinvention of customer experiences will 
dramatically improve the brand-consumer connection.  Achieving that excellence 
requires: 

• Data, Knowledge, and Insight.  It is imperative to know and understand the 
customers’ wants and needs, which requires a comprehensive data strategy. 

• Smart Interactions. Apply those insights, understanding, and data to deliver SMART 
(Seamless, Meaningful, Accessible, Reliable, Trusted) customer experiences at every 
touch point, which requires personalization capabilities.  

• Genuine Customer Recognition.  Recognize and reward customers for their loyalty, 
which requires seamless information exchange across the entire organization, 
including, but not limited to retail, customer service, marketing, product 
development, and digital experience – in other words, comprehensive omni-channel 
information exchange. 

• Deliver Demonstrative Value. Fulfill the brand’s promise by delivering value and 
meeting or exceeding customers’ expectations at every customer touch point 
throughout the customer’s journey, which requires superior customer experience 
management across the organization.  

7. In Closing  
Brands that determine to make customer experience a top priority can and will reap the 
benefits of greater retention, customer satisfaction, loyalty and resulting wallet share.   

While customer experience excellence is not easy, it is well worth the effort and 
investment.  Brands like Apple and Disney have been trailblazers in this regard. Brands 
like USAA, and Zappos acquired this ideology some time ago and today are regarded as 
best in class in delivering excellent customer experience.  Other brands are rapidly 
working to more effectively establish seamless holistic customer experience where they 
have broad categories of offerings such as adidas and Nike.   

And I foresee several global, as well as emerging brands, catching on and accelerating.  
Your brand can be one of them.   

2019 is the year to make customer experience a top corporate strategy, and most 
importantly, a brand differentiator.   

Let’s get started! 
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Nearly two decades of providing strategies and technologies for  
customer experience and intelligence to consumer facing brands 


