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What “CX” Really Means 
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CX is customers’ perceptions  
of their interactions with a brand. 
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CX is customers’ perceptions of their interactions with a brand. 

Image credit, thermometer: Marco Verch (https://www.flickr.com/photos/30478819@N08/39983406063) 
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Customers interact with brands in stages 

Ask 

Use 

Discover 

Explore 

Buy 

Engage 
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What customers care about most 

Ask 

Buy 

Discover 

Explore 

Use 

Engage 
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Engage 

Ask 

Use 

Discover 

Explore Buy 

What companies usually focus on most 
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Image credit, table: https://pixabay.com/en/table-setting-place-setting-1170331/ 
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Image credit, place setting diagram: Choice Morsels blog, http://choice-morsels.blogspot.com/2015/07/good-eating-monday-table-setting.html 
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Image credit, C-ration: https://commons.wikimedia.org/wiki/File:C_Ration_B_unit_(1941)_with_contents.jpg 
Image credit, camouflage pattern: http://www.publicdomainpictures.net/view-image.php?image=198304&picture=camouflage-4 
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Statement or question 
Experiences are rich and complex. 
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529 customer touchpoints 
spanning multiple product lines 

200 customer touchpoints 

There are many touchpoints along the journey 
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Journeys are enabled by an entire ecosystem 
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Statement or question 

CX is customers’ perceptions of their interactions with a brand. 
 
Post-purchase perceptions matter more than pre-purchase. 
 
Journeys consist of many touchpoints based on large ecosystems. 
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The Impact Of CX 
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§ Grow revenue faster than 
laggards 

§ Drive more purchase intent 
§  Earn greater pricing power 
§  Lower their service costs 

Customer experience leaders . . . 
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Statement or question 
How do we know? 
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Correlation — let’s consider revenue growth 

CX Quality 
 
 

Revenue Growth 
 
 

Correlation 
 
 

• Grow revenue faster than 
laggards 

• Drive more purchase intent 
• Earn greater pricing power 
• Lower their service costs 
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How we gauge CX quality 

Forrester surveys: 

• 200,000+ customers about . . . 

• 600+ brands across . . . 

• 16 industries . . . 

• Globally: Australia, Canada, France, 
India, Singapore, UK, US 

CX Quality 
 
 

Revenue Growth 
 
 

Correlation? 
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§  Identify direct competitors with 
significant differences in CX quality: 
leaders and laggards. 

§  Analyze their financials over several 
years, eliminating extraneous factors 
like acquisitions or separate business 
units. 

§  Compare the growth of leaders and 
laggards over time. 

How we gauge revenue growth 

CX Quality 
 
 

Revenue Growth 
 
 

Correlation 
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Are they correlated? Yes. 

CX Quality 
 
 

Revenue Growth 
 
 

Correlation 
 
 

 

 

The correlation is high between 
CX quality and revenue growth. 
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Statement or question 
Why? 
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CX Index revisited: what we ask customers 
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CX quality drives revenue when customer loyalty drives revenue: 
§ When customers are free to shift business among competitors… 

§ …and some competitors have significantly better CX than others. 

Correlation between CX and loyalty indicates . . . 
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Customers 

Free 

Trapped 

Differentiated At Parity Competitors’ CX 

From trapped to free, from parity to differentiation 
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The reality: It’s about when — not if 
 
 

Customers 

Free 

Trapped 

Differentiated At Parity Competitors’ CX 
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Statement or question 
The revenue impact of CX quality 

improvement is quantifiable 
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Statement or question 

Improving CX improves financial results. 
 
This is more pronounced in some industries but is the trend in all. 
 
The revenue impact of CX improvement is quantifiable. 
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The State Of CX 
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Distribution of brands 

Source: Forrester report "The US Customer Experience Index, 2019" 
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Top 5% of brands overall 

Source: Forrester report "The US Customer Experience Index, 2019" 
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Top luxury auto brands overall 

Source: Forrester report "The US Customer Experience Index, 2019" 
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Top luxury auto brands for purchase experience 

Source: Forrester report "The US Luxury Auto Manufacturers Customer Experience Index, 2018" 
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Top luxury auto brands for service experience 

Source: Forrester report "The US Luxury Auto Manufacturers Customer Experience Index, 2018" 
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Statement or question 

Overall, customers find their experiences with brands just OK. 
 
Brands aligned with their customers’ best interests tend to do best. 
 
Various parts of the journey differentiate individual brands. 
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Designing Emotion Into 
Experiences 
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Statement or question 
Emotions in  

Forrester’s CX Index® 
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Emotion is the key to CX differentiation 

Source: Forrester report "The US Customer Experience Index, 2019" 
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Top emotions affecting loyalty in luxury auto 
PURCHASE EXPERIENCE 

Source: Forrester report "The US Luxury Auto Manufacturers Customer Experience Index, 2018" 
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Top emotions affecting loyalty in luxury auto 
SERVICE EXPERIENCE 

Source: Forrester report "The US Luxury Auto Manufacturers Customer Experience Index, 2018" 
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Statement or question 
Emotions in  

Forrester’s Consumer Technographics® 
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Emotions associated with luxury watch purchases 
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Emotions associated with luxury watch purchases 
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Statement or question 
What about subtle emotional variations? 
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Emotional intensity ebbs and flows 
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The quality of emotions drives the relationship 
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Emotions combined create nuanced feelings 

Source: Vox, in the Forrester report "Designing For Emotion" 
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Emotional states contain subtle variations 

Source: Ekman’s Atlas of Emotions in the Forrester report "Designing For Emotion" 
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Statement or question 

Emotion is the key to CX differentiation. 
 
Emotion is complex and nuanced. 
 
The emotional arc extends beyond the core of the journey. 
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Designing Stories Into 
Experiences 
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Storytelling extends from brand to touchpoints 

Source: Forrester report ”The Power Of Storytelling For Experience Design" 
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Logline 
 
Story spline 
 
Moments 

Use a storytelling toolkit 

A central idea with inherent tension, 
expressed as a short sentence with four parts. 

A high-level structure based on a classic 
formula. 

The interactions that move the experience 
along. 
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Statement or question 
Define your central idea using a logline 
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Protagonist 
 
Antagonist 
 
Goal 
 
Means 

A logline contains four elements 

The hero of the story — the customer you 
intend to serve 

The tension or problem that the protagonist is 
struggling to resolve 

What the protagonist wants to achieve — from 
macro-aspirations to tactical ones 

What needs to happen for the protagonist to 
overcome the antagonist and achieve the goal 
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Protagonist 
 
Antagonist 
 
Goal 
 
Means 

A logline example: Sephora 

Teenage girls of all ages . . . 
 

. . . overcome feelings of intimidation . . . 
 

. . . to feel beautiful and empowered . . . 
 

. . . through a sense of control and play. 
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Statement or question 
Design the structure of the experience 

based on a story spline 
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Pixar’s Story Spline Format 

Source: Forrester report ”The Power Of Storytelling For Experience Design” (adapted from Aerogram Studio) 
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A hypothetical Sephora story spline 

Source: Forrester report ”The Power Of Storytelling For Experience Design" 
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Statement or question 
Align moments with the story arc 
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The six archetypal story arcs 

Source: Forrester report ”The Power Of Storytelling For Experience Design" 
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Sephora’s story spline translated into a story arc 

Source: Forrester report ”The Power Of Storytelling For Experience Design" 
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Statement or question 

Stories happen at multiple levels, from brand to touchpoint. 
 
Your customer wants to resolve a tension and achieve a goal. 
 
Your brand can be the means to resolution and achievement. 



77 © 2019 Forrester. Reproduction Prohibited. 

How To Achieve The Right 
CX Reliably 
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Statement or question 
CX management 
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Culture 

Vision 

Research 

Prioritize 

Design 

Measure 

Enable 
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“Culture is what people do when no 
 one is looking.” 

— Herb Kelleher (former CEO, Southwest Airlines) 
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“Culture eats strategy for breakfast.” 
— Peter Drucker 
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Statement or question 
CX management is to CX quality  

as lifestyle is to well-being. 
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Mindset 

Purpose 

Nutrition 

Sleep 

Exercise 

Connection 

Support 
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Statement or question 
CX management requires rigor, cadence,  

coordination, and accountability. 
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Culture 

Vision 

Research 

Prioritize 

Design 

Measure 

Enable 
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Statement or question 

For great CX, brands must master six essential CX competencies. 
 
Reliably great CX requires disciplined practice of competencies. 
 
Disciplined practice of the CX competencies is CX management. 
 



87 © 2019 Forrester. Reproduction Prohibited. 

Statement or question 

“We are what we repeatedly do. 
Excellence, then, is not an act, 
but a habit.” 

—Will Durant 
(explicating Aristotle’s Nicomachean Ethics) 
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Statement or question 

“We are what we repeatedly do. 
Experience excellence, then, is 
not an act, but a habit.” 
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