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Welcome to a 

new era of 

business 

where your 

brand is 

defined by 

those who 

experience it.





What is brand?





What is brand experience?





What is customer experience?



The customer’s experience is the

sum of all engagements a 

customer has with your 

organization, in every touchpoint, 

throughout their journey. 



What is user experience?



UX
User X-pectation

User experience is all aspects of the end-user's interaction with 

the company, its services, and its products.



What is Experience?



Experience is something 

you feel, something you 

sense and interpret…it’s 

measured by how you react.



Do You Have 

An Experience 

Style Guide?



BX

CX

UX

Brand Experience

User Experience

Customer Experience

The experience that users should have before, during and 

after engagement with the platform? How does this fit into 

my lifestyle? Where does this add value? What value does 

it add? What do I feel? What do I tell people?

The individual + the sum of all interactions in each moment 

of truth. How does CX bring to life the confluence of the 

brand promise and the brand experience?

The design of a person's entire experience with a products 

and services. Customers expect frictionless movement 

across channels, devices and physical touchpoints. 

BRAND

Brand

The brand is the culmination of the experience people have 

in each moment as defined by BX and delivered through 

moments of CX, SX, UX. BX reflects evolving customer 

preferences, expectations, values and behaviors. It’s more 

than creative, design and pillars, it’s emotional, personal.
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Service Experience

The design, staging and delivery of experiential services 

through orchestrated roles, props and processes. How do 

we enliven experiences through operations and services?



What is the experience 

people should feel?

And how is the experience 

enlivened through spatial design, 

service innovation and UX IRL?



MINDSET IS 

EVERYTHING

Innovation is all the work 

you do to conform to 

expectations and 

aspirations of people as 

they evolve instead of 

making them conform to 

your legacy perspectives, 

assumptions, processes 

and metrics of success.



The Great Endemic of Digital Out of Touchness

EXECUTIVES
Shareholders/Stakeholder Value

Management/Hierarchy

Business Outcomes

Cost control

Margins/Profit

Efficiencies

Scale

Growth

EMPLOYEES/

CUSTOMERS
Digital-Mobile 1st

Personalization

Lifestyle

Convenience

Immediacy

Ambition

Happiness

Appreciated

Me, Me, Me
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Business “as usual” is an 

outdated mindset. Modern 

customers are connected 

and empowered. They 

want things NOW and 

PERSONALIZED in the 

moments that matter how 

they communicate, 

discover & connect.



The Law of Accelerated 

Societal and Selfie Disruption
As technology exponentially grows, so does its impact on 

behaviors, societal norms and cultural beliefs.



They spend 177 minutes on their phone per day.

1500X
Mobile 

Changes

Everything









YouTube autoplays and suggests videos within 

seconds, robbing you of time.

Snapchat turns conversations into moments, stripping away 

depth from interactions that define relationships.

Instagram glorifies the picture-perfect life and affects our self-

esteem and happiness.

Facebook is polarizing relationships, turning communities into echo 

chambers and isolating relationships.







The line between reality 

and virtual reality is 

blurring. Customers 

want to feel like physical 

spaces are designed for 

their digital lifestyle.



Make critical 
decisions 

using 
mobile

Consumers 
expect more

They rely on 
social and 

reviews

They're 
over-

informed

They expect 
answers + 

transparency



Once you’ve felt a truly 

personalized experience, it 

becomes the new standard for  

engagement. You, and 

other customers like you, don’t 

go back. Every business now 

needs to recognize the Ubers 

of the world as disruptive 

competitors in 

experience design
-@briansolis



You are designing CX strategies for people 

who vomit rainbows. Think about that.



Ladies and gentlemen, 

The Cluster Funnel



Most shoppers 

are too stressed 

to a point of 

losing their 

temper during 

online shopping





What you want to say What they want to hear

E
N

G
A

G
E

M
E

N
T





of customers say that inconsistent 

cross-channel messaging negatively 

affects the experience. 
(Forrester)

71%



Are you being served?

Why UX is now as or more important 

than marketing or customer service

People are 100 times more 

impatient online. Than they 

are in physical reality.”

“









more search traffic than text or image.
(Aberdeen Group)

41%Video content

sees more than



The Rise of Advisor Brands



MANAGEENGAGE



1.Research - The ‘well-advised’ consumer

2.Impatient - The ‘right now’ consumer

3.Expectations - The discerning ‘right here’ consumer



Mobile searches for “best 

toothbrush” have grown 

more than 100% over the 

past two years.



90%
of smartphone users are not absolutely certain of the 

specific brand they want to buy when they begin looking 

for information online.

73%
say getting useful information from a business is the 

most important attribute when selecting a brand.



What they want or 

don’t know they 

want, but can’t 

live without it 

once they have it.

What we think 

they want.
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The Relevance Gap: Ask Different Questions

Does it fulfill their needs?

Does it complete their lives?

Will it brighten their days?

Does it arouse their curiosity?

Will it simplify their lives?

Will it help them finish their tasks better/faster?

Does it give them new hope?

Does it bring them closer 

to their goals

Does it resonate with them?

Does is solve their problems?

Does it offer new possibilities and outcomes?

Does it give them something

to share or talk about? Does it make them want

to help others?



BE PRESENT. BE HELPFUL. 



Messaging/ Conversational Commerce

Post/Articles

Newsletter

Instructional

Live

”How to”

Episodic

Stories

Animation

Podcast

Short

Conversational Commerce

Infographic

Visual Engagement

UX

Illustration



Intent

Essence

Story

Utility

Value

Culture

BRAND LANGUAGE CONSUMER

THE LAST MILE OF ENGAGEMENT

MEDIUM



5C’s of Consumer Engagement
Keith Weed, Unilever CMO

Consumer 
Journey

Connect

Content

Community

Commerce



5C’s of Consumer Engagement
Keith Weed, Unilever CMO

Consumer 
Journey

Connect

Content

Community

Commerce

Look beyond the tech to see the 

impact of consumer decision-

making. Unilever maps out 10 

consumer journeys for each of its 

brands “We need to know where 

to show up.” “We need to know 

about search, or what sort of 

assets, or ‘how to’ videos, or 

ratings and reviews…you have to 

bring them all together and make 

them work.”



5C’s of Consumer Engagement
Keith Weed, Unilever CMO

Consumer 
Journey

Connect

Content

Community

Commerce Learn how to engage 

consumers with mobile being 

the starting point. 

Identify micro-moments: where 

do they go, what do they ask 

or search, what do they find, 

what connects with them and 

where do they go next?

Download Google’s micro-

moments playbook. 



5C’s of Consumer Engagement
Keith Weed, Unilever CMO

Consumer 
Journey

Connect

Content

Community

Commerce

Develop content that’s purpose-

built based on intent. Make it 

mobile optimized. 

“When it comes to stain removers, 

Unilever learned that people were 

looking for specific solutions. As a 

response, the company developed 

bite-sized content for ‘removing 

wine stains’ over ‘stain remover.’” 

Unilever has seen 30% gains with 

only an 11% increase in budget.



5C’s of Consumer Engagement
Keith Weed, Unilever CMO

Consumer 
Journey

Connect

Content

Community

Commerce

Gather necessary data points. 

Identify opportunities for pilots. 

“The company found that in the 

hair care industry for example, 

the company can predict the 

next hair trend with 90% 

accuracy 6 months ahead.” 

With AI, Unilever created 

destination sites, how-to 

videos, engaged influencers, et 

al., to drive engagement and 

boost brand resonance by 

delivering value in time.



5C’s of Consumer Engagement
Keith Weed, Unilever CMO

Consumer 
Journey

Connect

Content

Community

Commerce

Focus on purpose and growth!

Transactions are also part of 

the brand experience and they 

should not be separated 

between each touch point. 

Brands and marketers change 

the conversation internally 

around the role of marketing.

It’s time to “elevate marketing 

to the most strategic function in 

the company…to demonstrate 

the highest value add and 

highest return.”

“Pick a single KPI 

that you can use 

across teams, tie all 

marketing events to, 

drive across the 

organization, and 

publish that across 

the company.” 



It isn’t just disruption you should 

worry about, it’s mediocrity that 

will drive your customers away.
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