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Innovations change expectations

Lower barriers to switch

Past behaviors don’t predict future interest
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Willingness to 
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Device Usage
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Forrester’s 

Empowered Customer Segmentation

Progressive

Pioneers

Savvy 
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Settled 

Survivors

Reserved 

Resisters

#ForresterData

Most Empowered Least Empowered

Least Forgiving Most Forgiving

Highest Churn More Loyal
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#ForresterDataBase: 58,000 US online adults; Source: Forrester Data Consumer Technographics® Online Benchmark Survey, US Consumers 2017

The empowered customer segmentation in the 
US:
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#ForresterData

The empowered customer segmentation in the 
Sweden:
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Base: 725 Swedish online adults; Source: Forrester Data Consumer Technographics® Global Online Benchmark Survey, 2017
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Some brands have more empowered customers than 
others

Base: 725 Swedish online adults; Source: Forrester Data Consumer Technographics® Global Online Benchmark Survey, 2017
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How do you hold on to your empowered 
customers in a marketplace that’s 

crowded with alternatives?
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Most companies are still in the early stages of 
customer obsession
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Customer obsessed companies show better 
results

194 Global Executives

Source: Forrester’s Q3 2106 Customer-Obsessed Operating Model Online Survey and appended Dun & Bradstreet 3 year revenue data 
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Source: https://www.inc.com/justin-bariso/elon-musk-promises-to-implement-customer-suggestio.html

https://www.inc.com/justin-bariso/elon-musk-promises-to-implement-customer-suggestio.html
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40% 

YoY
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David Ogilvy's definition of a brand:

The intangible sum of a product's 

attributes: its name, packaging, and 

price, its history, its reputation, and 

the way it's advertised.
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… in reality brand is often:

A concept of a product or service that is 

publicly distinguished from other products or 

services so that it can be easily communicated 
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Customer Experience (CX):

How customers perceive 

their interactions with 

your organization
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Forrester’s CX Index score measures . . .
. . . how successfully a company delivers customer 

experiences that create and sustain loyalty

Customer 

Experience Quality

Customer 

Loyalty

Retention
The likelihood that a 

customer will keep existing 

business with the company

Enrichment
The likelihood that a customer 

will buy additional products and 

services from the company

Advocacy
The likelihood that a 

customer will recommend 

the company to others

Emotion
Customers feel good 

about their experience.

Effectiveness
The experience 

delivers value to 

customers.

Ease
It’s not difficult for 

customers to get value 

from the experience.
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The model calculates revenue impact CX 
investments
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19%

44%
49%

58%
63%

Very poor Poor OK Good Excellent

Base: online adults

Source: Forrester’s  European and Australian CX Index Online Survey, 2016

Many companies measure satisfaction, but that 
only tells part of the story

% of customers satisfied with the experience

CX Index score
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Others focus on ‘effortless’ but that also may lead to 
the wrong outcome

“Quick and simple functions are 

not enough to retain consumers. 

In fact, they can weaken the 

quality of CX”. 

Source: Forrester’s Report ‘Four Myths About Consumer Emotion That Are Leading You Astray’
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Emotion drives CX:

You want your customers to feel good about 

their experience with your brand
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Focus on 
emotions 
that have 
a high 
intensity
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You need all three E’s to 

deliver a great experience

Ease
Customers get value from the experience without difficulty

Effectiveness
Customers get value from the experience

Emotion
Customers feel engaged by the experience
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How to deliver an 

experience that creates 

loyalty?
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"My favorite loyalty programs would 

have to be those that offer a huge 

range of ways to redeem your points, 

whether it is cinema tickets, dining 

out, train tickets, or spending in a 

store." (Female, 25 to 34 years old)

Experience is the new driver for loyalty - especially for 
younger customers
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Assess your loyalty program
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Perception 

is reality
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