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E PERIENCE
IS ONLY 
EVERYTHING
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Source: Global Monitor, Kantar Consulting

Millennials say they

prefer to spend money 

on experiences 
than on material possessions

5



?

6



It is not surprising that investment in CX is growing at an astounding rate

Source: Markets & Markets, Nov 2017

20222017

$16,910,000,000$5,980,000,000
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A focus on your brand experience translates into real returns

12-year growth in brand value, based on the perceived quality of brand experience:

Source: BrandZ Top 100 Global Brands 2018, WPP/Kantar

BRAND 

EXPERIENCE

BRAND VALUE GROWTH
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EVERY EXPERIENCE HAS THE 

POTENTIAL TO 

MAKE OR BREAK
A RELATIONSHIP



Be truly experience-aligned isnôt a one-off

UNLIMITED ACCESS 

to information

INCREASING 

COMPETITION 

for each customer

GROWING CHOICE 

of products and 

services

MORE VOICE 

and empowerment
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In increasingly disrupted markets, experience

is becoming the key element of differentiation


