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CONNECTING THE DOTS:

MARKETING’S ROLE IN 
BX, CX & EX 
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EXPERIENCE-LED COMPANIES 

Have 1.6x higher brand awareness, 
1.5x higher employee satisfaction, 
1.7x higher customer retention & 
1.9x ROI. 
Source: Forrester  
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EXPERIENCE =  
BX + CX + EX
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BUSINESS BRANDBRAND
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The brands that stand out 
and thrive create a shared 
purpose with customers and 
employees.

NICOLE RENNIE
Founder, FORWARD storystudio



We are defined by what we 
stand for, what we believe, 
and why we do what we do.

STANTEC – BRAND PURPOSE
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We make a difference in the 
world by creating communi-
ties. This is our purpose.

STANTEC – BRAND PURPOSE
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We empower the ambitious 
to become the accomplished.

BOHLER – BRAND PURPOSE
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Leading from a place of 
purpose creates unrivaled 
results for everyone we 
serve.
ADAM VOLANTH
President & CEO, Bohler Engineering
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BRAND VALUES 

Guiding principles behind your 
corporate behaviors, decisions 
and actions.
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CX=  
RELEVANCE
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CUSTOMER EXPERIENCE (CX) JOURNEY

CONSIDERATION

RELATIONSHIP

RESEARCH

AWARENESS

DECISION

ONBOARDING

RETENTION

ENGAGEMENT

EXPERIENCEBRAND

1. PROSPECT 2. CLIENT

3. ADVOCATE
ADVOCACY/REFERRAL
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MARKETING RESEARCH ACROSS THE CX JOURNEY

+ MEANINGFUL CUSTOMER PERSONAS

+ NEEDS, WANTS AND EXPECTATIONS

+ QUESTIONS, OBJECTIONS, “MOMENTS
OF TRUTH”
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Analytics show us what is 
happening; qualitative 
research aims to determine 
the why.  

MELISSA EGGLESTON 
Director of UX, Teamworks 
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CUSTOMER TOUCHPOINT AUDIT

CX JOURNEY PHASES AWARENESS CONSIDERATION ETC.

Touchpoints Website/Blog

Events/Tradeshows

Email/Social Media 
Marketing

PR/Influencers

Industry Publications

Referrals

Search

Website/Blog

Whitepapers/Case 
Studies

Email

LinkedIn Groups/ 
Online Forums

In-Person Meetings

References
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ACTION PLAN FOR EACH CX JOURNEY PHASE

PERSONA: X [NEEDS, THOUGHTS, ATTITUDES, BEHAVIORS; STATE OF MIND; ETC.]

PHASE: RETENTION OWNER CUSTOMER NEEDS ACTIONS CUSTOMER FEELS

Whitepapers Marketing Industry trends, best 
practices

One per quarter Confident, in the know, 
supported

Blog Marketing Tips, trends, Q&A Four per month Informed, primed to 
succeed

PM PM Communications, 
responsiveness

Weekly status 
reports, updates

Valued, taken care of, 
supported 

Invoicing Finance Transparency, 
accuracy, details 

Timely, detailed 
invoices

Trust

Etc. Customer Needs What/when Desired feeling
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CX + EX

CX will Fail Without Engaged 
Employees. 
Source: Customer Think  
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EXPERIENCE= 
ENGAGEMENT
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CULTURE

Customers can’t love a company 
that employees hate.
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ENGAGEMENT

EMPLOYEE EXPERIENCE (EX) JOURNEY

EVALUATION

INTEREST

HIRE

ONBOARDING

RETENTION

CULTUREBRAND

1. CANDIDATE 2. EMPLOYEE

3. AMBASSADOR
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CANDIDATE STAGE

	+ FIRM AND JOB SEARCH

	+ APPLICATION PROCESS

	+ INTERVIEW PROCESS

	+ OFFER AND CONTRACT
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NEW HIRE STAGE

	+ WELCOME ABOARD!

	+ ONBOARDING

	+ WELCOME KITS
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EMPLOYEE STAGE

+ POLICIES AND PROCEDURES

+ GROWTH AND PROMOTION

+ VALUES-BASED REWARDS SYSTEM
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AMBASSADOR STAGE

	+ INTERNAL COMMUNICATIONS

	+ LIVING THE BRAND

	+ BRAND EDUCATION AND ENGAGEMENT
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BX: 
BRAND EXPERIENCE

BRAND DEVELOPMENT, 
ACTIVATION, MANAGEMENT 

CX: 
CUSTOMER EXPERIENCE PROSPECT > CLIENT > ADVOCATE 

EX:  
EMPLOYEE EXPERIENCE

EXPERIENCE JOURNEY, 
CULTURE, BRAND ENGAGEMENT

TODAY’S REALITY
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MARKETING

BX

EX

CX
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WHY SHOULD YOU WANT TO TAKE CHARGE? REASON 1

68% of leaders say their company 
is increasingly competing on the 
basis of CX.
Source: Salesforce Research  
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REASON 2

90% of CX decision makers agree 
that the CMO should be the 
advocate for their customers.
Source: Accenture  
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REASON 3

CX Management is the primary 
business strategy for creating 
loyal customer relationships.
Source: Customer Think  
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REASON 4

Loyal repeat customers spend 
67% more than new customers.
Source: Customer Think  
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REASON 5

76% of executives say that 
improving CX and EX is a high  
or critical priority... 
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... And many of those companies 
have created a C-level position 
to oversee it. 
Source: Forrester  
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Marketing Is Best Positioned to 
Take Charge.
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KEY TRAITS OF AN EXPERIENCE CHAMPION

+ UNDERSTANDS COMPANY’S GOALS
+ A COMMUNICATOR, A TEAM PLAYER
+ ABLE TO DEVELOP PROCESSES
+ UNDERSTANDS CUSTOMER DATA
+ A LEADER, A CHANGE AGENT
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Consider adding the “X” and 
creating a CMXO. It’s a step in 
the right direction.

SHEP HYKEN
Customer Experience Expert‎
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QUESTIONS?
IDA CHEINMAN, PRINCIPAL/CREATIVE DIRECTOR

IDA@SUBSTANCE151.COM

ADDITIONAL RESOURCES

https://www.substance151.com/smps-build-business-marketing-bx-cx-ex/



