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The new frontier in CX: 

Meaningfully Different 

Experiences

Shape your brand future.
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2.5x
ñBrands who improve their 

experience are far more 

likely to significantly increase 

their market shareò

New Kantar evidence shows 

the commercial power of experience

Source: Kantar BrandZ Analysis of top growth brands vs bottom growth brands on BrandZ Total Experience Index over 2 years based on 10,000 brands.

Total Experience Index is a derived measure which shows how well a brand maximise repeat usage and minimise rejection relative to competitors accounting for brand size

Those who grow BrandZ Experience Index most are 2.5x more likely to significantly increase their market share
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We have evidence that Empathy and 

Personalisation create customer delight

Retail banking

Customers who feel 

understood are
more delighted

2.1

Customers who feel 

appreciated are
more delighted

2.3

Customers who receive 

tailored consulting are
more delighted

2.0

Source: Kantar CX+, Italy Retail Banking © Kantar 2024 | 3
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In retail, Customer Experience contributes to 55% of total brand predisposition

The experience in stores and supporting services drives greater impact on brand predisposition than advertising

Exposures
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Contribution of experiences to brand predisposition compared with exposure

Kantar Connect, Retail, 2021-22, Based on average from 12 studies

Experiences include

Stores, online shops, apps, loyalty 

programmes, staff, customer care, 

product experience, newsletters, 

recommendations from others

Exposures include

TV ads, social media, out of home, 

online search and adverts, print, 

radio, sponsorship, news coverageExperiences

45%

55%
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We need an 

understanding of 

how experience 

relates to brand
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Perceived customer value

Getting the basics right is important, 

but we can go much further...

Frictionless

Meaningfully 

Different 

Experiences

Branded 

Experiences
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Meaningful
Meets peopleôs needs and they feel 

emotionally connected to it

Different 
Perceived as a trend setter for its 

category, as unique

Easy 
Being easy to do business with, creating experiences 

that feel effortless and enjoyable

Affinity
Creating experiences with empathy, so customers 

feel cared for, building connection and trust

Authentic
Consistency, fairness and transparency and being true 

to the expectations of your brand

Unique
Going beyond, sensorial, distinctive, and offering 

something your clients canôt get elsewhere

Inspiring 
Magical moments, that delight with the unexpected, 

going above and beyond where it matters

Effective
Providing a service that delivers on needs, and doing 

what you promise

What are Meaningfully Different experiences?

We have defined six drivers of Experience

© Kantar 2024 | 7



© Kantar 2024 | 8

éless likely to switch. 

Nationwide customers 

who think their experiences make 

the brand seem different to others*.

*Data from Kantar Funded Pilot in UK Retail Pilot Exploring Relational CX and Connection to Brand, May 2022

50%

UK
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Growing 

through 

experience
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