
3 ways emotional 
connections can 
power CX
Why a great experience 
is a human experience.
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What makes us most effective as marketers? 

We have sophisticated technology at our disposal and we’re able to collect 

mountains of data in a world where 4.5 billion people are digitally connected. 

But that’s not what makes marketers most effective. While technology has an 

important role to play in connecting us, we seem to have lost touch with the key 

element of success. It’s a different kind of connection that’s missing.

Our customers are human and we need to connect with them on a human level. 

Yes, we can reach them easily and gather data on them but that’s not enough. 

Genuinely understanding our customers, and their cares and needs, can form 

emotional bonds between brands and consumers.

These emotional connections drive buyer behavior. They create and enhance the 

customer experiences that consumers crave and brands are struggling to provide.

You need to establish those emotional connections and use them to power the 

experiences that your customers are looking for.

Here’s how:

Restoring the  
human element

74% of 
consumers 
now say that 
they prioritize  
experiences 
over products.1

1 Expedia and the Center for Generational Kinetics, Generations on the Move
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“Experience” is a word we hear a lot – and for good reason, as customer experience 

(CX) has shifted from an “added extra” to a “business essential.” Experiences are the 

new economy. And by end of 2020, CX will overtake price and product — it’ll be the 

brand differentiator.

Brands have taken what were traditional products and services and added the 

experience. It means that the way we purchase, interact, book vacations, hire taxis, 

even the way we use the humble doorbell are all fundamentally different than they 

were only a few years ago.

Businesses across sectors have latched onto this. They understand that a competitive 

advantage no longer comes from lower price points and higher product quality, but 

from the entire experience that surrounds a product or service. It becomes a story to 

share and a memory we anticipate reliving. 

So, with every company now competing on experience, it’s more important than ever 

to stand out by interacting and connecting with customers in ways that make them 

feel that their interests are being considered. 

In an attempt to do so, digital transformation and a wealth of data have driven 

personalization. But while it seems that personalization is now at the forefront of every 

marketer’s mind, many are stumbling out of the gate. A lot of time and effort is put 

into personalization but it doesn’t seem to be paying off. 

In far too many cases, personalization efforts are thinly veiled attempts to deliver 

information the brand cares about, rather than offering an experience tailored to what 

the individual needs, wants, or cares about.

It doesn’t have to be this way.

Experiences  
are everything

By 2025, 80% of marketers will abandon their  
personalization efforts due to either lack of ROI, or the  
complexities of customer data management — or both.3

By the end of 2020, CX will over take  
price and product as the brand differentiator.2 

2 https://www.walkerinfo.com/knowledge-center/featured-research-reports/customers-2020-a-progress-report
3 Gartner, Predicts 2020: Marketers, They’re Just Not That Into You, Golvin, Bloom, and Polk, 11 November 2019
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Brands need to understand their customers. 

Using technology and collecting huge amounts of data will only get them so far. 

Personalization is much more than this. The clue is in the name — it’s about the person. 

Customers need to be at the center of our strategies.

Right now, they don’t feel like they are – and with some justification. More than 4 

out of 10 companies don’t bother to ask their customers for feedback. It may have 

contributed to a measly 12% of customers that believe a company when it says it  

puts them first.

But the desire is there. Whatever a company might say, real connections speak louder 

than words. People want to be connected and they want to be connected with brands. 

Brands have a huge opportunity to tap into this through the experiences they create, 

the content they produce, and the stories they tell. Doing so will enable them to build 

trusted relationships and connect with customers on an emotional, human level.

Listen to them. Show them that you know not just who they are, but what they really 

care about. Talk to them as real people, in a language everyone understands.

Real connections  
speak louder than words

4 HubSpot, The State of Customer Service in 2019
5 PwC, Experience is everything: Here’s how to get it right
6 Merkle, The Experience Impact 
7 Deloitte Digital, Exploring the value of emotion-driven engagement, May 2019

Only

42%
of companies don’t 

ask their customers for 
any feedback at all 4

12%
of customers believe a 

company when they say 
they put the customer first 4

59%
feel companies have lost  

touch with the human element 
of customer experience 5

66%
of consumers care more about 

experience than price when 
making a brand decision 6

44%
of people would recommend 
a product or brand to others 
based on emotional criteria 7 

60%
of us use the same language for 

our favorite brands as we do 
family, friends and pets — words 

like HAPPY, ADORE, LOVE 7 
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People feel first and think second. It’s how our brains work. So, if customers 

associate your brand with positive emotions, they are more likely to trust 

you, purchase from you — and forgive you if anything goes wrong.

The best way to create that brand association is by telling stories, not 

selling products. Storytelling connects people when it triggers something 

we recognize in ourselves. It could be a particular emotion, challenge, 

ambition, or passion.

Once you know the human behind the customer, you can build a narrative 

that starts with what they care about and ends with how you can support. 

Before you communicate, think about what you stand for and the benefits 

to your customer.

Just as people put emotion before logic, they put questions before 

answers and challenges before solutions. They’re not making rational 

buying decisions before you’ve engaged them emotionally. You have to 

make them feel something.

There are many ways to surprise and delight customers, but the key is 

to be authentic and transparent. If your heart isn’t in it, your customer’s 

experience will fall flat. Start creating the emotional connections that make 

customers love your brand and share your stories.

Lead with your heart

8 Temkin Group, Q1 2016 Consumer Benchmark Study

Positive, emotional brand  
  associations also make us:8

8X
7X

6X

more likely to trust 
a company

more likely to 
purchase more

more likely to forgive 
a company’s mistake
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We all recognize the value of content. But at the same time, it can be difficult to get it 

right. While we can struggle to keep up with the constant demand for content, what 

we produce doesn’t always hit the mark.

We need to tackle the issues of quantity and quality together, creating less content 

and making it resonate better.

Half of marketers say the main reason that their content strategy is less successful is 

because they can’t form the necessary connections with customers, so this is where 

your content strategy needs to leverage storytelling. Work out the stories that your 

brand can tell – and that customers might want to hear. Few brands have figured 

out how to do this well, and one analysis has shown that just 5% of branded content 

garners 90% of total consumer engagements. 

Successful content strategies will not rest on an organization’s sales messages – they 

will be built upon its responses to audience wants and needs. It can feel unnatural 

for marketers to set these sales messages to one side but doing so can be the key to 

content success.

By focusing on value over volume, with emotionally driven content that really 

connects with customers, you can build loyalty with target audiences by prioritizing 

their real wants and needs.

Less can always be more, as long as you make your storytelling impactful. If you share 

an understanding with a customer, you can build on it. Focus purely on targeted 

content that shows you know them and that you care about the same things. 

Create empathy, not content

9  Content Marketing Institute, 4th Annual Content Management & Strategy Survey (sponsored by Sitecore)
10 Beckon, Marketing Truth or Marketing Hype, 2017

50% of marketers say that their inability to 
connect with customers and understand what is 
important to them emotionally is the top factor 
impacting their content strategy success.9

5% of branded content drives 90% of 
total engagement.10
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AI is experiencing huge growth as it moves into the mainstream, yet it’s 

still struggling to shrug off its bad press, having long been associated with 

automation and job replacement.

The prediction that devices will understand us better than our families by 2022 

will lead to increasing AI anxiety among some people. In reality, AI presents many 

positive opportunities — including for marketers. 

Forget the rise of the machines. This is the rise of customer-centric, data-driven 

marketing, where our emotional and social intelligence can be optimized, using 

the power of technology, to deliver exceptional customer experiences.

Augment human intelligence with artificial intelligence. Automate process-driven 

tasks to gain the time needed to strengthen your customer relationships. Person 

to person. The role of AI is to make us smarter. It’s augmenting what we do, not 

replacing us entirely. 

And despite our connected devices knowing us so well, customers don’t want 

their experience with brands to be completely machine-driven – they’re looking 

for genuine empathy.

So don’t see AI as a silver bullet that can automate your marketing program. 

Instead, use it to optimize areas that let you move faster and be more agile —  

and blend that power with emotional intelligence to build genuinely valuable 

human connections.

Be more  
human with AI

11 Gartner, Gartner’s Top Strategic Predictions for 2020 and Beyond: Technology Changes the Human Condition, 2019
12 Forbes

By 2022, personal devices will know an 
individual’s emotional state better than 
their own family.11

AI is expected to create 133M new jobs 
and displace 75M jobs by 2022.12
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Sitecore is the digital leader who creates human connections in a digital world.

Our products deliver millions of digital experiences through thousands of 

brands. We are the only company to manage the complete content lifecycle 

with one connected platform that brings together content, personalization, 

commerce, and customer data. 

So, if you’re looking to use emotional connections to power your CX,  

we can help:

• Build enough of the right personalized content with a clearer  

picture of each individual customer

• Deliver rewarding digital experiences, human to human

• Gain insight throughout the customer journey, so you can understand  

and react to specific behaviors, actions and non-actions

• Automate standard processes, so you can focus on delivering 

personalization at scale

• Balance AI and human intelligence to maximize impact and  

differentiate your brand, through the Sitecore Experience Platform

For the experiences that matter
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Own the experience®

Sitecore creates human connections between brands and their customers via 

digital experiences that leverage end-to-end content, seamless commerce 

and continuous personalization to enable organizations to thrive in a world 

where, without a superior customer experience, there is no product.

© 2020 Sitecore Corporation A/S. Sitecore® and Own the Experience® are registered trademarks 
of Sitecore Corporation A/S in the U.S. and other countries. All other brand and product names 
are the property of their respective owners. This document may not, in whole or in part, be copied, 
reproduced, translated, or used in any other form without prior written consent from Sitecore. 
Information in this document is subject to change without notice and does not represent a 
commitment on the part of Sitecore.


