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People’s memories of their 

experiences are flawed.   
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How do people remember 

experiences?   
The peak-end rule
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Not all emotions 

are created equal.   

Negative 

Emotion

Positive 

Emotion

High 

Energy

Low 

Energy

Excited, 

Inspired

Happy

Secure, 

Relaxed

Stressed, 

Angry

Unhappy

Bored, 

Tired
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Emotions affect how we 
think. 
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Give your customers 

information that their 

emotion allows them to 

handle.  
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Tailoring the experience to 

customers’ emotions 

drives successful 

interactions

CASE STUDY
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Making people happy is not 

enough.   

Consider your goals and the emotions 

most likely to lead to that behavior.     

Excited, 
Inspired

Stressed, 
Angry

Relaxed
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Emotions make the difference in 

identifying true promotors and 

distractors

CASE STUDY



© 2019 LRW. All rights reserved. CONFIDENTIAL.© 2019 LRW. All rights reserved. CONFIDENTIAL.25

Summary
• Emotion affects 

• memory

• thinking

• behavior



Consumers Are Human: 
Exploring Narrative in CX

Collette Eccleston
ceccleston@lrwonline.com


