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“Customer Experience Is the Key Competitive
Differentiator in the Digital Age”

Wall Street Journal
86% of business leaders
agree that customer experience
Is vital for success

Value in service is
experientially determined by the
beneficiary (SDL)

89% of companies compete

primarily on the basis of customer
experience The lifetime value of a

satisfied BMW customer is
estimated to be $143,500



Harvard
Business
Review

Put Purpose at the Core of
Your Strategy

It's how successful companies redefine their businesses. by Thomas
W. Malnight, lvy Buche, and Charles Dhanaraj







The experience economy

the EXperience
Economy

Work Is Theatre (5
Every Business da Stage

B. JOSEPH PINE II
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From function to emotion
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Vorsprung durch Technik.
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Customer Experience as the Key Competitive Differentiator

()

Innovation

Functional Usable Emotional Social Idealistic Self-
identity
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“I have lost count of the number of experiments published over
the past 50 years showing that people are not rational actors.”

“You might believe that you are a rational creature, weighing the
pros and cons before deciding how to act, but the structure of your
cortex makes this an implausible fiction...

..Affect is in the drivers seat and rationality is a passengetr. It
doesn’t matter whether you’re choosing between two snacks, two
job offers, two investments, or two heart surgeons, your everyday
decisions are driven by a loudmouth, mostly deaf scientist that
views the world through affect coloured glasses.”

How emotions are made
Lisa Feldman Barrett
MacMillan 2017
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Det pkonomiske menneske kalkulerer sig Den israelskamerikanske psykolog Da- risi koe n for at bllve fyret. analyser bygger pa teorien om et menne-

gennem livet, det ggr alting op i indteeg- niel Kahneman fik i 2002 nobelprisen for ske, som de har mistet troen pa.

ter og udgifter, og det handler derefter. undersggelser, som viste, at mennesket Man kan ikke med fa ord sla det gkono-
nittet i rapporten

Man har ogsa kaldt det gkonomiske men-  ikke er en funktion af gkonomiske kalku- DODSATTEST. Dagpengekommissionen ggr i et afsnit med titlen 'Vi er ikke altid ratio miske menneske ihjel. Det bliver som et

neske det rationelle menneske, i USA gik ler.Vi handler grundleggende sletikke sa nelle’ opmaerksom p4, at det skonomiske menneske som et rent fornuftsbaret vaesen ikke spogelse ved med at vaere en del af os selv.
det under navnet Rational Man, fordi det rationelt og kalkulerende. Langt de fleste i rune.lykkeberg@pol.d
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Desirability

“the minute they set eyes on it, they feel something
that they might not be able to define. But it’s

something that their hearts and souls identify with. It’s
something they want to be a part of.”

CNET




Mini task

Tell the person sitting next to you about a product or
service you find desirable



Part2: Crafting a way forward

“Customer Experience Is the Key Competitive
Differentiator in the Digital Age”
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_t the Core of
Your Strategy

It's how successful companies redefine their businesses. by Thomas
W. Malnight, vy Buche, and Charles Dhanaraj
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1. Start with the experience!




2. Be honest about ambition and position

EXTRAORDINARY

ORDINARY M

EXPERIENCES

EXTRAORDINARY
EXPERIENCES

posinord




3. Develop a terminology, and use it

Friendly_

esirable O €9 Sophisticated

Simplistic =SV oediing

Valuable Overwhelmin
Relevqnt Exciting g



4. Integrate deep customer empathy

See the Customer - observation is a muscle

Hear the Customer - talk, listen and understand

Be the Customer - do it yourself

JUSTDOIT. 1DIDIT.




5. Find YOUR mix

()

Innovation

Functional Usable Emotional Social Idealistic Self-
promoting




6. Focus upon the customers’ experiential journey

Before During After

Description of the key stages of the journey,
framed from the customers point of view.

Stages of
the Joumey

The Experience curve showing high points,
low points and the relevant touch-pomts

(Touch-Points + Experience)

Visualised Journey

Desired
Supporting information Experience

Supporting information including customer quotes,
contextual information and cultural relevance.




/. Define your personality
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Touch-points

Offe_rlng and Tone of voice Eusto.mer
service personality 5 xperience
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8. Sweat the big things and the detail

Skader  FAQ  Mere v UNDO: l

Den smarteste
rejseforsikring du
nogensinde far

& Appen bruger automatisk din lokation
til at starte din rejseforsikring

@& Betal kun for de daqge, du er afsted
fra kun 7 kr/dag

/7  Henti NU PA
@& App Store ® Google Play

Se den 1n action °
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Med Ansvar beteler vi erstatningen, hvis
du kommer til at skade nogen eller
dédeleegge deres ting

Jer bor en lille
skvaddermikkel eller
ulykkesfugl 1 os alle

X

Fortsaet >




9. Experience is viewed through the customer’s eyes

Trustpilot

Penge og forsikring > Forsikring > Forsikringsvirksomhed

Undo: Fremtidens
e forsikring

® Anmeldelser 583 ¢ Fremragende

3¢ [ 3 [ [ 5 [ RS




10. Understand that this relates to the whole organisation
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Service
Organisation

SERVICE

EXPERIENCE

Supportive technology

_________________ Clatworthy 2017



Watson, this was no
accident, it was done by

11. We are all designers

DESIGN!



CUSTOMER
ORIENTATED

Adapt existing
offerings to the
customer

Experience seen
as top layer

JOURNEY
ORIENTATED

Understanding
service as a
customer journey

Experience seen
as top layer

CUSTOMER
CENTRIC

Re-orient the
organisation
towards the
customer

Experience seen
as important

12. Plan your organisational maturity journey

03
4
U

EXPERIENCE
ORIENTATED

Re-orient the
organisation
towards the
customer

Experience seen
as a key success
factor

o0

EXPERIENCE
CENTRIC

Organisational alignment
around the customer
experience

Experience seen as
an organisational
imperative

Clatworthy 2020



Conclusion

1. Experience is gold
2. Experience now needs to be a core part of company strategy
3. The steps to achieve transformation are known

4. This is both a sprint and a marathon



Thank you!

1. Masterclass Friday
2. Book available at bookseller here

3. Vote/Comment/Discuss
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