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Setting the Stage
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This is one complex environment we live in today!
1. Marketing and communications – interactive and unending
2. Competition – consolidated and fragmented
3. Decision-making - process has changed
4. Quality - product and service parity
5. Channels of interaction – numerous
6. Economy – making it extremely difficult to grow

And we are all being asked to do more with less!
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Is there really a benefit to delivering a differentiated customer
experience?
Across all industries, executive management acknowledges customer
experience is essential to long-term business success.

Annual Revenue Change for a
$10 Billion Company

Customer Experience
Leaders vs. Laggards

Willing to buy more

14.4%

Buy more

$65 million

Reluctance to switch

15.8%

Reduction in churn

$116 million

Likelihood to recommend

16.6%

Word of mouth

$103 million
$284 million

(Relative to Industry Averages)

Source: Forrester report “Customer Experience Boosts Revenue”
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(Average Across 12 Industries)

Yet many organizations express extreme frustration in delivering
a differentiated customer experience
Creating a differentiated customer experience takes dedication and discipline
over time.
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At the same time, consumers express the same level of frustration
Customer experiences across a variety of channels is mediocre at best yet
their impact on buying is substantial
Customer Experiences
82%
66%

61%

67%

54%
45%

43%
34%
27%

32%

37%

40%

13%

Web

In‐person

Researching
Source: Forrester report “The Customer Experience Journey”
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Phone Rep

Buying

Email

Getting Service

17%

22%

Phone Self‐Service

And what we know as the traditional purchase funnel has
changed!

Awareness
Familiarity
Consideration
Purchase
Loyalty
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Purchasing decisions may have evolved into a circular journey
The Consumer Decision Journey

Consumers add or
subtract brands as they
evaluate what they
want.

After purchasing a product or
service, the consumer builds
expectations based on
experience to inform the next
decision journey.
Court, Elzinga, Mulder and Vetvik, “The Consumer Decision Journey”, McKinsey Quarterly, June 2009.
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Understanding what influences the selection process at various
stages is absolutely essential

Court, Elzinga, Mulder and Vetvik, “The Consumer Decision Journey”, McKinsey Quarterly, June 2009.
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Wow, what a change!
Saw
advertisement

Researched on
brand website

Went into a store

Sent picture to
friend/talked
through options

Purchased Offering
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Finding prospects on Facebook

Web + Email + Facebook
–Email announcement
–Used a compelling offer
($5k door)
–Fans  posted pictures 
promoted to friends
–Pella tracked the story on
Facebook and website, and
posted a video of the
installation
–Lead generation success of
500%
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Using communities to identify customer needs and expectations
for new product and service ideas
Dell’s IdeaStorm allows customers to
post ideas and rate products and
services, it reaches out to bloggers to fix
their problems and organizes customers’
advice for others.
In this very same site, customers have
offered 8,600 suggestions in a year,
voted on them 600,000 times, and left
64,000 comments.
Interestingly, Dell has implemented a
dozen or more of the ideas.

“This is more than quieting cranky customers. It’s about collaborating with your
customers on every aspect of your business. If you enable them they will provide
customers service for each other. They will help you design your products. They
will sell your products. They will create your marketing message.”
Jeff Jarvis
Business Week
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The Path Forward
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The blueprint for customer experience excellence: Three Principles

Customer Experience Excellence
Principle #1: Obsess about customer needs, not product features – companies need to refocus on the needs of their
customers, who might even want fewer features
Principle #2: Reinforce brands with every interaction, not just communications – branding efforts need to expand
beyond marketing communications to help define how customers should be treated
Principle #3: Treat customer experience as a competence, not a function ‐ great customer experiences are
delivered when everyone in the company is fully engaged in the effort
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Aligning all aspects of the organization to deliver on the brand
promise

Market ▬
Outcomes
Brand ▬
Permissions
Individual ▬
Behaviors

Sales

Market Share

Price Premiums
Trial

Profit

Brand Extensions

Repurchase / Discontinue

Stock Price
Crisis Insulation

Word Of Mouth

Brand Equity

Increase Usage /
Share Of Wallet

Customer Equity

Where and in what
timeframe would one
expect to observe
market or behavioral
benefits?

Advocacy
Expansion
Individual
Needs

Where would one
expect to see impact of
these programs and
initiatives on attitudes
and perceptions?

Experience
Preference

Consideration
Familiarity
Awareness
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Company ▬
Actions

Product Design

Brand ▬
Strategies

Brand Identity

Pricing

Distribution

Brand Positioning

Advertising/PR

Employees

Communications Strategies

What specific programs,
actions and investments
do we undertake to
affect the market?

Understanding the touchpoints of the customer relationship
Business Results
Desired Customer Behavior

CUSTOMER
LOYALTY

Touchpoints
of the
relationship

Customer
Experience

Sales
Staff

Product
Offerings

Order
Placement

Product
Displays

Product
Availability

Knowledge
Stations

Reputation

Installation
Process
Store
Cleanliness

Delivery
Store
Layout

Customer
Service
Payment
Options

Operational Metrics and Transactional Data
Customer Touchpoints – Relationship and Operational Events
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Pricing
Check
Out

Detailing the touchpoints into specific events and transactions
Overall Evaluation

Impact of
Experience

Touchpoint

Appointment
Setting

Specific
events
and
transactions

Installation
Process

Installer

•
•
•
•
•
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Reputation

Product
Operation

Product
Documentation

Payment for
Installation

Appearance – uniform, neat, clean, etc.
Interpersonal skills – courteous, friendly, etc.
Communication skills – introduced themselves, explained what they would be
doing, what they need access to, etc.
Technical knowledge – helpful, knowledge about the product basic function,
knowledgeable of the installation process, etc.
Respect for property – made certain property would be damaged in any way, etc.

Mapping the journey of the customer and linking the experience
to evaluations
Customer Journey

Evaluations
Access
• Menu options
• Ease of reaching representative
• Time to reach representative

Initial call to
CSC

Customer
experiences
Automated
Answering System

Customer conducts
business thru
Automated
Answering System

Customer seeks
Representative
Representative addresses
customer situation
Representative places customer
on hold to seek assistance
Representative transfers customer
to someone who can help
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Process
• # of times contacted
• # of people to handle situation
• Length of call
• Transfers
• Placed on hold

Representatives
• Interpersonal skills
• Knowledge and understanding
• Communication skills

Quantifying the impact of different aspects of the customers’
experience on the desired outcome

Tactical
Influences
•
•
•
•
•
•
•
•

Treated like valued customer
Right amount of time to answer ques./prob.
Knowledgeable
Provided complete and accurate info.
Courteous & friendly
Clearly comm. question/problem resolution
Understood reason for call
Offered info. /help beyond request

• Ease of reaching a rep
• Clearly defined menu options
• Amount of time to reach rep

Functional
Influences
6.7%
6.6%
6.5%
6.4%
6.4%
6.3%
6.3%
5.9%

4.1%
3.9%
3.8%
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14.1%
13.6%
9.5%

Desired
Outcome

Rep Skills
51%
ABC Loyalty

Access
12%
Factor 4
4%

• # of times called to resolve question/problem
• # of people spoke to to resolve ques. /prob.
• The entire amount of time on the phone

Strategic
Influences

Process
Factor
3
37%
20%

Assessment
of
Contact

• Overall Sat
with ABC
• Recommend
ABC
• Use ABC
Again

Corporate
Brand
Loyalty

Prioritizing the areas of focus which will have the greatest
benefit for your organization

Competitive Performance

Impact on Customer Loyalty

Behind

Parity

Ahead
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Low

Moderate

High

Priority III

Priority II

Priority I

Review Periodically

Improve Over
Time

Improve
Immediately

Priority IV

Priority III

Priority II

Review Periodically

Maintain
Position

Create A
Strength

Priority IV

Priority III

Priority II

Review Periodically

Maintain
Position

Increase the
Strength

Establishing action plans to enhance evaluations in the areas
that are most critical to customers
Customer Journey
Initial call to
Customer
Service

Customer
experiences
Automated
Answering System

Customer conducts
business thru
Automated
Answering System

Customer seeks
Representative
Representative addresses
customer situation
Representative places customer
on hold to seek assistance
Representative transfers customer
to someone who can help
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Evaluations
Access
• Menu options
• Ease of reaching
representative
• Time to reach
representative
Process
• # of times contacted
• # of people to handle
situation
• Length of call
• Transfers
• Placed on hold
Representatives
• Interpersonal skills
• Knowledge and
understanding
• Communication skills

Actions
Access
• Aligning menu to reasons for contact
• Ease of accessing account information
• Ease of reaching representative
• Hold time for representative
Process
• Routing calls to reps who can best handle
call to minimize transfers and on holds
• Setting expectations when placing
customers on hold
• Setting expectations when transferring
customers
• Providing reps with access to sources of
information
Representatives
• Recruiting
• Training
• Monitoring/Coaching
• Reward & Recognition
• Career Pathing

Sharing customer feedback in a meaningful way to influence the
customer experience over the longer-term
Brand Equity

Customer Loyalty

Metrics

Advocacy
Individual
Needs

Use/
Experience

Expansion

Preference

Consideration
Familiarity

Actions

Awareness
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Marketing & Communication
Positioning
Advertising
Reward programs
Targeting

Human Resource Mgmt.
Recruiting
Training
Career Pathing
Reward & Recognition

Processes & Policies
Appropriate
Effective
Understood
Implemented

Courses & Services
Breadth/Depth
Quality
Availability/Access
Effectiveness

Organizations that are Delivering a
Differentiated Customer Experience
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2010 Customer Service Champs: Top 6
One of the most innovative players in the insurance and financial services industry,
USAA The Maine outdoor retailer in Maine is famous for its lenient returns policy. Now
L.L. Bean credit-card holders get free shipping on outbound deliveries and returns.
When it announced the closure of a call center in 2009, L.L. Bean said it would give
employees the option to work as home-based agents rather than outsource the work.
Says customer satisfaction vice-president Terry Sutton: "With outsourcing, you’re just
giving too much away."

One of the most innovative players in the insurance and financial services industry,
USAA began letting customers make deposits by simply snapping a picture of the
checks with their iPhones and using an app to e-mail them to the bank. Next up for
customers: the ability to handle an entire accident claim via smartphones and make
peer-to-peer payments, immediately depositing cash in friends’ bank accounts via text
message or e-mail.

The company’s sleek devices and user-friendly software aren’t its only innovations.
Appointments at Apple’s (AAPL) "Genius Bars" and its roving in-store checkout clerks
are just two ways the company has pioneered new approaches to customer service.
The iPhone maker is likely got a bump this year as more companies created
customer-friendly apps for their own services, helping to burnish Apple’s customer
service brand.
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2010 Customer Service Champs: Top 6
Economic pressure and "the AIG effect" hit the luxury business travel and conference
business hard in 2009, leading Toronto's Four Seasons to ease up on policies for
meeting planners. To help ensure the front lines remain well-staffed, the high-end
hotelier is cross-training back-office employees to do double duty, such as human
resources managers who take on such tasks as manning the spa desk.

Southeast grocery powerhouse Publix (PUSH) completed installing an
inventory software system in 2009 that automatically orders
replenishments, improving "out-of-stocks" by 19%, the company reports.
One of the country’s largest employee-owned companies, the 1,000-store
chain gives all workers a grant of the grocery giant’s privately held stock.
The average amount awarded in 2009 was $2,326.

Seeking a hard-to-find size in the latest fashion trend? Last year the department store
integrated its inventory system, giving online shoppers access to goods in any
Nordstrom (JWN) store rather than just in its online warehouses. Like other retailers,
Nordstrom struggled as shoppers pulled back, but recent additions, such as in-store
pickups for online orders, were a big hit this holiday, helping December sales grow
7.4% from 2008.
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Key Takeaways
1. Obsess about customer needs, not product features
2. Reinforce brands with every interaction, not just communications
3. Treat customer experience as a competence, not a function
4. Determine how well you are meeting the needs and expectations of
your customers
5. Prioritize the top action items that will influence customer behavior
6. Take action!
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Thank You For Joining Us!

Infogroup/ORC
ORC, an Infogroup company, is a leading global research firm with offices
across the US, Europe and Asia Pacific region. We offer the unique ability
to integrate primary and secondary research with competitive intelligence
and expert insight to address the strategic challenges of our clients
worldwide.

Linda Shea, SVP Global Managing Director Customer Strategies
Linda can be reached at linda.shea@opinionresearch.com and/or 609452-5444.
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