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We are Proud to Have Helped Some Great Organizations...
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Webinar Interface Review

Fie view Hep  ojm)

[=] Audio

Audio Mode: ® Use Telephone
(' Use Mic & Speakers

Dial: (805) 879-4135
Access Code: 105-748-644
Audio PIN: 74

If you're already on the call, press #74# now.

GoToWebinar
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[Enter a question for staff]

Audio: Useyour microphone andspeakers (VolP)or call inusing your telephone.
Dial:

Give Online Punch
VWebinar ID: 576-794-852
Access Code:
Audio Pin:

GoTo\Webinar™
www beyondphilosophy.com
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Customer Experience Timeline

CE Principles

Quantifying CE X-ray CE

Why
Satisfied
Customers
Defect

sulf between satisfied customers and completely satisfied

I

Customer
Experiences
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Customer

How Emotions
Drive Value

The DNA of

Experience

im_m SHAW

Colin Shaw

Revolutionize
Your Customer
Experience
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Driving Good Profits
and True Growth
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The application of psychological
principles to the practice of Customer
Experience Management
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The application of psychological
principles to the practice of Customer
Experience Management
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Peeling back the onion...
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Known to
others

Not Known
To others

Known to self

Emotional clues

Open or Public
Self v

Not known \ /
v

Blind Self

Hidden or
Private Self

Unknown Self

/ |

Deep features and
benefits e.g.,

No one ever got fired
for buying IBM
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Subconscious and
deep Subconscious
clues




The new competitive landscape

Very strongly felt

Closed Window
Example:

Strongly felt
U Lets add value

A] O Lets create moments
of delight

Lets change the
mood

Open Window -
Example:

i
(

Moderately felt 4

O Lets hone costs
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Indulgent
Irritated

Stressed
Unhappy

Cluster

Interested
Energetic
Exploratory
Frustrated
isappointed

C)Destroying
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The application of psychological
principles to the practice of Customer
Experience Management
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What is Customer Experience?

A Customer Experience is an
Interaction between an organization
and a customer as perceived
through a Customers conscious
and subconscious mind.

It is a blend of an organization’s
rational performance, the senses
stimulated and emotions

and intuitively measured against
customer expectations across all
moments of contact




What is Customer Experience?

A Customer Experience is an
Interaction between an
organization and a customer as
perceived through a Customers
conscious and subconscious mind.

It is a blend of an organization’s
rational performance, the senses
stimulated and emotions

and intuitively measured against
customer expectations across all
moments of contact




Experience Psychology is about...
What you control... it's about your experience

A Customer Experience is an interaction between an organization
and a customer.

Experience Psychology

Customer

And the Experience reflects...

What and how the firm delivers Customer and
-_— Employee Experience
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What is Customer Experience?

A Customer Experience is an
Interaction between an organization
and a customer as perceived
through a Customers conscious
and subconscious mind.

It is a blend of an organization’s
rational performance, the senses
stimulated and emotions

and intuitively measured against
customer expectations across all
moments of contact




Experience Psychology is about...
Managing the Emotional Experience........

=1

SMoments
9 .*;‘of Delight
.
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What is Customer Experience?

A Customer Experience is an
Interaction between an organization
and a customer as perceived
through a Customers conscious
and subconscious mind.

It is a blend of an organization’s
rational performance, the senses
stimulated and emotions

and intuitively measured against
customer expectations across all
moments of contact




Experience Psychology is about...
Managing the Subconscious Experience........

‘One figure which always surprises people is that the subconscious processes
200,000 times more information than the conscious mind without us having to focus
on it and does that processing before our eyes have even recognised the person or
object. It is disposed to process emotions even faster, around 10 times faster than
our conscious mind’.
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value

I And manipulate your resources correctly... to generate

http://www.research-
live.com/magazine/why-we-must-
measure-emotion/4003434.article
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PRINCIPLES OF EXPERIENCE
PSYCHOLOGY
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Il. We make decisions based on preconceived

expectations of what an experience will be, not what it is
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2. We don’t consider all the elements of an experience,
only those most noticeable

Beyond Philosophy © All rights reserved. 200

7%-38%-55% rule

Words account for 7%, tone of
voice accounts for 38%, and
body language accounts for
55% of the liking. They are
often abbreviated as the "3
Vs" for Verbal, Vocal & Visual.

“A senior executive in the air travel
industry relayed how a billion dollar order
had been placed with a more expensive
supplier on the strength of some strong
advocacy by another customer. The
supplier, they said, had “dug us out of a
hole” when aircraft had been expensively
grounded through no fault of the supplier,
throwing substantial resources fast at
getting the planes back in the air and
saying that issues of negotiating payment
could wait until the crisis was solved.”

www.beyondphilosophy.com




3. We identifP/ a moral code in what you do, even if it is not
directly relevant to the purchase in question

Plan A

Because there is no Plan B
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us, we just subconsciously perceive them

|4. Sometimes we don’t know about the things that influence
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5.Emotional twinges affect our ‘in the moment’ decision
making and hence behaviour

| feel it, | know it, | act on it
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6.We are prone to be wary of anything that threatens our
well-being

value

» outcome

Reference point
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http://upload.wikimedia.org/wikipedia/en/4/4e/Valuefun.jpg

8. Our memory of an event is not perfect, but
subject to change

‘Peak - end rule’ on people’'s memory
of experiences
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9. We like to follow the herd, be seen as part of the group

., !
VS ,\" FING GROUF

ok ,‘;_I_L;:‘* -

| 9

RARE
SPECIES
ViRcauA Moo

BOATS THAT  FIGHTING MY FIRST
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10. We get bored with the same old, same old.
Sometimes innovation for its own sake is important
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Experience Redesign \

Experience Psychology Template

Steven Walden, Senior Head of Research and Consulting
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O How can we design a better experience?
« Touchpoint Mapping
« Experience Psychology Template
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Firms tend to see Customer tend to
their experience as see their experience
a detailed painting as an impression
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Moment Mapping
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Example research technigues
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Repertory Grid: Perceived Experience and Deep Benefits

# employees

% employees

AN AN

AN /AN

# % mentioning mentioning i Employee rating
customers i customers experience experience :of Stena (Bi-polar
Customers selecting selecting :Employees (Bi-polar attributes) attribute attribute rating 1 to 5)

Value for money, inexpensive, cheap / Not
Value for money 17 89.47% igood value, higher price, expensive, not 12 52.17% 2.9

competitive
Spee_zd qf getting to my 7 36.84% ngt, quu‘:k trip / Long, slow, relaxing, 11 47.83% 32
destination leisurely journey
Aplllty to take my own vehicle 6 31.58% —
with me Port facilities
No hidden extras in the fare 6 31.58% Booking process

Experience Extension

Low-stress check-in 5) 26.32%
Good on-board facilities 4 21,059 _hanced onboard facilities and activities / 8 34.78% 1.0

Basic or few onboard facilities
Flexibility in amount of luggage | 4 21.05% Unrestricted luggage, pets, car / Limited 6 26.09% 12
can take luggage, extra charges
Flexibility to change my booking 4 21.05%
The enjoyment of the actual 2 10.53% The experience (r_omance, WOoW fact_or, 7 30.43% 12 E g
journey memorable)/ Basic, forgettable experience g %

5

Friendly welcoming staff 1 5.26%  :Superior customer service/ Lack of service 15 65.22% 15 «
Knowledgeable staff 1 52605 1oPeNd ON CUSIOMer SeviCe, Start traming/ 6 26.09% 17

Poor staff training and low standards
Staff who appear to care about 0 0.00% iSuperior customer service/ Lack of service

me.

Entertainment during the journey

Good facilities in the port

35



UnderstandinEg the perception of Experience
Subconscious/ Emotional Experience
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steven.walden@beyondphilosophy.com \

Atlanta Office: +1-678-638-6162
London Office: +44 (0) 207-917-1717

Beyond Philosophy © All rights reserved. 2001-2010 www.beyondphilosophy.com




