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Experience is holistic:

Including encounters

our company does 

not control

Source: Macdonald, Wilson & Konus (2012), Harvard Business Review

Customer experience: “the 
internal and subjective response 
customers have to any direct or 
indirect contact with a company” 
(Meyer and Schwager, HBR 2007) 
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Experience is holistic:

Including encounters our 

company does not control
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Company 
controlled

Our channel 
partners

Customer-to-
customer

Media

Commun-
ications

Advertising
Website

Partner ads
Media agencies

Reviews & 
word of mouth

Reviews

Sales Direct sales
Travel agencies

Aggregators
Public 

Relations

Service
Customer service
and complaints

Service providers
Alliance partners

Customer
advice

Reviews

Product 
design

In-house design
Co-branded

White labelled
Online travel 
communities



Experience is holistic: 

channel proliferation
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SOURCE:
http://www.swebdevelopment.com/blog/social-local-mobile-awareness/© Cranfield University 2015



Does experience = service quality?

‘Inside out’ view of our business

• Helpful staff

• Beauty salon 

• Kids movie theatre
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Experience is subjective:

‘Outside in’ view of our business

On board: (1.5 hour journey)Arriving at the port 
(1.5 hours):

• Long drive, single lane road

• Queue for up to two hours

• No disabled toilets

• No area for kids to play

• Helpful staff

• Beauty salon 

• Kids movie theatre
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Customer experience: “the 
internal and subjective response 
customers have to any direct or 
indirect contact with a company” 
(Meyer and Schwager, HBR 2007) 



Experience occurs through time:

Journey perspective

On board: (1.5 hours)Arriving at the port 
(1.5 hours):

• Long drive, single lane road

• Queue for up to two hours

• Helpful staff

• Beauty salon 

• Kids movie theatre
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Customer experience management: 
when firms “gain an understanding of
the customer’s journey — from the 
expectations they have before the 
experience occurs to the 
assessments they are likely to make 
when it’s over" 
(Berry, Carbone & Haeckel, 
Sloan Management Review 2002)



Customer experience is a 

journey: (actually many journeys)

© Cranfield University 2015 9http://designingcx.com/?attachment_id=362



Customer experience: 

is emotional

© Cranfield University 2015 10http://customerthink.com/how_great_customer_service_leads_to_great_customer_loyalty/



Experience is co-created:

A focus on ‘with’ not ‘to’
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Experience is co-created:

Impact of other customers
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Customer experience 

is goal driven

Manufacturers shift to “servitized” business models through 

integrated goods-services offerings

http://www.youtube.com/watch?v=Ykri1-x4tKI

“Simplifying how work gets done”
(Business process improvement)

“We keep your planes in the air”
(Power by the hour)

http://www.youtube.com/watch?v=Ykri1-x4tKI


Holistic

Subjective

A journey

Co-created

Emotional

Goal driven

Customer experience is
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Customer experience definitions
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Customer experience:
the customer’s subjective response to the holistic customer 
journey across all direct and indirect touchpoints with the 
brand. This response is multi-faceted: cognitive, emotional, 
physical, and goal-driven.

Customer experience management: 
the management process of understanding, designing and co-
creating the customer experience so as to achieve the goals of 
both parties.

(Macdonald & Wilson 2014)



Buzz group: 

Customer experience
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Holistic

Subjective

A journey

Co-created

Emotional

Goal driven

Tell your neighbour about a

recent product/service

encounter with your bank or

telecoms provider.

What brand touchpoints did you 

encounter on your journey?

What did you think and feel about 

the encounter?



Who is your customer?





Market map – internal wall coverings
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Buzz groups: 

Draw a market map of customers?

(hint: some of you may have internal 

customers)



Customer perceptions of 

quality and value
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How most companies

talk about value

Quality 

dimension

Score/weight (Score out of 10 -

multiplying these by the weight)Weights

You              Compet. A      Compet B   Compet C

1. Efficacy 35

2. Safety 35

3.  Price 30

4. 

5.

6.

Totals 100

7.5
2.6 2.5

7

6.5
2.4 2.5

7

6
1.8 1.8

6

6.8 6.8



Product & service quality

Assurance

Tangibility

Reliability

Responsiveness

Core 

product/

service

Empathy

Product
Service

23

Price



Customer experience: 

beyond service

Relationship

- repeated interactions
Brand image/communication

Emotions

Peer-to-peer

Product
Service

Experience surround

Tangibility

Reliability

Responsiveness

Assurance

Empathy

Core 

product/

service

Price



Augmented

Experience surround

Core

Embedded value vs. value-in-use

Goal 1 

Goal 2 

Goal 3 

Value-in-use

USE PROCESS

EMBEDDED VALUE

Performances against 
product/service attributes for 

which the customer is 
prepared to pay

VALUE-IN-USE

A customer’s outcome, 
purpose or goal that is served 

directly through the 
product/service consumption



An illustration: 

London Symphony Orchestra

Customer perceptions of value?



London Symphony Orchestra

Good night out 
with friends

Soul-food

Vicarious pride

A sense of 
belonging

Value-in-use

Food & drink

Performer engagement

Chances to mingle

People like me

Concert quality

Travel ease

Experience 

surround

Augmented

Core

Post concert bar
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Factory automation supplier

Customer perceptions of value?

Factory 
maintenance
equipment

Maintenance
services



Factory automation supplier

Customer perceptions of value?

Factory 
Maintenance equipment

Maintenance services

Outsourced
maintenance



Output

Capital 

utilisation

Risk 

management

Management 

time

Someone to 

blame

Value-in-use
Experience surround

Augmented

Core USE PROCESS

- Treat onsite supplier 

staff as part of team

- Jointly design 

predictive maintenance 

procedures

- Ensure stores 

processes are followed

Outsourced maintenance

Strategy
consulting

Process 
design

Maintenance
operations 
management

Supplier 
management

CEO 
breakfasts

Factory automation supplier

Equipment



Augmented

Experience surround

Core

Taking responsibility for 

customer processes

Goal 1 

Goal 2 

Goal 3 

Value-in-use

USE PROCESS

EMBEDDED VALUE

Performances against 
product/service attributes for 

which the customer is 
prepared to pay

VALUE-IN-USE

A customer’s outcome, 
purpose or goal that is served 

directly through the 
product/service consumption



Proposition based on value-in-use
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Value-in-use

dimension

Score/weight (Score out of 10 -

multiplying these by the weight)Weights

You                   Compet. A        Compet B        Compet C

1. Thought leadership 50

2. Practice throughput 25

3. Patient satisfaction 15

4. Practice budget 10

5.

6.

Totals
100

8
4.0 3.0

6

8
2.0 1.8

7

10
1.5 1.1

7

6
0.6 0.5

5

7.8 6.7



Understanding customer value



London Symphony Orchestra

Good night out 
with friends

Soul-food

Vicarious pride

A sense of 
belonging

Value-in-use

Food & drink

Performer engagement

Chances to mingle

People like me

Concert quality

Travel ease

Experience 

surround

Augmented

Core

Post concert bar
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Augmented 

product / service

Experience surround

Core product / service

Value-in-use

EXERCISE:  Now try to unpack the value in one 

of YOUR products / services / solutions

PRODUCT-MARKET: ____________________________
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on board Ryan Air



Augmented 
product / service

Experience surround

Core 
product/ service

Value-in-useUsage Processes

EXERCISE:  Now try to unpack how your customer’s 

usage processes contribute to value creation

PRODUCT-MARKET:    ____________________________

1. Our offering

What do your customers say they want from:

a) Your core product/service (tangible or intangible, 

e.g. engine, bank account)?

b) Any surrounding product/service (e.g. customer 

support, training, )?

c) Any wider ‘experience surround’ (e.g. relationship, 

peer-to-peer interactions, making use of your 

network of contacts etc)?

3. Customer use process

What does the customer

have to do when using your 

products/services, in order to 

achieve the goals you have 

listed in step 2?

2. Value-in-use

What are the goals that 

customers are really trying to 

achieve when they ask for 

the things that you have 

listed in step 1?



Virgin Atlantic check-in
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