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Subjective
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Experience is holistic: Cranfield

UNIVERSITY

Including encounters School of Management
our company does
nOt control RELATIVE LIKELIHOOD

OF PURCHASE

VISIT TO STORE

VISIT TO WEBSITE

SEEING PRODUCT
. " IN FRIEND’S HOUSE
Customer experience: “the

internal and subjective response
customers have to any direct or
indirect contact with a company” TELEVISION AD
(Meyer and Schwager, HBR 2007)

WORD OF MOUTH

DIRECT MAILING

© Cranfield University 2015 Source: Macdonald, Wilson & Konus (2012), Harvard Business Review ‘



Experience is holistic: Cranfield

UNIVERSITY

I“CI“ding encounters our School of Management

company does not control

Company Our channel
controlled partners

Customer-to-

customer
Commun- Advertising Partner ads Reviews & Reviews
ications Website Media agencies word of mouth
: Travel agencies Public
Direct sales :
Aggregators Relations
. Customer service Service providers Customer :
Service : : : Reviews
and complaints Alliance partners advice

Online travel

Product Co-branded

In-house design ] ..
8 White labelled communities

design
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Experience is holistic: Cranfield

UNIVERSITY
= = School of Management
channel proliferation
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© Cranfield University 2015 http://www.swebdevelopment.com/blog/social-local-mobile-awareness/




Does experience = service quality? Cranfield

- - - School of M
‘Inside out’ view of our business Froonol Hamagament

- Helpful staff
* Beauty salon

e Kids movie theatre

© Cranfield University 2015



Experience is subjective: Cranfield

NIVERSITY

tOutside in’ view of our business School of Management

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

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

© Cranfield University 2015

On board: (1.5 hour journey)

- Helpful staff
* Beauty salon

e Kids movie theatre




Experience occurs through time:  Cranfield

NIVERSITY

Jou rney perspeCtive School of Management

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

* Long drive, single lane road

* Queue for up to two hours

Customer experience management:
when firms “gain an understanding of
the customer’s journey — from the
expectations they have before the

experience occurs to the - Helpful staff
assessments they are likely to make
when it’s over" * Beauty salon

(Berry, Carbone & Haeckel,

Sloan Management Review 2002) * Kids movie theatre

© Cranfield University 2015



Customer experience is a Cranfield

Jjourney: (actually many journeys)

School of Management

: zl 0
SRS w ‘BEy

1 am sorry but we are
closed for checking-in.

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



Cranﬁeld

NIVERSITY

Customer experience:
is emotional

School of Management

transfer

nto the next phase of their

ey. Freedom and control become

Whether a short or long connection, our
customer needs a fast and efficient transfer to
the next flight, lounge or waiting area.Time is
important. Accurate information, clear

signage, courteous and helpful staff are key

time of tension
time of frustration

relationship breaker

© Cranfield University 2015 http://customerthink.com/ how_great_customer_service_Ieads_to_great_customer_onaIty/



Experience is co-created: Cranfield

UNIVERSITY

A focus on ‘with, not ‘to, School of Management
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Cranfield

Experience is co-creafted: L -

Impact of other customers

KarenKev
Gloucester, United Kingdom

Reviewer

5. 4reviews

(Y1) 3 restaurant reviews
&3 Reviews in 2 cities

Q 4 helpful votes

tripadvisor®

© Cranfield University 2015

School of Management

“Rude Customers”
®OOO0) Reviewed 5 February 2012

Afetr walking in the snow for 30 minutes last night we were entinced by
the fantastic looking Old Thatch Tavern. The smoke was pouring out of
the chimney and it looked a welcoming sight. after walking in the door
and being immediately greeted by the warmth of the open fire we were
then faced with what i am guessing are locals refusing to move so we
can get to the bar. A very sarcastic woman sat on a stool on the corner
of the bar muttering away to herself about us arriving. Talk about a
‘clicky’ pub and the feeling that only locals are welcome! We soon made
a quick exit and went to a pub more welcoming and happy to take our
money.

Visited February 2012
@®@OO000 Atmosphere ®O0O00 Service




Customer experience Cranficld, .,
is goa I d"iven School of Management

Manufacturers shift to “servitized” business models through
integrated goods-services offerings

Xerox @)

| /)
“Simplifying how work gets done” “We keep your planes in the air”
(Business process improvement) (Power by the hour)

http://www.youtube.com/watch?v=Ykril-x4tK]|



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

Customer experience is Cranfield

NIVERSITY

School of Management

Holistic
Subjective
A journey

Co-created

Emotional
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Customer experience definitions Cranfield,,,

School of Management

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)

© Cranfield University 2015



cuStomer experience School of Management

Tell your neighbour about a Holistic
recent product/service —
encounter with your bank or Subjective

telecoms provider. _
A journey
What brand touchpoints did you

: Co-created
encounter on your journey?

Emotional

What did you think and feel about
the encounter? Goal driven

© Cranfield University 2015



Cranﬁueld

NIVERSITY

School of Management

Who is your customer?
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Market Map —
Internal Wall Coverings

11 Merchants
£38m
Others 15
£45m 9
51
10 Decorator’s
Merchants 62
£113m
27 08
Majors Manufacturer’s
£255m own Distributors

£90m

23 22

Sheds 11
£33m

Market value £300m

1

Cranfield

UNIVERSITY

School of Management

Small Builders
and
Tradesmen
£164m

Large Builders
and
Specialists
£125m

DIY
£11m
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Buzz groups:
Draw a market map of customers?

(hint: some of you may have internal
customers)
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Customer perceptions of
quality and value

© Cranfield University 2015



How most companies
talk about value

Cranfield

UNIVERSITY

School of Management

i _ Score/weight (Score out of 10 -
Sl'ua 'y Weights | multiplying these by the weight)
'mension You Compet. A| Compet Bl Compet C
1. Efficacy 35 276 T 55
2. Safety 35 65 41 55
. 6 6
3. Price 30 1.8 1.8
4,
D.
6.
Totals 100 6.8 6.8




Product & service quality

O Service
@ Product

Tangibility

Reliability

Core
product/
service

Price

Responsiveness

Assurance

Cranfield

UNIVERSITY

School of Management




Customer experience: Cranfield
beyand serVice UNIVERSITY

School of Management

Relationship
- repeated interactions

Brand image/communication

Tangibility

Core
product/
service

Price
Responsiveness

Emotions

Assurance

O Experience surround
O Service
@ Product

Peer-to-peer




Embedded value vs. value-in-use Cranfield

Experience surround

Augmented

UNIVERSITY

School of Management

Value-in-use

Goal 1 v
USE PROCESS> Goal 2 v

Goal 3 v

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




NIVERSITY
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An illustration:

School of Management

London Symphony Orchestra

Customer perceptions of value?




London Symphony Orchestra Cranfield

School of Management

Value-in-use

Travel ease

Food & drink
Augmented

Post concert bar

Good night out
with friends

Concert quality

Vicarious pride

A sense of
belonging

Performer engagement

Chances to mingle

People like me




Factory automation supplier Cranﬁeld
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m

9)

|
Maintenance
services :: >

Factory 1= '
maintenance

)

equipment

Customer perceptions of value?




Factory automation supplier

Maintenance services

Factory
Maintenance equipment

Outsourced
maintenance

CranﬁUe

ld

NIVERSITY

School of Management
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Customer perceptions of value?




Factory automation supplier

perience surroun

CEO
breakfasts

Strategy
consulting

Process
design

Cranfield

UNIVERSITY

School of Management

Value-in-use

Output

Capital
utilisation

Outsourced maintenance

Supplier Maintenance
management operations

\ management
Equipment

>Ris.k
management

USE PROCESS !\
/

= Treat onsite supplier
staff as part of team

Management
time

- Jointly design
predictive maintenance
procedures

Someone to
blame

- Ensure stores
processes are followed




Taking responsibility for

Cranﬁeld
custo Jrocesses U

NIVERSITY

School of Management

Experience surround

Augmented

Value-in-use

Goal 1 v
USE PROCESS> Goal 2 v
Goal 3 v

EMBE ALUE-IN-USE

omer’s outcome,

r goal that is served
tly through the
jervice consumption

Perfor
product/se
which t

preps



Proposition based on value-in-use Cranfield

NIVERSITY

School of Management

Value-in-use _ Score/weight (Score out of 10 -
dimension Weights | multiplying these by the weight)
You Compet. A Compet B Compet C
1. Thought leaderghip 50 8 0| &30
2. Practice throughput 25 8 20 | L—"18
10 7
3. Patient satisfactjon 15 o 11
4. Practice budget 10 ° 06| > 05
5.
6.
Totals
100 7.8 6.7
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Understanding customer value




London Symphony Orchestra Cranfield

School of Management

Value-in-use

Travel ease

Good night out

Augmented with friends
Post concert bar

Concert quality

Vicarious pride

A sense of
belonging

Performer engagement

Chances to mingle

People like me




EXERCISE: Now try to unpack the value in one
of YOUR products / services / solutions Cran Ug!,gsm{

School of Management

Experience surround PRODUCT-MARKET:

Value-in-use

Augmented
product / service

Core product / service




Cranﬁeld

NIVERSITY

-
on boa rd Ryan AI r School of Management




EXERCISE: Now try to unpack how your customer’s
usage processes contribute to value creation

Experience surround

Augmented
product / service

Core
product/ service

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)?

PRODUCT-MARKET:

Cranﬁeld

UNIVERSITY

School of Management

Usage Processes

Value-in-use

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 17
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Virgin Atlantic check-In e
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