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Webinar Interface Review
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Dial: (805) 8794135
Access Code: 105-748-644
Audio PIN: 74

GoToWebinar _
Example Interface

Welcome! Pleaze type any questions/comments

in the Question and Answer section of your
control panel.
Audio: Use your microphone and speakers (VolP) or

call using your telephone

[Enter a question for staff]

Give Online Punch
Webinar ID: 575-754-892
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Who are Beyond Philosophy?

Revolutionize CUStomer
Your Cu Expfrience
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Exper

We are pioneers in the We work in many countries Thought leadership is our
Customer Experience across several continents differentiator. We have literally written
space. the books on Customer Experience.
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We put emphasis on the We maintain links with Evidence based consulting -
emotional side of customer academiato keep us aligned we look for what really drives
experience with the latest breakthroughs business value
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http://www.standardbank.co.za/vgn-ext-templating/v/index.jsp?vgnextoid=39b8b2e17e35b210VgnVCM100000c509600aRCRD
http://www.etisalat.ae/index.jsp?lang=en
http://www.roche.com/index.htm

Traditional way of looking at Customers...




Laser eye treatment? “({
S reasons to choose
Ultralase.

L

- - - - -

by the Government’'s National Care Standards

As the UK's first and largest laser eye treatment
providers, no-one does more to maintain the very - -
highest tevels of professional and ethical care. Commlss'on'

1. Our consultations are free of charge and
without any obligation.

2. We decline treatment on clinical grounds For the exDeﬁenced' prOfess'onal and
'c:fn:::":“'::" 259% of people who have a ethical approach to freedom from glasses
and contact lenses, get in touch today.

3. We are the only UK provider to have its
treatment results verified by independent
audit.

4, We provide 12 months' aftercare free of charge.
- : g ~ultralase ™

5. Our clinics are registered with and inspected
Eyve o~

by the Government’'s National Care Standards \ the laser eye SPQC'I lists Laser -
Commission. Association

Cleari/y No.l Sy
For the experienced, professionat and
ethical approach to freed from gl
and contact lenses, get in touch today.
www.ultralase.com

¢ ultralase . ,
T— the laser eye spectatists Lo For your FREE information pack or to book a

free consultation, freephone

0808 144 20 20

Eleariy No.d

For your FREE Information pack or to book a
free consulitation, freephone

QuUO ~ODE: N145
CLINICS NAT|ONWIDE

0808 144 20 20

C\.INICS NAYION{IIDE




€ Ophthalmology & Laser clinic
Endoscopy
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The transactional experience transfers into
social media...

"3 ColinShaw_CX: Hitton Garden Inn voice menu. "we want to
exceed your expectations at every point”. Already #fail. Kept
waiting for 10m. #CEM #CX #custexp

ol HiltonOnline: @colinshaw_cx We are very sorry for this. We
S will forward your concerns to our Brand Management department.
Thanks for choosing Garden Inn.

n ColinShaw_CX: @HitonOnline What does the Brand
w Management team have to do with this?

assistance, please send an email to ga.topic@hilton.com We will

3R HiltonOnline: @colinshaw_cx If you would like further
l_-lililro_l
gladly try to assist you.
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Process or Experience?\
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Customer Experience definition

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
evoked and intuitively measured against customer
expectations across all moments of contact.
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Emotional and Subconscious
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The emotional
Customer Experience
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Drivers Long Term Value
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Recommendation cluster

Trusting Focused
Valued Safe
Cared for

Attention cluster
Interesting Exploratory
Energetic Indulgent
Stimulated

Destroying cluster

Irritated Unsatisfied

Hurried Stressed
Neglected Disappointment
Unhappy Frustrated

Hierarchy of Emotional Value

beyondphilosoy ‘,?

The DNA of
Customer
Experience

How Emotions
Drive Value
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Credit card company example...

Getting a Card

Using my Card

Servicing my Account

& g 2
aovocaci RECOMMENDATION ATTENTION DESTHOVING [apvocac REcommENDATION ATTENTION DESTROYING [aDvocac] RECOMMENDATION ATTENTION DESTROYING
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The subconscious
experience
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The key to unlock the Customer brain

Experience Psychology




Sometimes we don’t know about the things that influence
us, we just subconsciously perceive them...
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Subconscious signals effect our behaviour and we
don’t know why...

Attributes of the brand
® Speed
© Power
® Aggressiveness
® Risk-taking

Professors S. Adam Brasel and

James Gips of the Boston College
Carroll School of Management
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How we make decisions _
- what are the subconscious signals?

BUILD ULTRASONIC ALARM /DETECTION SYSTEM

NEW—OPPORTUNITY /CAREER
DEPARTMENT

BEGINNER'S R.F.
SIGNAL GENERATOR

NEW DIGITAL READOUT
MORE IC EXPERIMENTS

D.C.TOD.C.
UPVERTER

BUILD TELEPHONE
SPEECH SCRAMBLER




We reference our memory to give this experience meaning

All rights reserved.

‘ BUILD ULTRASONIC ALARM /DETECTION SYSTEM

NEW—OPPORTUNITY /CAREER
DEPARTMENT

BEGINNER'S R.F.
SIGNAL GENERATOR

NEW DIGITAL READDUT

MORE IC EXPERIMENTS

D.C.T0D.C

UPVERTER

BUILD TELEPHONE

SPEECH SCRAMBLER
page 27

beyondph||osophycom




Prospect theory - Kahneman and Tversky - 1979
One of the foundations of Behaviour economics

If a decision is taken to avoid a loss it will be a bolder more
aggressive, than one to achieve a gain.

We want to hold onto the things we have, we are protective, we
want to keep our standard of living. We will gamble more to do
that than to INCREASE our standard of living.

Kahneman: “People hate losing more than they like winning by
a factor or 2 or 3 - The emotional tail wags the rational dog”
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Practical examples \
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What customers What drives
say they desire business value
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Drives value

Invisible

Not desired and
does not
drives value

Not drive va

Not desired Desired
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Middle East Telecommunications Company

Product quality versus

emotional engagement®s
ey =
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Priority Order of the Attributes (Combined desirability and

current value) — Premium Consumers |

{ asacompany that keeps its promises

delivers the best value for money
I feel like | have a relationship with
_ . products meet or exceed my telecom needs
as a company that is setting trends
Appropriate information messages are sent to me
Positive presence of in my local community
is a brand that | can relate to
Speed of problem resolution
Helpfulness of Customer Care Agent

Top Ten

Desired by Customer Effect on Value

L Lsunchesinnovativeproductsinthe UAEmarket
Consistency when dealing with customer care

keeps me informed of offers relevant to me

Services are activated on time

Knowledge of Customer Care Agent

Service engineer can answer my questions
Reliability of network / services

Quality of network / services

Speed of network problem resolution

Fully informed of any delays with service activation
Quality of information on IVR (interactive voice menu)
Simplicity of customer care IVR (interactive voice menu)
Full information provided about ~ | products and services
Acceptable waiting time

web Self Care enables me to manage my account
" makes me feel special

Speed of billing / payment problem resolution
Speed of activation for products and services
Confirmation of services set up correctly
Accuracy of bill

Convenient bill payment/recharge options

Ease of sign up process

Clarity of advertising

Spoken to on a language of choice

Convenience of store location

Friendly greeting in store

Simplicity of bill layout

Timeliness of bill delivery

Choice of bill delivery method

Waiting time to be served

Fully informed of waiting time

Appearance of retails store staff

Look and feel of store

Appropriate literature in store
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Designing a new
experience
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Cognitive

Negative Emotion Points

Application Wait for confirmation

Cognitive
Dissonance

f
&GS
<@

Fill in enrollment forms
or call Company

L 4
PP 4
*Benefit 2 Partners
- Peak End *Direct Debit Prospect
3=

Theory

3
A
Chase: | Yes |
* Benefit 1

* Benefit 2

Call XXX to check Call Benefit 1 to ask Callto chase the M R€C€1Ve DD Mlond ol to chase
status of Benefit 1 about membership DD cancellation the DD
card number letter

, I ”
: 9nd Call to XXX to Wait 10 days for Fill in & Acct 2 call to
Call Benefit 1 to check status of PP a response from Disclosure & authorise
check status of card XXX via the Authorisation someone to act

card post form on my behalf
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I
* LINE

Increase in Net promoter Score: “As a result of its customer
experience efforts, NPS has improved from -10 to +30”

Increases shipping volume. “Maersk correlated a 4 point
INC

< Maersk Line

Tr,

«\Webinar June 215t

customer experience improvement methods. The firm then did a
study comparing regions with and without a council. The result:
participating local offices score 10 points higher on their NPS
than those offices that opted out”.
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