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The Beyond Philosophy Perspective

Experience |
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COLIN SHAW

Customer Experience Thought leadership is
is all we do! our differentiator

London
Business Cranfﬁ‘eld

NIVERSITY
School School of Management

Offices in London,
Atlanta with partners in
Europe & Asia

Links with academia
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Customer
Experif;-‘nce

New fourth book
Is now available

-
Focus on the emotional side
of Customer Experience
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 Why customers’ perceptions
probably are not accurate

* How to identify relationships
between key experiences and
customer touch points, and why
traditional techniques don't link
them effectively

 What impact visual and
sensory experiences have on
the customer experience

 How to create easy, valuable
maps that don’t require
expensive software solutions

Beyond Philosophy © Al rights reserved. 2001-2011 www.b eyon d p hiloso P h y.com



Touchpoint Mapping Defines CEM

O In a worldwide survey of 50
Leaders of Customer
Experience 64% defined
Customer Experience as about
Touchpoint Mapping either on
its own or in combination with
something else: usually
emotion

O This is the standard approach
based on the concept of
Moments of Truth and the
Service Blueprint
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Viewpoints Percentage

Customer Service 3%
Emotional 11%
Emotional and Touchpoint 22%
Holistic and Touchpoint 3%
Insights 17%
Loyalty return 3%
Measurement and Process 3%
Touchpoint 36%
Touchpoint and Loyalty 3%

Viewpoints Percentage
Customer Service 3%
Total Emotional 33%

Total Touchpoint

64%

Insights 17%
Loyalty return 3%
Measurement and Process 3%
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Global Experts Support the Touchpoint Approach

Definitions of Customer Experience Title Viewpoint
E hing that t hes th t tters. E hing that hles the i t
verything that touches the cus or_‘ner matters. Everything that enables the improvemen Usa Expert Touchpaint
towards what the customer perceives.
Locking _at aI_I touchpoints from start to end e.g..fro_m seT\r—mm?gto repurchasing and all Usa _E:xD- Touchpoint
touchpoints in between as well as moment of truth identification implement
Idn&_n?lﬁtlvgtouchpomts, active manag_ement - where_ is it, interaction - how identify Usa _D(D- Touchpoint
efficiencies, and understand expectations and requirements implement
Came about in USA from Academia (HBR). It is about all the interaction points the customer
has with an organisation, that the sum of those equals an overall customer experience. 1 UK Lead- ~ouchpaint
bad interaction can have bad impact on the overall customer experience What are the key implement F
interactions and what does some of those equal in the customers mind
. . , L Cx0- .
Managing and understanding the customer's entire lifecycle. UK . Touchpeint
implement
The lifecycle of the customer with us. Even before day 1: lock at the journey, every Turke Lead- Touchpoint and
touchpoint, why are they loyal, look at customer lifecyle i implement Loyalty Return
. o |CxO- .
Managing the experience across all custemer life cycle touch points Saudi Arabia | Touchpoint
implement
A constant interraction between management and the customer for a period of time with ) . |Lead- .
) ) Saudi Arabia | Touchpoint
several different touchpoints. implement
H hasically t i hing to do with touchpoints, Defini hat Cx0-
ow you hasically transform everything to do with your touchpoints, Defining wha - ¢ Touchpaint
customers need. implement
It means Customer Journey Mapping from end to end. Indonesia Expert Touchpoint
Build a relationship everytime you touch them and converting the non-customer into a .
. - - . : Lead- Emoticnal and
custamer. This is not just abhout managing customers, but also about looking at each Australia ) N
. o i implement Touchpoint
moment of truth and creating a positive experience
P fully desi isation to achi lue b ti tional tion |Netherlands |2 Emotienal and
urposefully design an organisation to achieve value by creating an emotional connection implement Touchpaint
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Traditional Touchpoint Mapping

Maps out the observable and rational
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Traditional Touchpoint Mapping

Enriched Experience
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Traditional Touchpoint Mapping

Makes prioritization difficult

Companies focus either on:
Whatever is easiest to fix (cheapest, quickest...)
Whatever the internal culture believes is most important

Whatever is easiest to measure (think KPIs, software
implementations etc.)

Whatever gets most complaints
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Emotional Touchpoint Mapping

Maps out the experienced and the perceived
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Decide the Customer and Be the Customer

U Wowthisis a
good game

U Those guys
played rough

O Don’tgoto
commercials
yet!\ |

QO This game is
boring

0 When’s it going
to end?

O Whenis the
commercial
bre\ak?
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The truth is emotions drive behavior....

F1 “The essential difference between emotion and reason
is that emotion leads to action while reason leads

to conclusions.” (caine, D. (2000). Within Reason: Rationality and
Human Behavior. Vintage Books.)

F1 “Although beliefs may guide our actions, they are not
sufficient to initiate action. No matter how rational your
thoughts about helping the needy may be, you need
an emotional impulse before you actually volunteer to
help. Emotions are prime candidates for turning a

thinking being into an actor.” (Frijda, N.H., Manstead, S.R., &
Bem, S. (2000). The Influence of Emotions on Beliefs. In N.H. Frijda, A.S.R
Manstead, and S. Bem (Ed.), Emotions and Beliefs: How Feelings Influence
Thoughts (pp. 1-9), Maisson des Sciences de 'Homme and Cambridge University
Press.)

F1 “Customers are always emotional. That is, they
always have feelings, sometimes intense, other times
barely perceptible, when they make purchases or
engage in commercial transactions. One thing is

certain: no one is entirely neutral about consuming.”
(Barlow, J. & Maul, D. (2000). Emotional Value: Creating Strong Bonds with Your
Customers. Berrett-Koehler Publishers, Inc.)

i1 “We now accept that human beings are powered by
emotion, not by reason. Emotion and reason are
intertwined, but when they are in conflict, emotion

wins every time. [Emotion] controls our rationality, our decision making.”
(Roberts, K. (2002). Annual ESOMAR Conference, Barcelona.)
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_____________________________

R R R R RN ey, v wn = wm

_____________________________

Valence/
Outcome

Customer
Concludes

A mistak Because | have Bectagste: Itr\i,r\q" Because they
MIStAKe 0 better choice ge . e are the best
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How do we put the ‘C’ in ‘CEM’?
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Grounded in Emotion Theory

CUSTOMERS EMOTIONAL EXPERIENCE

Goals

Clore, Ortony

“Low-level goals are
short —range and in the
service of higher-level
goals which involve
maintaining general well-
being.*

(Gerald L. Clore and Jeffrey R.
Huntsinger, 2007)

What the
customer seeks

EMOTION OUTCOMES (VALENCE, COPING LINE

(LAZARUS)

Sub-goals

Lazarus

Other

Ambience

Isen

“Emotion becomes the
result of appraising
events that promote or
obstruct consumer well-
being. Actual behaviour
is a response to an
emotional state in
conjunction with the
particular initiating event

(Emotions and Adaptations, R.
Lazarus, 1992)

Y

Self |
Baumeister
Affactive
rasidus
¥ A
Timez L, Memory of Select optin
chica point i behavior and its based i; daslng:l
outcom at Time 1 E;Tb:oonqz

If-then
Tiles

(How Emotion Shapes Behaviour, Baumeister, et al.)

How he goes
about his goal

What he

remembers

Finding a coin on the
ground is sufficient to
induce a positive mood
that in return enhances

altruism

( Batson. Coke, chard,
Smith and Talaferro, 1979;

Blevins & Marphy, 1974;

Isen & Simmonds, 1978;

Levin & Isen, 1975).

How he is
influenced by the
environment




The Emotional View Defined By Walking the Experience

Emotion
Drivers

Ambience
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| want to
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N—
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O —

Availability

( of chairs

N —"

Selection of
books

N —
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Feel of
flooring

N—"

Lightin

| room
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What does the customer experience?

An experience is NOT
a summation of
touchpoints but the
extraction of value from
what the touchpoints
‘mean’ to you i.e., some
touchpoints weigh
heavier in the
experience than others




The customer is one
side of the equation,
the firm the other

In addition there are
customer interlinkages
and so forth

Q)
o
>
—
0p)

SUB-GOALS )
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Defining which perspectives to focus on

You MUST use higher
order maths to process
the viewpoints and
define where your
organisation should
focus




HOW TO DO IT?
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Example: Online application
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Customer Immersion: the Ethnographic phase

O Customer experience
experts walk the
experience of being a
customer, or
observations are taken

O During this process
audio, video and
photographic clips (as far
as possible) are taken

O The expert keeps a log
of the experience and
fills in the Emotion
Mapping Questions

GOALS

SUB-GOALS

MEMORY  }

AMBIENCE K}
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Next Steps: Prioritize (ideally quantify)

Prioritize

Drives value

Emotional Signature®

Invisible

Not desired and
does not
drives value

Not drive va

Not desired

Desired
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. from ‘as is’ to ‘to be’ redesign

Next Steps

Generate
Ideas

ST ||
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Next Steps: from ‘as is’ to ‘to be’ redesign

Generaie maa  Storyboard
|deas

ST ||

Storytelling
That Moves People

A Conversatien with Screenwriting Coach
Robert McKee
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Create your Storyboard

Storytelling
That Moves People

Farget about PowerPoint
and statistics, To involve
people at the deepest
level, you need stories.
Hollwood's tap writing
consultant reveals the
secrets of telling them.

Copyright & 2003 ty Harvard

A Conversation with Screenwriting Coach

Robert McKee

Ersuasion is the centerpiece
of business activity. Customers
must be comvineed to buy your

company’s products or services, em-

ployees and colleagues to goalong with

a new strategic plan or recrganization,

imvestors to buy (o1 not to sell) your

stock, and partners to sign the next deal.

But despite the critical importance of

persuasion, most executives struggle

to communicate, let alone inspire. Too
aften, they get logt in the accoutrements

«of companyspeak: PowerPoint slides,

dry memos, and missives

avisit to Robert McKee, the workd's best-
known and mest respected screemwrit-
ing lecturer, at his home in Los Angeles.
An mwardwinning writer and director,
McKee moved to California after suchy
ing for his Ph.D. in cinema arts at the
University of Michigan. He then taught
at the University of Southern Califor
ni's School of Cinema and Television
‘before forming his own company, Teo-
Arts, to take his lectures on the art of
storytelling worldwide 10 an audience
of writers, directors, producers, actors,
and executives

from the corporate communications
department. Even the most carefully
researched and considerad efforts are

McKee's students have written, di
rected, and produced hundreds of hit
ey S

routinely greeted with cynicism, lassi
‘tide, or outright dismissal.

Why is persuasion so difficult, and
what canyou do toset people onfire? In.
search of answers to those questions,
HER semior editor Bronwyn Fryer paid

tion. ATl

Beyond Philosophy © All rights reserved. 2001-2011

‘werest Gump, Erin Brock-
awich, The Colar Purple, Gandhi, Monty
Python and the Holy Grail, Sleepless in
Seartle, Toy Sory and N v, They have
won 18 Academy Awards, 109 Emmy
Awards, 19 Writers Guild Awards, and
16 Directors Guild of America Awards.
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Customer Recall: the Storytelling phase

O Asis Template Set-up: experts recall their
‘customer experience’ 2 days after the event,
without reading the logs. This is adequate time
to affix any recall of the experience

o Anillustrator is used, together with photos to
piece together what ‘sticks in the memory’. This
acts a projective exercise.

o Any project based remembrances are added to
the Brown Paper

O To be redesign: we use the template
storyboards as the basis for redesign using
selected ideas

o  We change the story and the illustration ‘in the to
be workshop’

o  Seeing and hearing these changes as stories is
the cheapest form of pilot you can do

o  The storyboard enables ‘vision and
communication’




Telling the Story — moving from process to story
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Its not about touchpoints but how they change the
customer story

Shot 7: 8he calls the

Shot 10: She contacts the appropriate

remploye and transfers the de-
mand while the client is on the phone
and listens to her story to be repeated

Shot 6: Cloge up at the mumber
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Next Steps: from ‘as is’ to ‘to be’ redesign

L Generate
Prioritize Ideas Storyboard

ST

Storytelling
That Moves People

A Conversation with Screenwriting Coach
Robert McKee

WWWbeyondph”osophycom
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We invite you to continue the
conversation and ask questions

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

@ events@beyondphilosophy.com
3 Steven_Walden

Linkedf. http://uk.linkedin.com/pub/steven-walden/2/ba5/1ba

Linkedf. http://uk.linkedin.com/pub/kalina-janevska/14/3b4/651
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