Contents

Foreward
Preface

It's All About Experiences!

The Awesome CuStomMeEr ChallENge ..o s 1
The Awesome CUStOMEr ChallENgE ..ottt st sae b e e eneas 1
REVENUE AFCRITECIUIE .ottt bbb bbb et e s e Rt Rt e bt ekt b e bt ebe e b sb et e benn et eseeneeneebentas 1
Meeting the Awesome Customer ChalleNge ... 6
Chapter 1 - Are You Customer-Focused or Customer-Manipulative? ... 1
BeCOmMiNg CUSTOMEI-FOCUSEX.......couiuiiitiiiiiitcicit ettt bbbt bbbt b et b et b ettt n
Developing a CuStomMer TrUSt CUITENCY  .oouoiiieieeieieeeeeee ettt 17
Merging Customer-Focus with Customer TrUSt CUITENCY ...oouiriieiiieieieeie et 21
Trust IS the DIffErentiator ...ttt b bt bbbt st seesb e b e e e 23
Make Trust the Cornerstone Of YOUr Brand ...t 24
Consistently Delivering on YOUI PrOMISES  ...c.coiiiiiiiiirieie ittt ettt st 26
The Customer-FOCUSEA REAILY  ....oc.iiiiiiiii ettt b e bbbt see e 27
Chapter 2 - CUSTOMEIS VOB .ottt 29
From Beginning To End, The EXPerience COUNES ....cccoiiiiriiieiiieieiene ettt st 29
CUStOMErS CONEIOI ThE W OT8 ..ottt ettt r et ar et er e b b e ene e 32
Customers Vote All the Time...And Tell Others How They Voted ..o 33
The Delight Vote Is Your NUMbBer ONe OB jJECTIVE ..o 36
The Value O @ CUSTOMEI™S WV O . .cuiiuiieiiii ettt b bt esbe et beseesb et e e e e eneereene e 38
The Delight Vote IS WOIth IMOTE ..ot bbb ettt ebe st et ane 38
Customer Satisfaction Initiatives Fail to Create Customer Loyalty and Produce the Delight VV ote.............. 40
The Danger in Not Getting the Delight V 0T .......coi i 44
Customer Delight Creates Relationship Differentiation..........ccooiiiiiii e 46
Leveraging Customer Satisfaction into Customer Delight ... 48
Chapter 3 - A Delightful Experience at Rivers...

A CustomerExperience Mapping Case StUAY ... 51
AN EVENING B RIVETS. .ttt ettt bbbt et b e be st e e e s e st e st eh e e b e e bt e bt eb e e b e ebe e b e nbesbese e besbeneeneeneas 51
Welcome t0 RIVErS EFfOrtIESS D IN TN 0 ..ottt bbb bbb e e e eneas 57
Getting Down to BusSiness - the EXPerience B USINESS. ...ttt 59
Rivers’ Customer EXperience MapPing ..o oeoererieeieniereee e 66
The Saturday Morning EMpPIOYEe MEELING ....cooiiiiiiiiiie et 74
Brent’s FINal COMIMENTS ...ttt ettt ettt e bt b e beseeea e beseess et ese e e eneaneereaneaneas 75

Chapter 4 - The Totally Awesome Customer Experience...
What it Takes to Create and DeliVEr O N ... ettt es e 81

Creating an0 D BITIVEITNT . ..ottt e b et ek bt sbesb e sbe s b et st e e eneese et eneebesbeanea 81
LI VR I e oL o] LY SO SRS PP 83



Creating a Totally Awesome CuStomer EXPEIIENCE oo e 91

Creating a Totally Awesome Customer Experience Step One - Visualize the Experience ........... 92
Creating a Totally Awesome Customer Experience Step Two - Translate, Build, and Train......... 99
Creating a Totally Awesome Customer Experience Step Three - Assemble the Experience Plan 106
Delivering a Totally Awesome CUStOMEr EXPEITENCE ..coiii it 110
Delivering a Totally Awesome Customer Experience Step Four - Interact with the Customer ............... M1
Delivering a Totally Awesome Customer Experience Step Five - Measure Customer Delight ............... 112
HTUSEration OF the FIVE-StEP P rOCESS .ot bbb bbbt e 115
EXPerienCce-Based ECONOMICS  .....ccociiiiiiiiiiiieiie ittt sttt b b s e b bt b e bt bt bt et e s be b e sbe b sbe b e s 122
Improving Consistency and Repeatability in Your Customers’ EXpPeriences .......coccoceoeeverieseniennnnennn. 126
Managing Your EXpPerience Variables. ... 129
Mastering the Customer EXPerience LANQUAGE .....cccooiiriiirieinieinieisie st 130
THE MAGIC FOTMUTA ..tttk bbb bbbt b et b et bt ettt e b 130
Chapter 5 - The Science of Customer Experience Mapping®©...Using the Power Tool................ 133
TRE SCIBMCE ittt b E bRt b e bt b ekt e bbbt R bt bbbt bRt b et bt 133
Building an Effective Customer EXPerienCe Map ..o e 136
Creating CUStOMEr EXPEIENCE IMAPS . ....i ittt sttt et e st b et e b b e sbe st b e nbe et neeneens 138
Linking Your CUStOMEr EXPEIIENCE IM AP S ittt ettt st et s et sbe b besbe e 152
Documenting Your Customer EXPerienCe IM P S....ociriiiiiiiinieieteieie ettt 152
Converting Customer Knowledge Currency into Customer TruSt CUITENCY ...cccoeiveeieenieennenieie e 153
Integrating Customer Experience Mapping into Your Strategic Planning Process .........cccccocviiiiicnen 153
Chapter 6 - The Art of Customer Experience Mapping...

Creating and Delivering Experience TOUCh POINTS ... 157
B LI N S TSSOSO OO UTPTOTPRUPTOTORN 157
The Discipline Behind EXperience TOUCH P OTNTS....oiiiiiiiiiiieiene e e 159
The Creative Side...Your Experience Touch PoInt Palette ..o 164
Experience TOUCh POINE PAIEIIE  ......coiiiiiiiciee bbbt 166
The Power Within Your Experience Touch Point Palette ... e 171
Applying Your Experience TOUCh POINt Palette ... e 174
The Value of Coordinated, Consistent, and Well-Executed Experience Touch Points.......ccccooeiinnnine 178
REACH VEISUS RICNNESS ..ottt bbb bbb bttt et bbb nb s 182
Ve g oo I 0TV g AN o TSR RSOSSN 184
Chapter 7 - Do It...Making the Dream Come True in Your Organization ..., 187
Making The Dream COME TIUE ..ottt b etttk ek e bbb bbbt bt bttt nnens 187
First Things First...COMMITMENT ..ot bbbttt 189
Becoming an Experience-Based OrganizZation . ... ..ot 191
Effectively Implementing the Five-Step ProC eSS .o 191
Chapter 8 - Creating a Totally Awesome Website Plan...

A Customer Experience Mapping Case StUY ..ot eses 203
Usability, A Part of Customer ACCEPLADITITY  ....oovoiiiiieie e 203
OUr WeDSite EXPEIIENCE OV EIVIBW ...eiiiiiiieiieii ettt sttt sttt se et es et e st ebe et e besbesbesbeseesaesbenee e eneeneeneans 204

Observations and INSights from the T @AM ...coi it 206



The NULS and BOItS OF OUI S ESSTONS ...ciuiieiiiie ettt ettt ettt e e s st e e s st e e e s b b e e s et bessssbaessabeesssbbesssnbesesabeas 207

A New Understanding About Website PIaNNING . ..o 224
Chapter 9 - The Right to Know...Customer Knowledge versus Customer Privacy............ 227
Customer Privacy: A Proactive Corporate ReSpONSIDIlITY ...cooo i 227
Customer Relationship Management (CRIM ) ... 229
Data Mining of Customer INFOrMAtioN  ........ooiiiiii e 234
Customer Experience Mapping Using Customer Knowledge ... 236
Customer Knowledge Investment and Customer ReSponse RAteS.......cccooeiriireiinieienieienceseese e 237
Economics of Acquiring Customer KNOW UG ... e 240
CUSEOMET PTIVACY vttt ettt 242
Chapter 10 - Make the QUANTUM LEAP oo s 245
REAAY, SEL, G 0 . ittt e et h e b e bt bt b e b e Ee b e be bR b e b ket e R b e Rt e Rt e Rt b e be b 245
Setting CUSIOMEr EXPECTATIONS. ...ttt b ettt b b b bbb e et e s e e aneeneas 246
Setting EMpPloyees” EXPECLALIONS  ......coiiiiiiiiiciie ettt b ettt 247
We Leave YOU WIth SOME TIPS ittt ettt b et b et b e bt b e ne et e b b nna 249
Epilogue - ONe FOrthe ROGM ..ot 259
Glossary of Terms - Customer EXperience LangUage ... 263
I X ettt 275

READING THIS BOOK...
You can read this book from two perspectives:

» To obtain a solid overview of the benefits, concepts, processes, and tools that create and deliver
Totally Awesome Customer Experiences.

» As a daily reference guide on how to do it and how to implement it.

After you read the Awesome Customer Challenge, Chapters 1and 2, our advice is to scan each subsequent
chapter to see which sections best apply to your reading purpose. You can always come back and read for
additional how-to detail.



