customer
experience
1. foster
CUSTOMER EXPERIENCE
Dictates customers’s feelings before, during and after purchasing a product or
service. An important source of customer satisfaction and loyalty.
FOSTERING THE CUSTOMER EXPERIENCE
Consist in structuring all of the client’s interactions with the organization in a
creative way, from intention, to use, to final purchase of a product or service.
This culture is the product of a formal organizing of the business processes
and informal, unwritten rules used by employees and management in the
organization.

REDIRECT ENERGY
DEDICATED TO
PROTECTING THE
INTERESTS OF THE
ORGANIZATION
TOWARDS THE
NEEDS OF
CUSTOMERS.

2. DEVELOP
WHY INVEST IN IT?
In order to...
•
•
•
•
•

Create the best possible experience for customers.
Consolidate the strategic orientation that the company has set for itself.
Stand out from the competition.
Motivate employees to give the best they have to offer.
Improve the organization’s financial performance.

CUSTOMER
EXPERIENCE
EXISTS IN A
BROADER CONTEXT
OF ALL THE
DIFFERENT
ELEMENTS OF THE
ORGANIZATION’S
UNIVERSE.

If you aren’t truly engaged, do nothing!
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3. IMPROVE
STEPS TO IMPROVEMENT
3.1.
Context and
analysis

3.2.
strategy and
experience

3.3.
deployment and
mobilization

3.4.
evaluation of
results

• Customer needs
and expectations
• Mission and vision
• Resources and
constraints

• Positioning
• Identity
• Goals

• Policies and
procedures, tangible
elements, rules of
the game and
collaboration norms
• Training, coaching &
guidance

• Mesuring integration
of rules of the game,
customer satisfaction
& employee satisfaction

3.1. Context analysis aims to understand customer’s needs and expectations as
well as the resources and constraints of the actual business context. If you don’t
study your market and your clients, yourcompetitors will do it.
3.2. Strategy is the game plan you adopt in order to better serve your clientele.
A shared game plan is a powerful antidote against power jockeying!
3.3. Deployment and mobilization is translating your strategy into concrete
actions that affect customer satisfaction while also mobilizing the members of
the organization. Customer experience depends in large part on your employee
experience.
3.4. Evaluation by means of customer and employee surveys allows you to
check whether you’re on the right track, and if needed, see what actions the
organization must take to erase the gap between your objectives and your
actual results. Employee will do tasks that are mesured, rewarded and celebrated.
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3.1. context
and analysis
Customer needs and expectations correspond to the service being requested. What the
customer wants and expects from the organization. Customers are more and more
demanding; they want more service, quality, variety and speed and everything at low cost.
What do your customers expect from your organization?
Who are they?
What are their reasons for contacting you?
A mission is the organization’s raison d’être. It contains specifics about its services, its
customers, its principal processes and the expected output level.
A vision is the dream you are chasing! Focused on the future, it is a timeless source of
inspiration. A vision guides the decision-making process, sets the course of action and
keeps you on that course.
What is going to motivate both your employees and your shareholders?
Are you remaining relevant?
Resources and constraints correspond to the services offered - what the organization
has to offer customers, taking into account its human, material and financial resources,
as well as all other constraints inherent to the organization’s field of business (laws,
regulations...)
Are you promising customers too much?
Are you making realistic commitments?
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3.2. strategy
and experience
Positioning
An organization wants to be known by its customers for a specific strength, one word that
springs to customer’s minds when talking about the organization. The customer experience
rests on this specific strength.
What do you want to be known by your customers for? Helpfulness, reliability, joie de
vivre, loyalty, privacy? What do you want customers to be saying about you?
Goals
Define your targets for midterm and long-term improvement.
Are you ready to stop talking and start doing?

Identity
This groups together in a graphic representation all the service facets of the organization that
support the customer experience. These facets are prioritized in customer interactions.
For example:

Fluidity

The company’s dominant trait
Strengths to be emphasized to customers

flexibility

Basic strengths to be consolidated

skills

keeping
commitments

Accessibility

Respect

What kind of experience do you want to create?
The company’s dominant trait
Strengths to be emphasized to customers
Basic strengths to be consolidated
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3.3. deployment
and mobilization
Policies and procedures
According to your established strategy, adapt or modify the systems and procedures that
support the experience you want: support systems, hours of availability, policies with suppliers,
treatments times, flexibility for employees...
Tangible elements
Improve, add, or change the tangible element - meaning everything customers see, hear, feel
and touch that could give them a better impression of your services: signage, cleanliness,
service counters, information bulletins, advice guides, ambience...
rules of the game
Adopt behaviours and attitudes that improve the experience: eye contact with customers,
addressing customers politely, keeping customers informed about their service, assuming
responsibility for customer’s requests, calling customers by name, etc.
collaboration norms
Adopt behaviours and attitudes with work colleagues that contribute to providing a
harmonious customer experience: greet each other in the morning, provide correct
information quickly, inform colleagues of customer’s calls, etc.
Mobilize the members of the organization with...

GUIDANCE • COACHING • TRAINING
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3.4. evaluation
of results
measuring customer satisfaction
Qualitative and quantitative data are collected in order to see in what ways the needs and
expectations of customers are being met. Surveys by mail, online surveys, telephone surveys,
individual and group interviews, etc.
measuring employee satisfaction
An evaluation of the organization’s work climate focused on attracting and retaining personnel.
measuring integration of rules of the game
Evaluate how well the rules of the game are applied. The most common methods are manager
observations, secret shoppers, telephone conversations with employees, and call recording.
Why measure?
To evaluate our progress and make improvements. To celebrate progress.
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4. intervene
impact on profits
Do the procedures have a positive effect on the company’s profitability? Impact
indicators are an increase in sales, customer retention rates, re-purchasing
rates, staff turnover rates, and a reduction in customer claims and complaints.
intervention examples
•
•
•
•
•
•
•
•
•
•
•
•

Make a report to the management
Evaluate client satisfaction
Evaluate adherence to the rules of the game (service norms)
Modify systems and procedures
Implant tangible elements
Enliven the environment
Agree on the rules of the game
Prepare training interventions
Enliven face-to-face meetings
Establish an identity
Analyse customer needs/expectations and satisfaction
Understand the context of the organization

5. succeed
Conditions for success
•
•
•
•
•

Get the involvement of administration and key players.
Build on the strengths of the actors already in place.
Generate enthusiasm among employees.
Demand rigour in follow up, results evaluation, and communication.
Keep the flame burning by highlighting everyone’s successes and fostering
a ‘service mindset’ in the organization.
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