Moving from satisfaction to
delivering memorable experiences

The New Aspiration of
customer experience
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Exceeding satisfaction and
elevating the customer
experience
The importance of customer experience (CX) and the business
benefits it can generate are generally well recognised. It is clear
that CX has become a major topic for many companies. To
date though, few have managed to deliver memorable customer
experiences - the ones that strengthen customer relationships.
There are several reasons for this.

Customer satisfaction, based
on meeting expectations and
resolving dissatisfaction, is not
enough to engage customers
on a long-term basis. More is
needed to make customers want
to come back, share their experiences, spend more and recommend a brand. Helpful as it is to
correct petty irritations and simplify the customer journey, these
alone are not sufficient to build
a longer term relationship with
customers.

To make a connection with customers, you need to take a step
aside and look at how to elevate
customer experiences tomake
them memorable. But this is not
easy. Success depends on mobilising the whole organisation;
from nurturing creativity to being
disciplined to deliver consistency throughout the value chain.

What is customer experience?
The customer experience is all
of the customer’s perceptions
and feelings when interacting
with a brand or a company,
whether before, at the time
of, or after the purchase of a
pro¬duct or service.
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Proven impact on business: ROI is 3
times higher for CX leaders

Customer experience has a substantial impact
upon business. The Watermark Consulting
practice has shown that the return on investment (ROI) - cumulated over the past 10 years
- of leading companies in the CX field is 3 times
higher than that of companies that are lagging
behind in this field. Another study by McKinsey
shows how CX leaders have recovered better
from the 2008 financial crisis. There is reason to
think that they will withstand better the health
crisis which has affected the entire world since
the beginning of 2020. Financial performance
recorded by GAFA seems to confirm this.

Financial results
Leading CX companies achieve much better
financial results

63%
CX laggers

139%
S&P 500
Index

184%
CX
leaders

Share price performance over 11 years (cumulative total return 2007-2017)
watermarkconsult.net/cx-roi

6

How does customer experience
impact business performance?

Customer experience has become one of the major differentiators
for companies to build sustainable business models. A Walker
study reveals that customer experience is even on the verge of
surpassing price and product features as the main differentiating
factor for brands.

87%

The figures speak for themselves
while only

consumers that had a great
experience are likely to buy from the
same company again

18%

want to do it when they
have had a bad experience
(source: Temkin Group)

86% of buyers say they are even willing to pay more for a good
customer experience (source PWC). Companies are well aware of this
and 88% want to make customer experience a priority (Adobe Study)

But how can customer experience impact
business in this way?
The positive emotion customer
experiences can generate and
the associated memories they
leave with the customer, these
memories are the drivers of future behaviour. They will make
the customer want to share their
experiences with others. They
will want to continue the relationship, or even to spend more.
This is how the link between the
company and the customer is
created. This relationship is gra-

dually strengthened as new positive experiences occur, and then
generates an attachment and
even a preference for the brand.
The result is customer loyalty,
word of mouth, recommendations and ultimately, increased
business.
Companies can differentiate themselves, above all else, through the
memories that positive experiences
create, which results in genuine and
lasting bonds with the customer.
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High performance CX
demands agility

The customer experience ecosystem has evolved considerably
for a number of years and has therefore required businesses to
continually adapt for three key reasons:
Competition has increased
Whatever the industry, new entrants have seemed to disrupt the existing players, while taking advantage of the power of technology to
take control of all or part of the customer relationship. With customer-oriented values and
culture, as well as a data-driven and agile approach, these disruptors have set the bar very
high and have become the benchmarks in CX,
offering in particular a fluid and personalised
customer experience. And in doing so, they increase the level of customer expectation even
further. Naturally, Amazon comes to mind.

There are more and more points of
contact and channels of communication
with companies
3.5 is the average number of channels that the
French use to contact customer services, with
the usage of new digital channels on the rise:
44% choose a digital channel such as chat, mobile application, chatbot, social networks or
mobile messaging (ESCDA BVA 2019 Study).

The customer's voice is significant
And increasingly powerful: customers are
taking control by leaving positive or negative
reviews on channels of their choice about their
experiences. It is a question of listening to this
voice wherever it expresses itself in order to
analyse it properly.
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In this context, designing and delivering successful experiences
is therefore a real challenge. This implies a collective internal
alignment to offer coherent experiences on the various points
of contact, and which appeal over time to customers whose
expectations are constantly evolving.
Nevertheless, companies are more often than not very optimistic about their performance:

80%

claim they deliver superior
experiences whereas
according to the customers...

...only

8%

of them achieve this
(Bain & Company Report)

And in France, companies have their work cut out for them! According to a
re¬cent Forrester study presented at the «Trends 2020» event, only 6% of
French consumers feel they have a satisfactory experience with the brands
they use.
Agile and customer-focused organisations are essential to deliver unforgettable customer
experiences. With the Covid-19
crisis, whether during or after
”lock-down”, we have seen how
companies are able to quickly
adapt to continue to meet customer expectations. For example, by quickly implementing
remote working for customer
service representatives to guarantee the continuity of service.
Or by creating more engaging
customer interactions, whether it
be in the tone of email communications or during remote direct
contact. By imagining new ways

of interacting with customers,
most often digital channels during lockdown, but also in physical locations to take into account
Covid-19 security constraints. For
example, Zara has totally reinvented shopping in their stores:
it is now possible to geolocate
clothes and even book a fitting
room. Some brands have also
tried to strengthen their customer focus, such as Monoprix,
who this summer rolled out its
new customer approach, called
«Yes», to better listen to its customers and rebuild in-store relationships.

It’s really about delivering memorable experiences at times which
matter for customers, on increasingly complex journeys with ever
higher expectations. It’s about going beyond satisfaction and
elevating the customer experience.
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So how do you do ? that?

How

?
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Make a difference using human and
behavioural sciences: people remember
emotional peaks
American-Israeli psychologist and economist
Daniel Kahneman, professor at Princeton University and winner of the 2002 Nobel Prize in
Economics, explains very well how we memorize our experiences, in the field of customer
relations and purchasing, but also in other situations of professional or private life.

We do not memorise experiences by averaging all the moments we
went through during the experience, but assess it according to the
most intense moments and the last moment of the experience. It’s
what he calls the «peak end» rule.

Satisfaction

Peak

End
Time

In order for clients to remember
an experience, it is necessary,
first of all, during that experience,
to give them moments of varied
emotional intensities. People remember the peaks! The entire
challenge of customer experience, therefore, lies in creating
emotional relief, with positive
peaks above all, and in the event
of a negative peak, then successfully compensating with a posi-

tive peak to ensure that the experience ends well. Who doesn’t
remember their experience with
a company’s customer service after a complaint’s been handled
well? We will touch later on this
famous «closing the loop» with
dissatisfied consumers, because
it is an ideal way to create a positive end moment after a negative
experience.
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So how do you create these positive peaks?
At BVA, we offer a framework, a methodology to help our clients design
and implement these peaks that fundamentally build the memory of an
experience. The framework also helps to understand how to adjust the
intensity of these peaks.

It is the model known as E.P.I.C. based on the initials of 4 drivers
which, singularly or jointly, make it possible to activate positive
peaks throughout the experience that the company will give its
customers:

Elevation

Pride

What is BVA's EPIC model?
The EPIC model is inspired by a book co-authored by 2
American brothers, Chip and Dan Heath, a teacher and
a consultant/researcher who teach at Stanford Graduate
School of Business and Duke University, respectively. In
the book «The Power of Moments» (Why certain
experiences have an extraordinary impact) published
in 2017, they explore the origins of particular powerful
moments which can change lives and teach us how to
create memorable experiences for our conversational
partners, whether they are our friends, children,
colleagues, customers...
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Insight

Connection

Elevation

Pride

Insight

Connection

An unusual moment that is out of the ordinary, out of everyday life, during which you
are pleasantly surprised. For example, your service provider informs you of a water cut in your
neighbourhood for one day, and on D-day you
find a pack of 6 bottles of water in front of your
house. Or when you pay for a purchase, the
seller wraps the product for you in a soft and
slightly scented paper, leaving a very pleasant
scent.

You feel valued, considered, privileged. For
example, you receive a small message just for
you, nicely handwritten by the manager of a catering company delivered to your home, with
their mobile phone number if necessary, that’s
bound to make an impression on you. Or when
you get upgraded on a long-haul flight because it’s your honeymoon or to celebrate your
loyalty to the brand.

A moment that stimulated your curiosity
and piqued your interest. The stories told by
the brands, their storytelling, are often memorable because they connect with our emotions.
For example, Nespresso used «the first coffee
sommeliers» who travel across the world to discover the best beans with unique flavours. To
make us travel by telling us about the product,
its origin, its culture and its production.

You feel like you belong to a community,
you feel an authentic connection with the
brand and/or its teams, you honestly imagine
yourself building a true and lasting relationship
with them. For example, Apple, by communicating its purpose, its «why» and by embodying it,
succeeds in making the customer feel connected to the brand, its teams and its products.
Or when Decathlon asks online communities
to co-develop new products. Or an in-store
salesperson, a customer service adviser who
will empathetically listen to you to create a moment of sharing and trust with you.
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"Context matters" – behavioral science
also tells us
But what drivers should a brand focus on and put in place to
create positive peaks? With what level of "EPICness" and at
what times?
To be able to answer the question, it’s important
to take into account the context, because the
customer’s perception depends on it, which is
what behavioural science also tells us. Everyone
feels emotions and acts according to context:
our individual context (our personality, our expectations, our emotional state) and our environment. Waiting 8 minutes for someone at customer services to answer the phone obviously
doesn’t have the same effect on you when
you’re in a hurry or already annoyed before making the call as when you’re relaxed, chatting
with friends on social networks. Furthermore,
our experiences with other brands, our competitive benchmark, naturally also influence our
perception, by playing on our expectations.

Everything is relative and therefore the EPICness to set up
depends on the markets, the customers and their needs.
But it also very much depends on each individual company. On its brand, its motivations, its raison d’être, its
culture, its values and its promise. Not forgetting also on
its ability to deliver it.
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Design customer experiences as a starting
point for the alignment of the brand’s
promise with customer expectations

Even before defining the customer journeys, and in particular,
the emotional peaks, it is necessary to be clear on the brand promise in terms of CX. It needs to
connect with its purpose, and express it precisely to the internal
teams through simple messages
for the customer, in order to ultimately succeed in delivering the
CX and brand’s promise.

It is then fundamental to work on
the design of key experiences
for the customers. At what stages
of the customer journey and at
what moments do you want to
create positive peaks? For which
memory trace? And, of course,
with which EPIC drivers?

It is therefore essential that everything is synchronised in the
organisation so as to give a promise to the customers, provide
the means and be organized to deliver what has been planned.
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Manage the customer experience and
reduce the gap between promised,
delivered CX and perceived CX.
Once the customer experience has been determined, and once
the desired experience at key moments has been shared with
the players concerned in the company, then we can manage its
performance to ensure that what the customer experiences or
perceives is in line with what we wanted them to experience; by
measuring the alignment and adjusting the gaps if necessary.

Mind...

The experience delivered by the brand and the one perceived by
the customer do not always correspond to the same reality, even if
brands always think they are in control of it. The seller may imagine
having been successful in his "sales ceremony" by concluding his
sale, and yet the customer may have found the same experience to
be lengthy and tedious… Measuring these gaps between the experience delivered and the one had by the customer present opportunities for the brand to improve its service offering.

...the gap !

There are several ways of influencing CX performance :
relational strategic study
and for the more tactical operational measures:
Quality Monitoring, Mystery Shopping and VoC feedback management programs

The customer
relationship
study
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...is strategic in as much as it allows the attachment drivers to the company to be identified,
particularly those linked with the EPIC framework,
but also the fundamental key moments for customers which the company must respond to.

Quality
Monitoring

...aims to measure the performance of agents
in the immediate customer relationship
centres in a particular moment or event.

Mystery
Shopping

...allowing the control of the compliance of
the CX delivered at any particular time, with
regard to the promise and standards defined
by the brand.

Feedback
management

...aims at identifying dissatisfied customers
by listening to them wherever they express
them-selves: in satisfaction surveys, in customer
ser-vice, but also on social networks, focusing
on key experiences for customers, these moments identified in the strategic relational survey. The challenge is then to re-engage dissatisfied cus¬tomers very quickly and to find the
best solu¬tion to their problem, thus leaving a
positive memory (the famous «close the loop»).

These different systems also
aim to identify the actions to be
implemented to adjust the gaps
and prevent dissatisfaction or
non-compliance from recurring.
They also aim to identify
everything that the company

and its teams do well in order to
inspire and motivate the teams,
and also how to work on the
reputation of the company when
reviews and dialogue with the
brand are public.

The success of the customer
experience is also based on the
success of the employee experience

All of this obviously cannot be
done without employees because they are the key players in
the customer experience: the success of the customer experience
also depends on the success of
the employee experience. As we
have seen, the task of the internal team is not simple. It is therefore about constantly listening to
them too, with the same empathy

accorded to the customers, in order to understand their context,
work jointly with them on solutions and thus ensure that they
have all the resources, motivation
and support to successfully deliver the desired customer experiences. In this context, the EPIC
framework allows us to rethink
the employee’s journey.
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Improving CX involves a technological,
cultural and organizational (r)evolution
all at once
Delivering memorable experiences first involves
a technological evolution: this is especially
the case nowadays with the Covid-19 crisis,
which has called attention to the importance of
digital channels in the creation and continued
offering of products and services. Technology is
also fundamental in listening to customers and
understanding their experience, and thus be
able to continuously adapt to new expectations.
This involves the collection, aggregation and
contextualized analysis of data through platforms
that make it possible to spread the voice of a
customer throughout the organisation.

Delivering memorable experiences also involves
a cultural evolution, in order to share a vision
and values around the customer. To be able to
have a framework that encourages customeroriented attitudes, that promotes empathy,
humanity, care and innovation with the right to
make mistakes. Customer culture is a mindset that
should be instilled into the entire organisation
and should be a founding value at the heart of
the brand’s identity. It is by making experience
part of the corporate culture that the brand will
be able to speak sincerely to its customers and
unite its employees.

Delivering memorable experiences requires full
organisational evolution. Customer experience
is a multi-faceted discipline from creating,
designing and implementing customer journeys,
enabling staff to deliver positive experiences,
putting in place process to continually monitor
delivery performance and have to right
governance in place to allocated the resources
necessary for continued CX transformation
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In order to support the change needed for this CX transformation,
behavioural sciences and in particular methods based on Nudge
are effective in activating the desired behaviours. Nudge (Encouragement) enables commitment approaches to be revisited: by modifying environments, we can influence the behaviour of colleagues,
both individually and collectively.

Nudge for activating behavior
BVA experts, pioneers in Nudge in France, have
identified twenty or so drivers which trigger desirable human responses, delivering the CX promise.
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Conclusion

The challenge today is to reinvent oneself
whilst elevating the experience
Today, following the Covid-19 crisis, the challenge for companies
is not just to stand out, but to reinvent themselves.

Customer behaviour has in fact changed and
digital has become an essential channel. According to a McKinsey study, 75% of American
consumers have tried new brands or new distribution channels as a result of the health crisis.
It is up to companies to capitalize on these developments and to use them as a springboard
to speed up the transformation of their model
and to ensure complementarity between offline and online models.
Creating moving and special moments will
strengthen your relationships with customers
in any situation.
It is essential to identify the right emotional
drivers, to measure the right level of EPICness
for customers and to do the same also for employees in order to arouse in them the desire to
dare and to transform themselves.
It is up to companies to define these new horizons, to define their ambition with the right
KPIs, and to go beyond customer satisfaction,
to deliver lasting positive memories.

doxa@bva-doxa.com
WWW.BVA-DOXA.COM
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BVA is a European leader in design, evaluation
and optimization of the customer experience
and its ROI.
We assist companies in all business sectors in
the identification of optimization levers for all
of their customer journeys. Using behavioural
sciences, we help them to deliver memorable
experiences that keep their promises in the
moments that matter. We also help them to develop customer culture by working to change
the behaviours and practices of their teams.

