









	
 Home

	 Add Document
	 Sign In
	 Create An Account














[image: PDFKUL.COM]






































	
 Viewer

	
 Transcript













7 day customer experience course delivered in an easily accessable eBook format



A GUIDE T O CUST OMER EXPERIENCE How to design great customer experiences in just 7 days



A Guide to Customer Experience



ASHTON MCGILL



Table of Contents



03



Introduction An introduction to customer experience



05



Start With Why Why do you do what you do? Why should you care about customer experience?



What Does Customer Experience Mean?



09



What is a service and how do services make us feel? How to get really good at observation



What Makes a Good Customer Experience? What are the characteristics of a customer experience? How would your customers rate your organisation?



01



www.ashtonmcgill.com



13



A Guide to Customer Experience



17



ASHTON MCGILL



Introducing the Customer Journey Map How we use journey mapping to understand the customer experience Mapping the different stages and touchpoints in your service



21



What Do Customers Want? Understanding the correct questions to ask What needs or problems are you solving?



25



This Is Design Thinking The Double Diamond design method Using divergent and convergent thinking to generate ideas and solutions



31



Pulling It All Together Design is about people Designing solutions that solve their needs and problems Delivering customer experiences consistently



02



www.ashtonmcgill.com



A Guide to Customer Experience



ASHTON MCGILL



01



intro duct ion 03



www.ashtonmcgill.com



A Guide to Customer Experience



ASHTON MCGILL



We'll give you the tools to create great experiences in your own organisation First of all, I'd like to say a huge thank you to you for downloading our free eBook on designing great customer experiences. We're excited that you're as passionate about delivering great service as we are! Each chapter includes exercises that will help you to understand what makes a great customer experience, and we'll give you the tools to create great experiences in your own organisation.
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Chapter 1



Start with Why Why do you do what you do? Why should you care about customer experience?
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We live in a time of great change.



We live in a time of great change. Technology means that people are connected to networks and information that we could only dream of a decade ago. The internet has changed the way we consume products and services. Buyers are better informed than ever before,
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indeed 70% of the buying decision is made before a customer makes their first contact with you.They are reasearching, comparing, asking friends on Facebook for recommendations, searching hashtags on Twitter, reviewing on TripAdvisor. The options are almost endless.
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Chris van der Kuyl, Chairman of Entrepreneurial Scotland, recently said that for all of us, the current pace of change, fast as it seems, will be the slowest we encounter for the rest of our lives. As technology accelerates, so does the pace of change and, with that, buyer behaviour. So what does that mean for your organisation? Customer expectations are higher than ever before. We expect faster delivery, more information, instant responses. As consumers we're fickle. If we don't like what we see, or how we're treated, we change to a different provider.



People are 4 times more likely to move to a competitor as a result of poor service than due to problems with price or the product.
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We have less time and less patience than ever. So as a provider of goods & services, you really need to be on the ball. In this eBook we're going to show you how you can create great customer experiences that deliver tangible business benefits. We've also included tasks for you to do, so that you put in to practice what you're learning.
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This is something we'll be talking about in more detail in a future chapter. Your first task is to watch Simon's TED Talk. Take some time to think about it, then get to work on your own organisation's 'Why'. If you want to, you can also do this exercise on yourself- what's your personal purpose? That will lead us nicely into the next chapter.



Here's your first exercise. We're big fans of Simon Sinek and his book Start With Why. He argues that people don't buy what you do, they buy why you do it. If you can clearly articulate your Why, then it makes it so much easier to communicate your value proposition to your customers and to get everyone in your organisation to want to deliver a great experience. 
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Chapter 2



What Does Customer Experience Mean?    What is a service and how do services make us feel?    How to get really good at observation.
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Start noticing the details.



Did you manage to watch Simon Sinek's TED Talk? It's great, isn't it! How did you get on with writing your own 'Why'? Once you've articulated your Why, your core purpose, everything else aligns behind that. Share it with your team, let them know why this is important to you. If it’s strong enough, it will motivate them too and everything that we’re going to share with you over the next few days will become easier. What do we actually mean by customer experience?  
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It's quite simply about how it feels to be a customer of a business or the user of a service. That can be good, bad, indifferent, or, as is often the case, a combination of all three at different times in the journey. Every day we’re consuming and experiencing products and services. Maybe you took a train or bus to work, stopped for coffee on the way, then dealt with a number of service providers (those could be within your organisation too) before you stopped for lunch.
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Start noticing the details.



You might have walked to get lunch from your favourite Deli, did a bit of shopping, walked round the museum, then attended a workshop delivered by a consultant in the afternoon before taking an Uber to the station to catch the train home. Once you got home, had dinner and then watched some TV, perhaps you got your laptop out to catch up on a few emails and order some gifts. How was the wifi tonight? Where I live it can be temperamental. So frustrating!



So how was your day? Take some time now to think back through your day and write down all of the customer experiences you had. In my brief   summary above there are over a dozen! Once you’ve done that, just put either a + or - next to them to indicate whether it was a good experience or not. Jot down a couple of notes about why you've given that rating. Do this each day over the next week, it will get you used to seeing things from
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the customers' perspective. Start noticing This talk from Tom Kelley, details. the Founder of IDEO, describes the skill of Observation beautifully. It’s time to start using those skills. Start looking for things, notice the detail, it’s a skill that will really help as we go forward (and for the rest of your life!).



the



Think like a



traveler, be an



anthropologist,



use your powers of observation.



Tom Kelley, Founder of IDEO
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Chapter 3



What Makes a Good Customer Experience?       What are the characteristics of a customer experience?    How would your customers rate your organisation?
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How did you get on with noticing a number Start the of customer observing and thinking experiences. What I'd like details. about your customer you to do now is sit down, experiences? Once you with a nice mug of tea or start dong this it never coffee (or glass of wine!) stops! I’ve been doing this and think about a couple for the past 15 years and I of those experiences, one can’t experience a product good, one bad. or service without critiquing it - drives my Take a blank sheet of paper wife mad! and draw a line down the middle. At the top, on the Now we're going to start left, write the name of the analysing these brand with whom you had experiences in more detail a good experience; on the and look at what makes an right hand side, write the experience good or bad. name of the bad one. Hopefully you can think of



Next, on the left hand side
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What could you do to wow the customer, to turn the bad into good? list all of the things that made the good experience such a positive one. Remember to use your observation skills - think of every little detail. Now do the same on the right for the bad experience. Take your time to think deeply about these experiences, maybe do this slowly over a few hours. Capture everything you can about them - the online & offline interactions, the wording & tone of any communications, the layout of the store or premises, the way people treated you. Think about how they made you feel. Now, taking the bad experience, grab another  
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sheet of paper andStart start noticing redesigning it. Think about details. how you would do things differently to make it a great experience. What could you do to wow the customer, to turn the bad into good? No idea is a bad idea here, it's just about getting your creative juices flowing! We're all consumers, whether of business services or otherwie, and I'll bet you managed to redesign that bad experience into a good one. Just by standing in the customers' shoes. Take another sheet of paper, and draw a line down the centre again. Now write your own organisation's name at the top. What would your customers say about your product or service? Be honest with yourself, put yourself in their shoes. On the left hand side, write down all the good things you think they would say,  
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the



and on the right list the bad. Don't sugar coat things, and don't kid yourself. See it from their perspective and don't be protective or defensive. In the following chapter, we'll take this on to the next stage.  
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Chapter 4



Introducing The Customer Journey Map    How we use journey mapping to understand the customer experience Mapping the different stages and touchpoints in your service
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So they know this stuff, it's just that they've never been challenged to think about it and write it down before; to see it through their customer’s eyes.



How did you get on with looking at your own product or service offering through the eyes of your customer? Did you manage to list We some good & bad points? the When we do this exercise with clients, after we’ve got them into the mindset of being a customer by thinking about experiences they’ve had, just like you did, we find that most of the time they are able to identify almost all of the observations that their customers make.
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Once you write it down, it brings it to life. It's staring back at you from the page. It's like goal setting - it becomes more tangible, more real, when it's down in black & white.



  accentuate want to good points and design out the bad, then deliver that consistently to   every customer.
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Our goal here is to help Your next exercise is to Start noticing the you create great customer prepare a customer experiences. We want to details. journey map for your own accentuate the good organisation. If you have a points and design out the range of products or bad, then deliver that services, pick just one for consistently to every this exercise until you get customer. comfortable with the process.



So how do you do that? Let me introduce you to something called a Customer Journey Map (click here to download a copy). A customer journey map helps us to identify every interaction, also called a touchpoint, that a business has with a customer before, during, and beyond the service delivery.



Remember that 70% of the buying decision is made before a buyer makes contact with you. So that means when we map the customer journey we have to look at touchpoints before they even speak to you!
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Nowadays that would Start noticing the include what happens when they Google you, as details. well as how you appear on social networks like Facebook, Twitter, Instagram and LinkedIn to name a few. You may also have offline touchpoints, such as brochures, newspaper adverts, radio adverts or billboards. Capture them all. Once you think you've 50



40



30



20



10



0



Awareness



Next, using our template, work through the process once they've made contact.



01



How do they join the service?



02



How do they use it?



03



How do they grow with it?



04



How do they leave?
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Consideration



Purchase



Service



Loyalty



captured all of the touchpoints in the journey, then it's time to test it on a real customer or two. Ask them to review the map and tell you what you've missed (I guarantee there will be something!). At this stage we're not thinking about redesigning the experience, we just want to map it as it currently is. Done that? Had your customers verify it? Then you're ready for the next stage.
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Chapter 5



How Do You Find Out What Customers Want? Understanding the correct questions to ask What needs or problems are you solving?
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Okay, you've mapped the existing customer journey, so what next? Well, before we dive in and start redesigning the experience, let's take some time out to do some research and find out what our customers really want. Assuming you know what your customers want is a common mistake that many people make. How many businesses have you seen open with a flourish, only to close six months later? Often it's because they haven't met a customer need, or solved a problem. They've set out to offer a service that they want to buy themselves, without stopping to find out if that's what the market actually needs.
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How do you find out what your customers really want?



Sadly, for many, they find out the hard way. It's my job to make sure you don't go down the same route.
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People need to get from A to Z quicker, and if possible, to not get soaked in the process.



The famous story of Henry Ford says that if he’d asked customers what they wanted, they’d have said faster horses. What they actually needed, was to get from A to Z quicker, and if possible to not get soaked in the process. And so that led to the invention of the car to solve this problem. So let's stop asking people what they want! Instead, spend time watching how people interact with your product/
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service, or a competitor’s if you've not started trading yet. We're looking to find things that work and things that don't, things that wow clients, or that cause frustration. This is the observation stage, using your now finely tuned spidey-senses to spot every little detail. Next up, speak to customers, or potential users of your service. Most of the time you should be 
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listening, then asking probing questions to tease out answers. We want to find out what their needs and problems are. This is much more dynamic and insightful than simply using a one-dimensional survey tool such as Survey Monkey (which has its place). This phase is about gaining deep insight into how users interact with a service, how it makes them feel, what the pain points are etc. Here's your next challenge. Go and speak to a handful of customers, or potential users of your product or service. Ask them to tell you about their experience as a customer of your business. How it feels. Suspend your judgement and don't be defensive. Listen, and 



 



see it from their perspective. Deeply empathise with them, hear what they're saying to you, and also what's not being said. If your business lends itself to observation, take some time out and watch how customers flow through. Write everything down. Once you've done this, you're ready to move on.



Here's your challenge for today.
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Chapter 6 3



This is Design Thinking.      The Diamond method HowDouble we use journeydesign mapping to



understand the customer experience



   Using divergent and convergent thinking to generate and solutions Mapping theideas different stages and



touchpoints in your service
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Start noticing the For many people, details.



design is all about aesthetics - how something is made, how it looks, it’s about art, jewellery, fashion. But that’s just one aspect.
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How did you find the previous exercise? Did you manage to speak to some customers? What did you learn when you listened to them and looked at things through their eyes?  What you’ve been doing for the past 5 chapters is using the principles of design thinking. For many people, design is all about aesthetics - how something is made, how it looks, it’s about art, jewellery, fashion. But that’s just one aspect.



What makes design such a powerful  



tool? 27
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It’s simple really: design is about people. Designers solve users needs & problems by working together to understand the impact your product or service will have on the people that use it. Whatever you’re designing, people your customers & your team are at the heart of it. That means your design can’t help but be user-friendly, so people can’t help but like what you do. That’s good news for your users, and good news for your business!



The Double Diamond Method When we apply design thinking to solve problems, we use a tool called the Double Diamond. You can download a copy here, and read about the many ways it can be used in this article from the Design Council.
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In the Double Diamond method, we use what’s called divergent thinking as a way to ensure that many possible solutions are explored in the first instance. We then apply convergent thinking as a way to narrow these down to a final solution. Divergent thinking is the ability to generate different, unique or variant ideas 
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around one theme, while convergent thinking is the ability to find the “optimum" solution to the given problem. Design thinking encourages divergent thinking to ‘ideate' many solutions (possible or impossible) and then uses convergent thinking to focus 



  down, prototype and test thebest resolution. So when it comes to applying this to how we design the customer experience, it means that once we’ve mapped the existing customer journey, and then 
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spoken to customers to understand how they experience a product or service, identifying the ‘pain points’ in the process, the next thing we do is use divergent thinking to create as many solution ideas as possible that would improve the customer experience, no matter how 



seemingly unrealistic. It’s a form of brainstorming, with no boundaries. No idea is a bad idea!   Once we’ve captured those ideas, next we need to narrow them down to a short list of possible solutions. That may mean discarding some, 
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merging two or three piles:-



01



02



Ideas that are not innovative or unique Those that are either illegal, or unethical (trust me, we've seen a few of those!)



03 The others



improved and generate as many ideas as possible. At this stage don’t think about how you would implement these ideas in practice, just have some fun coming up with the ideas. Involve your team and some customers if you can.



Discard everything in 1 & 2. We’re going to work with those ideas in 3 - they are the ones with most potential. More on how we do this tomorrow. Now it's your turn - have a go at using divergent thinking for the areas in your customer journey map that could be 
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Chapter 7



Pulling It All Together Design is about people Designing solutions that solve their needs and problems Delivering customer experiences consistently
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Remember, design is always about people.



I can’t believe that we’ve nearly reached the end of this journey. I hope you’ve enjoyed learning these new skills.



about the principles of Design Thinking and how we use divergent thinking to develop ideas for solving problems.



In this chapter, we’re going to continue to build upon what you’ve learned.



Now we’re going bring it all together and apply convergent thinking to the ideas you generated in the last exercise. We'll then use the outputs to redesign the customer experience in a way that will make your customers love you!



We’ve explored what customer experience means, looked at how to map a customer journey and then how to find out what our customers really want.  In the last chapter, we learned
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You'll need the Customer Journey Map that you prepared earlier, along with your notes,
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thoughts and ideas from the last few exercises. Your challenge now is to redesign the customer journey for your organisation. Start with a blank sheet and think deeply about how you could make it a better experience.



Does every touchpoint that you identified need to be there? Do we need more or less? What was the customer feedback when you asked them?
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Of the ideas you generated yesterday, how many of them could be introduced or adapted to solve the problems or pain points you identified?



Here's how this works in practice One of our clients is an architectural firm. When they first engaged with us, their problem was that throughout the day they had numerous interruptions from their clients 
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and this was impacting on their productivity. They also had a number of unhappy clients. We interviewed a number of those clients to understand things from their perspective. What we found out was that there was a lack of regular communication from the architects, who were too busy 'architecting'. This was frustrating for the clients they wanted to know what was happening with their project, so they were phoning & emailing, which caused interruptions for the architects and got them frustrated!  Once we understood how the clients were experiencing the service, working together with the architects we were able to apply divergent thinking to generate different ideas for how we could improve communication. Next, we applied convergent thinking to narrow this down to a handful of options, which we then prototyped and tested by asking customers if they would be helpful.



34



www.ashtonmcgill.com



A Guide to Customer Experience



Finally, based on this feedback, we designed several new communication ‘touchpoints’ so that: -



1.  Clients knew from the outset how the project would run; and 2.  Which would then keep them informed as it progressed. There was nothing overly complicated about this solution, it was just a case of understanding things from the customer’s perspective and then collaboratively generating ideas for how it could be improved.
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How can you apply this kind of thinking to your own organisation? It’s not rocket science, more often than not it's just a case of making sure that you’re communicating well and everyone knows what’s going on. Sometimes you can use technology for that, sometimes a good old fashioned letter or phone call will do the job. Remember, design is always about people. So go ahead and start redesigning your customer experience. 



Once we’d implemented the changes, the number of interruptions reduced dramatically and clients were much happier. Everyone’s a winner!
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Bonus Chapter



Making Great Customer Experiences a Habit
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So that's us reached the end of the journey, but really it's just the beginning. Let's recap on some of the   most important information that we've shared over the past 7 chapters:  



70%



People are 4 times more likely to move to a competitor as a result of poor service than due to problems with product or price.



of the buying decision is made



before customers make



contact.
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Design is about people.
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I was listening to a podcast interview with Jay Baer this week. Jay is the author of Hug Your Haters, a book about customer service. During his research for the book, he found that US, corporations spend a total of $500bn every year on marketing and only a paltry $9bn by comparison on customer service. Those numbers are crazy. All that money on getting people to buy from you, then you don't invest to make sure that they get a great experience when they do?!? Customer Experience is the next area of competitive advantage. Those organisations that embrace it, that invest in designing experiences that will be consistently delivered, by teams that understand Why they're doing it, will win the race.
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And don't get fooled into thinking that this is all about business. It's not. Anywhere that a service is being delivered will benefit from following this approach. That could be a school, a museum, a hospital maybe. What about your choir, orchestra or writing group? How do you welcome new members and keep the members that you do have engaged and involved? I recently found this interesting and thought provoking article about students from the Royal College of Art redesigning the experience of death. Design can be used in almost any area you can imagine.
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Let's revisit the key steps in the process:



1



Always Start With Why. Here's the link to Simon's book on Amazon.



2



Get good at Observation. Practice every day. Write down what you observe. 



3



Map the Customer Journey as it currently is.



4 5 6
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Involve your staff and your customers in this process - they will know more than you do! Remember, design is about people, and solving their needs and problems.



Once you've identified the pain points in the current customer journey, then you can use the Double Diamond method to start improving it.
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7 8 9 10
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First, use divergent thinking to generate many different ideas. Remember, at this stage no idea is a bad idea. In fact, the more crazy, the better! Once again, do this with your staff and customers, don't assume you know the answers. You don't.



Next, use convergent thinking to narrow these ideas down to practical solutions that will solve users' problems.



Prototype and test your ideas, gather user feedback, then finalise the solution(s).
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Update the Customer Journey Map and share it with your team.



12



Continue to review and ask for user feedback.
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It's an iterative process, and something that will become a habit the more you do it. Actively seek out problems and complaints. That's when we can learn most about how customers experience our services. See these as opportunities to improve. This kind of data is gold-dust to an organisation. Embrace it.
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We hope that this eBook has been valuable for you. Thank you, and good luck with making a difference! Alasdair   [email protected]



 



ali_mcgill  
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