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Unforgettable Customer Service Experience

Ritz-Carlton helps with Joshie’s Extended Vacation

THE RitTZCARLTON®
AMEeUA [stanp

Joshie Hurn
Loss Prevention 03/25/2012
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Customer experiences = z interactions with your company

* Every company provides a customer experience

Do you want it to be superior or average?

e Competitive global world of travel

e Consumers are informed and empowered

e Differentiation through intentional service excellence




P .
" effektive

Customer experiences = z interactions with your company

 Customer management a business imperative & strategic priority.

 Customer centricity integrated in the culture.

* Businesses who deliberately design the customer service
experience are gaining competitive advantage.

Advancing the Customer Experience, Harvard Business Review Analytic Services, 2015
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Customer centric companies

Inspiration
Researching
First Contact

More Interaction

Booking
Seeing the world After-Booking
through
the eyes of the Before-Departure
customer Actual Travel
Home

Advocacy

Image Sources: Google (iri-training.com and patrickchessman.com)
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TOUCHPOINTS = MOMENTS OF TRUTH

Great seamless customer experiences — Magic? No!
Carefully crafted? Yes!

Touchpoints = controllable elements

A holistic and strategic approach

Richardson, Touchpoints Bring the Customer Experience to Life, Harvard Business Review, 2010
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Actions for all business no matter what size

* Create an organizational common purpose
* Get to know your customers holistically

* View exceptional service as an economic asset

Advancing the Customer Experience, Harvard Business Review Analytic Services, 2015
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Journey Maps

e Capture your customers’ attitudes and emotions

* Help you see your experience through your customers’ eyes
* Focus on your customer’s true needs

* Shows your experience across touch points
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Generic Customer Journey

8. Share 1. Dream

5. Arrive - Transport

Image Source: Google (thomascookgroup.com)
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Generic Customer Journey

Activities / Doing

Motivations / Feelings

Questions / Thinking

Barriers

5. Arrive - Transport

Using Customer Journey Maps to Improve Customer Experiences, Harvard Business Review, 2010
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CUSTOMER JOURNEY MAPPING

 What are people really trying to achieve?
* How are they trying to achieve this?

nat do they use and in what order?

ny do they make a choice?
nat are they experiencing and feeling?

=S ==

nat are their stories?

www.mycustomer.com
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Adapted from customer journey map Frogdesign HBR, Nov 2010
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Utah is a potential Evaluating Utah vs. Travel, lodging, Journey to and Sharing experiences

AWARENESS ) CONSIDERATION > PLANNING > EXPERIENCE > ADVOCACY
travel destination other destinations to-dos and to-don'ts park(s) experience and feedback

| don't know this existed Should | go here or there Can | afford this This is amazing Amazing experience
What is the Mighty 5 Can | afford this How will | get there Better than | imagined Share advice/help others
Looks amazing What will | get cut of it What will | do there What else should | do hero Can't wait to come back
| need a vacation How will this enhance my life What do people think FOMO Longing

What's it like there What do | need to bring Changing plans/recalibrating Rate and review

Is this right me/us When is the best time What's around here Internalized narrative

Is it popular

Inspire
Create Dialogue Social proof Reassurance in-park engagement
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Source: Google Images - Momentology.com
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)rk, avid traveller

&
8 Research Pre-
< HEVE
7))
Q
E WOM, You Tube
> , ) - : .
g} Documentary, Social Media, Review : A|rI|'ne, AirBnB, Blogs, Social Photos, videos Blog, share more PSR
Q : . . Tripadvisor, OTA, local . advocate for
< magazine, video at a Sites, Blogs, Google, e e i media, shared, postcards, content, photo- amazin
friends house, ads Websites, OTA, local di . email/phone phone, email album, video . g
irect, email/phone experiences
agent
Messages
One way communication tools eg. website (own, 3" party), collateral, advertising,
retail/wholesale brochure, videos, personal welcome notes
Interactions

Two way communication tools eg. phone, blogs, social media, email, webchat, WOM etc.

Distribution
Where you make your product available, own website, travel agents/wholesalers, OTA’s, ITO’s

Product
The actual delivery of the experience. From the first to the last impression.

GAPs = Opportunities for improvements

Touchpoints bring the customer experiences to life from customer journey, HBR, 2010
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o Research

Documentary, WOM, Social Media,

magazine, video at Review Sites, Blogs,

a friends house, Google, Websites,
OTA, local agent

Airline, OTA, local
travel agent, website
direct, email/phone

Blogs, Social
IR
email/phone

Photos, videos
shared,
postcards, phone,

Blog, share
more content,
photo-album,

Likes to be an
advocate for
amazing
experiences
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Journey Mapping Benefits

* Creativity and inspirations for solutions

* From day-to-day execution to holistic picture

* Gets you up close and personal with your customers

e Spot new opportunities to convert more profitable
customers and turn them into advocates
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On a final note
* Gaps = Opportunities
* Get your team and partners involved in the design

* Visualise the ideal experiences that you can control and
service

* |ntegrate across touchpoints
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“Whatever you do, do it well. Do it so well
that when people see you do it, they want to
come back and see you do it again, and they
will want to bring others and show them
how well you do what you do” — Walt Disney
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Lecturer, Strategy & Marketing consultant

0434 074 386 0@ effektiver

siggi@effektiver.com.au

www.effektiver.com.au



mailto:siggi@effektiver.com.au
http://www.effektiver.com.au/

