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Why focus on customer  
experience design?
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The entire concept of designing and delivering experiences and services that customer will 
love, return for, pay more for and advocate because it is designed and delivered based upon 
their needs and expectations is  CUSTOMER CENTRICITY – This customer as the focus at 

the centre of the businesses thinking and planning. 
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Designed around the customer’s experience 
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Customer Experiences that constantly and consistently exceed the customer’s expectations 
are the core driver of higher value brand perception , repeat business, increased spend, 

quality advocacy and ultimately brand loyalty 
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A customers continued engagement with a business or brand through the ‘Customer Loyalty 
Loop’ process leading to both repeat business and passionate and positive brand advocacy 
is highly dependant of their perception of the delivered customer experience meeting and/or 

exceeding their expectations with each engagement. This extends to the interactions and 
experiences of their influence group in particular their family and friends
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Great Customer Experiences drive 
positive emotions driving advocacy with 
direct impacts positive impacts on both 

sales growth and revenue

©2016 Iimagine Creative Innovation - Designing Customer Experiences Workshop 

And Poor Customer Experiences…. Well… 
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Customer expectations are rising – And it’s 
becoming more difficult to engage and transact with 

potential customers

The marketplace is becoming more complex and chocked 
with opportunities to engage and transact. Competition is now 
global and hot. Everyone is courting everyone. Your loyal and 
regular customers and well.. And you! 

Everyone is now mobile both physically, metaphorically and 
socially, which interactions becoming more instant, less 
geographical and more numerous.

More than 60% of customer engagement and interactions
now happen during a multi-event,  multi-channel customer
journeys

Source - McKinsey 2013 | CustomerJourney
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Simply being relevant with a cool product and 
nice staff in pretty place just isn’t enoughh....

The ability for customers to now compere and contrast 
products, services, destinations and so on with the greatest 
of ease and in real time has totally changed the decision 
making power of your customers, your potential customers 
and your competitors customers. They now have the power 
of unlimited information and unlimited opinions and 
perspectives for every product and service at their figure 
tips 24/7. Available Information and views about brands 
has moved from Imperfect to absolute with serious impacts 
on businesses everywhere.

Customers increasingly have the luxury of finding 
experiences better meet their higher needs and personal 
objectives.  

©2016 Iimagine Creative Innovation - Designing Customer Experiences Workshop 
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2016 Customer Expectation Trends Notes

Social media, online search and mobile devices are changing 
our expectations of what’s “fast”

We’re each connected to an instant feed of live updates, breaking news and messages. We can post something on social media and get 
instant feedback from friends. And according to a recent Global Web Index survey,  over 30% of time spent online is social networking. This 
has effectively sped up the time consumers expect it to take a brand (or anyone) to reply to a message. When asking about a product or 
service, around 70% of consumers expect a response to their query on the same day, and over 40% expect a reply within the hour. These 
numbers are almost certainly growing, further driving customer expectations of immediacy and responsiveness.

The online world is changing how efficient we expect a 
business to be in dealing with us

A quick Google search can tell you just about anything you need to know. As a result, consumers have little patience when companies 
simply don’t know something. Consumers expect data to be at companies’ fingertips – from accurate product and service information to 
delivery dates and customer records. And with this wealth of data and the technology to support it, consumers increasingly feel like there’s 
no excuse for getting it wrong.

The rise of self-service has led to a generation happy to help 
themselves

From self-checkouts to FAQ pages and call center IVR, consumers are more willing than before to try to solve their problems themselves. 
This doesn’t mean that they no longer want to call and talk to a real person, but it does mean that through clever use of self-service tactics, 
contact centers can potentially save time and money.

The “always on” culture means customers expect 24/7 service 
(or as close as possible)

We live in an age where virtually everyone has a smartphone in their pockets, connecting them to just about every aspect of their lives. This 
is a device that’s always on and always connected. We’ve grown used to being able to find the information we need, contact whoever we 
want and even listen to whatever music we’d like, whatever time of day. Consumers don’t expect to have to break this habit for a business. 
While 24/7 call centers may not be possible, consumers expect longer opening hours and weekend support.

E-commerce has become commonplace – and shoppers no 
longer expect to pay for the convenience of it

When e-commerce began, delivery costs were standard. It was well and truly part of the deal of online shopping. Now that online service is 
mainstream, it seems wrong to pay for something like delivery – consumers now want free next day delivery as standard. 

Channel or device-hopping habits mean customers expect 
omni-channel service

Customers see a brand, not a department. They can’t understand why a call center agent can’t remember a Twitter conversation they had 
with the brand the day before. This is particularly significant because over 60% of surveyed consumers say that they change their contact 
channel depending on where they are and what they’re doing. As consumers move between channels, they should receive a consistent
service and the experience should feel like one big conversation.

Social media has made customers feel more empowered

Social media has made it easier than ever before for consumers to share their thoughts with a wide audience. There are even some
shoppers who have a larger social following than brands. But even the average consumer is connected to at least 150 people on Facebook 
and to around 140 people on Twitter. Today, companies have to tackle an audience with audiences – get it right and their message could 
spread like wildfire, get it wrong and it’s a PR disaster. All of this has led to many consumers feeling more empowered. They know that if 
they complain publicly on social media, they’re likely to get a better response than if they complain privately.

The data-driven online world means consumers expect an 
increasingly personalised service and experience 

The whole online experience is now personalized – from social media to the way Google personalizes our search results. It only makes 
sense for customer service to be personalized too. Consumers expect you to remember them – they expect to be treated as an individual 
and not as just another customer. In practice, this means your agents need to have access to their whole communication history, their 
buying habits and preferences.

Page 1 - 2016 Trends: Customer expectations are changing – Quickly!
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2016 Customer Expectation Trends Notes

Our mobile-focused culture means customers expect your  
website and your customer service to be “mobile-friendly”

Mobile is changing the way we all live our lives. It connects us to people, brands and information – all of the time. All aspects of your 
customer experience should therefore be mobile-friendly – from your website to your customer service. Mobile shopping and service is no 
longer an extra but a necessity.

Social media means customers expect you to be “listening” 
and ‘Monitoring’ what they are saying, constantly!

With social media, everything is out there in the open. This “open book” approach to socialising has led to an expectation that brands should 
be monitoring any mentions on social media and responding accordingly. Whether this is a direct complaint or message or whether it’s just a 
mention, consumers expect brands to be listening and ready to respond. Consumers may expect more from brands than they did before, but 
with the right technology, there’s no reason
why any business can’t meet (and exceed) the rising customer expectations. With customer service now the key competitive differentiator, 
make your customer experience a priority and you’ll soon see huge rewards.

Customers are more willing than ever to assist you (or, I 
suppose, assist themselves)
participating in the service process on a self-service basis

This includes typing in their own contact info and hard to spell names to avoid the unacceptable typos, etc

Customers expect just about everything to come with a 
money back guarantee, implied or explicit

You can put in all the fine print you want, but they’re going to expect you to waive it and take the damn dog back, end of story. Even if pulling 
it off means, ultimately, sticking it to your own vendors. Amazon of course set the lead here, both in offering the guarantee and in doing the 
back-office vendor stickage required to pull it off. The Australian Consumer Law 2010 heavily supports consumer rights in this regard.

Customers don’t want to pay for shipping, or other “hidden 
fees’’, for that matter.

Amazon yet again set the lead here. The big banks , airlines and hire car companies are under the spotlight.. Watch this space!

Customers dislike overly scripted service.

This is a prominent aspect of a larger trend: the desire for authenticity and individualised service.

Page 2 – 2016 Trends: Customer expectations are changing – Quickly!
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OK! So what do we do next?
Let’s first talk about what is happening with customers. There is 
no doubt that they are changing their behaviours and appear to 

be increasingly demanding and fickle… What’s going on? 
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Let’s break down to a set of elements that are believed to be significant 
influences and drivers behind an individual’s impressions and perceptions of their 
experiences and interactions as a customer. 

Influences and drivers behind designing and 
delivering high impact Customer Experiences 

Each one of these elements opens up the opportunity for businesses to better 
understand a customer’s expectations, perceptions and behaviours with the 
potential to leverage, design and manage customer experiences with these in 
mind.

©2016 Iimagine Creative Innovation - Designing Customer Experiences Workshop 

Ultimately experiences are Individual by their nature –
It’s always about delivering on unmet wants and needs
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High impact customer experiences
Strongly Reflect the Customer’s Identity
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High impact customer experiences
Satisfies Customer’s Higher Objectives
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High impact customer experiences
Leave Nothing to Chance

©2016 Iimagine Creative Innovation - Designing Customer Experiences Workshop 

©2016 iimagine Pty Ltd – All Rights Reserved



16/03/2016

10

High impact customer experiences
Set and then Meet (Exceed) Expectations

©2016 Iimagine Creative Innovation - Designing Customer Experiences Workshop 
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High impact customer experiences
Are Effortless
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High impact customer experiences
Are Stress Free
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High impact customer experiences
Indulge the Senses
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High impact customer experiences
Are Socially Engaging
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High impact customer experiences
Put the Customer in Control
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High impact customer experiences
Consider the Emotions
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The Experience Gap
Customer expectations are souring…. 

but, they are going unmet
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The majority of recently surveyed customers said that they 
wouldn’t go back to a business that delivered them a poor 

customer experience – No Second Chances!

IBM 2013| State of Marketing, IBM’s Global Surveyof Marketers IBM 2015 | eConsultancyStudy

©2016 Iimagine Creative Innovation - Designing Customer Experiences Workshop 

80%
of CEO’s surveyed 

said that they believe 
that their 

organisations deliver 
an exceptional  

customer experience

78%
of customers
stated that the 

same brands don’t
understand them 

as individuals

8%
of customersstated 
that they believe that 
the the same brands

deliver and 
exceptional customer 

experience
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So that’s a problem isn’t it? 

No it’s not! It’s a seriously big opportunity!
©2016 Iimagine Creative Innovation - Designing Customer Experiences Workshop 
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Why does the customer experience
gap exist?

Designing customer experiences requires understandingand planning  
across their entire journey. And then executing that coordinated plan  
across channels.

Yelp

©2016 Iimagine Creative Innovation - Designing Customer Experiences Workshop 
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Our Design Process

©2016 Iimagine Creative Innovation - Designing Customer Experiences Workshop 

©2016 iimagine Pty Ltd – All Rights Reserved

Understand and design our customer’s journey 
Mapping + Ideation + Prototyping + Design

Step 1

Define our 
Customers

Step 3

Map our 
Customer’s 
Experience

Step 4

Find our 
Customer’s 
‘Moments of

Truth’

Step 5

‘Design’ our 
Customer’s 
Experience

Step 6

Monitor our 
Customer’s 
Experience 

Understanding our customer’s expectations
Personas + Needs + Insights + Research

Understand and review our customer’s 
perceptions and impressions of their experience

-touchpoint mapping
-need state analysis
-emotional state 
analysis
-interactions

-Persona Creation
-segmentation
-narrative
-Potential 
Customers? 

-differentiators
-loyalty drivers
-priorities
-roi
And..
-Blocks and 
inhibitors

Service Design 
Process
-concept
-prototype
-validate
-ideation

-Perceptions-
-Reviews
-Feedback
-Ratings
-measurement
-dashboard

Creating and Managing our Customer’s Experience Journey

Who are our 
customers or 

prospects? Who are 
our most valuable 

customers?

What is their 
current brand 
experience? 

Before, during 
and after?

What touchpoints 
most impact 

success? And 
what are the 
detractors?

What is and do 
we deliver the 
ideal customer 
experience?

Are we continuing to 
deliver the ideal 

customer experience 
constantly and 
consistently?

Step 2

Solicit our 
Customer’s 

insights

What are our 
Customer’s 
Needs and 

Expectations?

Core questions 
to be answered

Process steps 
to be followed

Tools and 
methodology 
selection

-Interviews
-Day in the life
-insights

-analytical
-cultural
-structural

-Empathy

©2016 iimagine Creative Innovation Feedback 
Loop
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Step 1

Define our 
Customers

Who are our 
customers or 
prospects? 

-Persona Creation
-segmentation
-narrative
-Potential Customers? 

Who are our 
most valuable 
customers?

Process steps 
to be followed

Core questions 
to be answered

Tools and 
methodology 
selection

Step1 - Define our Customers

©2016 Iimagine Creative Innovation - Designing Customer Experiences Workshop 
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Start with one type of customer and create a 
Persona Profile for that person
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Defining our Customers – Creating Personas

©2016 iimagine Pty Ltd – All Rights Reserved
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journey maps show you  
your customers’ experience

Let’s follow Ben through his up coming holiday to 
see how these maps actually work

Customer Journey Maps illuminate your customer’s 
experience when interacting with your business

©2016 iimagine Pty Ltd – All Rights Reserved

then, they help you 
make it better

and, highlights ways and places to positively impact 
and improve
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no two maps are the same— because no two 
businesses are the same

©2016 iimagine Pty Ltd – All Rights Reserved
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Expectations drive Customer Satisfaction – They are personal, emotional 
and they are very real determinates of positive or negative perceptions 

and outcomes of the actual Experience in the mind of the customer 

Expectations of the 
interactions with the 
business and utility 
and value provided by 
the product or service 
on offer  

Perceptions and 
impressions of the 
experience of the 
actual interactions 
and delivered 
product and service 
utility and value as 
compared to 
expectations  

Choice supported by 
information gathering 
and/or previous 
interactions or experience 
driving awareness and 
early perceptions and 
expectations of the 
offerings and value 
proposition of the proposed 
brand, business, product or 
service. Every choice has 
some value attached to it 
either real or perceived

Value of 
Choice +

Expectation of 
what will be 
experienced

- Perception of 
what is actually 
experienced 

=
Customer 
Satisfaction 
+ve or -ve

Customer Satisfaction 
outcomes are very complex 
in nature, and are highly 
personal and individual, and 
are perceived or viewed as 
more so or less so positive 
or negative based upon the 
‘expectation gap’ between 
what the customer expected 
to experience and what they 
believe they actually 
experienced   

©2016 Iimagine Creative Innovation - Designing Customer Experiences Workshop 
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Customer Satisfaction

1 2 3 4 5 6 7 8 9 10

Pre-Service Period Service Period Post-Service

expectations experiences Satisfaction

Out metal process of formation and realisation of 
expectation of our experiences is a live and on-
going conscious and unconscious process that 
never stops evolving and updating in real time. 
Our expectations are changing as experiences 

are actually being delivered 

It is completely feasible and possible 
to positively impact a customers 

expectation and perceived experience 
gap live and in real time if a business 
is so customer centric, is mindful of 

the delivery environment and 
organised to take action 

The level of achieved satisfaction 
as perceived by an individual is 

the #1 driver and determinant of a 
willingness to refer, recommend 

or return. 

The research is also strong around high levels 
of satisfaction and declared satisfaction (such 
as in written positive reviews) is a significant 

influencer on increased spend levels

Source #1

©2016 iimagine Pty Ltd – All Rights Reserved
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Emotional Journey Map

1 2 3 4 5 6 7 8 9 10

PR E -S E R V I C E S ERV I C E PO S T-SER V I C E

TomPaulSally

Positive

Negative

Source #1

©2016 iimagine Pty Ltd – All Rights Reserved

Pre-Service Period Service Period Post-service

The Customer Journey of Tom

Scuba Diving

Planning/OrganisingAwareness/Search

28 years old
Male

Australian

Likes/DislikesSegmentation Profile

Adventure Seeker
University Graduate

Single living inner city

Sailing

Source #1

Customer Needs and Activities

Customer Expectations - Of the entire holiday including perceptions of their actual interactions and experiences

Stages of Customer Journey

Emotional State of the Persona

Potential Opportunities for Improvements

©2016 iimagine Pty Ltd – All Rights Reserved
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Experience and Service Design
Designing Customer Experiences

©2016 iimagine Pty Ltd – All Rights Reserved

Process steps 
to be followed

Core questions 
to be answered

Tools and 
methodology 
selection

Step 3 – Map our Customer’s Experience

Step 3

Map our 
Customer’s 
Experience

What is their 
current brand 
experience? 

Before, during 
and after?

-touchpoint mapping
-need state analysis
-emotional state 
analysis
-interactions

©2016 iimagine Pty Ltd – All Rights Reserved
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Creating a Customer-Focused 
Customer Experience Journey Map

©2016 iimagine Pty Ltd – All Rights Reserved

What is a Customer Journey Map?

Customer journey maps go by different names, such as 

customer experience maps, journey maps, and touch 

point maps. 

Journey maps serve as a visual means to identify the 

steps your customer goes through as they experience 

your product or service and the impact of each.

Customer journey maps chart your 

customer’s experience and help you 

target improvements with the 

greatest return. 

By identifying those steps in your

customer experience with the greatest 

impact, your journey map becomes a 

centerpiece of your customer 

experience planning process.

©2016 iimagine Pty Ltd – All Rights Reserved
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Why use a Customer Journey Map?

 To identify all possible touch 
points that make up your 
customers’ experience, in order 
to improve your company’s 
impressions at these touch 
points.

 To understand the emotional 
impact of interactions in your 
existing customer experience.

©2016 iimagine Pty Ltd – All Rights Reserved
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Identify all the touch points that make up your 
customers’ experience

Touch Point Maps show each customer interaction within a larger experience. A primary goal is to understand 
which touch points are used, and how each assists or interferes with your customers’ goals in the process.

Many experiences include touch 
points outside of your direct control, 
such as friends and family, social 
media and third-party websites. Each 
has an impact on the journey and 
needs to be understood.

©2016 iimagine Pty Ltd – All Rights Reserved
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Understand the emotional impact of interactions
in your existing customer experience.

Every journey has an emotional impact on your customer, 
even in a business-to-business relationship. 

Emotional Impact Maps 
target a specific phase or 
interaction in your 
experience and how each 
interaction builds or 
destroys value in your 
customers’ eyes.

©2016 iimagine Pty Ltd – All Rights Reserved
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Process steps 
to be followed

Core questions 
to be answered

Tools and 
methodology 
selection

Step 4 – Find our Customer’s Moments of 
Truth

Step 4

Find our 
Customer’s 
‘Moments of

Truth’

What touchpoints 
most impact 

success? 

-differentiators
-loyalty drivers
-priorities
-roi
And..
-Blocks and inhibitorsAnd what are the 

detractors?

©2016 iimagine Pty Ltd – All Rights Reserved
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Process steps 
to be followed

Core questions 
to be answered

Tools and 
methodology 
selection

Step 5 – Design our Customer’s Experience

Step 5

‘Design’ our 
Customer’s 
Experience

Service Design Process
-storyboard
-concept
-prototype
-validate
-ideation

What is and do 
we deliver the 
ideal customer 
experience?

©2016 iimagine Pty Ltd – All Rights Reserved

Design with the customer at the centre of the process – It’s 
their experience not yours!
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Process steps 
to be followed

Core questions 
to be answered

Tools and 
methodology 
selection

Step 6 – Monitor our Customer’s Experience

Step 6

Monitor our 
Customer’s 
Experience 

-Perceptions-
-Reviews
-Feedback
-Ratings
-measurement
-dashboard

Are we continuing 
to deliver the ideal 

customer 
experience 

constantly and 
consistently?

©2016 iimagine Pty Ltd – All Rights Reserved



16/03/2016

36

A Few Useful Design Tools

exploration Creation/reflection Implementation
Source #1 Ref

Self-Exploration

Exploration Creation/Reflection Implementation
Source #1 Ref
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Observation

Exploration Creation/Reflection Implementation
Source #1 Ref

Contextual
Interviews

Exploration Creation/Reflection Implementation
Source #1 Ref
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Mobile
Ethnography

Exploration Creation/Reflection Implementation
Source #1 Ref

Personas

Exploration Creation/Reflection Implementation
Source #1 Ref
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Customer
Journey Maps

Exploration Creation/Reflection Implementation
Source #1 Ref

Stakeholder
Maps

Exploration Creation/Reflection Implementation
Source #1 Ref
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Value Network
Maps

Exploration Creation/Reflection Implementation
Source #1 Ref

Service Prototypes

Exploration Creation/Reflection Implementation
Source #1 Ref
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Business Model
Innovation

exploration Creation/reflection Implementation
Source #1 Ref

5 Basic Principles of 
Service Design Thinking

Source #1 Ref
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1. User-Centred

Source #1 Ref

2. Co-Creative

Source #1 Ref
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3. Sequencing

Source #1 Ref

4. Edivencing

Source #1 Ref
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5. Holistic

Source #1 Ref

Goals for your business to action immediately!
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Additional Slides for Further Reading
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Strongly reflects the 
customers identity

 Wants are more powerful motivators than needs
 Social groups define themselves through their consumption
 Everything people buy reflect our values, beliefs and self-image
 High impact experiences help people resolve the tension between expressing our individuality and belonging to a group
 Think about what your brand says about your customers
 Focus on creating a brand reality than a brand image 

Satisfies the customer’s 
higher objectives

 The key to customer experience is satisfying an objective
 Empathic understanding of the customer is key to identifying objectives
 Thought is conscious and unconscious, often our unconscious is the most powerful driver of our behaviours
 Looking at goals rather then task is more useful than looking at tasks as they give us a deeper understanding of customer wants
 The super-objective is the highest level goal of the customer and practical objectives spring from it
 There may be subtext – a set of unspoken objectives that are really driving the customer behaviour
 Objectives often come into conflict with counter-objectives or constraints that need to be actively considered from the beginning
 Every objective has a stake – the higher the stakes are the more emotionally involved we are in achieving that objective. 

Thinking about the stakes involved can help us prioritise which elements of the experience to focus on   

leave nothing to chance  We care about details because they show that the business cares about us
 If every detail is right, the overall experience will be right – lots of small gains create one large gain
 Breaking the experience down into steps and stages reveals the details
 Every stage of the experience needs to have documented success criteria 
 Tracing the experience right back to the start, then right down to the end reveals opportunities to innovate
 Identifying the dependencies between stages as early as possible reduces risk on the project
 Breaking the big stages down into small steps reveals opportunities for improvements
 The steps a customer takes depends on the combination of significant factors that applies to them
 Modelling how customers move between touchpoints is key to creating seamless multi-channel experiences

Source #2: Watkinson, M. (2013). ‘The ten principles behind great customer experiences’. Edinburgh Gate. Pearson Education Ltd – Chapter Summery Pages ©2016 iimagine Pty Ltd – All Rights Reserved
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Set and then meet 
(exceed) expectations

 Expectations are fundamental to how the brain works.  The dopamine neurons in our brain trigger emotions based on 
predictions

 Since our memories of past experiences are used to set expectations for the future, the memories we have of a customer 
experience are crucial

 Over time we develop learnt behaviours and associations which can be used to our advantage
 Expectations are powerful and often poorly handled, making expectation management a golden opportunity for creating a 

competitor advantage
 To provide a great experience , we need to see the customer experience as one long journey, and a continuous process of 

setting and meeting expectations
 Issues and expectations usually fall into three categories: dissonance – where expectations do not match reality; absence –

where expectations are not set at all; and inference – where a customer’s expectations are being set by something out of our 
control

 To set more accurate expectations, and build brand trust, work on creating a consistent customer experience
 Somebody at the highest level of the organisation needs to be responsible for the customer experience to make sure consistent

expectations are set along the whole customer journey

Are effortless  We always want to do more with less effort
 Technology exists to make our lives easier
 To reduce effort, consider three parameters: time on task, convenience, and simplicity
 Reduce features and tasks, and omit unnecessary words. Remember: less, but better
 Prioritise tasks and features so that the most frequently used and important ones can be made as effortless as possible
 Reduce the effort required when making decisions by limiting choices to a manageable number
 Streamlining tasks means less effort is needed to reach the customer’s goal
 Reduce wait times where possible
 Errors create re-work. Eliminate them where possible
 Use convenient channels
 Convenience is serving the customer in the right place at the right time
 Speak the customer’s language

Source #2: Watkinson, M. (2013). ‘The ten principles behind great customer experiences’. Edinburgh Gate. Pearson Education Ltd – Chapter Summery Pages ©2016 iimagine Pty Ltd – All Rights Reserved

Are stress free  A  stressless customer experience is a major competitor advantage
 We can use the principles that experts use for high consequence environments to improve any customer experience
 The relationship between errors and stress is reinforcing: stress can lead to errors, errors can lead to stress
 Identify ways that errors might be prevented or if prevention is not possible, detected and recovered
 Errors can be classified into knowledge-based mistakes, slips and lapses
 We can prioritise errors by frequency, cost, ease of detection and ease of recovery
 Consider the customer’s competence: novices are more likely to get flustered than experts
 Limiting choices to a manageable number and making options distinctive reduces the stress involved in decision making
 Design for forgiveness: let the customer undo their mistakes
 Clarifying the reason for the task reduces uncertainty
 Providing frequent and responsive feedback will reassure the customer that they are on the right track
 Consider any distractions in the environment that they may reduce the customer’s attention on the task at hand

Indulge the senses  Every product or service is fundamentally a sensual experience, so the way in which our senses are stimulated must always 
have an end in mind, and never be arbitrary or left to chance

 Every sense should be considered: they all offer  abundant opportunities to enhance the customer experience and differentiate a 
product or service from competition

 Experiences are multi-sensory in nature: the senses must not just be considered in isolation, they must work together, and 
special consideration is required when the use of our senses is restricted

 Intensity is an important consideration: our senses are continually bombarded from the moment we wake. Opportunities lie in 
soothing as well as stimulating the senses

 Consistency is key: a common design language should apply to every interaction to communicate the message unambiguously
 The final design must be the result of carefully considered action: a thorough brief and rigorous testing are essential

Source #2: Watkinson, M. (2013). ‘The ten principles behind great customer experiences’. Edinburgh Gate. Pearson Education Ltd – Chapter Summery Pages ©2016 iimagine Pty Ltd – All Rights Reserved
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Are socially engaging  Human beings are social creatures. Those that make doing business a social pleasure stand head and shoulders above the 
competition

 One moment of outstanding personal service can leave an indelible impression on a customer
 Where possible add a personal touch to the customer experience
 Front-line staff are the human embodiment of the business: they are a precious asset
 Your employees are potentially a powerful source of differentiation – put their knowledge and personalities to good use
 Remember that every employee works in marketing. What are they saying about your business?
 It is far easier to be loyal to a person than to a brand. Building personal relationships with customers will keep them coming back
 Your front-line staff know more about your customers than anyone else.  Put their expertise to use to improve your customer 

experience.  You are already paying for them, and they’ll feel more valued too – everybody wins
 Treating problems as opportunities to show flair, commitment and caring. Don’t just do the bare minimum
 When we become a customer, we automatically become endowed with a privileged status. Above all else, make every customer 

feel important

Put the customer in 
control

 Customers don’t just want to achieve goals, they also want to achieve them in their own way
 To create the best possible experience we need to make sure the customer feels in control at every step of the journey
 More choice and more decision-making power does not necessarily result in a greater feeling of control
 Differentiate types of control can offset each other: we may gain control of our time by delegating control of a task to somebody 

else
 The more choice we offer, the more expensive it becomes for the business
 We should aim to give customers control where it is most effective in improving the experience, in ways that make the most 

effective use of the budget
 Customers want control over when and where they perform a task, how much they spend and who with
 When it comes to products we want to fine tune what the product looks like and what functions it performs to best reflect our

identity and objectives
 Each dimensions of control – the who’s, what’s, when’s and where’s – contributes towards the overall feeling of control. 

Sometimes these work in harmony, sometimes they work in opposition
 Successfully increasing customer control is not as simple as just increasing choice; it requires striking the perfect balance

between competing requirements

Source #2: Watkinson, M. (2013). ‘The ten principles behind great customer experiences’. Edinburgh Gate. Pearson Education Ltd – Chapter Summery Pages
©2016 iimagine Pty Ltd – All Rights Reserved

Consider the emotions  The way a product, brand or service makes us feel is critical to its success
 Emotions can have specific ‘action tendencies’, so to encourage (or discourage) a specific behaviour we may need to evoke (or

avoid) specific emotions
 Having a target emotional state for each stage of the customer experience provides a goal to work towards that brings empathy

and focus to the design process
 Since emotions are often readily observable we can incorporate them into testing to validate our work, or identify opportunities

for improvement
 We not only need to promote positive emotions, but actively avoid negative ones too
 When considering the emotional aspect of experience we must consider how the intensity of feelings affects concentration
 Most emotions we experience as customers can be traced back to the other principles: trust, surprise, disappointment, regret 

and acceptance are all dependent on our expectations
 To create strong emotional responses we must combine these principles effectively
 Emotional attachment comes from successfully using all of the principles

Source #2: Watkinson, M. (2013). ‘The ten principles behind great customer experiences’. Edinburgh Gate. Pearson Education Ltd – Chapter Summery Pages
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