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[bookmark: _Toc534720123][bookmark: _Toc534805441]SUMMARY

As you probably already know, customer experience is the entire experience of interaction between the customer and the service provider throughout their working relationship. The goal of this relationship is to achieve measurable business goals. Always keep this in mind throughout your work. When making a decision, answer the question: how does it improve customer experience and how will it affect sales?
It is necessary to develop the habit of treating any client as the main thing at the moment (after all, it is clients who pay your bills). The better the experience of interaction with the company, the higher the level of customer satisfaction and loyalty. This means that customers, remembering the positive experience, will continue to choose you. Of course, it is not necessary to “go out of their way” to create a positive image and, moreover, always say “yes” to the client. But you work with him on the same team, explaining and showing solutions to a problem. Good experience depends not only on the results, but also on how pleasant it was to cooperate with you at each of the stages.

[bookmark: _Toc534805442]INTRODUCTION 
In the past, companies offered their customers only a limited number of points of contact, e.g. phone number and a postal address. With such a small choice, the companies determined the communication. Customers often felt that the right channel was not available. This procedure is no longer enough today. Customers communicate with each other across the entire spectrum of communication channels. Companies expect the same. Customers today want more communication options than just calls or letters. They also want to communicate via SMS, e-mail, apps and social media. If companies only offer their customers a specific channel, that can be theirs Negatively influence buying decision. A consistent customer journey is central to the customer experience
For an appealing customer journey, companies need to put customer needs at the centre of their strategy. They need to empathize with their customers and make sure the message is the same across all channels. 
For example, if a customer sends an e-mail first and then calls because of a problem, that information must be retrievable. Even if customers use a live chat within an app, these requests have to be stored centrally. This allows employees who are responsible for other channels to retrieve the status and act on demand. Live chats are becoming increasingly popular as smartphone usage increases.
Customers should be contacted according to their wishes. This is easier to achieve with tools that centralise and automate outbound communication. Manually managing these processes requires a lot of manpower. Moreover, they are difficult to adapt to changing demand. Automation means that all communication tools are consistent in terms of layout and format. As a result, customers know right from the start that a document is authentic. 
These tools also make it easy to personalise documents. Customers do not want to be treated as one of many. They want communication tailored to their needs, which proves that the company attaches importance to the relationship.
The customer experience is influenced by the social environment that surrounds consumers: stores are places where exchanges are material, but also social and informative and often these exchanges concern unknown people. There are many consumers in the stores and everyone can impact on the experience of others: for example, if a consumer requires the attention of the staff, it can worsen the experience of another consumer in need of help. Marketing research has always focused on the importance for companies to build relationships with their customers, neglecting the importance of creating relationships between them. These can affect each other directly and indirectly: being too close to other customers can generate a sense of anxiety, fixing a person can create discomfort, or even, the appearance alone can create a sense of threat. Consumers can also influence themselves in a direct way, assuming different roles: for example, there are consumers ready to help and give advice, but also those who pose with a competitive attitude trying to show their superior spending skills..
[bookmark: _Toc534805443]Why is the management of the customer experience important?
The concept of the client's experience may sound idealistic or moving, but anyone who rejects it is unfortunately out of context. In fact, the customer experience has become a competitive differentiator in the global hyper-competitive and hyper-connected market of today. There is a tangible commercial value in the effective management of the customer experience. Good management of the customer experience can:
· Strengthen brand preference through differentiated experiences.
· Increase revenues with sales of existing customers and new sales from word of mouth.
· Improve loyalty (and create advocates) through valuable and memorable interactions with clients.
· Reduce costs by reducing customer turnover. 
[bookmark: _Toc534805444]The challenges facing marketing professionals
· Create consistent brand experiences across all channels
While customers may be willing to accept different levels of service in different channels, they expect the brand value proposal to remain consistent. But the proliferation of channels makes it difficult to guarantee that coherence in all of them.
· Integration of brand and channel experiences
An integrated channel experience is highly desirable but difficult to achieve. Technology, inherited processes and organizational territorialism can be barriers that prevent integration.
· Consolidate customer data in a single view
Having a unique view of the client through interactions, channels, products and time would facilitate the creation of unified and coordinated communications with the client. Departmental silos, fragmented data and inconsistent processes make this challenge seem insurmountable.
Three steps to ensure that the management of the customer experience is correct
1. Create and maintain complete customer profiles.
2. Customise all interactions with customers.
3. Always obtain the correct information, in the right place and at the appropriate time.
[bookmark: _Toc534805445]Create and maintain complete customer profiles
To offer a stellar experience to the client, one must know the customer very well. This means creating and maintaining complete customer profiles that help to understand and measure customer travel at each point of contact through multiple channels. The more you know the customers, the more effective the delivery of relevant offers for them will be. The more relevant the offers, the closer will be the relationship between the company and the client, driving metrics such as loyalty and retention.
Historically, companies have used structured data, for example, demographic, transactional and registration data, to build customer profiles. Today, emerging types of data must be included: social networks, video, RFID, sensors, geolocation, etc., linked to the coordination between channels. You should also add the history of contacts, responses and transactions interspersed throughout the customer's life cycle, as well as customer value, profitability, behaviour analysis and propensity scores.
By analysing the traditional structured data together with the new data types , you can:
-Learn how to improve the customer experience in specific points.
-To understand what customers, want and expect to be done for them.
-Make better decisions in a shorter process. 
[bookmark: _Toc534805446]Make the relationship between company and client more personal
Once you have a deep knowledge of the customer, that information can be used to personalise each interaction. It must always be remembered that attention is not only focused on the client, but also on the context in which it operates. The data can help maintain that focus, particularly if the existing (core) data continues to be enriched with new sources. By adding context to the client's focus, relevant offers, detailed, recommendations, advice and service actions can be offered when the client is more receptive.
Likewise, it must be taken into account that customers have more presence, power and choice than ever before. If they are not given a personalized, relevant, timely and in-depth message, they will move away immediately, but if it is done, brand loyalty will be promoted. 
[bookmark: _Toc534805447]Always consider the right message, in the right place and at the right time
To offer the maximum value at each point of contact with the customer and improve the customer experience, an analysis must be assigned to the specific stages in the customer's life cycle so that the correct message can be delivered in the right place and at the appropriate time. Each stage of the life cycle is important, from the initial consideration to the active evaluation, the time of purchase and even the post-purchase experience. Each stage is an opportunity to improve the customer experience. And each phase is an opportunity to obtain more information that can feed back the marketing processes and take advantage of it in a next occasion.
[bookmark: _Toc534805448]1. Be aware of the journey the customer makes through your organization
It seems logical that you know what the customer experiences when he has contact with your organisation. However, in practice there is often company blindness, in which we do not see our own limitations and shortcomings. For example, different types of customers choose different touch points: one customer sends an e-mail and the other one picks up the phone more quickly. In many cases, the directing of the customer experience by organisations (as far as this happens) is done on the basis of assumptions made by departments within the organisation and not on the basis of real (customer perceived) experiences.
The so-called customer journey mapping is often abused today to remove 'unnecessary' touchpoints and to look at opportunities for the organization to save. However, the right way is to look outside-inform the customer's perspective. One of the ways to do this is by conducting customer journey research. Here, mystery shoppers report how they experience the customer journey, what they value and what they still miss. The question that is partly answered, and that you should ask yourself, is: what would the customer journey look like if you could start all over again? Involve as many customers as possible in this process. You will see that many of them love to help improve the service. Often, the use of customers will result in a much better customer experience than if the customer experience was devised by employees, because customers have less fear of the consequences of the changes (than employees).
[bookmark: _Toc534805449]2. Pay more attention to recurring complaints
Big complaints, or complaints that make your organization badly come forward, that give you the feeling that you have to solve them immediately and to which the customer gives a lot of publicity, often get priority over smaller complaints that come back more often but have little effect on the organization seem to have. This is not right. The point is precisely to resolve the smaller and more frequent recurring complaints. With this I do not say that the big complaints should not be solved, but please note that the smaller complaints also keep the attention. The effect of word-of-mouth advertising through these types of complaints is often much greater than the larger one-off complaints. In addition, it is strange and unnecessary to make the same mistakes over and over again, do not you think?
[bookmark: _Toc534805450]3.    Look carefully around you and 'steal' from others
It is important to keep up with changing and new ways to serve customers even better. Although you often feel that your customer is not changing, this is usually the case. Customers see, especially in these times when everyone shares as much as possible with their network, in other branches and with your competitor things in their customer experience change and are going to expect from you. Be this before, immerse yourself in new possibilities and learn from the good things of others (in this blog I have mentioned three examples that you can learn directly from Simply googling is already a good way to find great examples that you can learn from immediately. But do not forget to visit seminars and meetings on this subject. This certainly pays for itself.
[bookmark: _Toc534805451]4.    Assume you do not know what your customer thinks is important
It should be clear that the collection of customer feedback is of eminent importance for your organisation. There are all kinds of resources available for this. Online surveys, telephone feedback, feedback sites, apps, feedback columns, you name it. In that sense, it is not about how you investigate it if you examine it. An important part that is sometimes forgotten is to question what the customer really thinks is important. From studies where employees are asked to ask what customers find really important, time and time again shows that this image is not in line with what the customer indicates. We call this the 'moments of truth'. These are things that have to go well in order to bind the customer to you, but above all things that cause customers to drop out when they are not good for each other.
[bookmark: _Toc534805452]5.    Create a strategic annual plan for customer experience
Once you have established the customer journey and possible improvements together with your customer, put your recurring complaints in order, looked carefully at best practices and mapped the actual 'moments of truth', it's time to get the customer experience really improve. Create a strategic plan that includes, at least, the following components:
· A starting point based on which progression can be monitored. Where are we now in the area of ​​customer experience?
· The desired improvement. Where do you want to be in 12 months?
· The actions until the first steering moment;
· The responsible employees for the customer experience. It is important to make one or more people responsible for the customer experience. These become ambassadors of the client within your organization;
· A planning with at least 3 interim evaluation moments, so that adjustments can be made and response to changes;
· A description of how customers remain involved in the process;
· The measuring method. That is, a description of how customer feedback is measured. 
Many companies fight the same thing; where and how to find profitable customers, how to attract them and become committed to a long-term customer relationship? What factors affect customer choices? The customer experience has become one of the cornerstones of success, not in vain. It is not about how things are, but about how they experience customers. A good customer experience makes almost half of the customers return to service.
The development of information technology has increased the amount of content production exponentially. It has revolutionised the transmission of information. The amount of information available is almost impossible to understand. Before production, ie mainly for professionals. Now consumers are involved in producing information themselves in social media. Recording techniques have developed enormously and data is also produced in incredible amounts; without even being understood. The enormous amount of information and its easy access make consumers extremely price-conscious. Products are easy to compare. You can also compare products in the department store on-site; find a product that suits you and check with a mobile phone at what price it would get from another department store or online store. In practice, every consumer has a mobile phone, where most of the data is available and thus the ability to go to the internet. Consumers are thus able to use digital services virtually everywhere and everywhere. So as a company we face competition in a different way than before, even in our own farms, our competitors are present - in the palm of the client.
Most products resemble each other, leaving the price of the product almost the only competitive tool. Also, when purchasing a particular product, the consumer no longer has to settle for the selection because browsing the web services can find similar products or even the latest model of that product that is not yet available in Finland.
Digitalisation has significantly changed the sharing of experiences between the circle of friends and the whole world. Nowadays, the service experience is ordered at its best after leaving the department store, sitting in the car on the car with a mobile phone and the result is airy text, so many of the recipients convey the message forward with a smile on their faces. Few users of Finns believe in every expression of mind, but if the message is written fun or supported by an interesting picture, it will be shared regardless of whether it is true or false. Businesses are required to take time to study and, where appropriate, participate in the discussion. It was the truth in the end that would be the case, from the perspective of the company's brand, the damage can be significant. Some spreads the message like a wildfire in minutes, and competitors are just one click away.
The breakthrough of digital services is an undeniable fact that most companies have already identified. However, the big question is how much weight the digital channels should see, and what really should be done there; because customers are already there.
As a rule of thumb, the development of business has been the identification and fulfilment of customer needs. In theory, it sounds simple, but in practice most companies have been struggling with it. It has proved to be extremely difficult to implement customer-oriented solutions in a digital channel. Many projects do not have a sufficient understanding of the customer, even though the solution is very close - about us.
When developing a customer experience, it is extremely important to learn to understand why we make certain choices. It helps us to make our services as effective as possible. There are a lot of factors we can't explain right away. The best thing we can do is to actively monitor our customers' behaviour and take the findings seriously. Most of the customers' needs and expectations are related to everyday things. So a good customer experience is often enough when things happen easily and quickly.
A blind spot is created when we cannot openly critically examine our own business and the experience it offers to the customer. All of us quickly become professionals in our own product and service. In this case, we are blinded to many details, which for the first time for our future customers is very important. It is important that people with different backgrounds and genuine customers are involved in the design of the service. It's easy to look at things from the "tube display" and close all the outside. When building a good customer experience, it is important to learn to look at your product / service from a wider area, with the customer's eyes.
Where does the customer experience come from? Many experience-based publications mainly focus on the purchase process, even when events are important before and after the purchase. In this book, events were defined as such;
Output Mode
covers the customer's expectations and attitudes towards the company and the appetite
less often, the brand is brand new for the customer, most often it has been heard / read
expectations and attitudes may arise with previous brands, feedback from friends, or a newspaper article
Attitudes can also be based on the experience of a company in general, even if there was no previous experience of that company
Before you buy
The customer is subject to marketing and communication
make the final choice to buy from this company
the choice can be based on the fact that the product is immediately available, OR the customer can spend a lot of time on comparisons and exploring product features before making a purchase
buying Process
when the final purchase decision is made
this involves actual business dealings with the company; buying and paying for a product
After the purchase
The customer and the company often continue to communicate
the customer can contact you to ask for advice, advertise or make a repurchase
the company can ask for feedback on its activities or approach a new marketing message
These are the customer experiences.
It is also important to remember that experience is always unique. Emotions and images are absolutely indisputable from an individual's point of view. So the customer is always right, because he will interpret it from his own point of view. The customer's individuality is significantly influenced by his expertise, price awareness and attitude.
Knowledge is emphasized in digital services, as they often require the ability to use a technical device to promote the service. Often the technical skills of the clientele are overestimated. At this point, price awareness does not mean customer awareness of the price of competing products. The fact that 50 pounds is too much or too little for a product depends largely on the customer's life situation and current wealth. Also, the attitude towards the company and the service is complex. The hesitant and negative attitude does not, in principle, provide good opportunities to succeed in the customer experience. The situation may arise, for example, in the case of the authorities if the customer basically agrees with the agency in question, even if he or she has already had trouble with that party.
Producing a good customer experience from day to day from one customer to another with quality and quality is therefore challenging, if not impossible. The proliferation of digital channels and the increase in use have made the issue more challenging. Customer encounters should be of the same quality at both the service desk and online services. It is assumed that the company's services are also available on the digital channel, to the same extent and with the same quality. Customer selects time, place, and terminal.
At best, a single web page design cannot alone produce a successful customer experience, but failure can make the entire experience spoiled. Successful customer experience arises when customer needs are understood correctly, processes support customer satisfaction, systems support processes, and network service usability reflects the customer's understanding of behaviour. Customers return to the online service more often and harder. Customer loyalty increases as experience is positive and smooth. This also improves the lifecycle value of the customer relationship with the long sight.
Customers are also more active in recommending a service when their own experience is once positive. Guidance can be guided in the service's own recommendation section or on its own initiative in social media. Buying new customers is thus less costly, especially if current customers are actively helping to recommend services. Satisfied customers also weigh less on customer service.


Conclusion
The service to customers is the distinctive factor in almost all markets and branches. The ultimate customer experience is not called the new competitive advantage for nothing, where the employee makes the difference. To be able to unburden customers and surprise their attitude, behaviour, empathic ability and drive to help a customer well. I believe that enthusiasm is the crucial factor in this. Engagement helps organisations to achieve superior performance and gain competitive advantage
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