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What is the customer experience
Customer experience is at the heart of the relationship between a business and its customers. Customer experience is many things it can be broadly be described as the perception a customer or  company has of a brand. It is embedded into every interaction, and every interaction is an opportunity to build a stronger bond between the company and the customer.
Good customer experience involves building a relationship by understanding what people want, need and value. The full experience includes pre purchase of researching and making the purchase either in store or online and post purchase interactions. The goal is to create a smooth and efficient connection between the brand and customer.  
It is important that business remember that every interaction with people or other businesses gives off some sort of emotion, whether good , bad, happy or sad. The feelings brought on by those interactions are then associated with their brand, this can result in the in the customer asking themselves do I want to buy this or shall I return back to this brand or business.  It is also a good idea to acknowledge that peoples need, desire and emotions change moment to moment. An understanding of people’s emotional response is not enough, brands, need to see their customers and not just walking wallets.
Why is the customer experience important
Positive customer experience is a way of standing out from other businesses or competitors. As most brands compete for the public’s attention. As more options are available, customer experience provides a way to put your product and brand at the front of others.
The customer experience is essential to businesses operations because how it impacts key metrics such as new sales, customer retentions and life time value. Customers who have a poor impression of a brand or a negative experience are less likely to continue to do business with a company.
Customer experience doesn’t just affect references and recommendations, it also impacts brand loyalty. If a customer has a good customer experience, this will make them more loyal to that brand and the customer would not notice the prices as much or mind paying the prices. Customers who identify with a brand and feel as if the brand is engaged with them are more inclined to become and remain customers. And expanding their overall life time value to the company.
What is the customer journey.
A customer journey describes the customers end – to – end experience as opposed to their satisfaction at various individual transactions or touch points. These can include many things that occur before, during or after the customer experience, a product or a service. A customer journey can include bringing a new customer on board, resolving a technical issue or up grading a product, attending to a full customer journey instead of touch points can potentially drive stronger business although a Mckinsey survey found out that a customer satisfaction with a health insurance is 73 percent more likely when the entire journeyworks well than when only touchpoints do.




Customers emotions and why it’s important.
Customer emotions are important indicators of not only individual purchase’s but also  the likelihood of continuing on the customer journey and inspiring others to take the journey. Customers with an emotional connection with a business or brand could spend more money because they feel valued. Customers typically go through a series of emotions or stages when they interact with a brand. These steps are also known as the customer journey. They may include.
1) Awareness -  customers become aware of a business or brand through various channels such as advertising word of mouth or social media.
2) Consideration- this is where customers begin to research and consider the product or services offered by the business comparing them to those of a competitor.
3) Purchases  – customers make decisions to purchase the product or service and complete the transaction.
4) Delivery – the product or service is delivered to the customer and they begin to use it.
5) Support – customers may require support or assistance with the product or service. And the business provided this through their customer service channels .
6) Loyalty – customers may become loyal to the brand and continue to make repeat purchase or recommend the business to others.
7) Advocacy – customers become brand advocates actively promoting the business and its products or services to others.
The motions can vary depending on the type of business or industry, and the customer journey may not always follow the linear paths. However, understanding the customer experience journey and optimising it for the customer satisfaction and loyalty is critical for the successes for the business.
Emotional value  
Emotions are a huge part of the customer experience; emotions drive or can destroy value for a business  and often in hidden ways. Emotions influence our desire to buy or not to buy what we choose to from a company’s offering, what we remember we share about the experience and perhaps most importantly, whether we will be loyal to that brand.
Its likely obvious that different emotions cause different effects. You can use the hierarchy of emotions value to benchmark your level of emotional engagement with customers, this is referred to as an emotional signature. All organisations have an emotional signature. The emotions are divided into clusters and named for the hidden ways they influence the customer experience. They are Advocacy cluster, recommendation cluster, attention cluster, destroying cluster. 
Advocacy cluster- is made of only two emotions happy and pleased.
Recommendation cluster – in this group includes trusting, valued, cared for, focused and safe. These emotions are the foundations of customer loyalty. They are also the gateway emotions that allow you to pass the pinnacle of the pyramid.
Attention cluster -  there are five emotions that comprises in this cluster they are interested, energetic, stimulated, exploratory  and indulgent. This cluster is the only set of emotions that has a direct impact on short term spending. This effect could back fire if you don’t tend to these emotions on a regular basis. 
Destroying cluster – the destroying cluster include a list of emotions too, the list of the ones you want to avoid evoking. These include irritated, hurried,= neglected unhappy, unsatisfied, stressed, disappointed and frustrated. If you evoke any of these emotions could lose your business money, through loss of revenue, lost opportunities and higher costs fixing problems. . these are also the only emotions group that is associated with effects on short term spending.
Emotions matter enough that every business should be working to evoke the right ones, unless you measure your progress you would not know if you are achieving that. If you are not measuring your emotional level you would not stand out from other companies or competitors in the same field in your business.

Kano Model
The Kano model of product development and customer satisfaction was published in 1984 by Dr Noriaki Kano. Kano says that the product of service is about much more than just functionality. It’s also about customers emotions. The model encourages you to think about how your product relates to you customers’ needs.
The model assigns three types of attributes (or property’s)  to products and service they are. 
1) Threshold attributes – these are the basic features that customers expect a product or service to have.
2) Performance attributes – these elements are not absolutely necessary, but they increase a customer’s enjoyment of the product or service. 
3) Excitement attributes  -  these are the surprise elements that can really boost your products they are the features that customers don’t even they want but are delighted with when they find them.
Before you apply the Kano model you must always be sure you find out what your customers really value, you can ask them what they like, what they love and what they dislike.
  Moslows Hierarchy Model
Moslow hierarchy of needs model explains the psychology needs of a human. It has fifth needs “self-actualization”. This model is widely used by the businesses and organization to understand the behaviour of customers.
[image: ]
1) Psychological needs explain about humans’ basic life needs, like food and water
2) Safety is a need to be safe from danger or free from loss
3) Love and Belonging or Social needs are about relationship. It includes social interaction with other humans and maintaining relationships with them
4) Esteems concerns with feeling important to others and appreciated by them.
5) Self-actualization is about improving oneself to the point where a person achieves a life long goal. It is behaving in such a way that a person leads to satisfaction of achieving something.

Difference Between Kano and Moslows Model
Both Kano and Maslows models are widely used in respectful fields. The purpose of both models has differences, Kano Model used to reach the customers satisfaction while Maslow Model is used to understand the needs and behaviour of human.
The focus of kano model is to identify the three types of customer needs: Basic, performance and delight. It also has two-dimensional model that plots the satisfaction. Maslow hierarchy focuses on the five level of human needs and has pyramid models where the basic needs is at the bottom while the most advanced need is on top.
Kano model is applicable in businesses to prioritize product or services depending on levels of customer satisfaction. Maslow model is psychological model used to explain the human or customer behaviour.
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Evaluating customer relationship 
Customer relationship is one of the important elements of any business or organisations. It refers to all the methods, strategies and processes, the company uses to interact, build and keep the customer relationship. Every company keeps a continuous interaction. It impacts the company consistency and it achieves the organizations. A good customer relationship consists long – term interactions and friendly policies which result in high customer retention, increased customer life time value and customer loyalties.
Quality process 
Customer quality process is strategic process which includes delivering and monitoring best customer standards along with standardised customer service. The process also includes supporting agents which works on forming of customer loyalty.it is important for the companies to measure customer service quality at times to ensure that the customers stay with the company.
Measuring customer requirements
Keeping check on customer requirements and needs is important for any business . It helps the organisations in the discovery phase and gives vital knowledge about the customer needs. The data gathered to know the customer can be used to prioritised customers. Keeping regular monitoring could help the management to make decisions based on the customer requirements.
Customer experience
Customer experience is sum of customers perception for the product or service, they are buying, their feelings after buying for the first time and their intentions with the brand during the buying process. Company with the best customer experience strategy helps them to highlight every aspect of their offerings, which includes quality, marketing or advertising, packaging of product and reliability during usage. According “Harvard Business Review”, A brand has successful customer experience, when they embed their fundamental value preposition in the offering every features.
Improving the customer experience   
Improving customer experience into days competitive industries should be one of the top priorities of the business. The end goal of the company should be satisfying their customers according to their requirements and needs and provide the best possible options and experiences  to the end consumers. According Forrester Research, Business who works on improving customer experience has 14% advantage over the other companies or businesses. Better Customer experience makes the customer to initiate to buy the product and service. Companies with better customer experience can increase the number of customers, brand image, reduce negative feedbacks and satisfy the customer needs, so they could not change from the providers.






Maximizing Customer Value
Customer value maximization could take place by using different set of techniques and strategies to retain the customers, number of transactions made by customer and make the customer active with businesses. 
Once the company get the new customers, the ultimate goal is to retain for a longer period to maximize the company revenues and the customer needs. Customer value maximization could be achieved by combination of different capabilities.
1) Customer Segmentation:
Customers are differentiated nu different groups. Each group behaviour is observed and assumptions are made by the behaviours. Later it turns into decisions.

2) Tracking:
Customer mapping is carried out where the company analyse the customer lifecycle with the company. They customer is analysed, how they were as a first-time buyer and where they are now.

3) Retention:
It is important for the companies to keep hold of their customers for a longer period of time. The companies work on retaining the customer from the start of the customer journey with the brand. For this reason, the company offers different discounts, rewards, royalty card, and loyalty cards to the customers. Furthermore, the company responds in the best possible manner to the customer feedbacks and work on it to improve the customer experience.

4) Customer Lifetime Value (CLV):
CLV is the model or technique used by the businesses to measure the income one typical customer could bring to the company over the years or remains client of the business. It calculates the revenue average that customer generates over the entire cycle with the brand or company.

5) Customer Relationship Management (CRM):
This type of management is related to customer relationship. It is strategies, practices and technologies used by the company to manage relationship and interact with customer, potentially new customers. Different software helps to focus on the individual customers. It can help the company to find new customers, keep track of customers they already have, providing support and keep them connected to the brand or company. It also helps the company to keep check on sales, forecasting the future sale and analyse the customer behaviours.

Factors impacting Maximization of Customer Value:
Quality of the product and service:
Quality of product and service is one the important factors to maximize the customer value. The brand quality could lead the business to success. The focus of the brand on quality can result in building trust with your customers. With best quality, the company will have few negative feedbacks and complaints. The quality of the product/Service could be maintained with good Customer relationship management (CRM).

Customer Service:
The quality of customer service could have a huge impact on the business and their customer value. Brand that offers excellent customer service are more likely to keep the customers (retain) and attract new potential customers.

Customer Experience:
Positive and better customer experience is a way of standing out in today’s competitive industries. The company could provide best possible customer experience by using different strategies and technologies. Brands with better customer experience could result in satisfied customers and contributes 2.6 times more revenue to the companies. The company main goal should be enhancing customer value by creating consistent customer experience across all the touchpoints to meet the companies and customer standards.

Innovation:
Innovation plays a key role in maximising customer Value. It could lead to bringing novelty to existing product lines, increased market share and most importantly customer satisfaction. Innovation can also be used to upgrade the business structures, introducing modern technologies which attracts the customers.

Understanding and predicting customer habits and behaviours 
Customer behaviour predictions describes the commerce customer journey that takes place during the buying stag, whether they are researching, choosing or buying a product or service. There are a number of ways you can use behavioural segmentation to further predict certain consumer behaviours.
By predicting the customer behaviours during their time on your platformer business, you can begin to fabricate a way to lean consumers to your end goal of more business. This could be a sale, an extra subscription or a booking.
Customer behaviour prediction is another name for productive analysis. This involves analysing current and historical facts in order to anticipate a customer’s behaviour and actions even before they occur. 
Many things affect customer behaviours especially in the modern day when browsing and visiting multiple platforms is easily available. A brand or business needs to survive and thrive in this ultra – completive era. It needs to understand social proofs and behavioural and influence. To have a good grip around its customers. 
Customer behavioural predictions utilises the numerous digital footprints left by customers to helps brands stay a step ahead pf their customers.
While CRM system provide you with basic information about your customers, predictive analysis and behavioural segmentations pulls dynamic data about customer evolving tastes and behaviours. Equipped with the power to predict, businesses can define the actual value of the customers and then make an efficient decision on whether it makes sense to invest effort and time to nurture the customer too.
Customers behaviours- Customer retention is a key measurement in helping you to asses and understand the customers journey and their experience, keeping your customers involved in your brand both relationally and through transaction. Encouraging your customers to stay to reduce lack of retention comes in a form of personalised messages such as email, text message and marketing. Your customer base can be segregated in to Severn traits they are equally important to recognise when tailoring your customers journey and will aid you too, in producing their behaviours and habits. 
Loyal customers – this is most important customers; this is the customer that continually returns to your brand to brows and purchase your products or services. This customer is more likely to spread the word about your brand through word of mouth or providing a customer feedback. Great customer service for customer retentions involves nurturing the individual using certain reward systems. 
Need based customers – this customer purely using your brand or service to fulfil a certain need, when they need it. So, a quick and sufficient experience is expected. They visit your platform fo a fixed reason and so extended interactions or upselling will be difficult when dealing with these types of customers.
Impulsive customers – this is the most emotionally driven customer and are purchasing because they want to feel good or fulfil a desire. Their customer journey needs to be smooth and uncomplicated so that they are not deterred from that initial urge to buy it.
New customer – this customer has experienced your platform and product or service for the very first time and you need to be confident they will return toy your brand or business  and use your services again, you need to make your brand memorable and reliable. This is key to future success. 
Potential customers – this customer browses between sites and normally abandon  baskets. They may not have a burning need for your product or service, or they could be in the early stages of researching the product they want to commit too.
Discount customers – the price of your product , over the product its self is the most important feature of the sale. They  are the mot completive customer, drawn in by the sales and best offers. If these customers choose to use your brand or service, they consider you the best value compared to other competitors in the same field as yourself.
Wandering customers – these customers don’t know they are customers and its up to you to change that mentality, their browsing habits are sporadic and have no specific drive, this can be changed by using sales tactics.
Customers beliefs and behaviours are ever changing. Whether that is down to social or economic change in our surroundings. It is important to try to stay with or ahead of, by focusing on customer insights.


Example of a business with good customer experience
Apple is one of the globally leading and famous brands. Apple’s main reason of success is their standardised and better customer experience. The apple management has worked on making long lasting relationship with their customers. Company vision in terms of customer experience has innovated and developed over the years. Apple as a brand is more customer-centric company. They have brought features understanding the behaviour of the customers. Apple is clear about the customer cycle and their touchpoints. They provide the best possible experience to the customers. An example of their customer experience is when customers are inside the stores, they feel connected to the brand. They provide information the stores which attracts potentially new customers. 
Conclusion on the customer experience
Customers don’t just engage with the product or service; they engage with brands on an emotional level. To build the emotional connection with your customers, a community of right people, system  and theological infrastructure is necessary and expectations aren’t that straight forward anymore. Innovation has ensured businesses need to go that extra mile for consumers, making marketing very competitive but if you concentrating on improving the customer experience you can accrue significant advantages over the competitors.
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