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The Ultimate Question
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From Customer Service to Customer Experience Manage
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From Customer Service to Customer Experience Manage
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The Key Elements of Customer Experience Management
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Making Customerd-eelFantastic
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Pay more for the same things
Forgive you when things go wrong
Defend you when others attack
Provide you with honest feedback
Look for ways to spend more

Agree to exclusive lorAgrm contracts
Cost less to serve
Support your initiatives
Make you more money
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The UltimatecQuestion .
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Based on your experience aswstomear,how likely is it
that you would recommendsto a friend or colieague?
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Customer Loyalty
From Theory to Practice
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From Theory to Practice
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From Theory to Practice 0
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What aretthe Cindr
Talentsrneeded el
for Customer Altruism

S mr) ‘ Unselfishness

1. Agreeablenes§

{ 2. Stability /Adjustment
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[ 5. Drive & Ambitiori

‘ Passion Se Self assuredness
Adrian Work ethic _ Relaxed & calm persona
—— Action & results and Recruitment Positive affectivity
Al orientation
- Sensitivity ~Rapport & approachability
Responsibility Engaging
Emotional Management Positive energy
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From Theory to Practice
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From Theory to Practice

\What is World Class Servig
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Service outcome
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Source ICS:Research with \WWarwick University

]Easy to Understand Hard to Da

‘Creating & keeping customers for life’

© Copyright. Chris Daff010




