
BEYOND 
SERV ICE
TO
CUSTOMER  
EXPER IENCE

BEYOND
CUSTOMER SERVICE
TO DRIVING
CUSTOMER 
EXPERIENCE



• Customer Experience Specialist (CXS) (CX University)

• Accredited Customer Experience Professional (ACXP)

• Disney Institute – Quality Service Certificate

• Disney CX Summit 2018 – Disneyland, California

• Judge – Int’l Customer Experience Awards Amsterdam

• Judge – Gulf Customer Experience Awards - Dubai

• Board Member – Customer Experience Assoc South Africa



WELCOME
to the age of experience



Is Customer Experience 
just another 
business buzzword?



AG
EN

D
A • WHAT is Customer Experience

• WHY is Customer Experience so important

• HOW do we compete in the age of experience



DIFFERENCE
Customer 
service
&
Customer 
experience



customer
service



RESTAURANT
Customer service



RESTAURANT
ARRIVAL

RESTAURANT
DEPARTURE 

touch point touch point touch point touch point

KEY TOUCH-POINTS  INFLUENCE THOUGHTS  /  FEEL INGS /DECIS IONS /  PERCEPT IONS



20
touch point
experiences

in 

1
cup of Coffee



20 touchpoints in 1 Cup of Coffee



BUSINESS
CASE FOR
CX
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www.envatomarket.net
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Company Customera

80%

8% only 8 %
of customers
agree

80% of 
companies believe 
they offer  excellent 
service

INTERESTING STATS…



“Make a place for the 
Customer at the 

Boardroom Table” and

consider them on every 
decision

Jeff Bezos – CEO 
Amazon.com

(U$860bn – 2019)



What 
Customers 
want in
2020

2020



E A S E  O F  A C C E S S  &  C O N V E N I E N C E

TREND







delivery times!!







90 seconds
to get a quote
for car insurance

5 minutes
to finalise car
insurance cover
and pay for the first
month



FINANCIAL 
SERVICES

EASE OF
ACCESS &
CONVENIENCE



BRANCH NETWORK

QUEUES AT ATM’S…………………

MOBILE ACCESS & CAPABILITIES



RMB
SERVICE 

SUITE



H Y P E R - P E R S O N A L I S A T I O N

TREND
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100

BOOK NOW



HYPER- PERSONALISATION IN BANKING

https://www.pega.com/insights/resources/power-personalization-banking






F R I C T I O N L E S S  E X P E R I E N C E

TREND
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#3

UNDERSTAND YOUR CUSTOMER’S JOURNEY





HYPER-
PERSONALISATION 
IN BANKING



V A LU E  R E V O LU T I O N

TREND



Customer expectations 
are not necessarily 
being driven by your 
competitors



Ref : 
http://www.foreverfriday.co.z
a/trump-brand-trigger-
emotion/

VALUE
• Reasonable price / reasonable 

value
• Rewards

• Loyalty points
• Cash back
• Discounts
• Free offers
• VIP service





https://www.marketwatch.com/press-release/retail-bank-
loyalty-program-market-size-2020-explosive-factors-of-
revenue-by-industry-statistics-progression-status-emerging-
demands-recent-trends-business-opportunity-share-and-
forecast-to-2024-says-industry-research-biz-2020-07-17

https://www.marketwatch.com/press-release/retail-bank-loyalty-program-market-size-2020-explosive-factors-of-revenue-by-industry-statistics-progression-status-emerging-demands-recent-trends-business-opportunity-share-and-forecast-to-2024-says-industry-research-biz-2020-07-17


H U M A N I Z E D  E X P E R I E N C E

TREND



Despite the radical improvement of technology, customers want a strong 
integration of human and digital capabilities when engaging with financial 
institutions.   Extending beyond chat bots, there must be easy access to humans 
when dealing with complex issues.

H U M A N I Z E D  E X P E R I E N C E



The Magic of CX happens in the Convergence

CX



HOW DO WE COMPETE  IN  THE  AGE  OF  EXPER IENCE



w w w . e n v a t o m a r k e t . c o m



PEOPLE



Employee 
experience
at the core of 
CX





REF : TEMPKIN GROUP



Map 
Employee 

Experience
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APPLE EMPATHY TRAINING
3F’s of EMPATHY

• FEEL
• FELT
• FOUND

MOST POWERFUL
TOOL YOU

CAN TEACH
EMPLOYEES

.

.

.
empathy



PROCESSESS
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UNDERSTAND THE KEY TOUCH POINTS IN THE CUSTOMER JOURNEY

PROCESSES
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Consideration

IN FINANCIAL SERVICES – BE CLEAR OF TOUCH-POINTS THAT 
INFLUENCE THOUGHTS / FEELINGS /DECISIONS / PERCEPTIONS
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BUY OWN
AWARENESS
(RESEARCH

NEED) 
IDENTIFY

NEED 

ENGAGECONSIDER
&COMPARE

PURCHASE

USE /
EXPERIENCE

RETURN
RE-PURCHASE

OR
DETRACT

RECONSIDER
USE / 

EXPERIENCE

CUSTOMER PATH TO PURCHASE






Customer Journey Mapping - identify key touch points



https://www.cx-company.com/online-store

Customer Journey Mapping kits

lynn@cx-company.com

https://www.cx-company.com/online-store
https://www.cx-company.com/online-store
https://www.cx-company.com/online-store
https://www.cx-company.com/online-store


TECHNOLOGY
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TECHNOLOGY
ALLOCATE

TECH
FUNDING

DRIVE FRICTIONLESS 
EXPERIENCE

REDUCE COSTS
INCREASE PROFITABILITY

GATHER SMART 
CUSTOMER INFO & 

BUSINESS INTELLIGENCE 



• MULTI-CHANNEL • OMNI-CHANNEL

UNDERSTAND THE TECH TALK



w w w . e n v a t o m a r k e t . c o m

USE DATA WISELY



w w w . e n v a t o m a r k e t . c o m

DISNEY

INVESTED
U$1 BILLION

in technology 
2014



w w w . e n v a t o m a r k e t . c o m



w w w . e n v a t o m a r k e t . c o m



DRIVE GUEST 
CONVENIENCE
& EXPERIENCE

EMPLOYEE & 
CUSTOMER
CAPACITY

SCHEDULING

REDUCE
COSTS &
INCREASE 

EFFICIENCIES

UNDERSTAND
CUSTOMER 
BEHAVIOUR
(behavioural 
ecomonics)

FUTURE
TARGETED 

MARKETING
& UP-SELLING



USE BI / SMART DATA FOR 
TARGETED MARKETING

& UP-SELLING

COLLECT SMART DATA

MARKET CAP 2020 – u$221 BN



USE BI / SMART DATA FOR 
TARGETED MARKETING

& UP-SELLING

FINANCIALS SERVICES

MUST COLLECT & USE

SMART DATA TO THEIR ADVANTAGE





They aim for more than customer satisfaction, they aim for customer delight

They are obsessed with customer journey mapping & capitalise on touch points

They recognise the link between the customer and the employee experience

They nail the basics, and then deliver pleasant surprises

They understand that great experiences must be emotional and memorable

They put customer needs & satisfaction at the centre of company strategy



THANK YOU FOR 
YOUR TIME

WEB  www.cx-company.com
Mobile # +27 82 457 5752

Email : lynn@cx-company.com

http://www.cx-company.com/
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