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Customer experience affects the bottom line

Customer Customer
experience laggards  experience leaders
(Bottom quartile) (Top quartile)

Willi tob
moepoties 100 16.7%
oo +16%  +8.2%
Likelihood t
rlefolrntl)T?end0 '8-2% +8-4%

(Percentages are reletive to industry averages)
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Source: Forrester report ‘Customer Experience Boosts Revenue”
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Customer .
valuation
OUTSTAN DING

t Based on their experience
‘:j Excellend with the service!
[}

kR SR YRR A E !

very 60
Q ave! gge
S
M
A
R
T
Vet 5
AR
But Emotions arenot rational constructs...
i
- 2R ... theydefy logic and reason
.... and aredefinedby perceptions
155 ... which defines ourreality
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The key lies in understanding perceptions




Brand Perceptions
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The key to managing your brands

... andhow people behavearound them ...

Focus
755

... ismanage theperceptions of the brand!

- Internal Brand Alignment * Executive Vision * Customer Insight You need to manage ...

« Cultural Alignment - Strategic Alignment * Competitive Analysis

ind Anal ... theconscious andsubconscious elements .... -
PSR * Indust nalysis
« Performance Management  * Brand Positioning ry Analy

....of your Brand |- «

- Operational Effectiveness * Portfolio Management * CRM Strategies l_‘h

+ Communication

Application

Then you cancontrol theperceptions around your brand
... whether this is for ... YourExecutive... YourStaff ...
... YourCustomers ... or even YourCompetition b, -

The following case studies that highlight
some of these applications to provide an insight into the process
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A BRAND\\
EXPERIENCE is \ Experience is the

what occurs every time a | appreciation or knowledge

ABRAND:is a

collection
consumer sees, feel, about something gained

ofperceptions in the ., .
ipereep hearsor interactswith

thatBR ANDand derived

through seeing, hearing or
mind of the

interacting

consumer omemeanings/ values .

/ with it
e
accordingly.

o
il
ﬂ/ 1 \\

BEEITA T RSB

Pre-purchaze

Relation=zhip
Builcing . Purchase

Post-purchase

Requires you to manage all contact points during pre-purchase, purchase
and consumption, and post-purchase (including relationship building) stage
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Now let’s look at the whole process: From
pre-purchase to consumptionit no membership service)

Compare:
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Our CPV of HK’s Retail Services
project also reports strong impact of
Brand Experience on CPV, Brand

- Functional (Utilitarian) Value Preference and Brand Loyalty

- Emotional (Hedonic) Value
- Social value

Conceptual Model of Customer Perceived Value (CPV) Relationship between Brand Preference and
Performance on Value Factors
=Product Quality o handi
*Self Image L 4 Description Favourable Favlaisrzble
*Service / Attitudes / Skills - || Servi Price 5.60 4.92
=Promise / Interaction ervice S ice/ Attitudes/
ahille L rudes 5.81 5.18
Risk / Safety Shop iis
Ao et Lo etyle || Environment —— Promise/ Interaction 5.77 5.00
Shop Environment 5.34 4.72
——  Effort Risk/ Safety 6.01 5.31
Ability to Match Life £ 5 4 49
~ Price SWf Performance 5.1 4.55
Behavioral ‘Bro‘d ct atit 567 5-00
- Intention gigux\:‘tﬁuaﬁty 52? %E{é
Cognitive ——AfHective — Behavior . S I I'uu Ity hhlgherranngsf}'\’!“’)‘lue
i 4

ticularly in the areas o
. Perce:ved performance is also higher for shoppers who prefer the brand.
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Public Relations
Custormer Service
NN A ? Wiebsite
. el Esa T an o ae
NP EET o ZaR Post-Purchase Pre-Purchase
> EEIE Experience Experience Advertising
N
Loyalty Programs
Collateral
Product Quality
. Parinerships
Ewsletiers
Purchase
Experience
Sales Farce Pmmﬂ?
Foint-of-Purchase
Displays
Shaping customer experience
Previous
experience
WOM Advertising
l Thinking
\ / ‘ SYEBLES FH{& | ____—— Brand Touchpaints
i i E i - 5 i Audigisueal Physical
+ I = = |
o
- What Ho they aE) - Are they: + Do they
think about you? ' remember you?
3 i ?
«How do they Behaving Euslire] « Did you serve
expect to be *Where do they Engaged? their needs?
?
mesited? 5[1)0 .th Frustrated? * Will they come
+What do the * Do they back?
want to do? ’ succeed? ot
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Public Relations
Vg
Apparel
1
Trade Shows
'
Signage
1
Packaging
v
Product

™

™~

brand st()ry

TOUCH
POINTS

_~

Point of Sale

Identity System

-
Copywriting
LY
Website

1

Brochure

Advertising
r

Store Design

V4

Physical Evidence

Customer Action

Line of interaction

Onstage Contact
Employee Actions

Line of visibility

Backstage Contact L
Employee Actions

Line of internal interaction

Support Processes
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Notice is when a
brand gets on the
radar of a
consumer; when
they see/hear

abOUt T and -
consider whether

it is right for them.
The Brand makes a
Promiseabout what it
will do for the consumer

The Brand keeps the

The BrandDelights its

promise consumers by exceeding
byDeliveringit to the
consumer

their expectations

Notice Choose

Buy

Choose is the process
the consumer goes
through when trying to
decide what brand(s)
make it to their short
list - usually based on
it’s ability to meet
their functional and/or
emotional needs.

Buy is when the
consumer enters the
store (on or of-line)
and goes through the

process o
purchasing the
brand - sometimes
referred to as the
first ‘moment of
truth.”

Path to
Advocacy

Use is when the
consumer uses the
brand; not just when
they unpack and use
it for the first time
(second ‘moment of
truth’), but every
time it is used.

Loyal is
what
consumer
is when
they buy
again.

Advocate is
when a
consumer
proactively talk
about the brand
in a positive
way to friends,
families, etc.

A Fan is what a
consumer
becomes when
they have been
well treated
and feel valued
by a brand
organisation
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10 types of innovation: move beyond products to win

1. Business model IGALL . Product performance lNtel” Pentium™ 4
how the enterprise makes money basic features, performance and functionality
Mo roaoft
2. Networking 6. Product system

enterprise’s structure/ extended system that surrounds an offering
value chain

2 el
WAL~MART 7. Service Fed:

how you service your customers

10 types of innovation: move beyond products to win

1. Business model ML 5. Product performance Intel” Pentium™” 4
how the enterprise makes money basic features, performance and functionakity
Whyr |
2. Networking 6. Product system
enterpnse’s structure/ extended system that surrounds an offering
value chain
WAL*MART 7. Service Fed

how you service your customers

IFiRARESI] Process  Offering Devery
Business  Metworking  Enabling  Core Product Product  Service  Channel  Brand  Customer
model process process  performance system eXperience
8. Channel
3. Enabling process (M 1kcT0wn] ?oomtégg{\ogfec;sywroﬂennqs 8. Channel
assembied capabilities 3. Enabling process how you connect yogr offerings
SIEBEL. 9 ?mnd . assembled capabilites 10 your customers
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2 Aviation Services 10. Customer experience/ proprietary processes that add value
how you create an overall '{" I SIS 'ar X3 Capital
experience for customers ! Aviation Services 10. Customer experience
. . how you create an overall (£ EnaL s
Apple music used seven types of Innovation experience for customers
Marketing space
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McDonald's McCafes set to take on Starbucks
McDonald's is set to take on Starbucks in Europe as
it rolls out its McCafe coffee shops by the end of the
year.

McDonald's brews plans for gourmet
coffee

* By Bruce Horovitz,USA TODAY,Friday,
September 22,2000

+ SYDNEY - After years of testing the
leisure coffee concept in Australia,
McDonald's will begin to open McCafe
coffee shops in the USA next year,
says Jack Greenberg, McDonald's
CEO.

+ This is the first time that McDonald's
has publicly commented on domestic
plans for the value-priced, gourmet
coffee shops that operate as separate
units inside 50 McDonald's restaurants
in Australia.

* The fallout could be enormous.
Starbucks owns roughly half of the
nation's 7,000 gourmet coffeehouses.
No one else comes close. But
McDonald's has 13,500 locations in
the USA, and it has another 13,500
abroad.

+ If even a quarter of those stores
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+ Starbucks executives are keeping mum on McCafe. "As a company, we don't comment on
competitors' concepts,” a statement reads.

* However, "it's going to bedifficult to convince anyone that McDonald's stands for premium
coffee," says Ron Paul, analyst at Technomic, a consulting firm. Because of that, it will have to treat
McCafe as a separate brand.

» That's what it does in Australia. The typical McCafe is at the front of a McDonald's, has its own
counter, signs and coffeehouse-like furniture. Employees are dressed in visibly more upscale outfits
than those at the McDonald's counter. Drinks such as cappuccino and caffe latte are served in
ceramic mugs; beans are 100% Arabica. And like any gourmet coffee shop, the counter is stocked
with all sorts of sweets, from muffins to biscotti.

« Cappuccino, which is the top-selling drink at McCafe, sells for slightly less than $1 (American) here.
Fresh-baked muffins are about $1 each, as well. That's roughly half the price that Starbucks sells
the same products for in the USA.

But quality, not price, is the big issue with most Starbucks customers, says Bonnie Kramer
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McDonald's expects the addition of
beverages ranging from coffee and
cappuccino to water and sports drinks
to eventually add $1 billion to annual
sales.

Whatever the success it has -we say -
save your money. We visited a
McCafe enabled McDonald's yesterday,
and both the latte and cappuccino are
not worth the money. It's a shame
really, we liked it when they upgraded
their base coffee offerings to Green
Mountain, and then onto the current
generic "better coffee"”, but even that
isn't worth it. At over $1.19 to upwards
of $3+ bucks for some drinks, you
could purchase 3-6 single serve coffee
K-Cups, T-Discs, or coffee pods.

But McDonald's McCafé concept with small, comfortable coffee
shops next to the hustling, bustling burger outlets is the
biggest challenger to Starbucks.

-Wang Jinlong, head of Starbucks Greater China

http://www.youtube.com/watch?v=dHjNkW_jGx0&feature=related
http://www.youtube.com/watch?v=IVzxyOL5SxE&feature=related

http://www.youtube.com/watch?v=eBZhDAKq1Cl&feature=related
http://www.youtube.com/watch?v=6S6kH6YRSa4
http://www.youtube.com/watch?v=EGtnUfgKzds&feature=related

http://www.youtube.com/watch?v=zxIM7NB2NF0&feature=related
http://www.youtube.com/watch?v=ug80BO0M_cUM&NR=1




STARBUCKS ANSWERS MCCAFE

JUNE 13, 2009 BYBRANDONBLOG

Following McCafe Marketing Blitz in May
($100 Million ) for its new speciality coffee
line Starbucks thinks it has found the right
answer. The high-end coffee retailer is
breaking a series of long ads designed to tell
the brand’s “story” while warning consumers
about the dangers of trading down. It’s all
part of its effort to combat consumer
perception about its prices and separate
itself from McDonald’s. Starbucks has

generated buzz through a variety of e o B ol A g Ak S blboars o0 East
channels, including ‘Coffee value and values’

campaign, sponsorship with ‘Morning Joe’ on
MSNBC and being named No. 1 best coffee by
the Zagat survey, using Facebook and Twitter
to tout its efforts. Starbucks is trying to get
people... How expensive is a $3 latte when
you think about other things in your life - like
providing health care, working with farmers
in areas where coffee is imported?
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SECAUSECONPAOMISELEESAREALY

pALIIR LS (TAL
»McCafe

> A&'\ ;% AV :;l\_\.
N i R s i B3 B
> EAIEE TP

N




