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Myth 1. Better service = Higher cost

Level/Style
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Service

Cost/Effort

of

Service
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Satisfied

Myth 2. We need satisfied customers

Loyalty

Scale
Neutral

Low

High

Dissatisfied

Plussatisfied

Neutral

High

Low



“Build a better mousetrap and the world will 

beat a path to your door.”

……….Ralph Waldo Emmerson

Myth 3. If we build a better mousetrapé..



·68% of customer defections take place because customers feel 
poorly treated.

(NOP/Ventura)

·The attitude of a service representative can have as big an influence 

on determining whether or not customers will buy the brand again. as 

the reliability of the product

(JD Power,TARP)

·This is an age of Vigilante Consumerism

(Brian Reserve International)

·Too many organisations are efficient……but BORING!!!!

(Tom Peters)

Myth 3. If we build a better mousetrapé..
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Reliability Trust

Responsiveness Help

Belief

Empathy Care

Tangibles Basics

Intangible
FeelAssurance

Does it feel good to do business with you?

19%

16%

11%

22%

32%
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The elements of service perception



A relationship based on trust

Service Excellence  = 

Service Outcome       +      Service Experience

Character

(Emotion/Heart)

(Passion)

(Feelings)

Competence

(Logic/Head)

(Process)

(Facts)

x
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Character (How you do it )

Caring

Considerate

Empathetic

Courteous

Patient

Welcoming

Careless

Impatient

Rude

Faulty

Late

Poor Value

Reliable

Timely

Good Value

Delightful

Early

Exceptional Value

POOR

GOOD

FLAWEDAWFUL

FLAWED GOOD GREAT

POOR OK

Worse Expected Better

Better

Expected

Worse

Delivering customer service excellence
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OK

OUCH

WOW

Delivering customer service excellence
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Forgettable

Un-forgettable

Memorable

Invisible

Experience

Terrible Terrific
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Delivering customer service excellence

Remarkable

RECOVERY

MOST

INFLUENTIAL

EXPERIENCES



World Class Service

Deliver the promise (Reliability)

Provide a personal touch (Empathy)

Go the extra mile (WOWs)

Resolve problems well (Recovery)

Source: ICS Research with Warwick University

+

+

+



How can we systematically and 

purposefully design, implement 

and sustain positive experiences 

to create feelings that will 

emotionally engage and bond 

customers to our organisation?

The experience engineerôs challenge



Habit Forming

What is the process?

To systematically do things  (planned experiences)

.... that stimulate the senses        (sensations)

.... that generate emotions             (feelings)

.... that are not forgotten               (memories)

.... that influence future actions    (behaviours)

.... that become routine                    (habits)

Engineering positive experiences



Desired Habit

What Feelings (Physical or mental impressions) create these Memories

What Sensations (Experiences from senses stimulation) create these Feelings

What Behaviours create this Habit

What Memories create these Behaviours

Engineering positive experiences

What actions can we take to create these Sensations



Measuring positive experiences

It’s not about Satisfaction !

Instead ask:

•What do you remember?

•How did we make you feel?

•What would you tell others?

•How will you behave in future?



The Shingo/Service Excellence similarities

Person by person

Project by project

Team by team

Service Excellence

Top –Down              Inside –Out                One by One

Build internal expertise

Create an enabling culture

Fix systems and processes

Study the subject

Gain leaders commitment

Display supporting behaviours

Shingo

Principles             Systems                       Tools

Make it Habitual



Reflection

·You can reduce costs as you improve service

·Satisfied customers are not guaranteed to be loyal customers

·Great products may not be enough to create lasting loyalty

·Competence + Character are essential for Trust

·WOW service is easy to understand - but hard to deliver

·Recovery is extremely powerful - but rarely experienced 

·Customer experiences influence future behaviour - and can be 

managed

·Service Excellence and Lean Principles ïa match made in 

heaven?


