
CUSTOMER EXPERIENCE

IS YOUR ORGANIZATION SET 

UP FOR SUCCESS?
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95% of people who have a bad customer experience share their story with someone, while 
87% of people who have a good experience do the same.

Let me put this into perspective.

A few years ago I ordered a package from ASOS. Nothing fancy - a few t-shirts and a pair of 
jeans. At the time I lived in a large apartment complex that received many deliveries each day, 
however the building didn’t have a concierge. While at work I was sent a notification letting 
me know the package had arrived and needless to say I was excited to open it up.

I arrived home later that night to notice that there was no package - nothing at all in my 
apartment or downstairs in the mail area. With extreme disappointment I jumped onto the 
ASOS online chat to sort out the issue. I braced myself for a long and painful conversation, but 
I was shocked with the outcome…..in a good way. 

I explained my situation to the online support representative and she apologized on behalf of 
the courier (who dropped the package off without a signature!). The courier’s mistake was not 
the responsibility of ASOS, however by the end of the conversation she had placed a new 
express order for the exact same items, free of charge. This was a WOW moment for me.

Since that experience, I have shared this story countless times with friends and family. 

These are the moments that build brand loyalty and grow lifetime customers. Unfortunately, 
many companies treat customer experience only as a ‘damage control’ exercise during a crisis 
and fail to realize that great customer experience is important at every single touch point of 
the consumer journey. 

According to a study by Walker, customer experience will overtake price and product as the 
key brand differentiator in 2020. 

What do companies such as Amazon, Airbnb and Apple have in common? Apart from all 
starting with the letter ‘A’ and being successful in their respective industries, these three 
companies place a huge emphasis on understanding their customers. 

This ebook explores the importance of interactions with customers, highlights organizations 
that are leading the way and provides insight on how your organization can start optimizing 
the customer experience.

There has never been a more important time to take control of your customer experience.

Shay Namdarian
General Manager, Customer Strategy

TAKE CONTROL OF YOUR CUSTOMER EXPERIENCE

https://www.zendesk.com/resources/customer-service-and-lifetime-customer-value/
https://www.walkerinfo.com/customers2020/
https://www.collectivecampus.com.au/educate/customer-experience
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CUSTOMERS SHARE THEIR 

EXPERIENCES

GOOD OR BAD!

“ IF YOU MAKE CUSTOMERS UNHAPPY IN THE 

PHYSICAL WORLD, THEY MIGHT EACH TELL 6 

PEOPLE. IF YOU MAKE CUSTOMERS UNHAPPY ON 

THE INTERNET, THEY CAN EACH TELL 6,000 

PEOPLE.

JEFF BEZOS, AMAZON
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MAKING CUSTOMERS UNHAPPY ON THE INTERNET

We live in a different world than we did 10 years ago. Thanks to the Internet, customers 
are spoilt for choice when it comes to choosing providers of good and services. 
Customers have access to numerous online and offline channels and they are not afraid 
to let the world know if an experience hasn’t lived up to their expectations. 

Online sentiment can make or break your brand. With social media, dissatisfied 
customers can easily broadcast their frustrations to the world. The opposite holds true 
for delighted customers. They have the power to spark referrals at scale. 

Let’s take Tiger Airways as an example.

Oftentimes my Facebook wall seems to include a post from an angry customer about 
an experience with an airline. 
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These posts have impacted my own impression of the brand and as a result, I have 
never flown with Tiger Airways.

This is the power of social media.

The example shown demonstrates a negative impact on a brand based on 
customer experiences being shared via social media. The opposite can happen 
when a positive customer experience is shared. Customers always have an 
experience (whether it be good, bad or indifferent). When a customer has an 
amazing experience, they share it. Companies are starting to realize the power of 
word-of-mouth marketing.
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The team at Ritz-Carlton called that same night to let the dad know they found Joshie
and the dad explained the lies he had been telling his son. A few days later a 
package arrived from Ritz-Carlton, it included Joshie along with some hotel branded 
gifts. However, there was one extra item in the package that took the experience to 
the next level. They included a binder that outlined Joshie’s extended stay at the Ritz 
for their son to see. There were photos of Joshie at the pool, getting a massage and 
even riding a golf cart.

After spending a few days at the Ritz-Carlton in 
Florida, a young family returned home only to 
realize they their son left behind his beloved stuffed 
giraffe (Joshie). The son was distraught when he 
realized and the parents had no choice but to tell 
their son that Joshie was “just taking an extra long 
vacation at the resort.”

A MEMORABLE CUSTOMER EXPERIENCE

This is one of my favorite customer experience stories and is the perfect example of a 
company going that extra mile to create a memorable experience. This story spread 
like wildfire and put the Ritz-Carlton at the top of list of hotels offering an experience 
like no other.

EVERY TOUCH POINT IS CRUCIAL.

We have seen a few examples of enhanced customer touch points but let’s take a 
step back.

https://www.huffingtonpost.com/chris-hurn/stuffed-giraffe-shows-wha_b_1524038.html


WHAT IS CUSTOMER 

EXPERIENCE?

Customer Experience is the product of an interaction 
between an organization and a customer over the 
duration of their relationship.

The key takeaway of the definition above is “over the duration of 
their relationship”. Customer experience doesn’t start and end 
with one interaction with the customer. It is not just the 
interaction during a snapshot of time, but throughout the entire 
customer lifecycle. Each touch point with the customer matters, 
whether it be early in the journey or towards the end. Customers 
value and appreciate a journey that is consistent and Apple is a 
brand that does this extremely we All.

Let’s take the iPhone as an example. 

Apple provides a memorable experience at every point in the 
journey, from the research phase (clean and slick website) to the 
communication while waiting for your iPhone (email and SMS 
delivery updates). A standout moment in the journey (often 
overlooked) is the suspense encountered when lifting the lid off 
a new iPhone box. It takes about five seconds to slide off the lid 
– the excitement, the anticipation, the joy – it all forms part of the 
experience. 
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http://cxpert.com.au/what-is-customer-experience/


COMPANIES 

LEADING 

THE WAY
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DISNEY

LESSON: CREATE A SEAMLESS EXPERIENCE

Customers are connecting with companies in more ways than ever. Mobile, email, 
instant chat, social media - the list goes on. Disney continues to enhance their omni-
channel experience and this is apparent in the customer journey at Disney World. 
The seamless end to end journey starts from the moment a customer visits their 
mobile-responsive website.

After purchasing their tickets and prior to arriving at Disney World, customers 
receive Magic Bands in the mail. Each family member has their own assigned Magic 
Band but these aren’t just ordinary wrist bands, they provide visitors with an 
experience like no other, acting as a hotel room key, ride reserver, and a method of 
making payments. What about all the photos your children take with Disney 
characters? Well these also get stored on your Magic Band and can be accessed 
later. In true end to end customer experience, Disney follow up with customers 
after their visit, thank them for visiting and share photos of memorable moments 
during their visit.

It is no coincidence that the most innovative brands in the world are also leading the 
way in customer experience. Brands like Disney, Zappos and Amazon are front of 
mind during conversations about memorable customer experiences. To thrive in 
this era of rapid disruption, other organizations also need to invest and focus on the 
customer journey.

The trend is set to continue as highlighted in a study from Gartner. The study found 
that in 2010 only 36% of companies expected to compete mostly on customer 
experience, whereas in 2016 that percentage increased to a staggering 89%.

So what makes these leading brands stand out from the rest? 

http://blogs.gartner.com/jake-sorofman/gartner-surveys-confirm-customer-experience-new-battlefield/
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ZAPPOS

LESSON: TURN REGULAR CUSTOMERS INTO LOYAL CUSTOMERS

Temkin Group recently reported that loyal customers are five times as likely to 
repurchase, five times as likely to forgive, seven times as likely to try a new offering 
and four times as likely to refer. Given these statistics. it is no surprise that Zappos
places a focus on creating lifelong customers.

Customers are considered the most valuable asset at Zappos, but how are they 
creating lifelong customers? Here is a snapshot of the innovative approach taken in 
creating their loyal customer base:

• Zappos direct you to a competitor website when they are out of stock of a product

• Repeat customers are provided with surprise shipping upgrades. An order placed 
before midnight will be at your doorstep the next morning, creating a WOW 
experience for the customer

• Zappos place their phone number at the top left hand corner of their homepage. 
They use conversations with their customers as a method to learn and improve. 
Last time I tried to find a phone number on a website it took me 5 minutes 
because the number was buried seven pages deep

As Ted Rubin pointed out on episode #11 of the Future Squared podcast, the 
marketing focus needs to be on building relationships and metrics that expand 
beyond ROI to include ROR: Return on Relationship.

By successfully building a loyal customer base, significant marketing for your 
business will come from the resulting word of mouth.

https://experiencematters.wordpress.com/category/roi-of-customer-experience/
http://futuresquared.xyz/podcast/episode-11-ted-rubin-on-going-from-roi-to-return-on-relationship
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AMAZON

LESSON: MAKE IT EASY, RELIABLE AND CONSISTENT

The expectations of millennials (born between 1982 and 2002) differ from 
previous generations. Millennials are impatient, expect quick responses and 
don’t like to wait. They know the difference between good and bad experience. 
Amazon is currently resonating the most with millennials, being voted the top 
brand amongst millennials in the recent Brand Relevance Index published by 
Global Marketing Consultancy, Prophet. Why were they voted number one? 
Here is what their millennial customers are saying:

“It makes my life easier.”
“It delivers a consistent experience.”
“It’s available whenever I need it.”

Millennials shop on Amazon because it is fast and easy. By introducing Amazon 
Prime, Amazon further strengthened their appeal to millennials, providing a 
fixed membership fee so customers no longer need to pay for shipping 
throughout the year (addressing a millennial pain point).

Building your customer experience is a marathon not a sprint. As competition 
continues to increase it is imperative that brands in turn continue to improve 
and enhance their customer experience. Brands such as Amazon (Jeff Bezos) 
and Zappos (Tony Hsieh) have leaders that are driving the customer-centric 
approach and it is time for others to follow in these footsteps.

https://www.prophet.com/relevantbrands-2016/
https://www.collectivecamp.us/educate/customer-experience


CUSTOMER PERSONAS

“ EMPATHY IS NOT JUST ABOUT WALKING IN 

ANOTHER’S SHOES. FIRST, YOU MUST REMOVE 

YOUR OWN.” 
SCOTT COOK, FOUNDER @ INTUIT



COLLECTIVE CAMPUS | INNOVATE OR DIE 14

WHERE CAN YOU START?

Start developing customer personas. A customer persona is a fictional, 
generalized representation of your key customer. For each of your key customer 
types capture information such as:

§ Name (make them real!)
§ Age
§ Background
§ Interests
§ Values
§ Needs
§ Device preference
§ Concerns
§ Goals

By building personas for your key customer segments it will allow your 
organization to not only understand your customers better but personas are 
also vital input when designing and developing customer journeys. 

Your persona will be something that lives within the company. Many 
successful organizations have personas that live throughout the organization -
each decision made that will impact that customer is reviewed against these 
personas. 
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CUSTOMER JOURNEY MAPPING

After developing your personas, it is time to journey map!

Customer Journey Mapping is universally seen as an ideal starting point to 
understand your business from your customer’s perspective. The customer persona 
is used to bring the journey map to life and journey maps are written in the 
customer’s tone of voice (I need / I want). There are many ways to map a journey:
• Some are visual
• Some focus on data
• Some are detailed

The path you take will depend on the purpose of the journey map. When used well, 
it can reveal opportunities for improvement at a specific customer touch point, 
acting as a strategic tool to ensure every interaction with the customer is as positive 
as it can be.

No matter what path you take for your journey map, it is important that each of the 
following is captured for each customer touch point:
1. Needs and wants
2. Pain points
3. Opportunities



OPTIMISING YOUR 

CUSTOMER 

EXPERIENCE
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STEP 1: TAKE A STEP BACK
Before any changes are made to a customer journey it is essential to look at the big 
picture. Put aside an hour and map out your key customer journeys. Keep it simple -
focus on one or two key customer types. For instance, if you are selling a physical 
product you may map out one journey for a retailer and another journey for an 
individual who purchases online.

I often see companies make the mistake of only focusing on the obvious customer 
touch points (such as interactions during purchase). Don’t be one of them. Make 
sure to look at the complete customer lifecycle, from awareness (how do your 
customers find out about you?) all the way to post-purchase (what happens after the 
customer has bought your product?). 

By preparing this high level view, improvement opportunities in your existing 
customer journeys will become much more apparent.

Given the lack of time and resources across organizations, customer experience 
often drops down the priority list. 

The following five step guide has been put together for time conscious corporates 
that are looking to put a stronger focus on customer experience.
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STEP 2: REACH OUT FOR FEEDBACK

A startup has the benefit of having a more intimate relationship with 
customers than a larger organisation so you need to work to engage with 
and develop closer relationships with customers in order to generate the 
insights you’ll need to optimise their experience. If you happen to be 
working on a new product for a large organisation, your early adopters will 
be your most valuable asset. Gain a better understanding of your business 
by sending a simple survey to your customers for some feedback or even 
try identifying a handful of customers to have a quick conversation with.

During their early days, Airbnb invested significant time interviewing users 
in NYC to better understand their needs and wants. Paul Graham, a leading 
Venture Capitalist, shared a fascinating email exchange he had with 
another VC about investing in Airbnb in 2009. During the emails Paul 
emphasises that it was a “very good sign that these guys were actually on 
the ground in NYC hunting down (and understanding) their users”.

http://www.paulgraham.com/airbnb.html
http://www.paulgraham.com/airbnb.html
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Avoid falling into the trap of only making changes to the customer journey when 
you receive a negative email from a customer - be proactive and gain feedback 
before it even gets to that point. You would be surprised how many early 
adopters actually want to help you hone your customer experience, particularly as 
it benefits them.

STEP 3: ADD SOME PERSONALISATION

Often data points needed to personalise customer journeys are right at your 
fingertips. Date of birth is an effective data point that you can use. Explore 
offering customers discounts on their birthdays - it is human nature to want to feel 
special and splurge on your own birthday. One of my favourite examples of a 
company that uses date of birth well is Singapore Airlines. They are known to 
provide a special surprise (birthday cake) to customers who are celebrating their 
birthday while travelling 40,000 feet in the air.

Another way to personalise the journey is to leverage previous customer 
purchase information. For instance, try asking a customer for feedback a month 
after they have made a purchase or even consider offering a discount on a 
complimentary product to the one they bought previously.

Make the most of the information you have about your customers and ensure you 
add these personalised moments to the customer journey.
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STEP 4: HIT UP THE QUICK WINS

Quick wins are essential, especially when you are short on time. Shortlist the easy 
and quick improvements you can make to existing customer journeys and start 
working through these. Track the impact of these changes down the track and 
continuously look to improve as you move along your own startup journey.

These steps will help you on the path to enhancing your existing customer 
journeys and ultimately differentiating yourself from your competitors when 
customer experience overtakes price and product as the key brand differentiator 
by 2020. 
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STEP 5: WOW YOUR CUSTOMERS

As humans we love to share amazing experiences with other people, whether it 
be an experience at a retail store, over the phone with an internet provider or at 
the local cafe. When your experience is on par with expectations it does not 
garner the same excitement and is rarely discussed or brought up in general 
conversation.

Zappos is a company that puts a strong focus on WOW experiences. They 
provide their repeat customers with surprise shipping upgrades - an order 
placed before midnight will be at your doorstep the next morning! Meeting 
expectations does not cut the mustard anymore. Customers that are impressed 
by a touch point with your business will tell other people. A ‘wow moment’ that 
has worked well based on my experience is providing random express 
shipping (for physical products) to loyal customers. Receiving an item after one 
day when you are expecting to receive it in a week definitely ends up wowing 
the customer. They are sure to tell someone else about it.



CREATING 

WOW MOMENTS
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CREATING WOW MOMENTS

When trying to build your brand, Seth Godin explains it best, “it’s easier to love a 
brand when the brand loves you back.” There are many companies that try to provide 
this type of WOW experience for their customers, however there are only a few that do 
it well.

HERE ARE SOME FAVOURITE CUSTOMER SUCCESS STORIES:

Most people are familiar with the brand Kleenex, a brand 
name that we’ve collectively agreed is what the generic 
product is called (others include Hoover and Band-aid). 
Kleenex was looking to engage with their customers in a 
unique and positive way. The company decided to monitor 
Facebook to identify people that had a cold or were ‘under 
the weather’. Kleenex reached out to the family/friends of 
the sick people they identified and asked them to help with 
a surprise. Within 2 hours of the posts being made on 
Facebook, the sick people received a Kleenex Kit that 
included get-well items. Here is the kicker: 100% of 
recipients posted about the experience on social media 
and this led to 650,000 impressions and 1,800 interactions 
with the brand during the campaign.

This story takes WOW to a new level. A customer was 
looking forward to a package from Nordstrom that included 
a $200 pair of shoes. The delivery company ended up 
leaving the package outside in the rain which ruined the 
pair of shoes. Although this was not the fault of Nordstrom 
at all, the customer service representative responded with 
“I'm so incredibly sorry that this happened, and I'm 
bringing over a brand new pair of shoes - will you be 
home in forty-five minutes?”

TAKEAWAY: MONITOR SOCIAL MEDIA TO IDENTIFY 

OPPORTUNITIES

TAKEAWAY: VIEW ALL SITUATIONS AS AN OPPORTUNITY TO 

WOW

https://www.collectivecampus.com.au/blog/4-companies-leading-the-way-in-customer-experience
https://www.collectivecampus.com.au/blog/4-companies-leading-the-way-in-customer-experience
https://www.inc.com/molly-reynolds/9-companies-that-nailed-the-whole-surprise-and-del.html
https://www.inc.com/molly-reynolds/9-companies-that-nailed-the-whole-surprise-and-del.html
https://www.forbes.com/sites/micahsolomon/2017/08/01/three-wow-customer-service-stories-from-zappos-southwest-airlines-and-nordstrom/
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Given they are one of America’s oldest retail companies, 
Lord & Taylor struggled to engage customers via social 
media. They decided to run a campaign that focused on 
their customers. They made a request to their twitter 
followers to post an item from Lord & Taylor with the 
hashtag #obsessed. A few weeks passed and social media 
was inundated by customers praising Lord & Taylor. Why? 
These customers received a package with the exact item 
they hashtagged. This was a big moment for Lord & Taylor, 
as the positive content generated from customers 
increased their popularity on social media.

Suja Juice is another company that has leveraged 
social listening to surprise and delight customers. As 
part of one of their campaigns, the juice company 
aimed to identify people who were having bad days or 
were tired/sick (searching hashtags like #sick 
#hungover #mood) and offered to improve their day 
with one of their nutritious juices. By taking this 
approach they were able to reach about 400 people 
and ship close to 6,000 of their products, while 
brightening the days of their customers.

TAKEAWAY: GENERATE POSITIVE CONTENT FROM 

CUSTOMERS 

TAKEAWAY: USE HASHTAGS TO YOUR ADVANTAGE

https://www.inc.com/molly-reynolds/9-companies-that-nailed-the-whole-surprise-and-del.html
https://www.sujajuice.com/


“ IF YOU’RE COMPETITOR-FOCUSED, YOU 

HAVE TO WAIT UNTIL THERE IS A 

COMPETITOR DOING SOMETHING. BEING 

CUSTOMER-FOCUSED ALLOWS YOU TO 

BE MORE PIONEERING.” 

JEFF BEZOS
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AN OPPORTUNITY AWAITS

The companies that can jump on the customer experience bandwagon as early as 
possible will be the most successful. Customer journey maps help get stakeholders on 
the same page and allow organizations to prioritize decisions on how and where to 
invest resources to differentiate their brand. 

An organisation that is investing in enhancing the experience of their customers is 
Singapore American School. 

Singapore American School identified a need to enhance the customer experience for 
new and existing parents of students at the school. They focused on two key elements:

1. Development of customer personas: In collaboration with key stakeholders
(parents, teachers) they developed parent personas capturing all the information
considered important to know from a Customer Experience perspective (eg. interests,
concerns, needs/wants, channels).

2. Mapping of future customer experience journeys: Singapore American School is
in the midst of a transformation that includes the development of a brand new
Welcome Centre for parents. Future customer journeys were mapped with all the key
touch points and opportunities to WOW parents during the journey. In addition, the
team was upskilled in Design Thinking to support them in brainstorming ideas to help
provide a memorable experience for parents.

https://www.collectivecampus.com.au/educate/customer-experience
https://www.collectivecampus.com.au/work/singapore-american-school
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OUTCOME

The key stakeholders from Singapore American School achieved the following 
outcomes: 

• Understanding of how design thinking can be applied to education to generate 
insights, identify ideas and build prototypes 

• Development of three key parent personas 
• Identification of key parent needs and wants to help drive a common customer 

experience vision for Singapore American School 
• Interviewing of real parents to gain key customer insights education 
• Ideation exercise identifying over 80 ideas to help provide a memorable experience 

for new and existing families at the Welcome Centre 
• Development of two future customer journeys for the Welcome Centre 
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GET IN TOUCH

We understand customer experience at Collective 
Campus, having worked with the likes of Clifford Chance, 
Singapore American School, Fox Sports and BNP Paribas 
across the region. 

We help large organisations to discover, not just deliver, to 
explore, not just execute, and we’ve delivered work for 
clients across Melbourne, Sydney, Singapore, Auckland, 
Hong Kong, London, New York, Frankfurt, Amsterdam and 
Dubai.

If your organisation needs help coming up with ideas, 
experimenting and turning ideas into reality, driving 
culture change or partnering with startups, we’d love to 
hear from you.

https://www.collectivecampus.com.au/educate/customer-experience
https://www.collectivecampus.com.au/work/clifford-chance
https://www.collectivecampus.com.au/work/singapore-american-school
https://www.collectivecampus.com.au/work/fox-sports
https://www.collectivecampus.com.au/work/bnp-paribas


ADDITIONAL RECOMMENDED READING

https://www.collectivecampus.com.au/blog/how-to-identify-customer-pain-points
https://www.collectivecampus.com.au/blog/how-to-incentivise-target-customers-to-give-you-feedback-on-your-idea
https://www.collectivecampus.com.au/blog/3-techniques-to-help-you-really-understand-your-customers
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