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HIGH EXPECTATIONS

FOR CUSTOMER EXPERIENCE
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“By 2020, user experience will overtake price 

and product as key brand differentiator.”

Walker Customers 2020 Report
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An experience is a particular set of unique moments that 

have emotional impact on customers/users 
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1. Research your 

users/customers

2. Build your Journeys

3. Redesign the 

experience

4. Test it!

5. Leverage all your 

customer data

6. Monitor/Action
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The demographics

General characteristics

What they usually buy/use

The core functionalities 

they need
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Short and Long term Goals?

All the interactions they had?

Can you map Mary experience?

Did you designed it?
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You don’t see your customer/user

Or at least you don’t know

What his experience is









1. Connect & Attract
The initial connection with the 

customer should establish a 

persistent and affective engagement.

2. Orient
Customers should have an 

overview and preview of 

what's to come/ what is 

available and be able to 

explore it and learn it.

3. Interact
Supports the performance of 

activities that are valuable to the 

client while future expectations 

are set about the service.

4. Extend & Retain
Customer returns as his 

expectations are raised 

and new levels of loyalty 

are achieved

5. Advocate
Customer actively 

shares his satisfaction 

with significant others.

Attractive

Captures 

customers 

imagination

Orientating

Helps users 

navigate the 

available 

options

Embedded

Part of 

Customers 

life

Generative

Promises 

more and 

better 

experiences

Reverberant

“you have to 

try it!”

Designing a great experience!



Prototype, Test, Test, Test



Leverage all the data
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TAKE INFORMED ACTION ON 

YOUR USER’S EXPERIENCE



Need some help with that?
Come talk to us!


