




C U S T O M E R  E X P E R I E N C E

Why is Customer Centricity important?    

https://youtube.com/shorts/ycIGXfABOa4?si=HoZKc43PqOTH1iHg


S H I F T  F R O M  I D E N T I T Y  T O  E X P E R I E N C E  
I N T E R A C T I O N

“Increasingly, companies must address their customers essential  
human need for meaning” (S.Diller, N Shedroff, D Rhea, 2008)

• FUNCTIONAL BENEFITS  
• ECONOMIC BENEFITS

• EMOTIONAL BENEFITS  
• IDENTITY & STATUS 

BENEFITS

• MEANING BENEFITS

1900s 
Product Focus

1950s 
Brand Focus

2000s 
Experience Focus

Evolution of innovation and customer demand



T H E  I M P O R TA N C E  O F  C X  A N D  R E L AT I O N  
W I T H  E M P L O Y E E S



C H A N G I N G  C U S T O M E R S :  C O N S E Q U E N C E S





C H A N G I N G  C U S T O M E R S

1. Intensified interaction in a 

2. Omni channel relation 

3. Real time delivery 

4. With unpredictable Decision making (AI, overload, social media) 

5. The end of a traditional funnel or journey 



S C O P E  &  F R A M E W O R K  O F  T H E  B O O K

• Organizations differ in the level that they are Customer Centric, Innovative and able to 
Change. These are indicators for better Performance expressed in Customer Experience. 

• Most organizations claim in words ambition in Customer Centricity. 

• Employees are your first Customers. Customers & Employees demand more interaction. 

• Communication is the key competence to grow and improve Customer Centricity, Innovation 
and the ability to change. 

• The Customer Centric Experience model helps to define where an Organization is and 
should be at the various levels



• Improve Customer Centricity via your Employees 

• They have the interaction with the customers 

• Indirect and direct. (Eg Service, Journey and Product design) 

• Proof in the pudding is how Communication took place within.  

• How to improve Communication? How to define ist & soll situation

A P P R O A C H  T O  I M P R O V E  C O M M U N I C AT I O N





W H AT  I S  C O M M U N I C AT I O N  I N  O R G A N I Z AT I O N S ?

• Communication as a management tool or instrument (Marketing Communication, 
Public Relation).  

• Communication as a function or department (Internal Communication, Brand 
Management, Corporate Communication).  

• We treat Communication as a core competency of the whole organization. 



W H AT  I S  C O M M U N I C AT I O N  C O M P E T E N C Y ?

In Communication as a competency Communication is seen as a process 
and a capability that is fundamental for all kind of levels within an 
Organization. It occurs in every situation where information is been 
exchanged and interaction takes places between employees and between 
various departments and various ways of transmission. 

•



W H AT  I S  C O M M U N I C AT I O N ?

Communication is a two dimensional process, with the transmission of 
information & decision making on the one side and on the other way the 
values and norms we use in interacting with each other. Summarized in 
Information Richness and Communication Culture. 

•



W H AT  I S  I N F O R M AT I O N  R I C H N E S S

Information Richness refers to the quality of the information and the 
information transmission across the organization. Relevance, speed of 
decision making, actionable management information are indicators of both 
the information and the process of transmission. Media usage and Cognitive 
process are of relevant influence of this process.



W H AT  I S  C O M M U N I C AT I O N  C U LT U R E

Communication Culture refers to how employees across the organization work 
together, how decisions are made, how there is given meaning to events and 
activities. Which norms, values and principles- outspoken and unspoken- are 
dominant in personal communications and inter company relations. Feedback, 
openness or receptiveness for different  opinions are indicators of the type of 
Communication Culture which is dominant. 



C O M M U N I C AT I O N  M AT R I X





C U S T O M E R  C E N T R I C I T Y  I N D E X  ( C C I )
Customer Centric Index (CCI)



C U S T O M E R  E X P E R I E N C E I N F O R M AT I O N C O M M U N I C AT I O N  C U LT U R E

T O P  D O W N
• P U S H  B A S E D  C O M M U N I C AT I O N  
• C A R E  F O R  E F F I C I E N C Y  
• C O N T R O L L E D  M E S S A G E S  F R O M  

T O P

• A S Y M M E T R I C  
• F R A M E W O R K  W H AT  W E  D O  
• F O R M A L I Z E D  I N F O R M AT I O N  T O  

S Y N C H R O N I Z E

• L A C K  O F  O P E N N E S S  &  F E E D B A C K  
• L I M I T E D  S TA F  F O R  E X T E R N  

C O N TA C T  
• C O N T R O L  A B O V E  L E A R N I N G

B O T T O M  U P
• D E L AY E D  F E E D B A C K  C U S T O M E R S  
• E F F E C T S  A R E  M E A S U R E D  
• O P P O RT U N I T Y  F O R  C O M P L A I N S

• M A N A G E M E N T  I N F O R M AT I O N  
• S L O W  I N F O R M AT I O N  

T R A N S M I S S I O N  
• F O R M A L I Z E D  I N F O R M AT I O N  T O  

I N C R E A S E  E F F E C T I V E N E S S

• W I N D O W  D R E S S I N G  
• L A C K  O F  T R U S T  
• L I M I T E D  R E S P O N S I B I L I T I E S  

I N T E R  D E PA RT M E N T  /   
C R O S S  F U N C T I O N A L

• I N F O R M AT I O N  S Y S T E M  E N A B L E  
I N F O  

• S H A R E D  P L AT F O R M S  O F  D ATA  
• F R A M E W O R K  O F  H O W  W E  D O  I T  
• O P P O RT U N I T Y  F O R  C O M P L A I N S

• S H A R E D  P L AT F O R M S  O F  D ATA  
• F R A M E W O R K  O F  H O W  W E  D O  I T  
• M A N A G E M E N T  D I C TAT E S  

I N F O R M AT I O N  S T R U C T U R E

• S H A R E D  M E A N I N G  I S  S E E N  A S  A  
S TAT I C  N E E D  F O R  S U C C E S S  

• I N V O LV E M E N T  I S  N O T  D R I V E N  B Y  
B E L I E F  T H AT  E M P L O Y E E S  A N D  
C U S T O M E R S  P R O V I D E  R I C H  I N F O

I D E N T I T Y

• C O N S I S T E N C Y  O N  B R A N D  
P R O M I S E  

• B R A N D  I S  T H E  G U I D E L I N E  
• O P P O RT U N I T Y  T O  L I K E  
• B R A N D  I S  AT T R A C T S  &  S I M P L I F I E S  

• F R A M E W O R K  O F  W H E R E  T H E  
B R A N D  S TA N D S  F O R  

• D E L I V E R  M E A N I N G ,  C O N T E X T  F O R  
T H E  W H Y  

• C O N S I S T E N C Y  I S  A  G O A L

• S O P H I S T I C AT E D  S H A R I N G  O F  
M E A N I N G  

• F U N C T I O N A L  F E E D B A C K  
• C O N T R O L L E D  O P E N N E S S

I N T E G R AT I O N
• B A L A N C E D  R O L E S  O F  R E A C T / A C T  
• P U L L  A N D  P U S H  C O N TA C T  
• O P P O RT U N I T Y  T O  E N G A G E

• O P P O RT U N I T Y  F O R  C O M P L A I N S  
• C U S T O M E R S  D I C TAT E  F U T U R E  
• C O  C R E AT I O N  
• T H E  W H Y  I S  M U T U A L  P R O C E S S

• L E A R N I N G  C U LT U R E  
• T R I A L  &  E R R O R  W I T H  E X T E R N A L  

C U S T O M E R S  I N V O LV E M E N T

I N T E R A C T I O N

• P R O C E S S  O F  C O N V E R S AT I O N  I S  
M U T U A L  

• PA RT I C I PAT I O N  I S  P O S S I B L E  
• P E R S O N A L I Z E D  I N  E V E RY  S TA G E  

A N D  T O U C H P O I N T

• J O I N T  P L AT F O R M S  D I R E C T  
C O N TA C T  

• I N F O R M AT I O N  I S  AVA I L A B L E  
• F R E E D O M  T O  D E C I D E  A N D  A C T   
• I N T E R A C T I O N  E N A B L E D

• O P E N N E S S  &  F E E L I N G  
• F E E D B A C K  &  L I S T E N I N G  
• R E S P O N S I B I L I T Y  &  E N G A G E M E N T  
• L E A R N I N G



C O M M U N I C AT I O N  A S  K E Y  D R I V E R  F O R  E M P L O Y E E  
E X P E R I E N C E  A N D  C U S T O M E R  E X P E R I E N C E

• C O M M U N I C AT I O N  
C U LT U R E 	

• E M P L O Y E E   
• E X P E R I E N C E

• C U S T O M E R  
E X P E R I E N C E

• I N F O R M AT I O N  
R I C H N E S S

W H AT  M E A N I N G  G I V E  
E M P L O Y E E S  W H E N  T H E Y  H AV E  

I N T E R A C T I O N S  W I T H I N  T H E  
O R G A N I Z AT I O N ,  A N D  W H AT  I S  
T H E  E F F E C T  I N  P E R C E P T I O N ,  
I N T E N T I O N S  A N D  B E H AV I O R S  
T H AT  F O R M  T H I S  E X P E R I E N C E

W H AT  M E A N I N G  G I V E  
C U S T O M E R S  W H E N  T H E Y  H AV E  

I N T E R A C T I O N S  W I T H  T H E  
O R G A N I Z AT I O N  O N  VA R I O U S  

L E V E L S  A N D  H O W  W I L L  T H E S E  
E F F E C T  P E R C E P T I O N S  A N D  

B E H AV I O R S  ( D E C I S I O N  M A K I N G )

H O W  D O  E M P L O Y E E S  W O R K  
T O G E T H E R  A N D  W H AT  VA L U E S  

A R E  D O M I N A N T  I N  
C O M M U N I C AT I O N  A N D  I S  T H E  

M A I N  D R I V I N G  M O T I VAT I O N  
VA L U E  ( E G  C O N T R O L  V S  

I N N O VAT I O N )

W H AT  I S  T H E  Q U A L I T Y  O F  
I N F O R M AT I O N  A N D  H O W  I T  I S  

U S E D  I N  D E C I S I O N  M A K I N G  A N D  
T H E  D E S I G N  O F  C U S T O M E R  
J O U R N E Y S  A N D  S E R V I C E S  &  
P R O D U C T S  ( E G  D E L AY,  B I A S ,  
U R G E N C Y  A N D  R E L E VA N C E )



  
 

Example of Customer Experience that is Traditional in interation originated from a transactional experience (tui.com) 

I look at just an ad random news website and then I just see -since I m part of a larger target group of that site or platform- a banner of the travel agency Brand with a random 
destination for a Sunny break out. Or I do see adds at you tube channel or while looking at a broadcast TV network sports game. Or I had given consent in the past and I got offered 
by email a set of pre suggested trips based on the segment I m dropped in. As a customer I was not actively seeking for a holiday trip, but I got triggered by the adds I see. A preset 
of chocies guide me trought a directive journey, with limitation in the options to personalize. And next time a re enter the site I had to redo my search. Because I was too lazy to 
make an account with favorites.   I d like to check some charteristics, because I have specific wishes for charging my car and want to know some non desciped facilities at the 
apartment. And I want to know who is the host and how he is rated. It would be great to get in contact, but I have first to book which feels as a final descision before I can do these 
things. 

Examples on how Interaction acts for Customer Experience in the travel industry



  
 

jExample of Customer Experience in Personalization, more intructive and less interactive (booking.com) 
  
Already booked several times over the years through the same site and nicely informed, online and on the road opportunities for contact, changes and mostly cancellations. Easy 
phone contact and you feel there is ample supply and choice that above all. Flexible options for search and a large offering and easy to use filters, and make favorites. When I just 
paused my search and went to work then I will be reminded whatever I did or want on the latest location where I did the search. Offers are awaiting for you at Lisboa, see here etc. 
Lots of choice wherever you go. I save some accommodations for later when I do decide to go to that city again. Neatly this site holds multiple destinations and travel goals 
preservation. I can also see my entire history in one time, and often appear to be entitled to discounts because it is not the first time I want to book.  I can add special wishes and 
requests. Obvious I get things emailed to me, reminders and a clear personal screen with cancellation and change functions. Opportunities for various channels of contact are at my 
disposal. But it is hard to interact with the host. Host and traveler cannot see upfront much about each other. The agency act as a power full intermediate where there is not always 
equality in the relation between host and travel agency.

Examples on how Interaction acts for Customer Experience in the travel industry



  
 

Example of Customer Experience that is build on interaction (Airbnb): 
I want something different from all those predictably similar hotels and want to feel part of the location that I visit. The role and communication of the host should be at comfort. I 
want something that matches what I really looking for, something that matches the location as much as possible as fit to the culture. It seems to me wonderful to be part of the 
location I'm going to, and not a spectator in a standard formula that I find everywhere. It is important to communicate with the host. He may know who I am and I want to know the 
host as well. It is based on trust. It is an honor to be a guest of the host, for the host it is a honor we choose his stay as a holiday destiny. The host is someone with whom I can 
interact directly and about whom I can learn all kinds of things through social media and previous reviews from real people. 
The host can see what my reviews are as a visitor. I save the preferences and decide not to book until later. The App is the center of all interactions. With the organization behind 
which is quite direct 24/7 wherever you are. Or with the host. This is built on the basis principles in design which put the customer first. And started from that perspective. 

Examples on how Interaction acts for Customer Experience in the travel industry



C O M M U N I C AT I O N  A N D  O R G A N I Z AT I O N A L  C H A N G E

Improve Communication Competencies 

Improve Customer Centricity & 
Change capabilities

Better Customer Experience &  
Employee Experience




