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Make it
Memorable
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Creating a good memory is perhaps the most important ingredient in building customer |oyalty.

By Lawrence A, Croshy adti Sheree L. Johnsaon

THE BUSINESS case for an organiza-
Honal focus on customer loyally contin-
ucE ko strengthen, according to recent
statistics from & variety of sources.

* {naverage, loyalty leaders grow
more thatt twioe as fast as the industry
average (across a wide variety of
indusitics) and do so wilh lower costs.

+ Vendors with high cusiomer loyalty
liave genorated an average operating
margin of 12%, whereas laggards
have sxperienced a negative 11%
Mmargir.

= Companies with high marks for
customer satistacton tend to enjoy
abgwe-average slock performance
with lower risk.

At the same lime: Research is abun-
dant on how badly compandes ate
delivering on their promises ko eus-
tomers, and the adverse effects of poor
petformance,

+ Although 80% of companies believe
they deliver superior custamer expe-
ricnges, anly 8% of their custormers
BEI'EE.

» More than B0 of customers find that
cxpetiences don’t match the promises

matle in brand cotmenunications, and
are disappointed.

= Even though more than 70% of cus-
torners state that poor service caused
them to take thejr business elsewhere,
business managers believe prioe is
the prime factor {or defection.

As with every great strategy, the devil
is in the details. What your customers
remembrer about their experiences with
you will build or destroy their loyalty.

Building Memaries

Managing each customer’s experi-
ence—to create a positive memory—is
pethaps the most important ingredient
it building customer loyally, Every
memorable interaction has two compo-
nents; It st be completed with excel-
lence and it must reinforoe your brand
cssence. In other words, it should fortify
how you want your customers {o feel
about you and themselves.

The possible moments of memory
bujlding are many. You serve your cus-
tomers through your retsil stores, Web
site, calalogue, and customer-service call
centers. And you serve them through
touch points that are human {such as
clerks and conderges), and automaind
{such as vending marchines, voice

response units, kiasks, and autemated
teller machines).

These varied interactions affect how
customers feel aboul the way your com-
pany treats them. If this imnpression is
extremoly positive or negative, then it
often creates strong metmories. These
memories directly influence haw eus-
tomners feel aboul deing business with
you, and whether they'll contitiue doing
butsisess with you,

What memaories do you wank cus-
lomers to bave after interactions with
you at each towch poini? Through your
markeling comrmunications, you're set-
ting their expectations for those interac-
tions. Reinforcing a brand, twough cvery
customet touch potnt, can provide the
repebition necessary to inspire repeat
purchasing decisions and other loyaliy
Behaviars, Your customer is always ask-
ing, "Is this company following through
onh comumitments, or is its advertising just
words and images with rw action behind
therm?" A company’s ability to deliver is
fundamental to its reputation, and o
building memortes.

Take the restaurant chain Olivo
Garden, for example. Its brand promise
{reflected inits TV adveriizsing) is about
large and lowing families gathering for
preal foad and conversation, and the



kind of hospitality you would have
rooeived from your Italian grandmother.
The company contrals the advertising
where it is placed, how it ig filmed, the
food that is shared, and the attractive
people who are shown eating it.

Vhe expectation is sct, and the in-
restaurant experience will create a positive,
neutral, or negalive memary. If a customer
haa 1o weit 10 be seated, is served cold
food, receives poor service, oF Las mistakes
madie on the 1, ten the experience ism't
Elely to share many characleristics of the
advertised brand pronse. On the other
hand, if 4 customer’s experience is similar
lo the advertised brand promise, then it
will reflect the brand values the company
wants 1o communicate, When the cus-
tomor shares the experience, he or she
o't be talking about the handsome
ltalian farnily from fhe TV ads, but about
the esgpetience at the restaurant—his or her
own personal and powerful memories.

The new breed of experlence design-
ers is considering multiple dimensions
for these moments of memory building,
including:

s duraijon (initation, inmersion, con-
clusion, and contnuation).

s intensity (reflex, habit, and engage-
menth.

« breadth (products, services, bra nds,
charmels, and priceh

¢ interaction {passive, ackive, and inter-
activel,

» iriggers (all human senses, concepts,
and symbaols).

« significance {meaning, status, emo-
tior, price, and funchian},

1t isn’t necessary for all experiences
to be highly developed in gach of these
dimensions. But the maorc in-depth,
appropriate, and consistent develop-
ment ackoss them, the more sucacssul
the affering,

Help From Science

In customer loyaity, there's na subisti-
tute for good research to understand the
desited customer experience, Customers
in different situations want different
things from an interface: information,
advice, sovial exchange, atfinnation,
anonymity, discretion, atd sometimes
simply efliciency. The best starting point
far building moments of memores is an
analylic understanding of the
nends/ desires of all segments of your
customers, taking into account purchase
oecasions as well as competitive offer-
ings. In formutlating segrnents, i¥s impor-
tartt to Jook beyond basic demographie
and purchasing dats (o disoern cus-
tomers’ attitudes and even personalities.

Vodafone provides a good example.
This United Kingdom-based company
rapidly grew through acquisitions in the
19805, becoming one of the leading
ymobile phone providers in the world. Ta
ensure that its offerings could be effec-
tively delivered to target customers in any
country, it stopped categorizing its cus-
tomers simply according to where they
Eve (as most mabile phane providers doj.
Tustead, it divided its marketplace into
just a few high-priorty global segments,
including “young/ active/ fun” users and
oceasional users.

Tt then developed targeted, expeticnos-
focused value propositions. Vodafone
offered the first segment Yodafene livel, 2
state-of-the-art service that provides
everything from games and pop-song
ring lones Lo hews, SpoTks, and infomma-
tion. And it affered the second segment
Vodatone Simply, with an uncomplicnted
and straightforward mobile phone exprri-
ence, Such dearly delinzated servioe plat-
forms allowed cveryone in the company
to understand strategic priovities, and
focus un experience innovations that
wonzld better serve e segments.

Behavioral scientists are also moving
the Feld of customer oxperience man-
agement forward, by considering the

psychology of service encouniers: the
feelings that customers experience dus-
ing them. For decades, tehavioral and
cognitive scientists have ptudicd haow
people experiende sncial interactions,.
torm judgments, and store memaries—
a¢ woll as what biases they bring to bear
on daily life. The findings hold impor-
tant lessons for thase who design and
manage pervice encounters.

Tor example, behavioral science tells
us that the end is far more inportant
begause it's what remains in the cus-
tomet's recollections. In a sequettce of
evants involving good and bad out-
comes, people prefer to have undesirablc
events come first (50 they can avoid
dread) and desirabic events come at the
rnd (5o they ¢an savor thernd. 1o other
words, get bad news, pain, discomiort,
log waits in Jine, and other unpleasait
matters out of the way as soon as possi-
ble—so they don't dominate 3 SUStOIner’s
memory of the entire expericnee. That's
why companies should break pleasant
experiences into multiple stages. and
combing unpleasant. gnes into 2 zingle
slage. And service companies would do
well (o ciat the number of steps they take
to reach the final destination, thereby
seducing the perceived pain of walling.

A5 the focus of competition shifts
from what companies do to how they
do it, the new frontier of competitive
advarlage Hes in the interactions and
rclationships they establish with iheir
customers—and the memeries they
cpcate through experiences. B
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