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The relationships are
evolving from focus on
product and business to
focus on customer and

experience (Leavy &
Moitra, 2009). Winning

strategies are those
which satisfy its
customers through the
design of the experience
(Prahalad &
Ramaswamy, 2004).
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CUSTOMER EXPERIENCE MANAGEMENT: A NEW APPROACH TO INCREASE
RESULTS AND LONGEVITY OF BUSINESS
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Progress of Economic Value

Differentiated

Competitive Position

Undifferentiated

Figure 1. Economic Value Progression.
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The approach used to access CEM was a special

@ guestionnaire with 23 questions. Some statistical
@ techniques were used for data processing and it
@ was possible to realize that CEM is effective in

‘ Increasing productivity and, so, it can be used as a

guideline matrix management in decision making
to promote superior customer experiences.
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This study was based on the hypothesis H1:

The CSF of the CEM can be scaled through the EMM (Extended Marketing Mix) ; which was
dully tested.

The field research was conducted through a survey, using an adaptation of the Servperf
instrument by Cronin and Taylor (1992), composing 23 questions.

The items were identified according to the 7P 's, as shown on the survey below. The
categorization of P's was defined as:

P1=Product P2= Place P3=Promotion P4=Price P5=Processes
P6=People P7= Physical Perception
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The olfactive perception(smell brand)increasesthe time of permanence of custamerin the store.

The way thatthe customersees the productinthe store is decisive to buy it

The look ofthe store hasto akways be insynersy with the product.
The plaved plavlist reinforcesthe concept of the brand andincreasesthe time of permanence of customerin the store.

Tastingsatthe point of sale [coffee, candies, champagne etc.lincreases the time of permanence of customerinthe store.
The custormer appreciates afast, effective, personalized and differentiated service.

A storewith more attendants offers ahigher personalized service.

A nice attendant appearance i s a differential forwinning the customer.

5ood store location adds perceived brandwalue.

Access forthe disabled isfavorable andtaxable forwinning customers.

Integrated transportation swstem facilitates accessto customers.

Advertisingin magazines, neswspapers andinternetincreases customer confidence inthe brand.

Launching collectionincreases brandvisibility andhence the sales of products.

Use of new digital techrnologes (smsandsocial networksimakes rel ationship between customer and brand, closer.

The use of sustainable materialsincreases the perceived value of the brand.

The packagingimpacts on perceived quality.

The "treats" like extrabuttons fixed on product or detailed produdt i nstructions, increases the product's perceived value.
A flexible exchange processincreasesthe perceived quality of the brand.

The store that grants discounts to frequent customersincreasesthe chance of [ ovalty.

The appropriate climatization on store impacts antime of permanence.

The more accessible i nformation aboutthe store tothe customer(Google, Facebook, Twitter, $843], the fastestis customer retum.
The price isthe maininstrumentforthe campary.

Sales discounts must be offered throughoutthe vear.
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Key-Questions

KQ 1: Does the elements composing the experience

influence in increasing the productivity?

KQ 2: Which elements are more significant to the
customers?
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The “treats” like extra buttons fixed on product or detailed
product instructions increases the product's perceived
value.

16

The packaging impacts on perceived quality.

Good store location adds perceived brand value.

The customer appreciates a fast, effective, personalized
and differentiated service.

The ambience of the store has always to be in synergy
with the product.

Launching collection increases brand visibility and hence
the sales of products.

A nice attendant appearance is a differential for winning
the customer.

Tastings at the point of sale (coffee, candies, champagne
efc) increases the time of permanence of customer in the
store.

The way the customer sees the p1 ct in the store is
decisive to buy it.

The olfactive perception (smell brar  increases the time
of permanence of customerin the stc

20

The appropriate climatization on stc  mpacts on time of
permamence.

15

The use of sustainable materials in  ses the perceived
value of the brand.

18

A flexible exchange process inc 25 the perceived
quality of the mark.

12

Advertising in magazines, news s and internet
increases customer confidence inthe  nd.

4

The played playlist reinforces the co. it of the brand and
increases the time of permanenceof  omerin the store.

19
Figure 2: Results of items in Agreement.
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The store that grants discounts t¢  equent customers
increases the chance of loyalty.
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(0,1) is intuitively no belief and disbelief

(translates a logical state called falsity, represented by F);

(1,0) represents intuitively, the total belief and no disbelief
(translates a logical state called thuth, represented by t);

(1,1) is intuitively while belief and disbelief surface

(called state represents a logical inconsistency, represented by T);
(0,0) indicates total absence and belief and unbelief

(translates a logical indeterminacy, represented by 1)
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Through research it was possible to analyze the aspects that impact on productivity
and perceived quality.

It can be concluded, that CEM can be used as a guideline matrix management in
decision making to promote superior customer experiences.

Even assuming that it is defiant see beyond the obvious, maybe this is the
necessary opportunity, to create real competitive advantage and longevity for
companies that want to stand out and be successful over time.
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Future Steps:

EEM
E2E
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