GOOD ENOUGH

IS NO LONGER
GOOD ENOUGH

The race to own customer experience is heating up as companies increasingly
recognise the importance of delivering memorable experiences that will help them
stand out from their competition. It is also equally important to recognise that treating

your employees well is a necessary first step to providing a better customer experience.

By Prof Hanlie Smuts, Jacques Brosens and Rendani Kruger

e all live and work
in a global economy.
Organisations, more than
ever before, have to stand
up to competitors from all around the
world. Despite notorious recent efforts
towards protectionism and isolation,
the globalisation genie has escaped and
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it is unlikely that it will be forced back
into the bottle. Furthermore, people’s
expectations are evolving.

Products and services can no longer
be ‘good enough’ or ‘functional’. In an
age where consumers typically have
countless alternatives to choose from,
one cannot differentiate your offering on

the basis of value proposition alone. We
have entered the era of experience.

THE EXPERIENCE DRIVEN

VALUE CHAIN

People judge products or services, and by
extension the brands that deliver these
products or services, according to the ex-

DO YOU CARE ABOUT
your USERS?

We believe that people from all backgrounds should benefit
trom advances in technology. This is why we aspire to
deliver sate and accessible technologies that evoke
delightful experiences. We achieve this by applying a
science driven, human centered design uppmucl:{m

Let us help you create digital touch
points that are usable and loved bg all.

We are a user experience (UX) consulting agency,
supported by the Informatics Design Labs (University of
Pretoria), that has worked with some of the biggest
brands in Africa.

Learn more at monkeyandriver.com
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periences that they bring about. In order
to survive and grow, organisations must
work out how to deliberately engineer
engaging experiences for key stakehold-
ers. Organisations that focus merely on
presenting utility, i.e. market offerings
that are useful by way of fulfilling some
needs, while they leave the perceived
usability and pleasurability of products,
services, and other points of interaction
to chance, face the risk of negative word
of mouth and reduced competitiveness.
Experiences are lived and perceptions
about your organisation are shaped con-
tinuously. The question is whether your
organisation is in control by purposefully
and proactively staging those experi-
ences or whether you build something,
wrap it up in brand regalia, and hope for
the best. Experience management is the
activity where organisations measure
and improve the various experiences
they provide, not only to customers, but
also to all their stakeholders like vendors,
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responses that result from the interac-
tion, or anticipated interaction, with
products, services, events, and organ-
isational environments by employees.
Improving the quality of employees’
experiences when interacting with your
organisation is, however, just as import-
ant as delivering positive CX. Imagine
the following example: A call centre
operator talks to hundreds of customers
everyday.

He is tasked with assisting custom-
ers with account related questions and
must provide any relevant information
needed to appropriately handle customer
enquiries. If this operator works with
a poorly designed information system
or within an uncomfortably cold office
or is being treated badly by colleagues,
how can he be expected to communi-
cate with customers in a way that will
make their experiences delightful? EX
unquestionably affects CX. Similarly, the
experiences of vendors, key partners, and
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other stakeholders can indirectly have
an impact on CX. CX is but the last link
in a value chain brimming with human

suppliers, employees, and sharehold-

ers. Experience can be defined as ‘the
take-away impression formed by people’s
encounters with products, services and
businesses — a perception produced

when humans consolidate sensory ‘ ‘
information.” Experience management

encompasses customer experience as CUSTOMER
well as other activities, such as employee EXPERIENCE (CX)

experiences. Negative upstream expe-
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riences will certainly lead to negative
downstream experiences and eventually
unhappy customers.

TOTAL EXPERIENCE MANAGEMENT

experience, product user experience, and
brand experience.

Customer Experience (CX) has
received significant attention over the

HAS RECEIVED
SIGNIFICANT

To create and manage experiences, busi-
nesses must assess, build, integrate, and
continuously improve the interaction
points that influence quality percep-

last decade, with scholars and business ATTENTION tions of stakeholders in a heterogeneous
leaders alike r'eporting on its numer- OVER THE LAST L 1 _ ] lands'cape across multiple c‘hannels. This
ous commercial benefits. Research has - — ' - " . requires three broad pursuits:

shown that when customers are not DECADE, WlTH %

only satisfied but also delighted, positive SCHOLARS
word of mouth and repurchase intention

will follow, which will result in loyalty. AND BUSINESS
Designing experiences which aim for LEADERS ALl KE

satisfied, delighted and loyal customers

have material benefits for an organisa- REPORTING ON
tion, namely increased revenue, reduced |TS N U M ERO U S

costs, competitive advantage, and easier, erately and determine where each
less expensive maintenance of existing OMMERCIAL of these stakeholders interacts
products, services, or processes. A far | BEN EF|TS \ (/77720 with the organisation. High-level

less hyped area is Employee Experience journey mapping is also typical-
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(EX), that is, the set of perceptions and ‘ il ly employed to understand how
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1. Measuring and analysing expe-
riences to identify experience
gaps.

Total experience management
starts with demarcating the stake-
holders whose experiences you
would like to handle more delib-

42 | FORBES AFRICA FORBES AFRICA | 43




66

TO CREATE AND MANAGE EXPERIENCES,

BUSINESSES MUST ASSESS, BUILD,

INTEGRATE, AND CONTINUQUSLY pracess s ierative.
IMPROVE THE INTERACTION et vion of the
POINTS THAT INFLUENCE QUALITY problem and address the whole
PERCEPTIONS OF STAKEHOLDERS IN A + The design and development tear
HETEROGENEOUS LANDSCAPE ACROSS nctudes mulidisiplinary skils and
MULTIPLE CHANNELS.

stakeholders move between dif- spiration and innovation to every and forgettable. For that reason,
ferent touch points. It is then im- athlete in the world. the endeavours to eradicate pain
portant to keep your finger on the The success of experience man- points should be prioritised based
pulse as regards the experiences of agement comes down to balancing on your brand’s promise. Accord-
the need to fill experience gaps ingly, experiences that directly or
with the demand such an under-
taking will place on resources.
It has even been argued that
removing all pain points would
make experiences monotonous

these groups of people by collect-
indirectly impact commitments
your brand has made to custom-
ers, employees, vendors, and other
stakeholders respectively, should
receive priority.

ing and analysing data about their
emotions, beliefs and sentiments
from a holistic perspective. A
range of platforms exist that are

becoming increasingly accurate in INDUSTRY 4.0, MEET AFRICA

understanding these When we think Africa, we think fascinat-
human perceptions ing diversity. We, unfortunately, also have
by applying artificial to think inequality. Industry 4.0 refers

intelligence, predic-
tive analytics, and
statistical modelling
methods. Holistic ex-
perience analysis and
measurement will
allow you to discover
experience short-
comings. These areas
where people are not
adequately satisfied
or pleased are also
called experience
gaps or pain points.

Prioritising experi-
ence gaps based on
brand promises.

It is not necessarily
the goal of experi-
ence management to
eliminate absolutely
all pain points and
redress every bone
of contention that

is raised by respon-
dents. Most organisa-
tions define them-
selves by a finite set
of brand promises.
Coca-Cola wants to
inspire moments of
optimism and uplift.
Starbucks wants to
be the ‘third place’ in
our daily lives. Nike
wants to bring in-
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3.

Filling principal experience
gaps through Experience Design
Experience Design (XD) is an
umbrella term for the practice

of designing products, services,
processes, events, journeys, and
environments rooted in hu-
man-centered principles. XD
aims to enhance the quality of the
user experience, pursues cultur-
ally sensitive solutions and avoids
touch point discrimination.

XD is a multidisciplinary affair
that combines various forms of
design, psychology, architecture,
research, and engineering. All
touch points in your organisation
are not the same, and so the skills
required to design solutions will
not be the same for all experience
problems. Notwithstanding, the
general approach and principles
persist. The principles are:

The needs, goals, expectations,

tasks and environments of the peo-
ple who will be interacting with the
touch points are clearly understood.

Real users are involved

throughout the design and develop-
ment process.

Solutions are guided and re-

fined by continuous user evaluations
and feedback.

The design and development

to the union of technologies propelled
by IoT, augmented decision-making and
leading-edge automation. Value chains
are being transformed to unlock ground-
breaking benefits and the ability to stage
remarkable experiences. Advances in
artificial intelligence, data analytics, and
networking protocols, standards and
connected devices have given rise to the
promise of a smarter future.

However, 110 million people are still
unconnected in sub-Saharan Africa, ac-
cording to GSMA. Broadband connectivi-
ty in South Africa and Nigeria, two of the
most advanced economies on the con-
tinent, lingers at 50% and 36% respec-
tively. In terms of application, solutions
are often designed without due consid-
eration of the diversity of user groups,
especially in African markets. These
challenges imply that the great benefits
of Industry 4.0 will not be accessible
to a significant portion of the African
population. Only people who have access
to the necessary infrastructure and who
happen to be similar to the users subjec-
tively imagined by designers will be privy
to the envisioned experiences.

Experience management can and
should be adopted not only by organisa-
tions that wish to remain relevant and
competitive in a rapidly evolving world,
but also by those who support inclusive
advancement. @

Jacques Brosens and Rendani Kruger are lec-
turers and PhD candidates in the Department
of Informatics at the University of Pretoria.
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