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|. Why Good Companies Deliver Ineffective Experience

Effective Experience Framework 1.0

“Most companies are delivering ineffective experience. You don’t have to do so.”

Nowadays, the challenge of customer experience management is that delivering a good experience is not good enough. You
need to deliver an effective experience. Only when you're delivering effective experience, can you survive, grow, and create

customer loyalty. This paper aims to address the limitations of the
conventional experience management approaches and render a
pragmatic framework for the creation, delivery and assessment of
effective customer experience.

If you are running a business, whether you espouse CRM (customer
relationship management), CEM (customer experience management), or
any other customer management initiative, your ultimate goal is to make
customers feel good so that they buy—more, more often and over a
longer time—from you.

Customers feel good—or bad—about you via their five senses: sight,
hearing, smell, taste and touch. They perceive the experiences delivered
by you at various customer touch-points, for example product, advertising,
in-store, call center, online, etc. The aggregate experience across all
customer touch-points becomes how customers feel about you and your
brand.

Since making customers feel good is essential to customer equity (value
brought by your customer) and brand equity (value of your brand), it
should be the top item on the agenda of every company to deliver
effective experience at every customer touch-point. (See the sidebar:
“Effective Experience is Not Equal to Good Experience”) However, most
companies using conventional approaches are delivering ineffective
experience.

“Every time | queued in the long lines
at the IKEA check-out counter, | swore
| wouldn’t go back. But | kept going
back again and again over the past
twenty-something years®. My largest
share of “coffee wallet” goes to
Starbucks, even though | hate paying
more than US$3 for coffee with
deteriorating quality?. 1 feel very
badly when | am ignored inside the
Louis Vuitton shops, but | still love the
brand and am willing to pay a
significant premium for it>. These are
definitely not GOOD experiences to
most customers, but these experiences
are effective both to the brands and to
the customers.” Sampson Lee,
Founder, G-CEM

© 2001-2009 G-CEM. All rights reserved.
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[I. Limitations of the Conventional Approaches

Effective Experience Framework 1.0

“Are you missing the forest for the trees?”

Why are conventional approaches not effective in managing customer experience? (See the sidebar “Dell is Not Alone: Most
Companies are Efficiency-driven”) Here are the reasons to highlight the loopholes and limitations of traditional methods
and tools used in measuring and managing customer experience:

®  Conventional approaches usually focus on
individual / uncorrelated satisfaction scores and are
process-centric to improve the efficiency of
operations; they typically ignore the emotional
feelings of the customer; Below are the emotion curves® derived from the 757
®  Conventional approaches usually drive enterprises valid responses of the B2B Purchase Experience (IT
to deliver homogeneous and non-branded Solution) Survey® conducted by G-CEM and
experiences as they try to comply with the quality CustomerCentric Selling (U.S.). Though Dell may be
level set by renowned standards organizations or very efficient at individual attributes by performing
to achieve top grade customer satisfaction scores; better at most of the sub-processes® (23 out of 25) than
®  Conventional approaches usually aim to excel in all competitors, Dell is not delivering an effective
aspects of an experience; experience at all—Dell provides the least-liked
®  Conventional approaches usually demand extra purchasing experience among the 14 surveyed
resources to enhance customer experience (given vendors—tremendous resources have been wasted.
severe competition and the rapid increase of Dell is not alone, most companies nowadays are still
possible - touch-points that a customer could efficiency-driven in managing experience. It takes a
interact with a brand or a company); paradigm shift from being efficient to being effective!
®  Conventional approaches usually collect a huge
batch of uncorrelated data and scores, and +
measure too many metrics; IK ®0ELL
®  Conventional approaches do not usually provide a - ! E:::’:':::e
systematic way to guide resource allocation among > i | by
multiple touch-points; and |
®  Conventional approaches do not usually provide an il v?T'
integrated way to assess, design and measure a 0’. T

branded customer experience, with no integration
or synergy among different functions especially
between touch-point operations and brand.

© 2001-2009 G-CEM. All rights reserved.
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[1l. What is Effective Experience

“An experience is not effective unless it’s remembered, branded and contrasted.”

The worst companies make customers feel bad with BAD experiences. Average companies make customers feel good with
GOOD experiences but these experiences are not effectively remembered or branded. They are just wasting resources. The
best companies never forget about delivering their target brand values while they make customers feel good with
EFFECTIVE experiences. So what is an effective experience?

Principle No. 1. An effective experience has to be remembered. Noble prize-winning psychologist
Daniel Kahneman pointed out that people remember only two things during an experience: how they feel at the peak
(whether the ultimate experience was good or bad) and at the end’. These
peak-end feelings summarize the whole experience process and are

“An  Emotion Curye
shows how custo
erceive experienc
an innovati
not affect memories. People remember only the peak and the to

stored in the brain at a subconscious level. These feelings will
eventually direct the next buying decision. The proportion and
duration of pleasure or pain throughout the whole experience do

end.

Principle No. 2. An effective
experience has to be branded. Abranded customer experience works to
amplify your brand through intentional and consistent delivery of on-brand
experiences across all touch-points. Only when you are branded can you differentiate, only when you are differentiated can
you have loyal customers. To optimize the branded experience, you have to deliver your most unique brand values and meet
(or exceed) the most critical needs and expectations of your target customers through peak and end experiences.

Principle No. 3: An effective experience has to be contrasted. Carl Jung® said, "Even a happy life
brings some darkness and the word happy would lose its meaning if it were not compensated by some sadness." People are
comparison animals. Whether we feel good or bad are largely the result of comparison, our experiences cause us to set our
anchors differently. We benchmark against different experiences (inter-experience). We also benchmark within an experience
(intra-experience). People need pain to contrast with pleasure. The same pleasure feeling will be amplified once we go
through some pain. Pain is a necessary "angel" when you design the customer experience. Not only does it help to contrast
with the pleasures of the experience, but also to free up resources and release constraints.

An effective experience creates positive emotions and memories, delivers differentiated
brand values to target customers, and optimizes resource allocation.

© 2001-2009 G-CEM. All rights reserved. 4
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IV. Effective Experience Framework

“An effective framework helps you to focus on the essentials and set priorities.”

The skeleton of the Effective Experience Framework is based on the four core elements of the Branded CEM Method®—
X-VOC™, X-MOT", X-Anchoring'? and X-Effectiveness**—it provides a management framework with four modules in 12
components for the creation, delivery and assessment of effective customer experience.

Strate gy 4. Target Customers 5.Brand Values 6. Needs Positioning

- 7.Synergize Multiple 8. Optimize Single 9. Map
TOUCh-POI nt Touch-Points Touch-Point Experience Gaps

Executi on 10. Capabilities 11. Roadmap 12. Measures

Figure 2: Effective Experience Framework—Four Modules in 12 Components

A Closed-loop Management System. Customer experience management is a journey, not a destination—it
starts from understanding customers to formulating an effective experience STRATEGY to allocating resources at
TOUCH-POINTS to delivering results—the feedback and outcomes of EXECUTION will be routed back to VOC for
continuous improvement and development.

Refation- Conven-
ship ience

Figure 3: Effective Experience Framework—An Integrated Perspective

© 2001-2009 G-CEM. All rights reserved. 5
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Module I. VOC—Understanding Customers

“Far beyond just listening to the voice of
your customers . ..”

Simply listening to the voice of customers is far from
enough. To truly understand your customers, you have to
understand the value contributed by each customer, their
most critical needs and their current experience levels
across multiple touch-points. This understanding will help
you to formulate an effective expereince strategy. You
have to understand three different kinds of VOC:

1. Value of Customer—the value (current and
potential) contributed by your customers; this helps to
identify your best customers;

2. Voice of Customer—the most critical needs of
your target customers; this helps to determine the target
brand values;

3. Current Experience—the current experience
level (X-VOC, experience-centric voice of customer) by
different customer segments at various touch-points; this
helps to derive the target experience level.

This module gathers required information
to formulate effective experience
STRATEGY.  (See the sidebar: “How Customers
Experience Starbucks”).

What drives us visit Starbucks again and again? It's
certainly not advertising. Behaviors are largely
influenced by our effective memories—X-MOT. From
the moment we step into the store until the staff says
goodbye with a genuine smile as we depart, Starbucks
is branding the experience we perceive through five
senses—sight, hearing, smell, taste and touch—from
the beginning to the end of the in-store experience.
This creates positive memories while delivering
unique brand values, with both pleasure peaks and
pain peaks during the experience process**. Besides
mapping out the emotions of customers and
identifying the moments of truth, X-VOC also digs
into the wvalue drivers of Starbucks in-store
experience—you will be amazed to know price was
least important among all 26 attributes in affecting the
overall satisfaction, and the free trial of new drinks /
snacks is one of the key attributes differentiating the
Starbucks in-store experience from the
competition—as derived from the Global Starbucks
In-store Experience Survey’® conducted by G-CEM
and CustomerThink (U.S.).

Positive +
Feeling

Graty
Satisty
ekl

Bad

Horrile  fom-ee

Negative
Feeling «
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Module Il. Strategy—Making Choices

“Why good managers formulate bad
strategies . ..”

Strategy is about making choices. Designing an effective
customer experience strategy means making choices
about your target customers, brand values and needs
positioning. These choices help you to allocate your
limited resources at various customer touch-points. You
have to make three strategic choices.

4. Target Customers—the selected customer
segments that you want to acquire, grow and retain;

5. Brand Values—the unique brand values that meet
or exceed the most critical needs and expectations of
your target customers;

6. Needs Positioning—the choices of critical needs
to be fulfilled and the degree of experience level to be
provided to your target customers.

This module makes strategic choices to
allocate resources at each TOUCH-POINT.
(See the sidebar: Louis Vuitton: We Need More Pain)

Though no one can deny that Louis Vuitton is a
successful brand, it doesn’t seem that a good retail
experience is being delivered—unless you’re a
celebrity or dress like a ‘rich’ person, the salesladies
usually ignore you. Using the emotion curves of the
Rich & Famous and the Middle Class at LV’s shops as
reference, we see their pleasure peaks reflected at
prestige feeling. Part of this prestige feeling could be
constituted by observing how the Rich & Famous are
being served and how the Middle Class is being
ignored. None of us like to be ignored, but since the
pain is so intense, it's strong enough to trigger our
Psychological Immune System® to rationalize our
suffering for something of great value. This concept is
supported by research findings®’. In this case, the great
value is exclusivity—which is the most critical need of
Louis Vuitton target customers—and is the key brand
value'®. Despite the intense suffering, it may even
generate a higher pleasure peak for the Middle Class
than the Rich & Famous—due to a larger
PPGY®—resulting in highly positive memories at the
peak and end moments.

Positive *
Feeling

:Iﬂh! -
cratity | Proet "'".
Oy Senke )
Satisly 3 i - 3
Store Dutack & /
Irfetior Decoeation PDC;.
Neutral ®_____ ) - Time
Rich&Famous
Bad o PP
Price I J
Houribl 5:3 ________
anrible
f Middle-Class
Negative

Feeling
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Module Ill. Touch-Point—Allocating Resources

“Distinguish  your touch-points and
sub-processes.”

A4

When allocating limited resources to deliver effective
experience, you have to synergize multiple touch-points,
optimize single touch-point, and map the experience
gaps. All companies have multiple touch-points and
limited resources. The ideal resource allocation paves the

way to deliver effective experience across all touch-points.

You have to prepare three plans at touch-point.

7. Synergize Multiple Touch-Points—derive
the target performance level (for the brand and for the
customers) of each individual touch-point among multiple
touch-points;

8. Optimize Single Touch-Point—derive the
target performance level (for the brand and for the
customers) of each individual sub-process for a single
touch-point;

9. Map Experience Gaps—identify the gaps
between the current and target experiences at single and

multiple touch-points.

This module guides resource allocation to

deliver results at EXECUTION. (See the sidebar:

“lkea: Customer-Centric May be Wrong”)

If IKEA chose to follow the voice of the customer,
they have to enhance the bulleted attributes in red
(Figure 6), because they are important to the
customers but poorly performed by IKEA. However,
if IKEA really did that, we wouldn't have the great
IKEA brand we have.

o
_ @
w Q @
G °
@
w X N A
g B
@ Car Park
g E -@ Staff Service
w @ —@ Pick Stock
w —@Search Stock
@ Check-out
@ Delivery
clrlACE @ Installation
IMPORTANCE LEVEL

Following the voice of the customer without a focus
may be wrong. You must factor in the brand
element—attributes that are important both to the
customers and to the brand, i.e. product quality, price,
display setting, product trial and the canteen (Figure
7)—otherwise, there would be no pleasure peaks
during the whole in-store experience because the
company's resources would be spread too thin among
various attributes without any focus®.

3 Product Quality
/ —* Price
3. = *DisplaySeﬂing
°e A

A "~k Product Trial
A\ l 2 "y Canteen

)
@

Q
H

IMPORTANCE LEVEL—CUSTOMER

IMPORTANCE LEVEL—BRAND
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Module IV. Execution—Delivering Results

“Are you delivering the expected results?”

= \/

To deliver results requires dedicated effort to align the
capabilities of people, product and technology, a roadmap
with phased implementation, pilot projects for effective
change management, and measuring the results of
customer profitability and experience effectiveness. A
successful execution fullfils the objectives of your
company. Are you delivering effective experience? You
have to complete three activities at execution.

10. Capabilities—convert the experience gaps into
required capabilities;

11. Roadmap—create the phased implementation to
roll out the target experience at multiple touch-points;

12. Measures—design the measurement metrics to
monitor effective experiences and confirm that they are
are delivered.

This module delivers effective experience

to enhance CUSTOMER AND BRAND EQUITIES.
(See the sidebar: How Effective is Your Experience to
Your Customers and Your Brand”)

A Experience Effectiveness Map?* reflects three
essential measurements: 1) Level of Branded
Experience delivered—whether the touch-points are
delivering branded, non-branded or un-branded
experience—by plotting their locations in the
respective regions based on their CEI?? and BEI%; 2)
Level of Balanced Experience to customer and to
brand—you’re offering charity if a touch-point is
located towards the far left of the diagonal (the dotted
line)—customers are happy but can’t remember your
brand. You drive customers away if touch-point scores
at the far right—customers are being ignored as you’re
too brand-centric. The ideal touch-point experience is
to locate along the diagonal; 3) Level of Resource
Optimization among multiple touch-points—you
should position the more important touch-points
(bigger circles) at the Branded Experience Region; the
less important ones (smaller circles) at Non-Branded
Experience Region; and under no circumstance should
you allow any of your touch-points to fall into the

Un-Branded Experience Region.

CEIl Customer 4=
Experience
Index

BEI Branded
Experience
Index

(@
I O call Goter
|
UN-BRANDED
EXPERIENCE
_REGION
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V. An Integrated Perspective

“By applying the 80/20 rule to differentiate customers, needs, touch-points and

sub-processes, you will be able to make a paradigm shift from efficiency to effectiveness in customer experience management.”

Module I1—Strategy

Distinguish Among
Customers—not all the customers
are equally important—some are
more valuable than others. Identify
your target customers. This
module gathers required
information to formulate effective
experience STRATEGY.

Brand
Values

Resource

O

8 Wbt Produst

Ctherr ()8 Frice

Relation- Conven-
ship lence

.*" Brand Importance

..'. Effective E
'Experience

4=

A Closed-loop Management System. Customer experience management
is a journey, not a destination—it starts from understanding customers to formulating

effective experience STRATEGY, allocating resources at TOUCH-POINT to
delivering results—the feedbacks and outcomes of EXECUTION will be routed back

to VOC for continuous improvement and development.

© 2001-2009 G-CEM. All rights reserved.
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VI. The Beauty of Effective Experience

“You create your own blue ocean with a unique branded customer experience.”

Enhance Genuine Customer Satisfaction. Effective Experience maps the customer emotions in a natural time
sequence and is experience-centric to improve the effectiveness of experiences. It addresses the emotional feelings of a
customer and is much more powerful in measuring customer experience; it helps to enhance genuine customer satisfaction.

Differentiate from Competition. Effective Experience enables enterprises to focus on the most critical needs and
the most important brand values of different target customer segments by designing and delivering differentiated experiences
to reflect their target brand values; it creates a branded customer experience which is different from competitors.

Create Results-driven Experience. Effective Experience indicates where and to what extent you are wasting
resources and/or not allocating adequate resources to particular aspects of an experience. Excelling in all aspects is not only
inefficient, but also ineffective. Pains are as necessary and vital as pleasures during an experience process; it ensures a
results-driven experience.

Optimize and Justify Resource Allocation. Effective Experience delivers branded experience by utilizing the
same amount of resources to optimize the allocation among sub-processes within an experience, and provides a framework
to choose the right mix and sequence of sub-processes; it fosters an optimal resource allocation among sub-processes of a
single touch-point.

Synergize Multi-channel Touch-Points. Effective Experience provides quantifiable data and metrics, offers
systematic and effective ways to justify the resources allocated among multiple touch-points, chooses the right mix of
touch-points and provides a framework to derive the optimal level of branded experience; it results in synergizing resource
allocation and performance level among multiple touch-points.

Improve Employees’ Satisfaction and Productivity. Effective Experience breaks down the customer
experience into sub-processes and measures customer emotions in a cohesive and integrated manner. This method
identifies and measures fewer, and the most important, metrics for benchmarking, measuring and setting KPIs (Key
Performance Indicators). It helps to relieve the information-overload burden for management and the too-many-KPIs issue
for operations and front-line staff as it focuses only on a few truly important metrics; it helps to improve staff satisfaction and
reduces training cost and time.

Integrate Into One Management System. Effective Experience integrates the entire branded customer
experience management and synergizes different functions by realigning evaluation, planning and implementation into one
system which is quantifiable, customer-centric and effective; it results in building an effective management team and system
to deliver branded experience to the customers.

© 2001-2009 G-CEM. All rights reserved. 1
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Footnotes

! Sampson Lee, “lkea Represents a New Wave in China, a Branded Experience,” CustomerThink.com, August 7, 2006.

2 Sampson Lee, “Are Starbucks' Prices Too High?” CustomerThink.com, November 19, 2007.

8 Sampson Lee, “Is Louis Vuitton Delivering an Effective Experience?” CustomerThink.com, June 16, 2007.

* Emotion Curves represent the ratings of customers' emotional feeling about each sub-process of an experience mapped in a natural time sequence from
an experience-centric perspective. They are derived from substantial statistical data through vigorous research on each single touch-point and by different
target customer segments.

% Customer Experience X-VOC™ Research—B2B Purchase Experience (IT Solution), G-CEM and CustomerCentric Selling (U.S.) July~August 2007.

6 Sub-processes are the sub-divided processes within an entire experience which could affect the emotional feeling of customers.

’ According to the Peak-End Rule, we judge our past experiences almost entirely by how we feel at their peak (pleasant or unpleasant) and how we feel
when they end. Virtually all other information appears to be discarded, including net pleasantness or unpleasantness and how long the experience lasted.
Nobel Prize-winning psychologist Daniel Kahneman first suggested this heuristic.

8 Jung, Carl Gustav, 1875-1961, Swiss psychiatrist, founder of analytical psychology.

® Branded CEM Method™ is a U.S. patent-pending management method registered by G-CEM. It aims to provide an effective framework to integrate the
entire branded customer experience management process and functions by realigning evaluation, planning and implementation phases into one quantifiable
management system.

10y voc™ (experience-centric voice of customer) is the emotional feeling of customers generated at sub-processes during a touch-point experience in a
natural time sequence from an experience-centric perspective.

1 x-moTm™ (moments of truth at experience) are the sub-processes during a touch-point experience which deliver the highest level of emotion (either
positive or negative) most important to and remembered by the target customers.

12 X-Anchoring™ (intra-experience anchoring) is the anchored (biased) experience—replacing the actual (unbiased) experience; it determines perceived
pleasure or pain by contrasting the gaps between pleasure and pain peaks.

13y Effectiveness™ (experience effectiveness) reflects the level of effectiveness of a touch-point experience to a brand (in delivering target brand values),
the level of effectiveness of a touch-point experience to customers (in creating positive emotions and memories), and the level of effectiveness of a
touch-point experience to resource allocation.

14 Sampson Lee, “One Cup of Coffee, 20 Experiences: Take a Tip From Starbucks,” CustomerThink.com, June 5, 2006.

15 customer Experience X-VOC™ Research—Global Starbucks In-store Experience, G-CEM and CustomerThink Corp.(U.S.), September~October 2007.
16 Daniel Gilbert, Stumbling On Happiness (Harper Perennial, 2007), 180-185.

p g, Zimbardo, ‘Control of Pain Motivation by Cognitive Dissonance’ Science 151: 217-19 (1966). When people are given electric shocks, they feel less
pain when they believe their sufferings are for something of great value. The intense shocks were pain enough to trigger the volunteers’ rationalization
system, but the mild shocks were not, hence the volunteers valued [the subject] most when its initiation was most painful.

18 | ouis Vuitton's chief executive Yves Carcelles once said: “Our brand is about reliability, quality, style, innovation and authenticity.” But that may not
complete, according to Richard Wachman of London’s The Observer: “Louis Vuitton is also selling a certain idea of France... a brand that represents a
mythical France, one of which neither the French nor the outside world can get enough.” In short, the essence of a luxury good is its exclusivity, i.e. not
everyone can afford it, only a small group of people can enjoy it, and Louis Vuitton pushes exclusivity to the extreme.

¥ppg (Pleasure-Pain Gap) is a measurement index of the Branded CEM Method that maps the gaps between the effective pleasure and pain peaks.

20 Sampson Lee, “IKEA: A Branded Experience Is More Important Than Customer-Centricity,” CustomerThink.com, October 15, 2007.

2l Experience Effectiveness Map™ is a tool of the Branded CEM Method™ used to evaluate the effectiveness of multiple touch-points’ experiences by
deriving their levels of Branded Experience, Balanced Experience and Resource Optimization.

22 CEI: Customer Experience Index™ is an index of the Branded CEM Method™ that reflects the effectiveness of a touch-point experience to customers in
creating positive emotions and memories.

23 BEL: Branded Experience Index™ is an index of the Branded CEM Method™ that reflects the effectiveness of a touch-point experience to a brand in

delivering target brand values.
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AR | TCEEvaluation

Multiple Single
Innovation &  Touch-Point  Touch-Point |Identification &
Reengineering  Synergies Optimization Develcpment

Expe rience Im plementation
Design by Roadmap
Objectrves & KPI

Total Customer Experience

Brand Values BU”dlng Blocks TCE

& Needs Monitoring
Paositioning fO r T C E Mechanism

1 d 2 1

Target Customer Voice of TCE
Customer Value Customer Assessment
Segmentation Management (VOC) (X-VOC)

Kick-off Your Total Customer Experience (TCE) Journey

Customers perceive you and your brand as a whole, not by different functions or departments. Customers experience you at
some touch-points or channels that you may not even be aware of. Customers at different lifecycle stages have entirely
different customer journeys. The conventional approaches for managing customer experience can hardly take you towards
delivering a Total Customer Experience (TCE).

Limitations of Conventional Approaches

® \Without an integrated approach, you are always working independently as departmental or functional silos and
delivering inconsistent experiences.

® \Without a quantifiable approach, you are not able to measure, and thus can hardly manage or improve the effectiveness
of the customer experience.

® \Without a pragmatic approach, you may build an extremely detailed Total Customer Experience model, good-looking on
surface, but taking you nowhere in execution.

G-CEM has created an integrated, quantifiable and pragmatic Total Customer Experience approach -- TCE Model Building
and TCE Assessment, representing TCE Evaluation service. The skeleton and content are based on our patent-pending
CEM methodologies. The Branded Customer Experience Management Method deploys time-tested theories and uncommon
principles in a structured approach for experience design and assessment. The extensive X-VOC (Voice of Customer at
Experience) research across different industries evaluates touch-points’ effectiveness in driving desired outcomes and
achieving target objectives.

© 2001-2009 G-CEM. All rights reserved. 13
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Total Customer Experience (TCE) Evaluation

Building a solid foundation for successful TCE

TCE Evaluation is the first step of the TCE journey. G-CEM has created an integrated,
quantifiable and pragmatic Total Customer Experience approach — TCE Model Building
and TCE Assessment representing TCE Evaluation service. The skeleton and content are

12 based on our patent-pending CEM methodologies.
Buiding Blocks - Managing TCE by Aligning your Strategic Objectives of Increasing
forTCE Satisfaction, Brand Differentiation or Sales

n - Delivering Consistent & Branded TCE across Channels
- Improving Sense & Response Time and Effectiveness

TCE Model Building

TCE Model Building sets a comprehensive blueprint and renders a complete architecture

to measure, manage, and improve the total customer experience as perceived at multiple

touch-points and among channels across the entire customer lifecycle.

- Map Touch-points and Associated Channels across Entire Customer
Lifecycle

- Define Typical Customer Journeys

- Build aTotal Customer Experience Process Model

TCE Assessment

| The TCE Assessment quantifies the effectiveness of experience in driving customer
satisfaction, brand differentiation, sales and creating advocates; derives critical moments;
and benchmarks the total customer experience.
- Evaluating Experience Effectiveness in Driving Target Objectives
- Deriving Critical Moments to Customers, to the Brand, to the Bottom-line,

and to Loyalty

- Benchmarking Total Customer Experience against Internal & External

Parties

Industry-specific TCE Evaluation

thL g 1

THECON RETAIL

For further discussion or request of the above industry-specific TCE brochure, please send your company details and

project requirements to ALICE TSE: Alice@G-CEM.org

© 2001-2009 G-CEM. All rights reserved. 14
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About G-CEM

G-CEM (Global Customer Experience Management Organization) helps companies to create effective customer experience.
Our patent-pending methodologies combine the art and science of CEM in assessing and delivering branded and total
customer experience (TCE). G-CEM International Partners are located in Europe, Asia, and North America. Our services
include TCE Evaluation and CEM Certification. Visit Us: http://www.G-CEM.org.

NARERRENDEERE

Total Customer Experience (TCE) Evaluation

The TCE Evaluation consists of two parts: TCE Model Building sets a comprehensive blueprint
and renders a complete architecture to measure, manage, and improve the total customer
experience as perceived at multiple touch-points and among multiple channels across the entire
customer lifecycle. The TCE Assessment measures the effectiveness of experience in driving
customer satisfaction, brand differentiation, sales transactions and creating advocates. The
combination of TCE model building and assessment helps companies deliver a branded and
effective total customer experience. For details, please visit: http:/TCEevaluation.G-CEM.org.

Global CEM Certification Program

The Global CEM (Customer Experience Management) Certification Program is designed and
co-delivered by G-CEM International Partners and endorsed by nine authorities. Since January
2006, G-CEM has run the program in London, Amsterdam, Paris, Dubai, Shanghai, Hong Kong,
Singapore, and San Francisco, with clients from 37 countries across five continents.

For details, please visit: http://CEMCertification.G-CEM.org.
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