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The 215t Century Customer
Customers are becoming:

A Older, more
demanding and
confident

They understand their
rights

A Marketing literate
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The 21st Century Customer HENLEY
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Customers are becoming:

A Older, more
demanding and
confident

They understand their
rights

A Marketing literate
A Female



http://images.google.co.uk/imgres?imgurl=http://static.howstuffworks.com/gif/ipod-touch-a.jpg&imgrefurl=http://electronics.howstuffworks.com/ipod.htm/printable&h=495&w=400&sz=24&hl=en&start=46&um=1&tbnid=S9aK9ar7ic7jFM:&tbnh=130&tbnw=105&prev=/images%3Fq%3Dipod%2Bpictures%26start%3D36%26ndsp%3D18%26um%3D1%26hl%3Den%26rlz%3D1T4GGLJ_enGB270GB271%26sa%3DN

Customer/Staff interactions HENLEY

Female E—

Staff

vele |

Male Female
Customers Source: Fizzback 4



The 21st Century Customer HENLEY
Customers are becoming:

A Older, more AiAt 4pm on any g
demanding and vi people st
: t heyol |l have for
confident meal . o
They understand their Sara Weller
i Former Deputy MD,
rghts Sainsbury
A Marketing literate
A Female

A Plan less




The 21st Century Customer BB HENLEY
Customers are becoming:

A Older, more
demanding and
confident

They understand their
rights

A Marketing literate

A Female

A Plan less

A Power shifting




Customers are becoming: HENLEY

A Experience
orientated




The Customer Experience Model HENLEY
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Sector
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Important CE Factors in B2B and B2C BEHENLEY

B2B

1. Extent of Personal Contact
2. Flexibility

Customer Needs
4. Pro-activity in Eliciting

B2C

. Helpfulness

1
2. Value for Time
3. Implicit Understanding of 3.
4

Customer Recognition

. Promise Fulfilment

Problem Solving

Customeros ODb] 6eq3ersonanat|on

5. Pro-activity in Checking that
Everything is OK

6. Promise Fulfilment

7. Knowledge

7.
8.

Competence
Accessibility



Important CE Factors in B2B HENLEY

1. Extent of Personal Contact

The extent to which the company deals with the
customer through personal contact methods

2. Flexibility
How willing and able are the company to modify their
of fering I n response to th

or changing requirements?

3. Implicit Understanding of Customer Needs

Does the company understand the context of the
customer 60s order? Do they
the customer and their business to serve them better?
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HENLEY

Important CE Factors in B2C 5%l

1. Helpfulness

Are they really prepared to help me T where nothing is
too much trouble for their staff?

2. Value for Time

Do they respect and make efficient use of my time 1 by
shortening queues and delivering what they provide
efficiently?

3. Customer Recognition

When | contact them do they recognise and
acknowledge me as an individual?
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Findings: B2C Europe and USA HENLEY

Europe USA
Europe & USA
Auality of AEmotionally ACommercial
content Engaging i
ustomer
ASecurity APersonal Oriented
Anteractive Anformation Aulfilment

ACommunity
AJsability

Anesthetics
Arrustworthy
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B2C Distinctive Experience Themes: HENLEY
Usability
U A high level of usability is important. This refers to how ea( ; : l
or difficult the site is to access, navigate and general use. 2 O &)g e
U Key sub-components: Ease-of-use, ease-of-navigation,

efficient, fast, intuitive, easy-to-search, quick-to-load,
user-friendly, easy log-on, helpful.

UThe A3clickso rule

Al d6m I mpatient, I need to bamazon.com.
Al do not | i ke to spend too me
out |l t should be easy to ut

Good examples: www.google.com, FaceBook, yahoo, Amazon
Easy to navigate: www.aramarc.net, www.wikipedia.com,
www.bluefly.com

facebook
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B2C Distinctive Experience Themes: HENLEY

Community

U Networking with like-minded people, a social activity
U Expectations driven by Web 2.0 social networking.

U Key sub-components: friendly, network, communicate with
others, interactive, feedback from others, participate,

message boards, many to many, connectivity You TuhE
facebook
AiConnect people through sinmfljckrin
new thingso 7
NnMakes It easy to meet peopl;(‘vﬂ
Al am i nterested I n connecting, wit
able to talk sociallyo.

SECUND
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Customers are becoming:

A Fragmented
T Interactin

many ways

T With many
suppliers
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Selling by persuasion HENLEY

i
Marketer W Customers

Advertising & promotion
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Selling by bombardment HENLEY

Direct malil

Email \\“
MarketerE—J:} CUEIOMErE
Advertising & promotion/y

Search engine marketing

Agent sales tools /
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Channel proliferation: financial services B3 HENLEY

Other EZ%
Web TV & mobile _IZ%
Mail/fax _- 3%
Call centres __ 10%
PC/Net _- 7%
Branches/ brokers | 33%
POS _— 16%

ATM | 16%

0% 10% 20% 30% 40%

B Transactions




Self-defense

Marketerj .

Direct malil

Email

Advertising & promotion

Search engine marketing / b
Agent sales tools/
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| Customers
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