
Customer Experience: 
A real online differentiator
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I wanna…
…Subscribe

…Bet

…Book

…Find

…Register

…Download

…Buy
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The Internet: the most inhospitable place on earth?



© Foviance…as a result the web is littered with abandoned baskets
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Most people don’t like bad experiences
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Evidence abounds…

80% of companies believe

they deliver a ‘superior

experience’ to their

customers but only 8% of

their customers agree

Bain & Company

Harvard Management Update
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The disease of familiarity
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Good Experience = 
High Conversions

Poor Experience = 
Low Conversions
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Experiences 
spread quickly 

nowadays
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high expectations

low expectations

a ‘poor’
experience

a ‘great’
experience
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high expectations

low expectations

a ‘poor’
experience

a ‘great’
experience

‘disaffected’
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high expectations

low expectations

a ‘poor’
experience

a ‘great’
experience

‘disappointed’
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high expectations

low expectations

a ‘poor’
experience

a ‘great’
experience

‘delighted’
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high expectations

low expectations

a ‘poor’
experience

a ‘great’
experience

‘devoted’
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Customers remember and value great
experiences that demonstrate deep 

understanding and respect for their needs.

When companies learn how to deliver 
differentiated experiences, they tend to 

build strong, enduring customer 
relationships and profitable businesses.
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Steps in managing the 
customer experience

7



© Foviance

Accept that your baby 
may be ugly

1
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Make customer 
experience your 

differentiator

2



© Foviance

Be prepared to 
‘watch’ and ‘listen’

3
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Web Analytics
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Surveys
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• Blogs, message boards and forums 

• Public discussions (Usenet newsgroups) 

• Online feedback/opinion/review sites

• Buzzlogic, Umbria, Cymfony, Market Sentinel

Customer Generated Media
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Usability Testing / User Groups
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Eyetracking

Gaze trail Heat Map
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Call Centre

I was on your site 
but…
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Ethnography
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Ongoing 
measurement is 

critical

4



© Foviance



© Foviance

Making the business case
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Introduce a framework 
to manage the 

customer experience

5



Example Scenario & Persona

Receives details of conference from Director in US

via email. 

Reviews timetable to determine if there is

sufficient time to attend conference. 

Emails conference details (including site address)

to his PA. The email includes details on preferred

airline and hotel. 

PA makes the required booking using Travel.com

and records the booking reference. 

The site alerts Don that the trip details need to be

accessed prior to the trip

Don accesses the site and prints the details prior

to the trip. 

Don attends the conference. 

Don provides a review of the itinerary using his

PDA.  

Claims expenses and receives cheque

reimbursement. 

Don makes the trip. 

Don Edwards

UK Marketing Manager 
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The cross channel experience
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Example Wireframe
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Create remarkable 
moments
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The Peak-End Rule
P
o
s
it
iv

e
 e

x
p
e
ri
e
n
c
e

Duration of experience



© Foviance



© Foviance

Act quickly

7



© Foviance



Thank You

marty.carroll@foviance.com


