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to an Unbeatable Customer Experience

By Carla Johnson



Everywhere we turn, we hear about  

customer experience. 

We make sure that we have fun music on hold 

when people call. Our offices are shipshape 

when customers visit. We make sure to listen. 

We send client appreciation gifts. And we  

thank customers for their business. 

But the problem is, none of this actually  

creates an experience. 

Authentic customer experience is about more 

than creating pleasant, ad-hoc interactions.  

It’s about delivering a delightful, valuable  

and unexpected series of encounters for  

people that inspires them to come back again 

and again.



Customer experience defined

Most brands confuse the niceties of customer service 

for customer experience. But there’s a difference. 

Customer service satisfies people in the moment. 

Customer experience inspires continued, positive 

relationships over the long term. Before we can create 

unique experiences for customers, we need to have a 

common definition of what, exactly, an experience is. 

Experiences are the cumulative combination of 

digital and physical interactions that create value 

for customers and instill an emotional connection 

with your brand.

There’s so much attention on customer experience 

these days. This is because customers are telling us 

that they’re willing to actually pay more money to 

do business with a company that delivers a better 

experience. They’re saying a better experience, not 

even a great one. 

Think about what this means for your company.  

You can increase your revenue and you don’t have 

to invest in creating a better or different product or 

service. You don’t need to hire more people. You don’t 

need to buy more equipment. You just need to deliver 

a better experience. 

Let’s look at one of the most iconic brands and how 

they approach customer experience.

https://www.capgemini.com/news/8-in-10-consumers-willing-to-pay-more-for-a-better-customer-experience-as-big-business-falls/


Ritz-Carlton
Hospitality icon Ritz-Carlton has carefully crafted its reputation and evolved it to stay relevant 
and fresh with its customer base. With a vision to inspire life’s most meaningful journeys, a stay 
at one of their properties is a meaningful journey in and of itself. 

Let’s look at the Ritz-Carlton credo:

•   The Ritz-Carlton Hotel is a place where the genuine care and comfort 
of our guests is our highest mission. 

•   We pledge to provide the finest personal service and facilities for our 
guests who will always enjoy a warm, relaxed, yet refined ambiance. 

•   The Ritz-Carlton experience enlivens the senses, instills well-being, 
and fulfills even the unexpressed wishes and needs of our guests.

While seemingly simple, these points set up what guests can expect when they interact with 
Ritz-Carlton, whether that’s online, on the phone or in person. The experience that people 
receive is one that they’ve come to expect, trust and seek out. By spelling it out and making 
it clear to the public, it also helps keep employees accountable for delivering the experience. 
That’s true whether an employee has face-to-face interactions with people (reception, 
concierge, room service, etc.) or if they’re a behind-the-scenes contributor (loyalty programs, 
digital marketing and facilities design).



Start with the Big 3

Brands like this set expectations that consumers expect other companies to keep pace with. Let’s 

face it, few brands will go to the extent to deliver an out-of-this-world experience for customers like 

Ritz-Carlton. But everyone can pick the top three things that will make the biggest difference in the 

shortest amount of time in how customers, prospective customers and employees (yes, they matter!) 

feel about your company. 

 Connected. Customers are like  

three-year-olds. They’re impatient, demanding 

and want everything now. In their defense, 

they’ve been trained to behave that way. Our 

device-dependent culture means people know 

they’re never far from anything to which they 

want access. The number of internet-connected 

devices that people have is going up, especially 

in North America. Technology equipment 

provider Cisco Systems estimates that there 

will be four networked devices and connections 

per person globally by 2021. However, in North 

America, this number jumps to 13, up from 

eight just last year. This means that people are 

connecting more gadgets and more types of 

gadgets. Alexa, anyone?

Connected also means delivering a seamless 

experience that connects interactions to each 

other. We know how frustrating it is to be 

required to enter information on a website and 

then when a service representative pops up on 

chat, we have to start all over again. Or when 

you input all your information on your keypad, 

wait on hold, and then have to start from scratch 

when you finally speak to a person. 

Regardless of the path that people take to 

interact with our brand, we must ensure that it’s 

connected between the digital and offline worlds. 

We also have to pay attention so that the jump 

from one interaction to another creates a trail of 

smooth, helpful and delightful breadcrumbs.

https://www.mediapost.com/publications/article/302663/north-american-consumers-to-have-13-connected-devi.html


 Creative. Claims to fame about what makes  

a company stand out are . . . underwhelming. 

Try this exercise. Make a list of the top 10 things that 

set you apart. Now, go to the websites of your top 

three competitors. What things are they saying that 

make them unique? Chances are, you’re both saying 

the same thing. You may protest, “But we’re actually 

better at all of it than our competition!” To someone 

shopping around, that’s not clear. If everyone says the 

same thing, then no one stands out from the crowd. 

What are one or two things that only you can own?  

Is it something special you do when a new customer  

signs on? Maybe your executives take turns making  

call-backs to unhappy customers? Or is it simplifying  

a process that makes doing business with you easier?

If you’re not sure where to start, then spend time 

with your customers. That doesn’t mean more time 

in conference rooms talking about business, or more 

nice dinners out. It’s about rolling up your sleeves 

and working side-by-side as much as possible, so you 

become engrained in their world. It’s guaranteed that 

you’ll see creative opportunities to help them out that 

you’d never notice had you not made the time. 

TOP 10
Things that set us apart

 1. __________________________

 2. __________________________

 3. __________________________

 4. __________________________

 5. __________________________

 6. __________________________

 7. __________________________

 8. __________________________

 9. __________________________

10. __________________________



 Culture. Once we get customer experience on 

our radar, we tend to think of it as one person or one 

team’s responsibility. But really, it takes a village to 

deliver great experiences. No company can create 

a stand-out customer experience without creating 

a great employee experience first. You do that by 

creating a culture that values and rewards customer 

experience. 

Think about it this way. 

We spend a significant amount of time putting our 

company’s best foot forward. We have a strong brand, 

we do great marketing, we make sure our products and 

services are top-notch, and we’ve put a support system 

in place to troubleshoot problems. 

But all it takes is one bad interaction with an employee 

to erase the goodwill we’ve created up front. And it’s 

not just goodwill that goes away, it’s a tremendous 

amount of time, money and resources that have been 

thrown out the window. Because every time you 

break someone’s trust with a bad experience, you dig 

yourself a deeper hole. Not just with them, but with 

your entire customer base because unhappy people 

talk about what happened with their friends, family and 

social network.  

Bring employees on board. Invest in educating them 

about what customer experience means to your brand, 

equip them with the tools they need to deliver a great 

experience, and then empower them to take action in 

the moment. 



Crushing the competition

Companies pay lip service to customer experience. It’s a priority for them until it’s hard or they get busy 

with other priorities. These three starting points will make a big difference in a company of any size. But 

not if you take a launch-it-and-leave-it approach. 

If you want to deliver an experience that your competitors can never copy, you have to consistently nurture 

and invest in customer experience and reward employees who demonstrate the values for which you stand. 

When people see that you behave in the same way consistently, it builds trust and brand loyalty. When 

you’re inconsistent, customers will drop you like a bad habit and head to one of your competitors. 

If you aren’t sure if you’re consistent with your efforts, take this quick quiz to see how you measure up: 

   We’ve mapped our customers’ journey and know the role we play in it.

   We’ve mapped out how customers and prospects will transition between online and offline 

interactions with our brand. 

   We have documented customer personas. (“We know what they are but don’t have them 

written down” doesn’t count.)

   We have someone dedicated to customer experience on at least a part-time basis.

   We have commitment from the top-down in our organization who makes it clear that 

customer experience is important. 

   We know the reasons why our customers buy from us (outside of the products and services 

we sell).

   We have something specific for which we’re known.

   Our sales people regularly spend time with customers to learn what their day-to-day life is 

like. Hint: This must be “on the ground”’ time, not time spent in meetings in conference 

rooms. 

   Our employees know how to explain what our company does in a language that’s 

comfortable for them to use.

   When I asked employees from different departments what makes our company stand out 

from our competition, their answers sound similar.

   We regularly have stories about how we’ve demonstrated our customer experience values. 

   When we bring new employees into our company, we dedicate time to explain to them what 

customer experience is, and why it matters to us.

   We view customer experience as a competitive differentiator for our company. 



Expecting the unexpected

People’s expectations for a stellar customer 

experience are getting more sophisticated. 

Younger generations lead the way in that they 

expect brands to deliver tech-savvy experiences 

that are instantaneous, highly personalized, 

secure and entertaining. But other generations 

aren’t far behind with what they’re looking for.

Market competitiveness is tough enough to start 

with these days. That’s why it makes sense to 

invest in the areas of the business that will give 

us the biggest investment payoff. Customers are 

telling us, loud and clear, that the experiences 

they have with a brand are the first place to start.
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