
The Customer Experience Playbook



Copyright     by Leadent Solutions Ltd

All rights reserved. This document or any portion therefore may not 
be reproduced or used in any manner whatsoever without the 
express written permission of the publisher. 

Leadent Solutions Ltd
Leadent House
Childrey
OX12 9TG

www.leadentsolutions.com

https:// twitter.com/leadentsolution

https://www.linkedin.com/company/leadent-solutions/



04

0907

Introduction What is Customer Experience?

What Does this Mean for Operations?

05

Why Change?

12 Why You Need a Customer Experience

Playbook 14 Introducing the Six Plays

16 Play One: Do Your Research 21 Play Two: Understand the Customer

Con ten ts

29 Play Three: Create and Shape 33 Play Four: Soft Launch /  Prototype

38 Play Five: Measure Results and  
Improve 40 Play Six: Scale and Transform

03
45 49Bringing It All Together: What Next? Further Reading



 

We will provide you with some tools and approaches to help make your business more 
customer centric and drive the voice of the customer at the heart of your business.

At Leadent we work with service businesses day in day out. As a result we understand the 
need to meet regulatory requirements, ensure compliance, drive an efficient and highly 
utilised field force, all whilst enabling a superb customer experience.

This Playbook will help you to think differently and become a catalyst for transformation in 
your organisation.

The Tool For  a Cust om er  Cent r ic Business

We've created the Customer Experience Playbook as an entry point to help 
you understand how to understand customer experience from the 
perspective of operations.

Laurence Cramp

Laurence Cramp 

Managing Consultant
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What  is Cust om er  Exper ience?

Every business has one, but not all businesses have the right 
one. I am of course talking about customer experience.  It 's so 
much more than a simple process; it 's every interaction that 
your customer has with your business, from your website to 
your contact centre. 

A successful customer experience is based on clear 
articulation of a proposition that meets a customer need. 
Customers can include external consumers, business 
customers, partners, suppliers and in a related way your 
employees. 

Excellent customer experiences are founded in the tangible 
building blocks of your business, usually elements within your 
control. They might be your digital channels such as your 
website, social media, the apps your customers use to pay a 
bill, or your contact centre and field service employees.

They might be printed media like statements or contracts, or 
they might be physical manifestations of your brand like retail 
units or asset locations. These are all touchpoints of your 
customer experience and can be identified, evaluated, improved 
and integrated.
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Let 's not pretend...true customer experience transformation can be really 
challenging. 

It 's all too easy to pay lip service in a workshop without making any sustained 
changes in your business. Crafting a great customer experience requires significant 
collaboration across different parts of your company. 

It can require a shift in your strategy to deliver products, services and processes that 
are based on meeting customer needs; or it can require a culture shift so that 
employees reflect customer-centric values, and are motivated to deepen customer 
relationships. 

It can also require organisational change to break down silos and allow your 
business to work cross-functionally in teams or task forces that live and breathe 
your customer needs, and are change agents to make them a reality. 
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Why Change?

Artificial intelligence (AI) is moving from 
the back-end to the front-end of 
organisations and their interactions with 
customers. For example, chatbots are 
being used for customer service 
messaging interactions by the likes of 
American Express, KLM, General Electric 
and Ticketmaster. 

It is (optimistically) predicted that 85% of 
customer interactions will be managed 
without a human by 2020. From 
autonomous driving vehicles to live 
translations using artificial neural 
networks, artificial intelligence will 
continue to drive new levels of customer 
engagement.

Digitally driven operating models are 
accelerating change for organisations and 
consumers. 

Most sectors are experiencing unprecedented change due to digitisation and 
the evolution of customer expectations. New technologies are grabbing the 
headlines and traditional operating models are getting disrupted through 
collaborative and crowdsourced models, interconnected networks of partners, 
platforms or start-ups bringing innovative solutions to market.

Think of the roll out of smart meters in 
the UK; at its simplest the smart meter 
home display will give consumers 
greater visibility of their energy 
consumption. 

The future smart meter, however, will 
enable the adoption of more flexible 
time of use tariffs and switching; the 
uptake of consumer demand side 
technologies such as grid connected 
battery storage; smart connected 
appliances and the enablement of smart 
grids. When deployed at scale, smart 
grids at a city level could operate at twice 
the efficiency of legacy electrical grids, 
and by 2050 could be worth 
approximately £13 billion  and £5 billion 
in exports. Digital models like these are 
already blurring traditional industry 
boundaries and changing the game for 
the consumer. 07



Digital platforms are also driving business model 
disruption, causing changes in marketing, finance, 
innovation, operations and strategy. The 
increased uptake of cloud and on-demand 
services has eliminated traditional market entry 
barriers and is leveling the competitive landscape 
for start-ups. 

To illustrate the point, take the much quoted 
statement that ?Uber, the world?s largest taxi 
company, owns no vehicles. Facebook, the world?s 
most popular media owner, creates no content. 
Alibaba, the most valuable retailer, has no inventory; 
and Airbnb, the world?s largest accommodation 
provider, owns no real estate.? 

These are all platform based, requiring nothing 
more than code to exist. In addition, 70% of 
so-called ?unicorn? start-ups were platform 
companies in 2015, so the trend will run and run. 

The interface and customer experience are 
driving the value, whereas traditionally hardware 
or product would have driven value. For example, 
iTunes generates profit by being the thin software 
between the music industry and the music 
retailer. Phillips Hue smart lighting translates a 
commoditised light bulb to an interactive 
connected lighting system. 

Taking logistics as an example, the Uber model 
also points towards the rise of operations based 
on crowdsourcing and sharing economy 
approaches. For example, crowdshippers (such as 

UberCARGO, Friendshipper and Roadie) and local 
delivery networks (such as Doordash and 
Postmates) are enabling asset-light, low fixed-cost 
models that disrupt the last mile delivery model. 
Organisations like Keychain Logistics are creating 
a business shipping marketplace where users can 
manage the end to end of their shipments to find 
and aggregate delivery across warehouses, hubs, 
depots and delivery providers. 

The sharing economy, currently worth £7 billion 
per year is forecast to be worth £140 billion per 
year in the UK alone by 2025.

The past couple of decades have also shown a 
rapid development of the routes to market of B2C 
and B2B organisations, and the experience and 
expectations of their customers and employees. 

Innovative companies now accept they need a 
seamless multi-channel user experience, taking 
the elements of each channel that their 
customers or employees value most, and 
combining them to deliver a more valuable 
experience overall. 

The expectations of the so-called ?digital natives? 
means that companies must keep up with the 
pace of change and deliver a digital experience 
across all of their channels, or lose customer trust 
and relevance.

          The past couple 
of decades have also 
shown a rapid 
development of the 
routes to market of 
B2C and B2B 
organisations and the 
experience and 
expectations of their 
customers and 
employees.
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Well, in short, many things ? from operations software, processes, logistics and supply chain to field service models.

The software landscape is no longer limited to large ERP-type vendors but is increasingly disrupted by agile market innovators. A number of 
start-ups are looking to combine the internet of things, analytics and machine learning to bring new solutions to market. These solutions are 
typically cloud-based and harness big data analytics, process measurement, sensor-based hardware and IoT monitoring to aggregate and 
display operational performance information.

Industries with complex operations (such as telecoms, energy and water utilit ies) have been 
connecting networked devices for some time, securely leveraging field and sensor data to 
manage assets and diagnose faults. 

IoT funding in the UK is being driven across multiple use cases including smart street 
lighting, smart cities and fleet telematics. IoT will provide operations transparency and 
visibility across spares and parts delivery; even greater transparency of asset condition and 
performance and the opportunity to further automate business processes to eliminate 
manual interventions.

Wearable technologies have long been hyped for mass adoption. Wearables are undergoing 
transformation ? focusing on better data insight, better technology and better mobile 
integration. Within warehousing, hardware and software solutions have been developed 
using head-mounted displays, with real-time object recognition, barcode reading, indoor 
navigation and seamless systems integration. AR traffic systems are also being developed to 
allow dynamic traffic support and visual re-routing. AR can also be leveraged to identify 
buildings and entrances as well as indoor navigation for faster delivery and installation at site.

Field service management continues to look for new applications of technology to improve efficiency, resource utilisation, quality of service and 
field performance metrics. 

What  Does t h is Mean for  Operat ions?

"Field Service 
software is still 

getting smarter and 
leveraging mobility 

and analytics to 
drive decision 

making"
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Organisations with field operations are increasingly leveraging asset insights to better model requirements, consolidate shipments and position 
inventory in better locations. Heads-up display devices can deliver instructions and schematics in front of a field technician's face or overlaid on 
the asset being serviced. Field service software itself is still getting smarter and leveraging mobility and analytics to drive decision making. 
Warehousing is receiving a lot of technology focus through the push to automation, robotics and autonomous vehicles.

Customers who raise a problem to their service provider want to know that it will be seamlessly and successfully resolved, whatever channel 
they interact with. They want to be able to self-serve an appointment at a date and time of their choosing. When an engineer is to be dispatched, 
the customer increasingly wants to know who will solve their issue, when that engineer will arrive, and what services will be performed when 
they are there.

Field engineers have therefore become the brand ambassadors for the service organisation. Alongside delivering a productive, right first time 
work order, they need the right tools, information, and skills to efficiently resolve any issues that may arise.
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Operations businesses are therefore critical to the overall customer experience. Customers increasingly make clear their expectations of 
quality and bring the sum of their service interactions (whether e-tailers, crowdsourcers, technology platform operators or digital 
innovators) to bear on operational businesses.

A good field service experience can make all the difference in determining customer commitment and loyalty. Organisations achieving 90 
percent or higher customer satisfaction typically achieve:

- An annual 6% growth in service revenue
- 4% growth in overall revenue, and
- 89% resulting level of customer retention

Surely you can't afford to miss out on this opportunity to embrace digital and better deliver against your customer needs? Over the next 
few pages we'll tell you how.



Why You Need a 
Customer Experience Playbook

Customer experience is at the heart of all of these trends and resulting business opportunities.

A customer experience aggregates the complete set of interactions that a consumer has with your brand for any given task 
or decision. This may comprise one or many customer journeys. Customer journeys are usually cross-functional by nature. 
They might start offline and finish online, or start in your sales department and end in your service department. They don?t 
respect traditional organisational boundaries and changing this dynamic can be hard.

Most customer experience programmes are initially positioned as strategic (driven by a Board member or Chief Executive), 
but quickly uncouple from business objectives and outcomes, and shift to tactical measurement of customer metrics and 
net promoter score. As with any change programme a customer experience programme needs:

1. The right approach from the outset ? ideas, innovation and transformation are essential
2. Real business benefit ? the outcomes are what matter
3. The right commitment ? in a sustained way with shared empowerment across the team!
4. Cross-business engagement ? breaking down the silos through facilitated collaboration and the right expertise in place
5. Momentum to make them happen and keep making it happen

You need a Customer Experience Playbook to avoid these pitfalls and gear your own customer experience transformation 
up for success.
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Introducing the 
Six Plays

In sports, a playbook holds the key strategies and approaches used by a team. Like a sports 
team, customer experience transformation requires a motivated, high performance team, 
working together (potentially with coaching) to deliver a new idea.

We?ve boiled down our experience into six plays. In this guide we?ll only have space to consider 
each at a high level, but we're happy to have a more detailed conversation with you.

Our approach to customer experience is based on the following:
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The Six Plays

1. Do Your  Research

The objective of research in this context, is to develop a nuanced understanding of the needs, trends and macro environment within which your 
customers operate. It might also involve an understanding of your own organisation and the channels and touch points that customers would 
use. It is likely to involve an evidence base to setup, shape and define the methodology to be used for your customer experience 
transformation, alongside effective ways to embed and sustain the change.

2. Underst and t he Cust om er

Building on your research you?ll need to define and visually document the needs, perceptions and interactions your customers have across your 
organisation.

3. Creat e and Shape

Customer journey maps will help to demonstrate pain points and delight factors, but these will need to be prioritised and converted into plans 
for implementable prototypes.

4. Sof t  Launch /  Prot ot ype

High potential ideas will be tested with actual customers through low and medium fidelity prototypes. You will need to understand how 
customers respond to the proposed customer experience changes and pivot your approach according to the result and desired outcomes.

5. Measure Result s and Im prove

The impact of any prototypes will need measuring to assess whether the improvements add value and whether benefits are being achieved. 
Measurement will either lead to scale up or the need for more research and iterations. You will need to be flexible to accommodate either and 
cycle back round the loop as needed

6. Scale and Transform

Successful prototypes that have performed well will receive the green light to be scaled up. They will be grouped as a programme of 
transformation and their implementation managed as a change programme across your business, in order to sustain momentum.

Let ?s now t ake each play in t urn. As we go, we?ll give you som e t heory, applicat ion and t ools. 15
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Understanding your customers is a vital part of improving your customer 
experience. You might already have sources of customer research through 
customer satisfaction surveys, product feedback or feedback from sales and 
account teams.

But whilst this sort of information can be analysed to help you determine 
trends, you should focus on ways to uncover elements that most influence the 
personal motivations and drivers of your customers including their needs, 
wants and aspirations in the context of their perceptions of your organisation 
and your industry. Armed with this knowledge, you can design more effective 
products, services and customer experiences, and increase the value you 
provide.

There is no shortage of methods and tools for conducting customer research. 
Which ones you use for your customer experience programme will depend on 
your customers, your relationships with them, the channels they utilise, the 
degree of loyalty they have with your organisation and the best environment 
to understand their needs.

Play One: Do Your Research



Approach Applicat ion Observat ions

Cust om er  Int erviews Direct interviews with customers or small customer 
groups, ideally in their usual environment

Receive direct feedback and customer context. Can be 
hard to analyse the volume of information received 

Cust om er  Inform at ion Direct interaction with customers, shadowing them in an 
area relevant to their interaction with your organisation

Time consuming but can generate valuable insight, 
including context and decision making

Cust om er  Prof i l ing Evaluating the consumer by (either primary or secondary) 
profiling the broader context of their lives

Depends on method but can give a boader context of 
the customer and their needs

Docum ent ing Touch Point s Writing down a customers' formal and informal touch 
points within your organisation

A structured approach but can be limited by the 
documentation method and biased to current ways of 
thinking

Fly on t he Wall Observing the customer (via unobtrusive methods) over a 
period of time to observe engagement approach, tools, 
systems

Need to remain discreet, whilst not impacting the 
usual way in which the customer would interact with 
your organisation

Cust om er  Workshops Usually used to bring together findings and test emerging 
customer hypotheses to frame a problem statement

Requires openess and transparency when involving 
customers or stakeholders

Quant at ive Research Various approaches including surveys, A/B testing, 
customer satisfaction surveys, pricing research

Typically, large sample sizes but more narrow scope of 
questioning and can be expensive to set up

Market  and Com pet it or  
Research

Again, various approaches but could involve research into 
your industry, market segments, competitor approaches 
and the customer needs serviced by them

Research and insight can take time and not always 
directly relevant to customer experience

St ep One ? Chose your  research m et hods 
Some of the methods we like to use are:

Each of these have their advantages, but typically a research phase will use a combination of methods. 17



Get t ing perspect ive on your  cust om ers

We find it is rare to be able to be able to understand your customers (and develop a ?killer idea?) without learning the problem 
space properly. By immersing yourself in the context of your customers? problems you may start to see patterns emerging and 
make a deeper level of connection. There is always value in looking backwards before you look forwards.

Once you identify the met or unmet needs of your customers, interpret how they go about making decisions and understand 
which channels they are inclined to use or interact with to engage with your organisation; you will greatly expand the range of 
opportunities you have for influencing the way those customers perceive your brand, your products or services and your 
company.

Getting perspective on your customers is grounded in an information-driven understanding of your customers and the 
problem you are hoping to address.

This might include the questions:

- What is the big picture or context of this topic?
- What previous ideas or opportunities have been addressed before?
- What are the dimensions of the current perceived problems or opportunities?
- How do macro, political, economic, social or technological trends shape the problem or opportunities?
- What has led up to the current status quo and where do the future opportunities lie?

Tools for  cont ext  m apping

Context mapping takes a holistic perspective; it should involve the user as ?expert of his or her 
experience?, and involve a range of tools and approaches that enable users and customers to 
articulate their expertise (or put the programme team in the customer?s shoes).

Which factors are important will depend on the goals and scope of the programme as a whole. 
Some tools that we like to use include:

Visual t r iggers

Typically sheets with ambiguous words and pictures trigger users to recall memories and 
associations.
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Mem ory m apping

Brings out their tacit knowledge and latent needs, which form the basis for designing the 
future product.

Mind m apping

Can be utilised during the context mapping process for 
the customer experience programme team to capture 
information arising during workshops, customer and user 
discovery sessions.

Workshop t echniques

Before user context sessions users may receive a ?sensitising package?, which helps 
them observe their own lives and reflect on their experience of the topic to be workshopped. 

This might include drawing and practical materials such as an exercise book, a camera and 
maps. These tools may be used in advance to bring into the workshop to discuss with the 
facilitators or may be developed during the workshop.

Workshop sessions might take place in an agreed location or the user?s home or work 
location. A number of exercises would typically be conducted to gradually deepen the 
insights about the topic being understood. This might include discussion and presentation, 
creative exercises, image and word association, developing mock-ups and so on depending 
on the topic.
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Cont ext  m apping 

Context mapping provides a focus on the ?top? themes or dimensions of a particular topic 
or opportunity space, allowing for easy documentation of eight dimensions of a current 
problem or opportunity space.

The process should include:

1) Agree a broad topic or opportunity area for the programme team to review

2) Discuss the topic and include points of intense discussion or consensus on the    

     context map

3) Note side topics around the map and repeat the process until the team arrives at a  

     map to capture the problem spaced

4) Review which dimension was discussed for longest or generated most questions.

Progression curves

These represent what changes when over a period of time. They will 
help to place industry or competitor developments and innovations 
across a period of time set alongside industry lifecycles or other 
historical or user events. Multiple layers of data may help the 
programme team to observe patterns and understand the pace of 
changes that have led to the present. This can also help to refine the 
problem statement itself.
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Play Two: Understand the Customer

As you will have seen in the previous play, there is no hard and fast rule 
on which tools and techniques to use to gain a better understanding of 
your customer and their needs. Rather, any approaches you take will 
need to be multi-layered and holistic approach.

It is important to remember that your customers and users have 
experienced their context uniquely; they are the prime source of 
information about its many facets. Their knowledge may be hidden below 
the surface or be hard to understand immediately. Observation and 
discussion during workshops are invaluable but it is worth remembering 
that they can only portray the ?here and now? ? the elements that the 
customer is prepared or able to express or display. Deeper layers of 
meaning, things that can be expected to be still valid in the future, will 
need to be understood by calling up memories from the past (often with 
associated positive and negative connotations). 

Assembling the big picture of how and why your customers are 
interacting with different channels, touch points, products and services is 
where your customer experience journey begins. Conducting new 
research into your customers? needs takes more investment of time and 
money but is a critical step in the experience mapping process and should 
ideally be done iteratively. Never rely on just one data source. Triangulate 
your problem area to get the full picture and keep questioning any knowledge gaps that arise.

The key building blocks shown in the chart above are ?Say? ?Think? ?Do? ?Use? ?Know? and ?Feel?. But to understand the full 
context of customer experience you should also consider ?Place?, ?Time?, ?Devices?, and ?Relationships? alongside overlaying 
the Channel (s) with which your customers interact and their individual experience touch points!
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Mapping the Experience
What  is a cust om er  journey m ap?

A visual or graphical interpretation of the overall story from an individual?s perspective 
of their relationship with an organisation, service, product or brand, over time and 
across the channels they utilise. The story is told from the customer?s perspective, but 
also emphasises important intersections between user expectations and business 
requirements.

No two journey maps are alike, and regardless of format they will 
allow you to consider interactions from your customers? points of 
view, instead of taking a business outwards focus. They can be used in 
both current state review and future state visioning to examine the 
present, highlight pain points and uncover the most significant 
opportunities for building a better experience for customers.

The process of customer experience mapping is a joint activity ? the 
process itself being just as important as the actual artefact. The 
discussions that experience mapping fosters and the consensus it 
builds are important building blocks to any future customer 
experience transformation action.

There is no single way to map customer journeys nor is there any one 
right answer.
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The DNA of  a cust om er  journey m ap

There are some common elements you will need to include regardless of the presentation of the map itself:
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- Persona: The main characters that illustrate the needs, goals, thoughts, feelings, opinions, expectations, and pain points 
of the user. The persona is an overriding filter through which you view and orientate the journey

- Tim eline: Each journey will be bounded by a finite amount of time (e.g. 1 week or 1 year) or variable phases (e.g. 
awareness, decision-making, purchase, renewal)

- Em ot ion:Typically a visual depiction of the changing levels of positive and negative emotion or experience across the 
timeline

- Touch point s: Customer actions and interactions with your organisation. This may include a visual flow of what your 
customers are actually doing across the map.

- Channels: Where interaction takes place and where they engage your organisation (e.g. website, app, social media, call 
centre, retail store, aftersales, support)

You may also look to highlight:

- Findings and Oppor t unit ies: Summarises key findings from the experience mapping process, whether strategic, 
design-based or more detailed next steps. Useful capture of opportunities as you work.

- Mom ent s of  t rut h : Also known as ?moments that matter? these are positive interaction (s) that leave a lasting impression; 
often planned for a touch point known to generate customer frustration

- Suppor t ing act ors:Other individuals (e.g. friends, colleagues, third parties) who may contribute to the experience
- Cust om er  goals:Definition of customer goals at that stage 

of the journey
- Business goals: Business goals (and / or key performance 

indicators) at that stage of the journey and organisational 
accountabilit ies to deliver

- Weaknesses: How does your organisation let the customer 
down at this stage?

Mapping the Experience cont.
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Creat ing t he cust om er  journey m ap

The customer journey map is a visual narrative of the customer 
journey. A well crafted output is typically a visually engaging 
infographic that is easy to understand. It visually illustrates 
customer?s approach, needs and perceptions throughout their 
interaction and relationship with your organisation. Needs are 
functional and emotional.

Facil i t at ing t he process

An experienced facilitator is usually important to get the most out 
of a customer journey mapping session. They can help ensure that 
the right tools and method are applied and be a neutral member of 
the group with no agendas other than ensuring the right outputs. In 
order to facilitate the process, it is important to:

- Int roduce yourself  to everyone in the group and form a team 
mentality

- Manage group dynam ic to everyone to participate equally
- Equip t he group with appropriate materials at each step of 

activity.
- Provide posit ive feedback  and encouragement to the group 

to keep participation levels high 
- Explain t he process and answer questions where needed

25



There is no single answer  for  st ruct ur ing your  session, but  as a guide you w il l  want  t o cover : 

1. Object ives for  t he workshop - Focus, timings, attendees and success criteria including the outputs intended

2. Cont ext  Set t ing - Typically some form of group orientation to the problem space, customer personas and to brief the 

group on prior discovery and customer research activity

3. Team  Form ing - Dividing participants into teams of four to six ensuring each has a balance of roles, seniority, customer 

experience and functions. Get the team working together.

4. Persona Or ient at ion - focus attendees on exploring the dimensions of the persona to be used as the lens for the 

customer journey, including any verbatims from real feedback.

5. St ar t ing t he Journey - Encourage each team to go through the research notes and their understanding systematically 

and pull out the post-it-note points for each of the customer journey map areas (see above).

6. Assem ble t he Journey Map - Use nominated people from each team to move the post-it notes to a large form template 

of the customer journey outline. 

7. Consolidat e - Work together as a large group, consolidate, challenge and iterate the emerging journey map, seeking 

relationships amongst the findings of each group.

8. Finalise - By the end of the session, start to draw out insights and opportunities structured around an agreed (or draft) 

Journey Map for the nominated persona.

9. Sum m ar ise - Review achievements and highlight next steps and how the work will be progressed (whether by the same 

team or not).

10.Sket ch t he Map - Building the map itself will take time.  Whether in or outside of the workshop be sure to walk it through 

with others and iterate and edit as you go. For longer sessions (ideally 1.5 days) the second half day can be used to 

develop and refine the sketched draft of the map itself. 

26



Map t he whole exper ience

Map the experience from beginning to end and be as comprehensive as you can. Ideally one touchline will cover 
the entire experience but if this is too complex you can map a touchline for each key customer interaction. Try to 
think beyond the obvious and look before and after the immediate touch points with your organisation.

Ensure goals are clear

Engagement is important. It will be very 
unlikely to create a detailed customer 
journey map in a day. Instead expect to 
complete a draft of a single journey for 
one type of user in a day and make sure 
the right level of input, co-creation and 
buy in during the workshop session.

Don?t  get  st uck  on t he det ail

You are not trying to create a realistic 
representation of every customer?s 
individual experience. Instead you are 
trying to tell a story and depict the overall 
shape. There simply needs to be enough 
detail to describe the journey, identify 
weak points and highlight opportunities.

Hint s and Tips
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Get  t he people m ix r ight

It?s worth remembering that the process is also about buy-in and education. It focuses minds on the importance of 
the customer experience and educates participants, so they better understand how to meet the needs of their 
customers. You will need the right mix of senior management and operational staff in your workshops. Senior 
management may be more removed from the customer but will take decisions that impact them and it is important 
they understand the consequence of these actions. Individuals who interact with customers day in day out will give 
detail and context to the sessions alongside genuine examples where things don?t work at the moment. At the same 
time, they may find it harder to see the bigger picture outside of their immediate job role. Other individuals may be 
beneficial to attend including marketing teams, sales and account management, support functions such as IT and 
Finance or digital and strategy teams.

Ref ine and share

Circulate your map to help begin informing decision making. Present it in meetings and encourage test and challenge, 
making sure to keep it live and iterated. Consider packaging it with other insights and recommendations and use it as 
a tool to focus and accelerate momentum into the next phase of your customer experience programme.

Fut ure User  Maps

Don?t think that you?ve done all the hard work when your map is complete. It?s important to realise that user personas 
don?t stand still ? they may have future needs which you will need to consider and anticipate. Future User Maps 
encourage you to extend your user persona backwards (say ten years ago) and extrapolate them forwards. As you do 
so highlight how their views, behaviours and choices have changed over time. Draw forward to your future user 
persona and consider generational aspects that may change or inform the user?s beliefs and behaviour.

You may also consider developing a customer journey map that is based on how a user persona would experience 
the ?ideal state? of your service delivery. This sort of future state map would help to reinvent and conceive how a user 
or experience would feel in the future and articulate the benchmark or goals for your transformation.
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Customer journey maps will help to demonstrate pain points and delight 
factors and may start to identify opportunities and actions. But these will 
need to be prioritised and converted into plans for implementable 
prototypes. If you are conducting a comprehensive customer experience, 
customer understanding and journey mapping exercise you will also have 
assembled a range of touchpoints and delight factors across a number of 
personas. You will need to shape these into meaningful programmes of work 
and a compelling future state. Here are some aspects that will be important 
as you shape your next steps:

Ident ify and pr ior it ise t he pain point s

Consider carefully how you deliver against each of the identified customer 
journey pain points and the items you have identified as ?moments that 
matter?. Ensure you think about your most valuable customers and their 
expectations.

Ident ify oppor t unit ies

In order to streamline and improve the experience, consider areas of hand off 
and disconnection between touchpoints, or areas of waste across the journey 
map (whether through delay, duplication, errors and defects and so on. Look 
for gaps and differentiators along the customer journey against items that 
might be missed by your competitors.

Keep adding detail. As you walk in your customers? shoes be critical and 
honest. Consider adding more detail (whether through additional research or 
via engaging your front-line staff to evidence real examples) to uncover your 
customers? true functional and emotional needs. The more you can step 
outside your team perspective the more that your customers? challenges with 
their experience will become obvious.

Play Three: Create and Shape
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Consider  ot her  dim ensions

Evaluate other organisational aspects that may impact the customer experience (whether directly or indirectly). This might include 
your people and their capabilit ies; your systems; your market propositions; your brand positioning; your operational processes. 
Where you evidence areas that are performing properly call them out to help flesh out understanding of issues and resulting 
opportunities.

Don?t  forget  t he need t o im plem ent

Designing an effective customer experience is one thing; implementing it is quite another.You shouldn?t avoid considering the 
implications of your customer experience design for your people, processes and products and their alignment. Your HR, Finance and 
Operations teams may need to be part of the design process as it will often be their teams who will be helping to make your 
transformation happen.

Be object ive not  subject ive

While ranking ideas it 's important that every idea gets rated on a 
well-defined set of parameters rather than being chosen or 
dropped subjectively. There are a whole host of methods for 
ranking but make sure you choose and apply ones that are effective 
for your desired workshop objectives.

Generat e and ref ine your  oppor t unit ies

Generating good customer experience improvement ideas will 
typically be done through facilitated individual and group ideation 
and subsequent shortlisting ideas through internal pitches and 
ratings. To do this successfully you will need to follow up your 
customer journey mapping sessions with a follow on session (s) 
used to ideate as a group and flesh out concepts.

The  template on the right hand side can be used during the session 
to start to flesh out a card on each idea. This would be the output of 
a previous group process to generate, review and shortlist a range 
of improvement opportunities. The Idea template would be written 
for each of the most critical or easiest to implement concepts.
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It may also be necessary to use solution cards to provide an initial, 
broad set of options to kick off the ideation process. Each card 
would have the description of a solution on one side, and a set of 
ideas and questions on the other side to help facilitate the 
discussion. These would likely be based on items that have arisen 
from your previous customer journey mapping workshops.

Once the idea templates have been produced the group should 
look to choose the most relevant ideas, interesting or feasible 
ideas through voting or consensus discussion. Ratings should also 
be used (such as value or business benefits versus ease of 
implementation).

Ideation works well when we accept a diversity of individual styles 
and give people the time they need to develop ideas individually. 
Individual brainstorming using the Idea Card can provide a start 
point to encourage multiple ideas from your workshop delegates. 
As delegates share their ideas back to the group, other individuals 
with similar ideas can be encouraged to collaborate to help flesh 
out and improve on the concept. After a period of time delegate 
groups can be swapped around and given a different stimulus 
question for the next round of ideation.

Est ablishing a cust om er  exper ience t ransform at ion 
program m e

Whilst customer experience transformation may be part of 
continuous improvement it is likely that it has come about 
through the strategic direction of the organisation, probably 
sponsored by senior management. This might be as a result of 
poor previous customer performance and fines, or as a bid for 
greater digital centricity, innovation and differentiation from 
competitors.

A customer experience programme will typically involve:

- A vision st at em ent ? why is change important and 
what customer experience vision and principles are 
being targeted?

- A def ined m et hod? How will customer experience 
ideas, propositions, prototypes and fully scaled ideas 
be developed? How will decisions be made between 
initiatives?

- A well governed program m e? How will the 
programme itself be governed? What resources are 
needed and what will be the internal costs to the 
business?

- What  m easured and KPIs w il l  be used? What 
mechanisms will be used to evidence and share 
progress?

- Change and t ransform at ion? How will people and 
organisational change be managed and controlled? 
How will it be sustained and implemented?

- Roadm apping? What is the roadmap of opportunities 
across all workstreams and how and when will they 
deliver the target customer experience vision?

- Sequencing? How will the whole of the business be 
engaged? Area by area or cross business? How will 
ideas be scaled up?
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Ultimately a customer experience programme is a ?living? thing. It?s either developing and growing, productive or in 
decline. Momentum is fundamental to the programme and realising the desired change. If your programme is 
struggling, consider the need for:

1. Ownership ? You will need a single person in your business who is ultimately responsible for the success and 
quality of the customer experience programme. This should be someone senior enough to act as a Sponsor 
and with a vested interest in championing the outputs

2. Resources ? You will need people on the ground who can do the legwork your programme will require. This 
might involve analysts and researchers to gather and make sense of customer research; facilitators who can 
guide the overall approach; subject matter experts in aspects such as mobile application design and 
integration; transformation and change agents who understand how to motivate and support your people. 
This doesn?t all need to be in place from day one of course but make sure you have the right experts to guide 
you.

3. A clear ly def ined scope ? Don?t try to solve the world with your customer experience programme. Keep your 
initiatives aligned to the vision and budget and resist your business trying to constantly reshape or add to 
them, impacting your ability to deliver anything. It?s far better to deliver a ?minimum viable? solution and then 
grow it from there rather than spend a long time trying to get something complex delivered.

4. A consist ent  and ongoing approach ? We?ve seen all too many examples of customer experience 
programmes being touted by an executive team as the ?next big thing? only for them to flounder when that 
support is withdrawn or when the business leadership team focuses on something else. You might need to 
use a transformation programme to gain momentum but work to embed customer experience in your 
organisational DNA so that it is an integral and enduring part of how you do business. Customer needs will 
constantly evolve and your response to them will need to also.
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Play Four: Soft Launch / Prototype

Prototyping is an approach to developing, testing, and improving ideas at an early stage 
before large-scale resources are committed to full implementation. 

Prototyping allows you to try out your ideas without the pressure of getting everything 
right straight away. 

It is an iterative process that enables you to involve a wide range of stakeholders in the 
testing process, to better understand how your customer experience improvement ideas 
will work.

Your high potential ideas will need to be tested with actual customers through low and 
medium fidelity prototypes. You will need to understand how customers respond to the 
proposed customer experience changes and pivot your approach according to the result 
and desired outcomes.

Prot ot yping m et hods

There are many ways to prototype and of course different hybrids of different 
methods! Prototypes help you literally see what you are doing, often physically, in a 
way that helps to explore complex interactions and relationships underpinning your 
customer experience solution. A prototype can help to generate reactions and 
questions from others and be a cost effective way to pre-test your ideas before they 
become too formalised or resource intensive.
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Here are some examples that we like to use on customer experience 
programmes:

Wiref ram e prot ot yping

A wireframe is a narrative prototype, usually created in the beginning of the design process. 
This prototype shows high-level sketches, visualising conceptual assumptions about the 
product structure and general interaction. 

A wireframe is usually a low fidelity layout of the design used in order to present the main 
information, draw the outline of the structure and layout and provide a vision and 
description of the user interface.
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Sket ching

Sketching can be done as a group activity during a workshop session, to mock up 
ideas as they develop or to help convey a user interface or customer experience 
in its entirety.

They can be visually compelling ways of communicating a customer experience 
vision, for example the image on the left was created by Airbnb to represent one 
of the steps in its booking process. In this example professional animators from 
Pixar were used to develop the images across the end to end customer 
experience.



St oryboard prot ot yping

A storyboard is a narrative prototype (often building on sketching), 
usually created in the early stages to describe business requirements 
in the form of a scenario or story. These stories narrate user actions 
required to perform tasks specified.

Paper  prot ot yping

A paper prototype is a prototype that consists of a paper mock-up 
of the user interface. Paper prototypes allow you to test a design 
with many different stakeholders, including end users.

Blank  m odel prot ot yping

Blank models are low-fidelity prototypes produced quickly using 
readily available materials to represent the user?s notions about what 

an intended design could be like. This method is used in the early 
stages of design.
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Digit al prot ot yping 

A digital prototype is an interactive prototype that consists of a digital 
mock-up of the user interface. The interface is usually partially 
functional, even if the functionality is implemented by methods of 
mocking up actual interaction. Digital prototypes allow you to test a 
design with many different stakeholders, including end users.

Wizard of  Oz prot ot yping 

Enables unimplemented technology to be evaluated by using a human 
to simulate the response of a system. The "wizard" sits in a back room, 
observes the user 's actions, and simulates the system's responses in 
real-time.Often users are unaware (until after the experiment) that the 
system was not real.
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Not  every organisat ion l ikes prot ot ypes

In your company they may be called proof of 
concepts, mock-ups, feasibility studies, small 
scale models and so on. Adapt your language 
to be meaningful to your stakeholders.

Don?t  t ake all t he l im elight

It can be beneficial to see how your team 
explain and present a prototype in order to 
understand what someone else sees as 
important features.

Keep t he design rough

If it looks like a finished product then users 
might find it harder to give feedback. Invite 
constructive feedback and help users feel like 
they have a voice.

It erat e your  prot ot ypes

It?s not typically an activity to do once but will 
be refined and repeated building on 
learnings from the previous iteration
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List en at  al l t im es

If users and customers are giving you 
feedback, make sure you listen to it. Focus on 
their feedback and why they give it.

Underst and why

Make sure you understand why you are 
creating the prototype, by clearly linking it to 
customer value drivers or pain points

Prot ot ypes are not  pilot s

Pilots tend to be small-scale implementations 
of an entire process or service whereas 
prototypes tend to focus on testing specific 
components of services or processes with a 
small target group

Measure your  out com es

Prototyping needs evaluation metrics that are 
less stringent than those applied to your 
standard projects or pilots. Encourage 
appropriate risk and keep iterating across 
your prototyping road map.

Prot ot yping Tips



Play Five: Measure Results and Improve

The impact of your prototypes will need measuring to assess whether the 
improvements add value and whether benefits are being achieved. 
Measurement will either lead to scale up, or the need for more research and 
iterations. You will need to be flexible to accommodate either and cycle back 
round the loop as needed.

Your customer experience prototypes should be evaluated in a way that 
helps you receive rapid feedback from users exposed to them and allow you 
to modify and continuously adapt to the results. In some cases the financial 
return on investment of the prototype (modelled through improved 
customer loyalty, purchase propensity and so on) may be beneficial.

Multiple measurement methods may be used depending on the prototype ? 
from customer surveys, interviews, focus groups, analysis of customer data 
and KPIs or review during an interactive customer session. You should also 
consider the sample size and demographics to ensure that a suitable 
number of representative customers have been exposed to your prototypes.

Don?t be afraid to stop your prototype. Not all assessment will reveal 
successful performance. Some of your customer experience prototypes 
might need to be rejected outright, others modified, and others scaled back 
or slowed down. Even a prototype that you terminate will provide important 
learnings to your development team and help in the shaping of the next 
prototype or improvement opportunity.
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Share your  successes

Use the results of your customer 
experience prototypes to spread success 
throughout your organisation, rather than 
isolating them within your department or 
project team. Sharing customer 
experience projects can be a spark for 
other improvement ideas and have a 
larger impact elsewhere in your company. 
Think about sharing process (what you 
did, how you did it), results (the 
quantitative and qualitative impact your 
prototype or project had), stories (vivid 
stories that reveal insights about your 
customers and their interactions), and 
learnings (positive and negative takeaways 
that may inform future practice).

Sharing such customer experience success 
stories can make the impact of your work 
come alive. Think about creating a one or 
two minute video to show the impact of 
your work. Sharing stories of people is a 
powerful way to leave an impression ? 
particularly if it involves your customers 
participating in your prototype or 
interacting with an improved customer 
experience. You might want to include an 
interview with a customer who you 
worked with; a photo sequence or 
animation of the opportunity or video 
capture of a simulation or role play. 

Keep focused on value

The end-game of your customer 
experience programme can often be 
compelling ?more satisfied customers, 
increased loyalty, a lower cost to serve and 
more engaged employees. We find that 
organisations find it much harder to 
articulate what a superior customer 
experience is worth to them and exactly 
how it will generate value. Without a 
robust link to value, a business case that 
stacks up and ways to measure benefits, 
you may struggle to show early gains from 
your prototypes of improved customer 
experience and therefore struggle to build 
momentum.

Think about defining the customer 
behaviours that create most value for your 
business and then follow customer 
satisfaction over time to quantify the 
economic outcomes of different 
(improved) customer experiences. The 
value drivers will be different depending 
on your business, your industry 
and your customers, but chose 
the three or four that you think 
are most important and that you 
can measure. Review your 
historical customer data based on 
each of the outcome measures 
you have selected. Start to 

quantify how much less subject to churn 
satisfied customers are than dissatisfied 
ones. Break your customer data down by 
segment and consider tracking outcomes 
over time for each of these segments. It?s 
also worth remembering that historical 
data alone can be misleading; you?ll need 
to consider how your customers? 
behaviour, satisfaction and engagement 
may change in the future and model the 
scenarios that you anticipate are most 
likely.

Remember that whilst improvements to 
individual pain points or touch points may 
have demonstrable benefit, it?s the overall 
and how satisfied your customers are 
across the end to end process. Also think 
about expanding your customer data set 
so that it links up with your operational 
data, as well as input from employees. 
This way you can measure the value of 
your prototypes and improvements 
holistically.
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Play Six: Scale and Transform

Successful prototypes that have performed well will receive the 
green light to be scaled up. They will be grouped as a programme 
of transformation and their implementation managed as a change 
programme across your business, in order to sustain momentum.

Having successful customer experience prototypes is not enough. 
If they you don?t scale up your opportunities tremendous value is 
lost to your organisation and of course your customers.

It?s important to realise that your customer experience prototypes 
are designed to test hypotheses quickly and effectively. They often 
employ workarounds that may not be scalable or cost efficient 
when deployed more widely. Most successful prototypes will need 
to be re-purposed to become more robust, reliable, repeatable and 
with better alignment to current operational processes and 
systems.

Designing a road m ap 

Your ability to deliver a road map of enduring customer experience 
improvements will depend on many factors ? the way you have 
structured your programme, the benefits case, the sponsorship 
and engagement you have in place and the alignment of the 
programme with the priorities of your business. Don?t be a victim 
of short term priorities to get ?quick wins? at the expense of more 
enduring change and transformation. Construct a road map that 
delivers short term rapid improvements but in the medium term is 
self-funding (and should be sustained) and in the longer term 
delivers against value drivers that are important to both your 
customers and your business.

Your customer experience road map will need to be well 
considered and balanced to ensure:

- The pace of change is acceptable to your business (whether 
phased roll out or big bang)

- The resource and capacity loads on your business are 
understood

- Quick wins are an immediate priority but more difficult 
mid-term opportunities are included and show that 
transformation is happening

- Your roadmap touches all of your customers (albeit 
sequenced in a way that makes sense for your business)

- Early improvements are used to fund more complex or time 
consuming improvements (those requiring IT investment or 
significant process change)

- You have change capability embedded in your programme 
team ready to help your business adopt desired ways of 
working in a structured manner

- You have considered other in-flight projects and 
programmes in your organisation, particularly those on 
which you will have a dependency
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Making change st ick

This is worthy of a playbook in itself! 
We believe that an effective change 
management approach helps to 
identify and minimise issues, providing 
clear communication and faster speed 
to benefits for your organisation.

Change needs to consider the ?hard? 
and ?soft? ? processes, systems, 
structure and people and personal 
change. All of these should be 
underpinned by insight ? 
understanding the readiness, 
willingness of individuals and 
underlying root causes of behavior 
and ways of working. Delivering 
change through your customer 
experience programme should be no 
different ? except that it can be even 
more complex as end to end 
experiences touch different functions, 
teams and systems across your 
organisation.  
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Our approach to change uses Leadent ?s Business Change and 
Transform at ion Met hod. This includes:

Plan and Build

Build a structured communications and engagement strategy with documented roles and responsibilit ies. Upfront change planning 
should evaluate which events, audiences and groups will be required to ensure that your desired change outcomes are successful.

Scope, Vision and St rat egy

Establishing readiness before embarking on your proposed customer experience change. This is achieved through a mixture of face to 
face group engagement, one to ones and / or using a structured Change Readiness Assessment. Think about developing a written case 
for change supported by a vision statement and goals for the customer experience opportunity that you are looking to scale up.

Im plem ent

You will likely require a significant engagement programme supported by change tracking to scale up your opportunities. Change 
should be ?brought to life? to demonstrate and coach the implementation. Change Champions are typically utilised to embody the 
change locally and they will be invaluable to model and support your customer experience transformation at a team and local level.

Realise

This phase will typically involve ongoing engagement and evidencing of working practice changing and the achievement of 
measurable outcomes. Ongoing benefits tracking and reporting will be used to demonstrate change is happening. Change awareness 
should continue through briefings, case studies, cross-team working and formalised training if required. Data from your customers 
will also be important to test your goals are being met.

Transit ion t o Business as Usual

Depending on your change method a phased withdrawal of your customer experience programme team will usually be required as 
non-programme roles continue to operate new ways of working. A review of lessons learned is good practice and may inform other 
opportunities in your customer experience transformation road map. Ongoing ownership of benefits tracking should also be in place 
before your particular project closes formally and your team moves onto the next opportunity.
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Building cust om er  exper ience capabil i t y

Whilst a customer experience programme built around specific 
improvement ideas and prototypes will deliver value to your 
customers, it is worth considering how a pervasive customer 
focus can become embedded in your organisational culture. This 
might include your strategy, structure, systems, capabilit ies and 
business processes.

There are many models of the dimensions that constitute the 
culture of an organisation. Here are some things to consider:

Form ulat e a clear  st rat egic vision  

You should develop a clear vision of your organisation?s strategy, 
shared values and behaviours when shaped by customer 
experience. This will be used to communicate the intention and 
direction for change in your organisation.

Maint ain a com pell ing case

Keep your customer experience transformation focused on value 
and a compelling case for change. Make sure that enough time is 
available to support the change and that management 
expectations of results and outcomes are realistic.

Role m odel m anagem ent  com m it m ent

Your customer experience change must be managed and 
modelled from the top of your organisation. Willingness of senior 
staff to change demonstrates its importance. In order to show 
that the management team is in favour of the change, the change 
should be notable at this level first. At the same time don?t solely 
focus on your senior management. Get the balance right 
between top-down focus and bottom-up initiatives run by your 
employees. 

Modify your  organisat ion t o m ake t he change a realit y

You will need to demonstrate systems, policies, procedures and 
business rules that may need to be changed in order to align with 
the new values and desired customer-centric culture. Send a clear 
message to employees that the old system and culture are in the 
past.

Incent ivise cust om er  focus

Encourage employee motivation and loyalty to your target 
customer culture. Help your organisation to articulate the value 
(to the business and to your customers) of the changes and 
support buy-in to the change process. Training might need to be 
provided to employees to clarify new processes, expectations, 
systems and ways of working. Improving the lives of customers 
should matter personally to your employees. 

Encourage collaborat ion? Customer experience initiatives don?t 
work in silos. Keep encouraging teams to reach out across 
functional and role boundaries to make improvements happen. 
Don?t be afraid to challenge the status quo (within acceptable 
business risk and governance) and think of ways to enable 
sharing of ideas and information. This might include 
collaboration tools and social channels, physical customer 
experience rooms, management ?back to floor? sessions, 
representative gestures (Amazon?s empty seat at meetings 
representing the customer is a well known example), rapid 
prototyping and hackathon sessions and so on.

Deliver  som et hing usable? You will need to deliver outputs that 
are meaningful and resonate with the teams who will be receiving 
and adopting the new ways of working. Consider the best way to 
get your story across and the media to use to do so.
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Br inging It  All Toget her : What  Next ?
The complexity of dealing with customers and channels is ever increasing. Understanding your customers and 
consistently meeting their needs has never been more critical or challenging to your organisation.

Over the past few years we have seen customers (and organisations) move from website and mobile-driven user 
experiences to consistent cross-channel customer experiences. You may also have systems that support you and 
allow you to measure and quantify your customer experience.

Even if you are at this point you can?t be complacent. The future of customer experience is truly omni-channel and 
these channels are more diverse than you may realise. They include the ways in which customers collaborate with 
your organisation ? including social media and mobile applications, but potentially also chatbots and intelligent 
assistants. Many of your applications will now be cloud-based. Customers may also be accessing your organisation 
through new routes such as smart devices or Internet of Things sensors. Analytics and machine learning can bring 
even greater intelligence to your datasets.
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You should consider what really matters to your customers and evaluate the drivers of customer satisfaction and behaviour. 
You should review customer experience as an end to end and evaluate the range of touch points across your channels. You 
should also understand how your customer experiences compare to your competitors and which points of difference you can 
leverage. Where there are opportunities to improve, you will need to understand how to articulate these improvements and 
develop a structured approach to do so.

Customer experience design is both art and science and part art. It needs a solid platform of data and understanding but also 
flexibility, rigour and creativity. We?ve given you a range of tools in this Playbook to get you started but your approach will need 
detailed consideration and a structured method to be successful.
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Cust om er  Exper ience Healt hcheck

Depending on your experience of delivering customer experience 
transformation and the progress you have made with an internally delivered 
programmes, an externally delivered healthcheck can be invaluable. The outset 
of a transformation programme is a good time for this in order to set your 
programme up right, support customer research and data analysis, build 
consensus amongst your senior stakeholders and learn from good practice of 
other organisations and their approaches. You may also need help to build a 
team and develop their capabilit ies or facilitate your initial workshop sessions. 
Business cases may also need support to develop in the right way and 
articulate a compelling storyboard with real benefits.

The typical duration of a Customer Experience Healthcheck will vary depending 
on its scope and complexity. Typically 8 to 12 weeks allows sufficient analysis 
and support. Broader types of engagement and to manage and develop a 
comprehensive customer experience programme will require more financial 
and resource effort. The rewards will speak for themselves.



Take St ock  of  Exist ing Program m es

Times of change in your business may demand a review of your customer 
experience approach. You may acquire a new business and need to 
reposition your customer experience across new operational processes. 
You may be looking to develop a new market or customer segment and 
require a detailed opportunity analysis. You may need to respond to a 
competitive or market threat or changing customer preferences.
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In ject ing New Mom ent um

You may find that your customer experience or resulting 
change programme has lost momentum due to shift in 
senior expectations or sponsorship. Change and 
transformation needs momentum and a sense of urgency to 
be successful. Make sure you step back and source new ideas 
to move forwards. A structured change method is vital to 
making your customer experience prototypes and 
opportunities stick. A Healthcheck can also help you 
understand the extent to which your senior leadership have 
a shared view of current performance and aligned towards 
improving customer experience.



Building a Cust om er  Exper ience Cult ure

This will take time, dedication and focus to make happen. 
There may be areas of capability that you need support to 
identify, develop, coach or train in your customer experience 
programme team or those who work with it. Whether 
analysts, researchers, change managers, designers, 
prototypers; all of these are capabilit ies you will need to 
identify, grow and propagate.

Benchm ark ing Per form ance

External support can be useful to shine a spotlight on your 
customers and to objectively evidence their points of view, 
needs and pain points. Some organisations find it hard to 
assess their own customer experience, particularly in the 

context of ?what good looks like? and how aspirational and 
visionary they should be with their approach.
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How Can Leadent  Help?
Leadent helps organisations that manage a large, complex, dispersed workforce to achieve 
transformational change; encompassing people, process and technology.

We work across all areas of customer experience ? from setting up programmes, facilitating 
research and workshops, analysing customer data to delivering and scaling up prototypes 
and complex programmes of change and transformation right across your business.

We can help you to be as efficient and effective as you can be with 
your customer experience programme, regardless of your 
experience and maturity.

We leverage our experience of working with some of the UK?s 
largest water, energy, telecoms, facilit ies and public service 
organisations to demonstrate how best to transform your business.

Get in touch with us to discuss further.
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Fur t her  Reading
There is a whole host of reading material on customer experience and even more on innovation. Here are some places to start:

- Adaptive Path (2013): Guide to Experience Mapping;
- Carleton, Tamara; Cockayne, William; Tahvanainen, Antti-Jussi (2013): Playbook for Strategic Foresight and Innovation
- Burns, Megan (2016):The Customer Experience Management Maturity Model (Forrester)
- Coleman, Ben (2017): Designing UX - Prototyping
- Drucker, Peter (1998): The Discipline of Innovation; Harvard Business Review November to December pp 3 ? 8
- Drucker, Peter (2007): Innovation and Entrepreneurship (Classic Drucker Collection)
- Kimbell, Lucy (2015): The Service Innovation Handbook: Action-oriented Creative Thinking Toolkit for Service Organizations
- Laufer, Deanna (2015): Customer Experience Strategy Best Practices (Forrester)
- Oracle (Various): Designing CX
- Osterwalder, Alexander (2014): Value Proposition Design: How to Create Products and Services Customers Want 

(Strategyzer)
- Rawson, Alex; Duncan, Ewan; Jones, Conor (2013): The Truth About Customer
- Experience; Harvard Business Review
- Smith, Ryan; Williams, Luke (2016): The Most Common Reasons
- Customer Experience Programs Fail; Harvard Business Review
- Various (Business For Social Responsibility): The Healthy Business Innovation Playbook
- Various (IDEO): Design Kit: The Human-Centered Design Toolkit
- Various (2016): Customer Experience: Creating Value through Transforming Customer Journeys (McKinsey)
- Zaki Warfel, Todd (2009): Prototyping: A Practitioner 's Guide
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Leadent  Think ing

We have written a range of material with our thinking on customer experience and why it is important to operations businesses. 
Some of our recent insights can be found at:

- Cutting The Cost of Poor Service In Telecoms
- How do you connect with the connected customer?
- The True Cost of Customer Service in Utilities
- What Can Organisations Learn from Retail's 'Omni-Channel' Approach?
- Your Customers Don't Trust You Enough For IoT
- 10 Tips to Kick-Start Your Change Programme
- 'Customer Experience' - Just Cheap Buzz Words To Sell Software?

Service Pulse

We produce a quarterly roundup of our latest thought pieces and insight across a range of 

industries which we support. 

To sign up to receive Service Pulse and to read the latest edition visit: 

https:/ / info.leadentsolutions.com/ service-pulse-editions 
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