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CUSTOMER EXPERTENCE CREATION
DETERMINANTS, DYNAMICS AND MANAGEMENT
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¥ Cmpamezusi c030aHusi nompebumenbckozo
onvlma siesisiemcst 00Hol U3 OCHOBHbIX yenel 6
CO8peMeHHbIX PO3HUYHbIX cemsiX. PO3HUUHble
npodasybl No 8ceMy MUPY NPUHSIU KOHYenyuto
UHOUBUAYAIbHOZ0 YNPABIeHUSl ONbIMOM, MHO2Ue
U3 KOMOPbIX 6KAH0UUAU NOHSIMUE 6 C80U
3asiéjieHuUsl 0 MUCCUU.
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Valero Energy Corporation
cmpemumcsi obechedums
No0YKUMesbHblU PO3HUUHDLU

nompe6umesnbckuii onbim,

® cocpedomoyus 8HUMAHUe HA 7
va 'e ro ydobcmee, yeHHOCMU U \/

Kauvecmee.

VICTORIAS

Dell computers ¢porycupyemcs SECRET
Ha npedocmasneHuuU ay4uie2o
nompebumenbcko20 onblma
Ha pblHKAX, KOMopble
obcnyycusaem ¢upma.

' TN Toyota cmpemumcsi K
/ f : \ noddepycaHuro  NpubbLILHOZ0
S — — —" pocma, nymem

npeaocmaejleHun Jyuuieco

\\v// nompebumesnbcko20 onsblma Uu
noddepicku duiepos.



® Ilompebumenwvckuli onblim - 6HyMpeHHUU U
Cy65eKmMu6Hblil omeem KaueHmos, Umerwux npsimou
UJIU KOCBEHHbIU KOHMAaKkm ¢ KomhaHueu, HociWuu
CMpO20 JUYHbLU Xapakmep u hodpazymesarowjull
yuacmue KaueHma Ha pa3HbulX YPOBHSIX.
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Conceptual Model of Customer Experience Creation

Social environment:
felerence group, reviews bes. co-
destrucson, senice personnel

Situation Moderators:
type of store, location cullure
economic cimate, season,

comgetiforventance
Service interface:
Sewice person, technology, 0o
creation/cusiomizaion
Retail Atmosphere:
design, scents. temperature music
Customer
experience (t):
Assortment: cogritive, affective.
variety. uniqueness, quality sockal, phwsical
Price:
loyalty programs, promotons
- Consumer Moderators:
Customer experiences $:n expenental,
in alternative channels Soci odentalor m"
Consumer atitudes
(e.g. pnce sensitivity, involvement,
[ Retail brand l— wgloM)

Customer experience (t-1)
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CTpaTeruu
yIIpaB/IeHU
e CornanbHa
IoTpebuTe s1cpena
JIBCKM
OIILITOM
ITMHaMMKa TexHoI0r"
IoTpeduTe "
JIBCKOTO camoo6cy
OIIBITA >KUBaHUSI
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Table 2
Summary of important issues worthy of further research.

Topic

Important research questions

Customer experience

Social environment and customer experience

Seli-service technologies and customer experience

Branding and customer experience

Customer experience dynamics

Customer experience management strategies

e How can customer experience be measured in such a way that it captures all facets of this construct?
o What is the impact of the distinct drivers of customer experience on each of the components of this

experience?

o How do customers act in groups and how do these groups influence fellow customers’ experience?

o Should companies foster customers assisting other customers? Should this role remain only on
information dissemination grounds or should it expand into producing the service experience?

o Should companies invest in building and maintaining virtual communities and how should they be
managed?

o [s customer compatibility management the solution to customers destroying other customers’
experience?

o Can the social environment be successfully designed and managed and can we design metrics (o assess
its performance?

e What is the optimum blend of employee- and technology-based service systems and what
contingencies might influence that blend?

e Do technology-based service systems that require active customer participation affect customer
experience differently than do “passive™ systems? If so, how do the impacts differ?

o What impact do SST failures have on customer experience?

e How do SSTs affect employee behaviors and hence customer experience?

e How do customers’ initial perceptions of a retail brand influence subsequent customer experience? Are
there asymmetric effects for positive and negative perceptions?

e To what extent do brand perceptions act as a moderator?

o How do brand perceptions and customer experience reinforce one another over time?

o Are the dimensions of customer experiences (and their effects on the customer’s experience) stable over
time?

o Do customers expect an increasing intensity and/or valence of customer experience over time?

e May customers (1o some extent) get “bored with™ or accustomed to the delivered experience?

o Do customer experience based retail strategies enhance firm performance?

o Could changes in the designed experience alienate core customer groups? If so, under which
circumstances and in what ways?

o How do firm and employee capabilities influence the customer experience or moderate the effects of
other factors on the customer experience?
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(1] METOLOAOTI WCCTELOBARYIA

Smnupuyueckue uccnedosaHusl, OCHOBHBIM MeTOI0M
KOTOPBIX SIBISI€TCA JINTENbHbIE KeHC-CTau;

dopmanuzoseaHHvle onpocwl, HaAbIOOeHUS, 21YOUHHble
(3aTHOrpad®rUYecKre NHTEPBBIO);

Netnography (net + ethnography) - meTonKa
JICCIIeIOBaHU4 IT0BeIeHd U B3aMOIEeNCTBUA
JIoMIeN B OHJIaMH-coo6I11ecTBax (ColraabHbIe
ceTH, OpeHI-coobI111ecTBa, BUAEe0-Cco00IIecTBa,
TaKue Kak YouTube u gp.).
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Sl-tj:erc lty ! ; Trust & Safety Center Parents | Sitters

Our 0)\%+to you.

Start today and get an all-access pass to
millions of sitters, F.-FF .

I'm a parent @ I'm a caregiver

Reedsburg, WI 53959 I l Email address I I Password

i o  Sittercity.com - 3T0 aMepUKaHCKUM OHJIaWH-PBIHOK /ISl CEMeH,

| YaCTHBIX JIUIL ¥ KOPIIOPAaTHUBHBIX COTPYIHNKOB, KeIA0NIUX HaHSITD
| MEeCTHOTI'0 epCcoHasa Ha ioMy. THUIIbI OTIeKYHOB, KOTOPbIe MO>KHO
|
|
|

HaMTH Ha Sittercity.com, BK/Ilo4aioT HIHb, HIHb, JOMAIITHUX
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RELD-BPACETH MAGICBAND

MagicBand, unu
«BosieoHbIV

opacieT»,

NTOrOBBIN Pe3YIbTaT
MHOTOMMUJITMAPAHBIX
MHBECTUIINY KOPIIOPAIINU
Disney B caMble I1epeioBbIe
MH@OPMaIMOHHBIE
TE€XHOJIOTUU JJIsI

3 deKTUBHOTO0 cOHOPa,
00paboTKU 1 aHaNMM3a
«bonpmux JIaHHBIX.
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(\linteractions

simply better understanding

Interactions
SIBJISIETCSI BEIYIITVIM
IIOCTaBIIVKOM
TE€XHOJIOTUH PeYUr U
eCTeCTBEHHOTIO SI3bIKa,
YTO II03BOJISIET
IIpeAIIpPUSITUSIM U
IIOTpedUTEeIAIM
y4acTBOBAThH B
IIPOJIYKTUBHBIX Oeceax.




N e

L
GO GO

Affordable
senior
transportation.

Pickups within 15 minutes.
Text alerts for families.

24/7 service & support.

Call 1 (855) 464 -
6872 or
1(855) GOGO-

L Email me a brochure
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HOTELS - RESORTS - SUITES

|

1. Alexa

oo #2 ortana #3 Siri #4. GoO \eNow
. _(Arn{'ﬂﬁﬂlﬂ_’- y  (Windows 10 Phone) 4 (iPhone) & ( Am%md) _V
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KnueHTO-
OpPUEHTUPOBAH

HbIe
OpraHu3aluu

IloHumarom
nompe6Hocmu u
HCeNaHus
KIUEHMO8

Bnaderom
uHgopmayuet o
pA3/IUYHbIX Munax
K/UeHMOo8

Bausarom Ha
(hopmuposaHue Ho8blxX
nompe6Hocmeli
KlueHma,
3a671a208peMeHHO U
UHUYUAMUBHO
onpedessilom cnpoc Ha
c60U NPpOJYKMbl U
ycnyau
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KiireHTO-
OpPUEHTUPOBAH
HbIEe
OpraHu3aluu

Co3darom u npedaazarom
60cmpeb6068aHHble
coomsemcmeayrowumu
2pynnamu KaueHmoe
npodykmol U ycay2u, ¢
coomeemcmeywum
YpOBHeM cepsuca

Hmerom eduHble
cmaHdapmol
obCcnyHcusaHust

ITocmosiHHO pabomatom
Hao yayuweHuem
K/IUeHMCK020 onblima



[NAH 110 YMPABERWID NOTPESUTENBCKWM
OHITOM

COCTOUT U3 /X 3TAIOB, KaKIObIN U3 KOTOPHIX
IIpeAIIOIaraeT ONpeIeIeHHBIN IIepeueHb
IEeNCTBUMN.



AHa/TN3 TeKyIeun

cnlyalimwv
' AV,Z[I/IT KIIMEHTCKOTO OIIbITA B OPraHM3adllVUW Y dHAJIN3 «IIYTU KIIMEHTAa>».
A TEKYH.IaH KapTHHa YOJOBJIE€TBOPEHHOCTH KIIMEHTOB KIIMEHTCKXM CEPBHMCOM.
+ 3HaUeHHs [TOKa3aTenen YVAOBJIETBOPEHHOCTH, CDABHEHIME TIOKa3aTesIeH ¢ MOKa3aTeIsIMU KOHKYPEHTOB.

- [loTeHIIMATBHBIN CITUCOK «OBICTPHIX 1T0be» — 3(pPeKRTUBHBIX UAEH, KOTOPbIe MO>KHO HEMe/IJIEHHO
HCII0JTb30BaTh B paboTe ¥ KOTOpbIe PUHECYT ObICTPhIE U BUIUMBbIE Pe3Y/IbTaThL.

O11eHKa B3aMOJIeHCTBUS C

KIIMEHTaMH

« MlcuepbIBaOITAS «TEIUIOBAsI KapTa» «IYTH KIIMEHTa» — Mpob6eMHbIe 30HbI Y TO3UTUBHBIE MOMEHTHI B
paMKax ITOJTHOTO [TUKIIA 00CTY>KUBaHMsI (0T ITepBOT0 KOHTAKTA [I0 IMOC/IEIPOIasKHOTO 00CTY>KUBaHUS).

» [IpMOPUTU3UPOBAHHBIN CIIUCOK IMTPOOIEMHBIX 30H C OI[€HKOM Ba’KHOCTHU U CJIOSKHOCTH Ka>KIOM 30HBI.

« O1leHKa 3¢ HEeKTUBHOCTHU PabOThI KaHAJIOB 00CTY>KUBAHUSI KIIMEHTOB.

JT1i3aliH I1eJIeBOr0 OINbITAa

IKTITCHTOB

- [lesTeBOM «IyTh KIIMEHTa» B KKIOUW KIMEHTCKOM IPYIIIIe.

» CTaHAAPThI KIMEHTCKOTO CEPBHUCA 1 KITFOUYEBBIE ITApAaMeTPhl 00CTY;KUBaHMUSI.
« KnueHTOOpHEeHTUPOBaHHAs OpraHM3allMOHHAsA CTPYKTYPA U IIPOLECCHI.

- KoH1lenus 1 IaH poeKTa 10 BHeJIPEeHUTO.

BHenpeHue u

MOHHUTOPHHT

- BHesTpeHie 0OHOBJIEHHBIX ITPOIECCOB KITMEHTCKOTO0 00CTY>KUBaHHUS Y OPraHU3AIMOHHOM CTPYKTYPHI.

J BHe,I[peHI/Ie MOAX0aa K HEIIPEPBIBHOMY COBEPINTEHCTBOBAHWIO KIIMEHTCKOI'O OIIbITA HAa OCHOBE IIPDOILIEAVP
OTCJIESKMBAaHUSA O6paTHOI/I CBfAA3M ¥ BHEIPDEHNA NU3MEHEHNH B O6CTIY)KI/IBaHI/Ie KIIMEHTOB.
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p e BONPOCH ZNA IUCKYCCUM

% UTo gaBiisgeTcd Havboee 3HaUMMbIM
KOHKYPEHTHBIM IIPENMYIIECTBOM
711 KOMITAHUHY : VHUKAJIBHOCTD
IIPOAYKTA/YCIYI'U UIU II0JTyUYeHUe
IMOJIO>KUTEIFHOTO KIIMeHTCKOT'O
OIIbITA ¢

% Yem noTpeduTenbCKUM OonbIT (CX)
OT/IMYAETCS OT 00CTY>KMBAHUS
KJIVEHTOB¢



TEMBI ZUMA IACCEPTALLMW

Oco6eHHOCTH VIIpaBIeHUS NOTPeONTETbCKUM OIIBITOM
B pUTEMIIE.

MeToau4yecKre OCHOBBI UCCIIeIOBAaHUS BIUSHUS
IIOTPeOUTETHCKOTO OIIbITA Ha TOSTBHOCTD KIMEHTOB B
pUTenIIe.

[Ipo1iecc GopMUPOBAHUS IIEePCOHAIM3UPOBAHHOTO
IoTpPebNTEeILCKOT0 OTIbITA Ha B2B pbIHKe *** ycyr.

dopMUpoBaHNE MOTHUBOB IIOTPEONTETHCKOTO
IIoBefeHMsI Ha COBPEMEHHOM POCCHUMCKOM PbhIHKe ***
YCIIVT.

Pa3paboTKa peROMeHIallyM I10 YIYUIIIeHUIO0
IIOTPEONTENBCKOTO OMbITAa HA IpUMepe ***,
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THANKS!




