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Maturity	
  emerging	
  in	
  customer	
  experience	
  

1.   The	
  convenient	
  truth	
  

2.   The	
  new	
  science	
  of	
  customer	
  emo:ons	
  

3.   Organiza:onal	
  responses	
  to	
  customer	
  
touch	
  points	
  	
  	
  

4.   The	
  new	
  elements	
  of	
  value	
  –	
  deliver	
  
what	
  consumers	
  really	
  want	
  

5.   CE	
  orienta:on	
  is	
  transforma:onal	
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Next	
  level	
  of	
  technology	
  redefining	
  Customer	
  Experience	
  

1.   Streamline	
  life	
  
•  Amazon	
  Prime	
  –	
  Dash	
  service	
  -­‐	
  

hEp://www.businessinsider.co.id/amazon-­‐launches-­‐dash-­‐in-­‐uk-­‐
buEon-­‐2016-­‐8/#BmwJpUEWBmwU7hx8.97	
  

	
  
2.   Sharing	
  Economy	
  -­‐	
  Peer-­‐to-­‐Peer	
  
•  Lemonade.com	
  

3.   Behaviour	
  -­‐	
  Every	
  one	
  has	
  willpower	
  
•  IvyPark.com	
  

4.   New	
  rules	
  -­‐	
  new	
  tech	
  impacts	
  customer’s	
  
belief	
  systems	
  

•  Sweatcoin.com	
  	
  

5.   Human	
  needs	
  count	
  most	
  


