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A Picture of the UK Customer 
Experience

• Cultural challenges
• Lack of Perspective
• Demeaned by 

Language
• ‘Computer Says No’

• Low Aspiration
• Low Organisational 

Profile
• Lack of Recruitment 

Screening
• Don’t Understand 

our Customers



How sophisticated & effective is your 
understanding of customers?



Hygiene v. Enhancing
• Operational/basic requirements 

– Process rigour 
– Reliability
– Responsiveness (speed)
– Robustness of product

• Service/intangible factors 
– Responsiveness 
– Friendliness
– Humility
– Humour 
– Kept-up-to-date 
– Honesty
– Justice



The Customer as Catalyst

Generic Expectation

Individual 
Customer 

Expectation

Individual 
Customer 

Expectation

Individual 
Customer 

Expectation

Threat Threat Threat

Threat Threat Threat “Your 
shopping 

centre USP”

Actual
Customer 
Experience Based on an idea by Colin Shaw / Beyond Philosophy



PURCHASE
TICKETS

JOURNEY
TO GAME

GROUND
VICINITY

FOOD &
DRINK

INSIDE
STADIUM

Girl behind counter very 
helpful arranging seats 
under cover in JW stand

Explained options

Could not afford 
to pay £47 every 
fortnight

Took 40 minutes to exit car 
park – with cars competing 
against each other for the 
small exit – very intimidating

Didn’t know 
you needed 
a permit for 

main car 
park.  Permit 

holder 
access not 

sign posted / 
not on 

website

Stopped and asked 
stewards if I could enter 
car park.  They seemed 
surprised I was asking.  
Could have entered by 
accident and ended up 
with fine

Only 1 
steward able 
to help with 
directions to 
alternative 
parking

70% discounts – so 
excessively busy. 

Had to queue for 20 
mins to buy items 

for son

Items bought were 
excellent value for 

money

Nearly missed the 
start of the match 
due to queues

No pocket money 
items for kids

I can buy 4 value 
meals at McDonalds 
for less!!

Asked a steward to locate 
our seats.  She was very 
polite and helpful, which 
was reassuring

Son struggled to get 
ticket in the bar code 

machine & steward on 
other side offered very 

little help

Son had problems 
seeing the game.  Had to 

sit on parents’ knees 
throughout

Still think the game 
& atmosphere is 
aimed at adults

Son was very 
excited to be at 
the match

Son follows 
(CLUB)because his dad 
supports them.  In the 
past he has changed to 
bigger clubs like Liverpool 
& Arsenal (for example).  I 
want him to support 
(CLUB) because they are 
his local club, so I’m trying 
to get him to as many 
games as possible.  
(However) the cost of the 
day is far too expensive, 
so he will see more of the 
bigger clubs on TV than 
(CLUB) (which he could 
potentially go and see in 
person)

Son enjoyed celebrating 
equaliser and the 
subsequent atmosphere 
in the ground

Son loved 
seeing 

players at 
close range

Bad language well 
stewarded

OVERALL
PERCEPTIONS

FAMILY
FRIENDLY?

CLUB
SHOP

3 soft drinks, 
chips, 2 pies & 3 
kit kat bars £12. 
I thought it was 
very expensive.  
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TRACKING THE SUPPORTER EXPERIENCE
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The Transparency Gap
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Tribute to Service Heroes

• Delivery Crew Members
• Drawing approval
• Making it easy to get in 

touch
• Transparency
• Prêt a Travailler

• Bordering on the 
brilliant

• Shoe in / shoe out
• Little Black Book
• The Lush Hour
• Extra Dry Martini



The Future of the Customer 
Experience

• Customer Journey-led
• Upside Down 

Structures
• Reciprocal Customer 

Understanding

• Visible experience 
improvement

• Different Perspectives
• Name it, measure it, 

reward it!




