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T TNS 19 Aral ék 608

| SO 20252FBEMGEAR (SEARC,

N &£
Araitérma Firmalar 52552%2%
1 Method Research Company < &
1 Akademetre 4 & S

{ Barem Research

TerkAyakt érmace(at ADernefji 4|Page



SEKT ¥ RHABERLER Sa % Kas 2009

TKAK TELEVKZYON ¥L¢} MLERKk KHALESk TAMAMLAND

Ulusl ararasé Rekl alncAddlesiki Detr am&midainimgisley | a5 Eki m Periembe ge¢neg yapt ék
sizlerle paylal @&yoruz.

Televizyon Kzl eme Aralté&rma Komitesi 2011 yélée itibariyleaT® alzdéeme ¥I
Reklam sekto°r ¢ndeki bili msel data, i htiyacéné karli élamak ve Tel evaz&on ka
ile 1992 yéléndan bu yana -al él mal ar éné s;‘,rdg,ren TK AK, 201anyaé||aérésonu
konusunda i haleye -ékél maséna karar vermilti. 2011 yél é& bal éeetmdkan itib
¢czere a-¢€elan i haleye AGB Nielsen Media Research, Esti ma/ Med.i ametrie, G
D¢enyanén -efl it ¢l kel erinde en az 5 yeéldér TV kzleme ¥|-fLmlénénioryay,
koyarak Tg¢rk kletilim Sekt°re¢gne en gelilmil ve enasakl ékl é& ©°1 -¢m hizme
Reklam Ajansl aré&, Reklamveren ve TV Kanallaré temsilcilerigtaerl otiul ae
2.9g¢neéen sonunda TNS Piyasa Araltérma Lirketi ile -alé&lmaya karar verdi
2011 yélé&nda ballayaeaksglenTogdRingendei kt emsi | edecek hane sayésé 2.500¢
digital oluyor.

TI AK Bal'kané' ¥mer Kayal €oklu yaptéekeé a-éklamada o0Bug¢ne kadar TV °1 -,
biriyle -al élttiébkalrairyélneé ,de201all €l mal ara d¢nyanén °nde gelen bal ka bir fir
hayérl & ol maséné dil edi
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DILBERT STRI

ARE YOU PLANNIMG
TO SPEND TEN
MINUTES EXPLAINIMG
LJHY YOU DON'T HAVE
FIVE MINUTES TO DO

THIS TASK?

\

OR ARE YOU S0
INCOMPETENT THAT
A FIVE-MINUTE TASK
LJIILL TAKE AN HOURT

COULD YOU MAKE
THESE CHANGES TN
THE DATABASE? IT

LJILL ONLY TAKE

FIVE MINUTES

OR. ARE YOU LIMITED OR ARE YOU THE I WAS PLANNING TO EXPERIENCE 15

BY COMPANY POLICY AGREEABLE BUT TELL YOU THIS DOESNT | JUST ANOTHER
BECAUSE YOURE A UMORGANIZED TYPE NEED TO BE DOME AND | | WORD FOR LOSING |

FECKLESS WASTE OF LJHO WILL SAY YES, REFUSE TO CHANGE MY |||

CARBON? LOSE MY NOTE., AND POSITION EVEMN AFTER
FORGET WHO ASKED? Y¥OU GIVE ME GOOD

Source: www.dilbert.com
http://www.dilbert.com/strips/comic/2009 -11-01/
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DOES THE EXPHRNCE RNG TRUE?

Editords notpgreslieddntHadfl $escond To None | nc. , an Ann Arbor, Mi ch. , my s
vice president of client services. Kerry Colligan is the firmds integr
You know whatdés great about aerent COM)?P It givastbrarsdfmaragers eamething m aheir know -thy -

customer toolbox. Using CSM to build a clearer understanding of the customer -brand interaction makes sense. Strong CSM

programs do this fairly well. Weak initiatives usually consistently do not.

The marketing research industry has spent years in healthy debate over the myriad valid reasons why CSM is often an insuffici ent

and at times misguided customer experience management tool (see related articles 20091003 and 20091007). To be clear, the

purpose of this article is not to present yet another in -depth critique of CSM. Rather, it is simply built on the recognition that CSM

often falls short by ignoring the dynamic process that creates the entirety of customer experience.

Customer perceptions ar e not <created i n a -creaed byummadia, Wotd efynibutle macketing, vast operational

elements and other sources originating both inside and outside the organization (Brown, 2003). Since the organization partici pates

in this process, its act ions are critical. The intended and unintended activities a brand undertakes to shape and influence the

experience necessarily impacts perception. It is this critical element that customer satisfaction measurement is unable to ca pture.

Managers are often | eft wondering how their actions have impacted the customer experience and guessing what specific steps

should be taken next.
Further, customer perception is often t rreandgeasdmust ecogneeathisilimitation T hthosighi s ndt t

often they do not. The focus on perceived experiences alone (without a holistic understanding of the customer experience)
encourages decision -making that can often miss the mark.

We need not look any further than our own personal experiences to know that this is true. Think of a situation when your perception

of an experience was inconsistent with another personds. Thetohfsoftct t hat
the same experience highlights the frequent disconnect that can occur between perception and actua
more going on than your personal perception. Each personds interpreta

while the actual experience usually lies somewhere in between.
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Actual elements

Rather than manage to customer perception or continue to struggle with only half the tools needed, the authors recommend
measuring and managing the actual elements of the customer experience with the same care as customer perception.
Devel oping a clear understanding of the actual experience mitigates the risk that customer perceptions are inaccurate. Or
biased. The actual experience allows organizations to understand how well their specific operational standards, and execution
thereof, rela te to customer perception. Without it, customers are much more likely to defect, as misguided strategies and tactics
are implemented in napgve attempts to win them over.

One way to develop that understanding is through a mystery shopping program, which ca n bring the customer -level perspective
to the process. This is helpful because organizations generally see the customer experience in complex procedural ways, while
customers tend to view their experiences in much less detailed terms. Time restrictions asi de, customers are generally unable or
unwilling to provide accurate and reliable operational feedback. But assuming the program assesses the right measures, myster y
shopping can provide detail that effectively coincides with and measures the
implementation of organizational procedures.

In addition, as noted above, customer perceptions are often incorrect or
biased. Recognizing that some bias exists in all measures, mystery shopping
can reduce that bias by removing the emotio
expe rience. Further, proper statistical analysis of mystery shopping data leads

to raw and adjusted findings that provide insight into any bias that does exist.

Figure 1: Visualizing the Brand Authenticity Framework

Exceeds

Expectations Glorified

Meets
Expectations

Largely consistent

Authentic experiences are created when an organization consistently and
intenti onally meets or exceeds its brand promise and does so in a manner
largely consistent with customer perceptions. A commonly accepted
definition of CSM is represented by the y  -axis (vertical) in Figure 1 - the degree

Misaligned

Brand Promise
Brand Perception

to which a brand performs in a manner tha t is consistent with i
expectations (i.e., brand promise/brand perception).
Just as i mportant i s t he degr ee t o whi ch
Below Meets Exceeds performance or implementation is consistent with its brand promise -
Fipestons Frpecions s | represented by the x  -axis (horizontal) in Figure 1 (i.e., brand promise/brand
_odPumme: implementation). Alignment across both the horizontal and vertical axes is
st il what leads to authenticity.
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The varied histories of brands demonstrate time and again that authentic brands are much more likely to show strong and
sustainable financial performance. And this is not by chance. It is because at their very foundation lie clear strategic and
operational initiatives designed to deliver authentic brand experiences. A few examples of brands that have been e xceptional at
this include Whole Foods, Best Buy, Southwest Airlines, Walmart, and Lexus. (Case studies on Best Buy and Walmart follow.)

Before getting into these case studies, | etds discuss t heredgsnami cs and
Deficient brand experiences are often characterized by fundamental operational challenges (lower -left quadrant of Figure 1). In

advance of attempting to create an authentic brand experience, these fundamental shortcomings must be addressed. For

exampl e, a brand that candt deliver product to stores or adeaqtcyyt ely sta
Misaligned brand experiences are characterized by organizations whose actions fail to take into account the things that cu stomers

care about most, but who 06do what tright qguaddaot 6f Figukecle Thusj perceptibr often falks khort ( | owe r
rel ative t o t-breatedbpromised Over timey misaligned brand experiences will lead to declining market s hare and

performance. The focus needs to quickly shift toward a better understanding customer needs, followed by a hard discussion abo ut

how best to meet those needs. A key pressure point here is doaewilomer sd
they stay with you if youdre not meeting their needs?

Glorified brand experiences are characterized by organizati onspewhose a
left quadrant of Figure 1). Customers will often overlook the se shortcomings because they think highly of the brand. Think of

glorified brands as borrowing against their equity line of credit. Implementation must improve to better align the actual exp erience

with the br anHb@ 0o, prandsmaie ®£x@remely v ulnerable. Their competitive advantage is based on perception rather

than reality. Unless barriers to entry are extremely high, expect established or emerging competitors to emphasize and levera ge

equity shortfalls.

Measuring both
To better understand ho w authenticity is created
Target and to demonstrate the importance of measuring

Table 1: Selected National Entertainment Retailer Program Results

Traditional CSM Actual Performance from

Survey Tool POS Operational Audits . . .
3 ’ both brand perception and implementation,
tore employee . . .
T A . i Siorens con5|d§r a prototyplcal example from a national
marketing program while o L) A e b K o entertainment retailer.
considering purchase This retailer operates more than 1,000 locations and

is well known fo r its strong brand equity; customers
are generally very satisfied with the overall experience and financial performance correlates on the whole.
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The example shown in Table 1 highlights a large disconnect between customer perception (79 percent) and wh atds actually
occurring at the point -of-sal e (49 percenéeatedhexpeoni enced data point | -basddvigwr e 2 s
of the customer experience that is oglorified.d Obviousl yofeithengf manage

these isolated data points (79 percent versus 49 percent) would have been risky because of the substantial margin of error
associated with only having one piece of the puzzle.

Figure 2: National Retailer Brand Authenticity By placing insufficient emphasis on customer perception - in lieu of the
information from the audit - the data point moves toward a serious deficiency.
Worse yet, placing too much emphasis on customer perception pushes the

data point toward the incorrect conclusion that actual performance is aligned

with the target. | ncorrectly concluding performance is aligned with the target
would have resulted in a large number of lost sale opportunities (of net 30
percent) if performance remained constant.

Exceeds

Glorified

Co-created O
Experience Data

Target|

Margin of Error

Meets

Expectations Misaligned

Brand Promise
Brand Perception

Undeniable success
Both Best Buy and Circuit City operated on the same bran d proposition: provide
a variety of high -engagement consumer electronics products and associated
services to individual and small business consumers. The economic prosperity of
the late 1990s afforded both companies undeniable success. Beginning around
O v S ol e | 2000, a pattern of intentional and consistent customer experiences emerges for
e Best Buy that is not evident at Circuit City. (An intentional experience is one that
Brand Implementation is designed by the organization to align with the brand promise, such as price -
based value for Walmart or over -the -top customer service for Zappos. They are authentic when the designed experience exceeds
expectations on dimensions that matter to customers.) The success of Best Buy and eventual bankruptcy of Circuit City resulte d
from different appro aches to managing the actual and perceived experiences.

In 1989, Best Buy stopped paying sales commission to in  -store employees. While controversial, it proved to be a major growth driver,
as customers showed a preference for the low -pressure store experi ence (Boyle, 2006). Circuit City did not make a similar sales
commission decision until a 2003 staff reduction prompted the move.
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I n 2003, Best Buy trailed Circuit City (Figure 3) on custhAndesonpgati sf ac
Best Buy on a new growth path with two decisions: 1) a customer centricity initiative that placed the customer at the center of
merchandising and other operational decisions; and 2) the purchase of Geek Squad, a consumer electronics support s ervice.

After extensive testing, chain -wide results of the customer centricity initiative showed 5.4 percent same -store sales growth versus 3.3
percent for stores not implementing the initiative (Boyle, 2006), resulting in a net earnings per share (EPS) o f $1.96 in 2005. At the
same ti me, Circuit Cityds net EPS was $0. 33.

The Geek Squad mar ked B ehome, dBling/ahdin estotersgrviceés.nBly buildingha service that requires listening to
customers and collecting information about product pref erences, Best Buy created another avenue to customer centricity.

By contrast, Ci r ethd Rireddgisdrwcd s- lawnehedsin August 2006. Designed to support computers, home theatre
and car audio, Firedog came on the heels of record digital an d flat -panel TV sales (Gogoi, 2006). Lower sales volume occurred in
2007. To compensate, Circuit City laid off thousands of its higher -paid, experienced staff - ostensibly those best able to provide the
customer service Firedog waosnelg2083). gned to deliver (038D

There are many reasons for Circuit Cityds 2008 bankruptecy, including
increased competitive pressure from Best Buy and Walmart at each end of the electronics market (Kavilanz, 2009). The se macro
factors mask the long -standing disconnect between the experiences Circuit City provided relative to its promise.

The Best Buy-Circuit City relationship illustrates the importance of a holistic approach because their brand propositions are similar .

Best Buyds success rests in part on alignment
delivery of it. Similarly, Circuit City failed in part because it was unable to deliver

the experience it promised customers.

Figure 3: ACSI Customer Satisfaction Rankings, 2003-2006
78

76

74

Strong brand authenticity
Wal mart 6 s ehaas d dyscognt retailer and its more recent market -busting
" Best Buy domination comes from price -driven value not exceptional customer
® Circuit City . . .. . .
satisfaction; Walmart creates strong brand authenticity in spite of low customer

satisfaction.
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