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Matthew Dixon, Nick Toman, Rick DeLis : The Effortless Experience: Conquering the New Battleground for
Customer Loyalty before purchasing it in order to gage whether or not it would be worth my time, and al praised
The Effortless Experience: Conquering the New Battleground for Customer Loyalty:

7 of 7 people found the following review helpful. Resonates in our environment just as The Challenger Sale did! By
JoannMy copy of the book arrived on Friday night after along work week, | picked it up and like The Challenger Sale,
| just kept reading ... so many insights backed by exhaustive research. The book uses many B2C exampleswhich | still


http://f3db.com/pub/links.php?id=B00C5R73I8

found applicable to my B2B environment. The idea of minimizing customer effort in resolving issues appliesto all
environments -- contact center, live service - it does not matter -- we all want less "hassle" factor in our lives, at home
and at work!1 of 1 people found the following review helpful. Articulates what matters most to consumers today! By
Peter P. SmithThis book totally made sense to me. It so wonderfully articulates what matters most to consumers today
and it appropriately puts paid to the notion of giving customers a"wow" experience, when all they want to do isto get
on with their lives. Great read! Peter Smith, Author, Hiring SquirrelsO of O people found the following review helpful.
Has the data on improving customer loyaltyBy Mr. A. M. ZonFor anyone who is a customer or has customers, read
this book.It has the reasons (and research data) on why we walk away from an interaction with a good or bad feeling
and what companies can do to get more "good". All the while creating a more positive work culture with better
equipped, longer tenured empl oyees.

Everyone knows that the bestnbsp;way to create customer loyalty isnbsp;with service so good, so over thenbsp;top,
that it surprises and delights.nbsp;But what if everyone iswrong?nbsp; In their acclaimed bestseller The Challenger
Sale,nbsp;Matthew Dixon and his colleagues at CEB bustednbsp; many longstanding myths about sales. Now
theyrsquo;venbsp;turned their research and analysis to a new vital nbsp;business subjectmdash;customer
loyaltymdash;with a new book that turns the conventional wisdom on its head.nbsp; The idea that companies must
delight customersnbsp;by exceeding service expectations is so entrenchednbsp;that managers rarely even question it.
They devotenbsp;untold time, energy, and resources to trying tonbsp;dazzle people and inspire their undying loyalty.
Y etnbsp; CEBrsquo;s careful research over five years and tens of nbsp;thousands of respondents proves that the
Idquo;dazzlenbsp;factorrdquo; is wildly overratedmdash;it simply doesnrsquo;t predictnbsp;repeat sales, share of
wallet, or positive wordof-mouth. The reality:nbsp; Loyalty is driven by how well a company deliversnbsp;on its basic
promises and solves day-to-day problems,nbsp;not on how spectacular its service experience mightnbsp;be. Most
customers donrsquo;t want to be Idquo;wowedrdquo;; theynbsp;want an effortless experience. And they are far
morenbsp;likely to punish you for bad service than to rewardnbsp;you for good service. If you put on your customer
hat rather than yournbsp;manager or marketer hat, this makes a lot of sense.nbsp;What do you really want from your
cable company,nbsp;a free month of HBO when it screws up or a fast,nbsp;painless restoration of your connection?
Whatnbsp;about your bankmdash;do you want free cookies and anbsp;cheerful smile, even a personal relationship
withnbsp;your teller? Or just a quick in-and-out transactionnbsp;and an easy way to get arefund when it
accidentallynbsp;overcharges on fees? The Effortless Experience takes readers on anbsp;fascinating journey deep
inside the customer experiencenbsp;to reveal what really makes customersnbsp;loyamdash;and disloyal. The authors
lay out the fournbsp;key pillars of alow-effort customer experience,nbsp;along the way delivering robust data,
shocking insightsnbsp;and profiles of companies that are alreadynbsp;using the principles revealed by CEBrsquo;s
research,nbsp;with great results. And they includenbsp;many tools andnbsp;templates you can start applying right
away tonbsp;improve service, reduce costs, decrease customernbsp;churn, and ultimately generate the elusive
loyaltynbsp;that the Idquo;dazzle factorrdquo; failsto deliver.nbsp; The rewards are there for the taking, and
thenbsp; pathway to achieving them is now clearly marked.From the Hardcover edition.

Idquo; Thisis what every business book should be like: stuffed with practical advice, wellsupportednbsp;by research,
and written to keep you eagerly flipping the pages.rdquo;mdash;DAN HEATH, coauthor of Decisive, Switch, and
Made to Stick, from the forewordldgquo;Most current customer support and customer experience improvement
programs arenbsp;merely replays of age-old concepts with some new terminology thrown in. The customernbsp;effort
research and approach recounted hereis different. It istruly the first really novelnbsp;ideathat Irsquo;ve
heardmdash;and implementedmdash;in along time. Thisis an approach that drivesnbsp;innovative, significant
improvement within my teams. . . actions grounded in solid data . . .nbsp;actions that yield measurable, customer-
visible results that we just couldnrsgquo;t achieve vianbsp;other means. It really has changed the way | think about the
support my team delivers.rdquo;mdash; DAN ROURKE, director of software support, HomeAway, Inc.ldquo;A must-
have for any true customer experience leaderrsquo;s library. Matt, Nick, and Rick arenbsp;the
Isquo;MythBustersrsquo; of customer experience, dispelling many commonly held but inaccuratenbsp;beliefs around
the drivers of disloyalty and delight and what will really drive true valuenbsp;to your business.rdquo;mdash;LY NN
HOLMGREN, vice president, customernbsp;experience strategy, Frontier Communicationsldquo;If you are looking
for one resource to keep on your desk that will bring you back to thenbsp;right focus for delivering a better customer
service, thisisthat resource.rdquo;mdash; CHRIS HALE, vice president, reservation services, Hyattldquo;Every
businessislooking for the secret to creating loyal customers. This book not onlynbsp;builds a compelling case for
effortless customer experiences being the key to loyalty, butnbsp;also provides a clear road map for any business to
achieve that goal. Itrsquo;s a must-read! rdquo;mdash;DEB OLER, vice president and general manager, Grainger
Brand, W. W. Graingerldquo;Whatrsquo;s brilliant about The Effortless Experienceisits pragmatism, illustrated by
the observationnbsp;that we can easily make things worse for customers and often do more harmnbsp;than good. Here
isreal, practical, implementable guidance to help avoid those pitfalls.rdquo;mdash;RICHARD JOY CE, operations



director, Home Retail Group Customer Servicesldquo; The Effortless Experience provides a well-researched
foundation for customer experiencenbsp;transformation. Reducing customer effort links the work of the service
organization tonbsp;the business-wide goal of increasing customer loyalty. The concepts themselves
arenbsp;pragmatic and actionable and this book will get you under way.rdquo;mdash; SUE ATKINS, head of service
experience, Telecom NZ LtdFrom the AuthorWe are proud to offer a host of additional materials, including practical
tools that can help any company get a jump-start on their "low-effort journey."



