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Jill Salzman: I’m here with Jeannie Walters! Jeannie is THE expert in customer 
experience. 

Jeannie Walters: Most people do want customers. We spend a lot of time thinking 
about marketing and sales. Often as business owners, we forget that once people 
become customers, we really have to think about the experience they will have.

We need to make sure we are constantly evaluating… are we delivering the best 

experience ever? Otherwise, you’ll spend all of your energy on sales because all 

of the customers you get will leave and say terrible things about you. 

JS: Are you suggesting we spend more time with existing customers rather than 

getting another customer? 

JW: We always have to have sales, but if you look at your retention rate, your 

churn rate, things like that … how many customers you are keeping. Your referral 

rate is another good thing to look at, because that actually tells you: are your 

customers happy with what you’re doing? Or are they saying, “Oh, that was okay 

but I’m not going to buy from this person again.” 

JS: Who are you? 

JW: I have been in the field of customer experience for about twenty years now. 

There are lots of different ways to look at customer experience; people generally 

think of surveys or customer service, which is reactive. 

What we’re talking about is being very proactive about designing the best 

experience for your customers so that you can actually know what kind of 

experience you’re going to deliver and see where you need to improve it. That will 
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improve loyalty; that will improve referrals. The ultimate goal is advocacy where 

your customers become your sales force.

JS: Why do we care? Where have you seen this work? 

JW: A good example is Costco. They don’t advertise. They don’t do a lot of 

direct marketing. It’s not about getting people in the door. They provide a great 

experience for their employees and their customers: Happier employees will 

deliver a better experience. 

They listen to the feedback that they get and they improve. Everybody that 

goes to Costco talks about it like it’s mecca. They have a huge group of 

customers who are unbelievable advocates for them.  So they don’t have to 

invest in sales. That’s how they keep their costs down. 

JS: Yeah, but I’m not Costco, Jeannie! I’m a small business. I’m one person.

JW: That’s why it’s even more important. If people feel wooed by you during the 

sales process and then they become a customer and they can never reach you, 

or maybe your invoicing stinks… it’s that part of the experience that can be really 

miserable. 

If you’re not paying attention, that’s what chips away all that love that you feel 

in the beginning when you get a customer. That honeymoon period goes away. 

And it’s not necessarily a big thing; it’s a little thing, or it’s a bunch of little things 

that as the “business person” we just don’t think about. 

Our goal is to get the invoice paid, but what our goal should be is to make it as 
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effortless as possible for the customer to do that – to make it a little moment 

of delight, if we can, in a painful experience – because nobody loves paying 

invoices. 

Looking for those little things along your journey and understanding the 

customer’s journey can actually help you because it will reduce your effort 

needed in getting customers in. Eventually your customer will help you 

innovate around the customer experience. They have something invested. 

How many of us, if Costco or Amazon came to us and said, “What didn’t you 

love?” We might have to think about it. 

JS: Because we know that they’ll listen, and they’ll change it.

JW: Airlines, on the other hand… How many surveys have I filled out for 

airlines? Millions.  But we’ve become accustomed to not being heard by them 

as customers. Our defenses are up even when we’re about to buy from them. 

The same thing can happen with small business. If your customers know, “She 

never calls me back now that I’ve signed on the dotted line.” They’re gonna 

resent that, they’re gonna feel that when they pick up the phone, and you’re 

gonna see that difference as the business owner.

JS: This is the same for service-based and product-based businesses?

JW: You have to think about the actual journey, so that part can be a little 

different, but it’s the intent. Make the journey for your customers easy, 

effortless and delightful where you can. 

JS: I love this! We’re going to tell you how to do that. We’re on this journey 

together now!
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JS: We’re back with Jeannie.  We’re going to tell you how to do this customer 
experience thing.  What do we do?

JW: We’re going to walk through it which is kind of a challenge but it’s worth 
the time. 

When we think of our business plan, for instance, we often think of marketing 
and sales. We detail it out and get excited. 

We’re going to take the journey from the customer’s perspective from where 
they first discover your brand – maybe even before they know they need you – 
all the way through to where they become raving fanatics about your brand. 

JS: How do you know where to start? What if they find me in 15 different ways?

JW: That’s still your perspective – they only know the one way that they find 
you. Get out of your head all of the marketing and business speak about 
“channels”. 

What we’re going to do is walk through the journey and all its phases from 
awareness to advocacy. We are even going to talk about what to do if they 
leave you during that process. We love to think that human beings are rational 
and we make these processes that are so linear and we expect them to march 
through.

We spend a lot of energy saying, “They’ll find us through the funnel!” Maybe 
they saw you speak. At the moment they’re not in the mindset of, “This is what 
I’m looking for.”  They’re literally just like, “Huh. Who knew?”

JS: So even if you sell a product, or you’re a coach or a graphic designer. 

JW: Yes – all of it. 

JS: Take us through the journey.
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JW: You’re going to move through the journey as a customer from:

• Awareness – you’ve just discovered the brand, however you found it
• Consideration – you’re thinking, maybe but not too seriously
• Selection – this is where we do comparison shopping and we’re starting to 

really think, “How would it be to be a customer there?”
• Buy – We as business people often overlook this as a full relationship 

point. We think of it as, “They signed the contract!” or “They pressed 
purchase!” There’s so much more to unpack about that from the customer’s 
perspective. 

• Onboarding – the first 90 days are super important for your business. This is 
if you have a system or a service.

What are the ways that the first purchase isn’t a transaction; it’s an interaction?

We often assume, at that point, that they are satisfied customers. There is a 
satisfaction phase, but we’ll talk about that. We want to get them to become 
loyal, but that’s still not the end. We want them to become advocates. 

And so we have to look at what that means in our business.

Let’s say a customer came to my website and bought an e-book. And 
then I market to them “buy this, buy that, buy this”! and it becomes super 
transactional. This isn’t what we want in that moment. 

We really need to think about what experience we want them to have and how 
are we serving them. 

I’m going to tell you what to think about in each of those phases.

JS: Get your pencils sharpened!

JW: The first phase is Awareness.

A great exercise: Use an “I” statement from the customer perspective. 

“I have a need for: _________________________________” For your business you need 
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to define that. Literally walk through as many steps as you can. Break it down as 
much as you can to the point of, “What happens if they search on their iPhone, 
using native search versus Google?” What do they discover during that phase? 

JS: I go to Amazon and say, “I need a video” or “I need sneakers” and I write all of 
those down? 

JW: Yeah, write as many as you can down. Think about how people first see your 
brand in any context. So if it’s a referral – what does that referral sound like? 

JS: What if I don’t know what it sounds like?

JW: Then ask! This is a great opportunity to reach out to prospects, customers, 
other peers. Founding Moms, for instance? I bet they can find answers in the 
forum! 

You can ask, “How would you refer me if you were to refer me? That’s such 
a great way to build off of what your customers are already saying in your 
marketing.

In the awareness phase, really start asking, “What are the weird ways people have 
said they’ve found us?” This is before they’re entrenched in the buying process, 
where people call and people have just heard about your business. They just 
want to talk about it but they don’t really have a need for it yet. 

If you are in search, what does that look like? What are people searching for? 
What if you have podcasts? How did they discover you, and what does that look 
like? 

JS: I want to tie this to a lot of members who say, “How often and when should 
I send out my newsletter or a blog post?” And people will Google, or they’ll ask 
friends. I like that this kind of intel you’re suggesting is gonna give all of you a 
different answer from what your friends or Google said.

JW: Everything you do must be in the “I” statement formula. No customer says 
SEO. What are they actually doing when they happen to see the brand?
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JS: Do a lot of your clients say they don’t remember how they found you? 

JW: If they don’t seem to remember, it usually means they’ve seen you in 
several places. The credibility then gets high enough for them to pick up the 
phone. It’s a credibility check. If you’re in a bunch of places and people can’t 
remember where they found you, that’s usually an amalgamation of all those 
different places. From their perspective, it’s “I was reading an industry blog” or “I 
saw you speak…” 

That ‘I’ statement exercise is one of the most powerful things you can do to 
really look at it from the customer’s perspective. If you have a peer you can 
trust, call each other out on the business speak because it always gets in there.

JS: Post your statements in the forum and we can rewrite them together from 
the customer’s perspective. 
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JS: We’re back! You’re so aware now! You’ve made your list! There is so much 
more! What now?

JW: Let’s talk about a sales funnel. We throw customers in the top and they pop 
out as customers. I think we need to break this down further. 

There’s the awareness phase: “Oh that looks cute.” Now they move into the 
consideration phase where they think, “Maybe I have a need for that.”

They are not in the nitty-gritty of researching. They’re not ready for pricing. 
They’re just considering. They are window shopping. 

Consideration is the phase where they are getting to the point where they feel 
they might have a need and they might want to look into it further. 

Break down your journey. Once they become aware of your brand, what happens 
in that moment where they go “Oh, I do need to consider joining or buying”?  
Once they get to the next phase, which is really seriously thinking, “I need to do 
something. I have a need I need to fill.”

The selection phase is absolutely bigger than just selecting your company! When 
a customer is doing that Google search they are going to click on four different 
things. They are going to look at all of the options that are available to them. This 
is the phase where they might reach out for more information. In this stage, they 
may ask people about your brand, they may look deeper into your website. 

From selection, they move into the buy phase. A buy phase is different depending 
on the product. You have to wonder, why is the customer giving me this money? 
If you’re not buying from Amazon, you’re buying from an unknown. They may not 
send you a confirmation – this is where small business goes wrong. 

JS: The mentality is because we’re doing all of the work, we feel like we’ve done 
all the work.  By the time you’re purchasing, we’ve done plenty of work. We sorta 
feel like you should take the thing and run with it. You assume they’ll get it in the 
follow up. You’re saying we need to reassure from the get-go. 

JW: If you do nothing else, look at what happens when someone actually buys 
from you. 
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What happens in the “Yes” moment? Do you heap thanks on them but then talk 
about you and your product? You need to reassure them that they are going to 
get the value that you just promised them. Outline what happens next. This is an 
important confirmation. 

JS: We can forget about it once we know. 

JW: Anything you can do to be proactive can assure the customer that you were 
ready too.  Use those “I” statements in the buy statements. Really get into your 
customers’ heads. “I’m making this purchase because…” “What are my concerns 
as I make this purchase?” “When will it ship?”

JS: I bought the thing, if you don’t tell me when it’s coming, you still have my 
money. Why would you feel compelled to do anything?

JW: They need reassurance before the sale. If you say, “You will receive this 
in approximately five business days,” but it’s actually shorter than that, that’s a 
moment of delight. As you go through the journey steps, you’re going to realize, 
“Oh, there’s information we should be telling our customers back here…” 

This is not just a linear progression of steps. Where can we add moments to 
make things easier, effortless and more delightful?

JS: YES! 

JW: The buy phase can look a bunch of different ways. Contracts require legal 
language but let’s spend some time in the contract talking about what will go 
right and not what will go wrong. 

In retail, especially, pay attention to the words that are used.  What are the ways 
that are used to present the purchase to the customer? Nordstrom is famous for 
walking around the counter to hand you your purchase. 

JS: I didn’t even realize that was planned! That’s nice! 
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JW: For some reason, I got in the habit of saying funny turns of phrase that were 
negative. In the buy phase, the communication can become impersonal and 
negative. We need to focus on saying things from a reassuring standpoint. 

JS: What is the timeframe of this whole process?

JW: The evaluation process depends on your journey. Some sales cycles are six 
months. And sometimes as small business owners, we don’t know how long our 
sales cycles really are. I would say that you can brainstorm this in an hour and 
then you can start really observing and paying attention. Once you can get the 
steps you know out of the way, you can figure out if you’re skipping a step. This is 
where you have to really pay attention. It’s not a one-and-done thing. 

JS: It’s an ongoing journey. Are we done at buy?

JW: We’re sort of done at buy. One other thing: Sometimes the only interaction 
we have with customers is invoicing. When Microsoft started their templates and 
they put on the bottom “Thank you for your business” everyone now uses this. 

If you have a small enough customer base, you can come up with something 
personal. Come up with something that is more special. Contracts and invoices 
are naturally negative experiences so we need to make sure it’s great. The first 
invoice and receipt need to be positive. 

JS: I recently changed my wording from “invoice” to “request.” 

JW: This is what you’re looking for in your journey. If we’re giving them flowers 
and roses through the acquisition process and then the invoice is super generic, 
it’s a negative thing. What can you do to be positive when they hand over their 
money to you?

JS: We’re going to be back. 
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JS: We’ve gotten them to buy! 

JW: Let’s use our “I” statement. “I have bought”!

JS: We’ve selected, we’ve considered, we’ve bought. We’re millionaires and 
we’re done! 

JW: There is always more! This is the part where we actually think about the 
least when we set up business. What are we going to do and how are we going 
to deliver it. We don’t think about the actual customer experience. 

The phases are: satisfaction, loyalty and advocacy. 

Satisfaction is, “I expected this and you gave it to me.” Do not rest on those 
laurels! We had this great mutual marketing dating period with lots of positive 
language. Then you delivered what I expected but anyone can do that. Satisfied 
does not mean loyal.

JS: I’m not hooked yet. 

JW: We are bad at thinking about the customer perspective. Banks will say, 
“Customers want a stable place to put their money.” Isn’t that the definition of 
a bank? We aren’t going to say the bank doesn’t look stable. We’re going to 
select the competitor that has the most convenience. If you’re delivering the 
bare minimum, then people are going to look elsewhere. 

JS: We don’t want to stay bare minimum. 

JW: How can I differentiate to offer my customers the best experience? 

We want customers to move into the loyalty phase where they are very happy. 
We still can’t rest! Many of us were loyal to Blockbuster but people are only 
loyal until they’re not.  It’s really easy to talk ourselves into a narrative, especially 
when we have really close relationships with our clients. 

JS: You can spend money on a great website but customers still might not be 
satisfied. 
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JW: It reminds me when people would say, “People love coming into our stores; 
they won’t go online,” but everyone went online. You have to look at the ways 
that you are over-delivering. Do your customers have what they need? Is it easy? 
is it proactively delightful?

You want to move to, “Yes, it’s fine,” to “I’m really loyal because they really take 
care of me,” to “I love these people; I’m gonna refer all my friends. I can’t wait.” 

How would you like to be treated as an advocate? It doesn’t have to be money; 
it can be time or attention. 

Advocacy is about moving someone from, “Yes, this is really great for me,” to 
“It’s gonna be really great for you too and here’s why.” Construct your journey in 
this way. 

Do not approach this as a linear sales funnel. We make decisions with emotion. 
You need twelve to twenty positive experiences to overcome a negative one. 
You need to think about what will happen.

Think about your worst customer on their worst day so you can think about what 
would happen if the website crashed, or if they called during an emergency, 
or the shipment didn’t arrive on time. If you can recover someone in a negative 
moment, loyalty can actually go up. The best customer service stories always 
talk about the recovery after a crisis.

JS: From a small business owner perspective, I had an experience where I got 
handwritten notes from an owner when something I had expected didn’t arrive 
on time.  

JW: You need to think about it in advance. We’ve all had those sleepless nights. 
A lot of us go into hibernation mode because we’re afraid. If you think about it 
in advance, you’re so much better prepared to turn those negative experiences 
into good ones.

The flipside, at any phase in the journey, think about what happens if the 
customer leaves you in that phase. What if they leave you after they received all 
of your marketing but they don’t buy, and then you dump them right back into 
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your marketing cycle? It’s like you never had a relationship. People hate that.

What happens if they were satisfied but they didn’t have a way to get feedback? 
Provide ways for feedback that’s very specific. Map out your whole journey and 
you will find that there are gaps between what you want to provide and what 
you actually are providing. Now that they are a customer it’s not about invoicing 
them, or sending out an newsletter once a week. Ask for feedback constantly. 
You have to let them know they’re heard. 

JS: If you’re pouring money or energy into marketing or sales, but then you figure 
out you just have to tweak a few things in your invoice so that people will pay 
you, you can devote less time to marketing and sales. 

Can you recommend tools for people to do this?

JW: You can do this on a piece of paper, PowerPoint, or whiteboard. Make a box 
for each of the phases I talked about, and take some notes along each phase, 
translating into your customer perspective. Look for the places you know you 
can improve. In this phase, why would they leave us? I don’t see reassurance. 
Then you’ll get a new perspective. The opportunities are everywhere! 

It never ends. 

JS: This is the first time in FMC courses where I think you really need to plot 
your whole plan re-watch this video so that you can check what you might have 
missed. 

Where can they find you? 

JW: www.cxwebinar.com, www.360connext.com

We have lots of free resources where we help people. 

JS: Ask questions in the forum! See you soon!

http://www.cxwebinar.com
http://www.360connext.com
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DREAM LIST

     Take a moment to free write what you think your 
customers think about you.
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JOURNEY

At each segment of the customer experience caterpillar, write your “I” 
statements from your customers perspective. 

Example: “I have a need for: _________________________________”

AWARENESS

CONSIDERATION

SELECTION

BUY

ONBOARDING
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SEARCH YOURSELF!

Make a list of the first five things that come up on Google when you 
search for your business. Think from the customer perspective – what 

would you search if you were looking for a  product or service like yours? 

1.

2.

3.

4.

5.
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CUSTOMER POST

What do you do AFTER a customer has made a purchase from you?

I.

Then list two ways you could improve this step:

1.

2.

II.

Then list two ways you could improve this step:

1.

2.

III.

Then list two ways you could improve this step:

1.

2.
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SATISFACTION

Are you meeting your customers needs? What are you doing to satisfy them and 

move them up to bigger and better rewards? What does each level offer? 

SATISFACTIONSATISFACTION
RE WA RDS CARD
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THOUGHTS? PUT ‘EM RIGHT HERE:
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