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Praise for Experience Is Everything


“Jeannie makes CX feel doable, disciplined, and downright energizing! Jeannie doesn’t just talk about customer experience—she shows you how to build it into your muscles. Her microhabits hit that sweet spot where mindset meets discipline, turning everyday moments into compounding growth. This is the kind of book you finish and immediately think, ‘Oh…I can use this Monday.’ And then you actually do.”

—HENNA PRYOR, CSP, Speaker, Bestselling Author, Inc. Writer

“Nobody understands daily customer moments better than Jeannie—this book shows leaders how to design them intentionally and deliver them consistently.”

—ADAM TOPOREK, Author of Be Your Customer’s Hero

“This book turns engagement theory into daily CX practice. Follow Jeannie’s steps and watch morale and loyalty climb together.”

—JOE MULL, Author of Employalty and Founder, Boss Hero

“Jeannie shows leaders how to show up for customers with the same credibility she models onstage—intentional, authentic, and consistently customer-first. Jeannie’s years of experience and passion for her work is hands down brilliant, and her concepts work! She has consistently demonstrated what she recommends for her clients through the top-notch customer experience she delivers.”

—STACEY HANKE, CEO and Keynote Speaker

“Built on integrity and practical insight, Jeannie shows how small, intentional moments create big wins. Delaware North has seen it firsthand.”

—MARCUS STORY, Senior Director, Customer Experience, Delaware North

“Jeannie Walters doesn’t just talk about customer experience—she makes it actionable, human, and (above all) doable. Experience Is Everything proves that CX isn’t a department—it’s a discipline. Essential reading for every CX leader.”

—ANN HANDLEY, Bestselling Author and Chief Content Officer, MarketingProfs

“Packed with practical ideas and memorable stories, Experience Is Everything shows you how to create intentional moments of magic at scale. If you want customer experience to be your competitive edge, read this book before your competitors do.”

—SHEP HYKEN, CX Expert and New York Times Bestselling Author of The Amazement Revolution

“This is an incredibly useful, practical, and clear playbook for demystifying experiences and turning them into a powerful business advantage. Highly recommended for all business leaders who care about customers.”

—JAY BAER, Author of The Time to Win: How to Exceed Your Customers’ Need for Speed and New York Times Bestselling Author

“For years, I’ve watched Jeannie turn empathy and clarity into real, consistent customer experiences. This book is the antidote to performative ‘We care about customers’ slides—finally giving leaders a way to prove it in every moment.”

—GINI DIETRICH, Founder and CEO, Spin Sucks and Creator, PESO Model®

“With trademark integrity and decades-deep CX expertise, Jeannie shows why disciplined customer experience isn’t soft—it’s a truly winning strategy in any business. Get ready to build your own CX Mission Statement and turn ideas into real outcomes.”

—SID BANERJEE, Chief Strategy Officer, Medallia
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INTRODUCTION [image: ] CX

CUSTOMER EXPERIENCE.

Those two words can evoke several definitions, depending on who you ask.

People love to conflate the idea of customer experience—or CX—with customer service. What’s the difference? Well, let’s talk about it.

Customer experience is what happens between a brand and a customer along every step of their journey: that means each interaction, each touchpoint, each communication. These experiences lead to a perception by the customer. Was that better than expected? Worse? Surprising? Memorable? Meaningful?

Customer service, however, is what happens when customers need support, service, or information. Customer service is an important part of the overall customer experience… but it’s not the only part.

I like to make this distinction: Customer experience is proactive. Customer service is reactive.

And my first ask of you, my new CX friend, is for you to approach the ideas in this book proactively. You are in control and empowered to consider, design, and deliver the customer experience. You are allowed to think big. You are going to approach your role here not as a passive reader but as a powerful customer experience change agent!

Deal?

Great. We’re friends already.

I like to think about CX as a relationship. Years ago, when our kids were little, we experienced a true moment within a customer experience. My son has a tree-nut allergy. These types of allergies are very serious. He carries medicine and an EpiPen wherever he goes. When he was in grade school, we had to replenish the supply of EpiPens every year, as the medicine expires. You’ll notice I say pens, plural. We needed to have one for the school nurse, for the babysitter, for the car, for the downstairs bathroom and the upstairs bathroom, for the soccer bag, and for the backpack. I can’t recall how many we actually got, but it was quite a few each year.

Well, one year the price skyrocketed. Each EpiPen was now around $1,800. This was devastating news to us, of course, but my husband and I determined that it was one of those expenses we couldn’t avoid. We simply had to do it.

We have used the same local pharmacy for many years. We submitted our massive EpiPen order to them, as usual.

Later that day, they called. The head pharmacist said he was upset and angry about the price hike. One of the big pharmacy chains had announced a special coupon to combat that pricing. This small, local pharmacy couldn’t compete, but he had sent my prescription there with the coupon. It saved us thousands of dollars and cost our pharmacy even more in lost business.

I continue to share this story, years later, because it’s such an excellent example of proactive customer experience. Instead of just reacting with a “What are you gonna do?” attitude, this small business understood the value of a long-term customer. They thought beyond the transaction and focused on the relationship.

This is what you and I need to do in leading customer experience.


I’m Talking to You

You might be reading this and thinking, We sell whatsits, or I work in a government agency, or simply, This doesn’t apply to me.

Oh, but it does. We have customer experiences when we are going to a Beyoncé concert or paying a parking ticket. In each case, we have a goal as a customer, and we want to achieve that goal in the easiest, most convenient, and most delightful way possible.

Yet customer experience can’t be just about the customers. That sounds weird, I know! But most of us are here to deliver on a job. We have businesses to run, goals to achieve, and outcomes to report. That means we have to approach CX as we approach any other part of the business; it’s about balancing the efforts we put into the experience for customers with the outcomes we want for our organizations.

In working with dozens of organizations (including financial services, retail, fitness, technology, government, nonprofit, education, health care, and more!), I’ve recognized a pattern among those who understood how to get the results they wanted out of the efforts they took. It came down to three things:


	A universal and defined customer experience mindset. That’s why we developed the CX Mission Statement as a standard. This can’t be all talk—it becomes the North Star and vision for your customer experience. This is shared throughout the organization and used as a powerful tool to help everyone get aligned.

	A defined strategy. This is the missing piece in most organizations. Without a defined strategy—a plan to achieve specific outcomes—everything feels ad hoc and disjointed. Your organization can’t be all things to all people. This strategy helps define what you prioritize and why.

	The daily discipline to track progress and course correct. Instead of focusing on vagaries or reacting to every fire drill, this requires the business acumen to align your efforts back to the mindset and strategy you have defined.



Many organizations don’t have a leader focused on customer experience. That might be your situation. But by picking up this book, you are telling me something about yourself. You understand the importance of customer experience. You see that it can be a winning business strategy when approached in this way. And you’re ready to lead. You are a CX change agent.



CX as Your Organizing Principle

The success of your organization relies on some basic business realities.


You have to be profitable.

This is true for nonprofits and government agencies and everyone else. Your organizational budget has to be funded positively. This means we have to ensure that more revenue is coming into the organization than is going out in expenses. A positive, proactive customer experience can drive that profitability… but only if you know what goals to prioritize and how to put in the right efforts to achieve those goals.



You have to be efficient.

Even if the revenue is coming in, you have to manage expenses and reduce inefficiencies. This shows up in many ways. Poor customer experiences lead to organizational inefficiencies because they lead to reduced customer lifetime values, customer refunds, and higher service costs, to name just a few consequences.




You have to have a great culture with happy employees.

No organization will survive with employees who aren’t happy. Our workplace cultures must reflect who we are and who we want to be. Employees need to feel empowered to take action that makes sense both for customers and for the organization overall. Consider approaching CX as an umbrella term that covers not just how we treat customers but also how we treat each other, how we treat partners and suppliers, and how we can all benefit from this approach. It’s important to see CX as more of a total experience. In all its simplicity as a term, it is more nuanced and complex than most give it credit for.




Here We Go

In my work as a customer experience adviser, I partner with leaders just like you. These folks are often tapped on the shoulder and told, “Congratulations! You are now in charge of customer experience!” They’re given little direction and fewer resources. Yet they know there is work to be done. They send out the surveys and see the negative feedback. They witness the siloed communications and broken processes and understand why customers feel neglected, frustrated, and disappointed. Yet they don’t quite know what to do or where to start.

Or maybe the customer experience is going just fine—at least that’s what the C-suite believes. And yet those in charge think more people in the company simply need to “get it.” This is when the work can be especially challenging.

My job includes sharing the hard truths. Your best, most loved customers love you back. But the majority feel neglected and ignored. And yes, your people need to “get it,” but we have to spend some time defining what “it” means for your brand and organization.

I essentially see the work I do as education first, with a lot of empathy and compassion for the earnest leaders doing their best in often less-than-ideal circumstances. This is why I’m passionate about speaking, consulting, training, and writing around this topic.

With teaching in mind, we have developed a framework around the ideas that help make customer experience efforts succeed.
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CX Foundations

I believe we make this world a better place when we strive to do this well. The mission of my company, Experience Investigators, is “To create fewer ruined days for customers.” It sounds deceptively simple, doesn’t it? But it means we are removing points of friction from someone’s day. We are focusing on the human we’re serving and their real life, not some generic persona. We’re helping them achieve their goal in a more convenient and delightful way. That’s meaningful work. As you approach your role as a leader, I encourage you to think about that person.



The Crane on the Cover

At Experience Investigators, our logo—affectionately known as Craney—is more than a design; it’s a symbol of purpose. Inspired by the Japanese tradition of folding paper cranes, which represent peace, healing, and hope, Craney reminds us that meaningful experiences are created through intention and care. In Japan, folding a thousand cranes is an act of patience and compassion—each fold a quiet promise to do something good for another. That practice mirrors how great customer experiences are built: not all at once, but moment by moment, through empathy and consistent action.

Craney also reflects the foundations of our work: mindset, strategy, and discipline.


[image: The logo of the thrash metal band Havok.]
Craney

The mindset to approach every interaction with empathy. The strategy to connect those actions to a greater purpose. And the discipline to keep showing up—to listen, to act, and to serve—even when no one is watching. Each “fold” in that process represents a choice to make CX more human, more compassionate, and more impactful. Like Craney, when we bring heart and intention to our work, we create experiences that lift others—and help all of us rise together.

Let’s make the world a better place, shall we?






CHAPTER 1 [image: ] CRAFTING THE CX MISSION STATEMENT

A CUSTOMER-CENTERED MINDSET IS A critical part of defining a customer experience culture. I often see leaders make assumptions about this. They believe CX is “common sense” or simply ask employees to “think of the customer.” But every person in your organization brings unique backgrounds, life experiences, and understanding. It’s not fair to assume that what you believe to be a “great” customer experience is the same as what others believe.

So how do organizations overcome this? They align around one single idea of what the customer experience is. To facilitate this, we use a CX Mission Statement to create and reinforce that alignment.


The CX Mission Statement

The CX Mission Statement is a succinct, one- or two-sentence statement that captures the experience you want to create for every customer, every time. Regardless of industry or activity area; regardless of whether your organization is B2B, B2C, or a nonprofit; and regardless of who your customers might be, the goal of this CX Mission Statement is the same: to provide your employees a consistent philosophy around what the customer experience should be and how all your employees—customer-facing or not—contribute to ensuring that customers are living the intended experience. It’s about your promise. How can you show up for your customers consistently?

Developing and articulating the CX Mission Statement takes place through four key steps:


	Collect: The first step is to take stock of where the organization stands today in terms of its overall vision, value, and mission. Do this by collecting these relevant documents, such as your organizational vision, mission, and values statements, and also speaking with key leaders and influencers within the organization in case there’s something else floating around.

	Reflect: Through four powerful questions, reflect on the experience your customers are promised and the experience you can realistically and consistently deliver.

	Connect: Put it all together! Draw from the documents collected and the answers to the four reflection questions to craft the final words of the CX Mission Statement. Our CX Mission Statement template will help you structure this short yet mobilizing declaration of your customer experience mission.

	Direct: What’s the use of a statement if it’s never put into action? The CX Mission Statement is not merely a document but a tool to use. This final phase of the CX Mission Statement process is when you use the mission statement as a guide for every facet of your organizational activities.





STEP ONE: COLLECT

The first step in developing your CX Mission Statement is to collect information. The material that already exists in your organization can help you identify your organization’s customer experience mission. The CX Mission Statement must reflect who you are as an organization and how you want to show up for your customers. You therefore want to collect anything that can shed any light on what makes your organization unique and that identifies the core ideas behind the customer relationships you want to build and the image you want to project.

Start by collecting documents such as your organization’s mission, values, and vision statements and any other statements or declarations—at the corporate level but also at lower levels (like business units or departments) if such statements exist—related to customer experience. The actual names of the documents are irrelevant, since different companies will use different names. This may make them tricky to parse. Some companies, for example, use layers of documents. At the organizational level will be the corporate mission statement and perhaps a big value statement; at lower levels of the organization, you will find teams with their own mission statements or business units with vision statements. Some organizations keep a vision document and a set of twenty-five values. Keep your wits about you as you dig.

It’s great if you can include your brand documents—like your brand promise, if that exists. It’s okay if you don’t come away with a perfect set of applicable documents. Collect what you can. What you’re trying to do is make sure you start from a place that doesn’t conflict with what is already defined about who you are as an organization.

Sometimes you may have to reach out to different leaders and ask guidance on where to find things. This can be a great way to build relationships and remind your leaders that customer experience is a focus. Many clients have shared that the discussions around values and how they should apply to CX have been powerful in connecting with leaders across their organizations. Be brave and ask for help! Take notes on what they tell you—sometimes that can help with mission statement development too.

Again, the names of the documents don’t matter. The quantity of documents doesn’t matter. If you only have a mission statement but no documents concerning values or laying out a vision, that’s okay. Even if you find only one thing—that’s okay. Just document what you can.

The following ideas can guide you as you engage in your collection efforts. The first thing to recognize is that your first draft is going to be messy and disorganized. That’s how first drafts are. Remember, keep your WHY front of mind. This is about delivering for your customers consistently and defining the expectations for everyone. It will be worth the work.


Does This Apply to Customers?

The core question to ask as you collect these documents is this: What best applies to customer experience? The important thing is that the documents you collect help reveal the aspirations and goals of the organization for its customers—even if the documents don’t directly address the customer, as many don’t.

Some of the existing statements you collect may be full of corporate speak (corporate mission statements are guilty of this!), but they can still be valuable. Look beyond the language and try to determine the core message: What are the authors of the statement in question really trying to get at here?

It’s possible that you will review the documents you’ve collected and think, None of this really applies to customer experience. For example, you may find that your mission and vision statements aren’t really about customers at all; they are about shareholder value or being “best in class.” Many of these documents will be about big, grandiose ideas. All of that is great for two reasons. First, because you are going to take these big, grandiose ideas and look for the motivations behind the words. And second, because you want to make sure that you are not writing a CX Mission Statement that conflicts with those motivations. The goal in this process is to make sure that you’re building on whatever exists in your organization already.

Sometimes, you get lucky! Every so often, an organization’s vision or mission statement is quite good and applies directly to the customer experience. Great! You will be able to take much of that content as a jumping-off point for the CX Mission Statement. On even rarer occasions, you can use your organizational mission statement as your CX Mission Statement…. But I’ll be honest—I haven’t seen many examples that are perfect fits.

You will also have to turn on your discernment, because there may be some universal truths or assumptions about the organization’s values and mission that are not necessarily documented. Undocumented truths about customer experience present an opportunity for the CX Mission Statement to clarify and make explicit what many people know already. For example, your CEO might talk about treating customers like family. That’s significant when it comes to customer experience. Use what you know about what’s important to your organization and leaders, even if it’s not black-and-white.



Acknowledge What’s There and Stick to the Script

As you collect nuggets from the extant documents, don’t be afraid to summarize. Sometimes you will be given very lengthy documents with a bit too much information. Summarize this information to focus on the core ideas that you want to make sure will be included in the CX Mission Statement. Remember, it’s not about perfection; it’s about progress. (I often remind my clients of this with a mantra: Progress over Perfection!)

On the other hand, if you’re having trouble finding enough documentation, you may be tempted to create some documentation yourself. For example, you might think, We often talk about being service-minded or We’re really about showing up for the customer as gracious hosts. Jot that stuff down, but keep it separate; in this phase, you are collecting what exists. Riffing too early creates the risk of undermining the organization’s mission.

Likewise, don’t change anything that already exists. You might be tempted to adjust a document’s text to make it mesh more closely with the idea of customer experience. Or you might be tempted to adjust the phrasing or change some words because you feel the words are just “not right” or you want to go in a different direction. Remember that in the collection phase, you want to make sure that you’re representing the truth of your organization today.

The bottom line: It’s absolutely vital to acknowledge and respect what is valuable to you and your organization today. To do otherwise will invite pushback when you roll out the CX Mission Statement later. People will look at the CX Mission Statement and think, This doesn’t reflect our values at all. Our values include _______. Why don’t they have _______ in the CX Mission Statement?



More Voices

One of the biggest challenges for any CX leader is getting leadership and cross-functional buy-in. That is why—in every step of the process, starting with collecting and including reflecting, connecting, and (as we will see in the next chapter) directing—you want to bring in other people from your organization. This is the only way to get buy-in from throughout the organization from the beginning. To meet this challenge, you have to consistently and continuously make sure you’re including others, you’re collecting opinions, and you’re respecting those opinions. Acknowledging





Too Many Chefs?






Let’s Talk About Values






Bias Toward Action







STEP TWO: REFLECT




What’s Our Brand Promise?









Explicit vs. Implicit Promises



Don’t Focus on the What






What’s in It for the Customer?











What Can We Consistently Deliver?






Start with Single Words





Be Realistic





The Humble Lawyers: A True Story






What Do We Want Our Customers to Feel?








What About Negative Emotions?




Look for Real-World Examples
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Connect Template






STEP THREE: CONNECT




















Sorting the Ideas





Word Battles







Watch Your Language







The Boss Suggests…
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