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Close your eyes for a moment and think about a
few of your most powerful and meaningful mem-
ories. Was a specific business involved? What did
that brand offer you that added to the experience
that is now a cherished memory? Whether your
memory was of a beach vacation in Florida or
eating dinner at your favorite restaurant, every
experience people have involves the products or
services of one or more companies. Memories are
powerful! Within the business world, memories

can make or break customer relations. A recent
report from the White House Office of Consum-
er Affairs says 72% of buyers will share a positive
experience with 6 or more individuals, but 13% of
dissatisfied buyers will share negative experiences
with 15 or more individuals' . Thus, it is crucial
businesses focus on the experiences customers
have with their products or services every day to
ensure customers are becoming brand advocates.
This is where Experience Design comes in hand,



and it is the future of business as we know it. As
you read this article, consider how implementing
experience design methodology and tools can im-
prove your professional skills and company.

In this article, I will address the value experience
design brings to businesses across all industries
today, and how you can begin implementing
experience design methodology and tools in your
work. I will begin with a brief explanation of
Experience Design followed by diving deeper into
three specific applications: (1) Customer Experi-
ence, (2) User Experience, and (3) Employee Ex-
perience. To close the article, I will propose three
ways for implementing experience design in your
life today.

What is Experience
Design?

To understand what experience design is, one
must first understand how the field of study came
to be. In their article Welcome to the Experience
Economy, B. Joseph Pine II and James H. Gilmore
summarize the history of economic evolution
through the four-staged progress of a birthday
cake. In an agrarian economy, the ingredients for
birthday cakes were almost always purchased. As
the goods-based industrial economy advanced,
birthday cake mix was purchased at a slightly
higher price.

Once the service economy took hold, consumers
began ordering and purchasing fully baked cakes
instead which was accompanied by a large in-
crease in price. Now, our economy is shifting from
service-based to experience-based. In place of

ordering a cake and planning a party, time-starved

parents now outsource the entire party to busi-
nesses such as Chuck E. Cheese or the Discovery
Zone?. This recently emerging economy is what

born the professional field of experience design.

Consumers now seek businesses that offer experi-
ences — preplanned, interactive series of events —
which means businesses must now make the same
shift to stay relevant. Those who study experience
design learn how to take any interaction and break
it down into individual touch points to better
identify ways to improve the intentionality behind
process decisions and identify any existing pain
points (moments of dissatisfaction or customer
sacrifice).

As shown in Figure 1, experience design is a meth-
odology that teaches how to gather empathy data
(information directly from the target audience
used to better understand needs and desires), ac-
curately identify customer needs, ideate through
team collaboration, create and test prototypes,
and implement final products. Once proficient in
experience design, professionals can build bridges
between human psychology and business strate-
gy which in turn strengthens the quality of work
produced by companies.
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Customer Experience

The first question people usually ask after hearing
about experience design for the first time is: how
is it different from traditional customer service?
The first thing to note regarding this question is
customer service and customer experience (CX)
are not the same. In their book, The Experience
Economy: Competing for Customer Time, Attention,
and Money?, Pine and Gilmore state, “most people
using the term CX are not talking about memo-
rable events or distinctive experiences. They’re
talking about good service. That’s all well and
good, but rarely does that rise to the level of mem-
orability.” The point Pine and Gilmore are making
is that customer service is only meeting the bare
minimum.

Customer service is focused on answering ques-
tions and solving problems as they occur, however,
customer experience is about going beyond the
minimum to design an overall experience that will
create long-lasting, positive memories — remem-
ber the service versus experience birthday cake
example. Some common practices of customer
experience include customer feedback surveys,
live online chat, and customer appreciation. These
practices go beyond solving a problem or answer-
ing question; instead, they are focused on how to
deliver the business’ product in the most conve-
nient, interactive manner possible which creates a
wholistically positive experience for customers.

Some may ask, “what impact does customer ex-
perience offer that customer service cannot?” In
a recent 2023 study conducted by Oracle, 74% of
senior executives reported customer experience
impacting the willingness of a customer to be-
come a loyal advocate, and 40% of senior execu-
tives state customers are willing to pay for a better
experience*. Thus, customer experience directly
impacts profit and revenue.

Companies are investing more than ever into cus-

tomer experience efforts. Figure 2: Why Do Busi-
nesses Invest in CX shows the top three motiva-
tions for financial investments in CX departments;
all three reasons listed are direct influencers on
profit and revenue which helps to explain why
CX-focused companies have shot past customer
service-focused companies in profits over the past
five years.

WHY DO BUSINESSES INVEST IN CX?
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User Experience

When experience design methodology was first
applied to the technology industry, user experi-
ence (UX) positions and teams were formed. UX
designers are tasked with stepping into the shoes
of users to better understand how the interface
should be laid out and what features users expect
and need. By creating teams focusing on user
experience, bridges have been built between the
design and technology disciplines, increasing col-
laboration, and improving products.

Shortly after the inception of UX positions, the
quality and quantity of user research skyrocketed
which led to many innovations that are consid-
ered common today such as user tutorials and



hyper-personalization features. These innovations
are clear examples of what happens when busi-
nesses focus on creating what customers wants
versus what the business wants to give, much like
push and pull marketing strategies.

In fact, many recent studies found that an in-
creased focus on user experience design leads

to greater customer retention. One of the most
shocking statistics found that 70% of customers
will abandon online shopping carts completely
based on poor UX design of a website®. Thus, UX
design greatly affects technology companies’ bot-
tom line. It is no wonder that the number of UX
positions has increased by 52% in the last year®.

Employee Experience

Not all target audiences are paying customers,
however. Arguably speaking, a company’s work-
force has the greatest impact on overall company
success than any
other group. After
all, employees are
the ones who di-
rectly interact with
customers, deter-
mining how well a
design experience
is executed. By ap-
plying experience
design methods to
human resource
(HR) responsi-
bilities, we find a
new topic of in-
terest — employee
experience (EX).
As mentioned before, the global economy is cur-
rently shifting towards experiences which applies
to paying customers just as much as it applies to
employees.

With each new generation entering the workforce,

With each new generation
entering the workforce,
businesses find themselves
needing to provide greater
accommodations and an im-
proved company culture to at-
tract the best hires.

businesses find themselves needing to provide
greater accommodations and an improved compa-
ny culture to attract the best hires. Employees now
expect work life and personal life to blend cohe-
sively, and they expect to be seen and valued as
humans rather than numbers. EX requires those
in traditional HR roles to think outside the box
using the experience design process as shown in
Figure 1 to design an employee’s day-to-day ex-
perience with intention. What is your company’s
culture? Are employees in every discipline partici-
pating in that culture?

A common complaint regarding EX is that the
money spent and efforts made do not make an
impact on the company’s bottom line and there-
fore are not worthy of the company’s attention.
However, a recent study published in the Harvard
Business Review presents data that refutes that
point. The study found a direct correlation be-
tween increased employee experience efforts and
company profit and revenue. Figure 3: Effects of
Employee Experi-
ence on Profit and
Revenue displays a
consistently rising
predicted hourly
revenue and profit
in employee-fo-
cused businesses
across all four
quartiles in a year.

Looking at Fig-
ure 3, the data
clearly shows a
financial payoff
for businesses that
implement hu-
man-centric design in their employee experience
departments. When people are engaged in their
work, feel invested in the company’s success, and
feel valued and appreciated, work productivity
improves which directly impacts overall profits
and revenue.



Effects of Employee Experience on Profit and Revenue
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Source: Graphic based on data from Research: How Employee Experience Impacts Your Bottom Line published by the Harvard Business Review

Conclusion

Wow! We certainly have covered a lot of topics

in a short amount of time. Think back to when
you first began to read this article, and I extended
a challenge to you. Do you remember the chal-
lenge? I asked you to consider how implementing
experience design methodology and tools can
improve your professional skills and company.
Take a moment to reflect on what you have read
and the challenge extended. How can you begin
implementing experience design today?

No matter what industry you work in, experience
design will add value to yourself as a professional

and to your company as a brand. Try reading Pine
and Gilmore’s The Experience Economy: Com-
peting for Customer Time, Attention, and Money.
Pine and Gilmore are widely considered as the
founding fathers of experience design, so there is
no better place to start than their own work. Sec-
ondly, I invite you to consider your personal work
obligations and ask yourself, “How can I inten-
tionally redesign my work or team? I guarantee
that by implementing even one experience design
practice into your work, you will see improvement
in engagement, productivity, and eventually profit.
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