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Why It’s The Experience Stupid – Traditional vs. Experience
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To fully understand the ideas behind customer experiences, we’ve got to look at how we got here.
The traditional approach to getting people to buy was through the use of features and benefits or F&B
marketing.
It is actually believed that consumers rationalize their buying decisions based on some sort of weighing
system and that they pick the item with the highest overall usefulness.
Marketers attempt to build a “pyramid of quality” based on some perceived benefit tied to the product
features.
Different benefits are stressed to different segments of the market.
Like, Tide is so powerful or Ivory Snow is 99 and 44/100% pure or Dash attacks tough dirt at a great low
price etc.
Traditional marketers view customers as being rational; like you have a process you use to make buying
decisions i.e.:
• Need – the gap between “what is and what could be” or
• Research – like consumers really take the time to read the mumbo jumbo on the side of the box
• Computation – as though consumers actually evaluate choices
i.e. Laundry detergent
• Out cleans the competition
• Smells lemon fresh
• Prevents stains from setting
• Contains non-chlorine bleach
• Comparison – does the consumer actually compare expected performance with actual performance
Who really buys anything this way?
The world of traditional marketing is based on one assumption: products are bought and sold in terms of
functional features and benefits.
There are a number of traits worth saving like:
• Objective setting
• Are we in for profit or market share
• Focus on current, new or competitive users
• Market segmentation
• Geographic information
• Demographic information
• Psychographic information
Traditional marketing has an almost complete lack of regard for the consumer’s real needs. And they back it
up with some worthless value proposition or positioning statement that means nothing. They have missed
the very core of the primary human experience.
Traditional marketing has treated brands as individualities that somehow suggest quality rather than sensatory, emotional and insightful relationships that equal a rewarding and memorable customer experience.
Customer experience marketing creates that encounter through interacting with your company, your product
and your representative. It begins with a positive reaction leaving the consumer with a sense of value, delight
and a remarkable feeling they want to re-live and tell others about.
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