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Understanding Your Moments of Truth

By drawing out on paper the process your customers go through as they buy and use
your product or service, and understanding which key moments (Moments of Truth)
affect their decision making, you can improve your offering, increasing satisfaction,
retention and profit.

As an example, here is a process I may go through to buy a car:

I subconsciously absorb messages over time that tell me a car
would be a good thing to have in today’s world, and that

the type of car conveys my status.

I see a press report or TV programme discussing
the latest new Ford in favourable terms.

Friends I respect buy a Ford and tell me how much they like it.

I see an advertisement for a Ford, and consider
 this might be the car for me.

I visit a showroom, which is clean, well-lit and welcoming.
The smell of fresh coffee and new leather greets me as I walk in.

The salesperson is courteous, helpful
and knows the product.

I test drive the car, it performs
well and meets my needs
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Ordering the car is easy – with a good trade-in
 on my old car and reasonable credit.

The car is delivered, on time,
clean and running perfectly.

The car’s first service is booked easily,
 conducted courteously and the garage cleans

 the car while I have it.

At a dinner party I rave about the Ford experience
 and encourage others to consider buying one.

Can you see how this example might apply to your business?

Can you see how the Moments of Truth start before the customer arrives at your
premises, website or on the telephone?

Can you see how After-Sales Care is as important as advertising?  (If you can’t,
consider the links between the last box and the third box.)

Does everyone in your organisation understand the Moments of Truth in their area of
responsibility?

Do you have standard approaches to these Moments of Truth to ensure every
customer receives the same level of attention?

What do you need to do to understand your own Moments of Truth and maximise the
benefit of getting your actions at each of those Moments right?


