Ings;Wimbl&dr
understands about Customer
Fxperience that most 4

organizations still don't.

The traditions. Hospitality. Operations.
Psychology. Queues. Invisible details etc.




Ighz3t 7
defined
Customer Journey. ENM




"y .(#%

W
v :‘ ;'F*'.H*"

iy | -

Saueue

]
————le
—

asS Wil
.:::.-': i % —

e § A

- 1’:’.'-.-' \' i _. _. S —

4 q
F . ik :
K SR8 - ) !
B 1 -.: B Y ¥~ [ |

se Wimbledon turned waiting into

belonf?ng. The queue isn't outside the
experience. It's Chapter One.
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WIMBLEDON
STRAWEBERRIES

ignatu re-,;;___xpe 4! }nces live in

invisible details. 101

Nobody travels to W.'mbledon .because
strawberries are picked before sunrise.

Yet remove details like these...and
Wimbledon no longer feels like

Wimbledon. exm
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v | ‘the |4roof your brand
| promise is real.

The best hospitality doesn't make you

feel important. It makes you feel

expected and create the conditions for
meaningful human connection. exm
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W:mbledon could sell every inch of
Centre Court.

It chooses not to. Because protecting
attention is more valuable than selling &»xm
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"M.'lrtary level prec:smn Custi mers.
rarely see operational excellence. They
simply experience its absence when it's
missing. exm
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People thmk onalfy is built by

marketing. It's built by repetition. The

same traditions. The same standards.

The same feeling. Year after year. exm
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accidental. It’s engineered...

One invisible decision at a time. EXNM
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Wimbledon made
difference

betweeh“ ftﬁﬁhg (fﬁ"l “-event and creating
emotional loyalty.
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