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Map

customer journey
‘AGOYPOYA“'Q/ and lifecycle R@Fir\w
customer feedback operating model
into processes to enable

and behaviours customer centricity

A‘igr\

Ah A technologies and processes
Su.v'w to support and drive

change using

key metrics a)s-mMm WCI customer engagement
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to bottom
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executives and leaders
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disparate business

, development around target
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areas and behaviour change
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1. Listen and Collect

4. Decide and Act Respond to 2. Aggregate and

Assess

Customer

3. Disseminate
and Share
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HARVARD BUSINESS REVIEW PRESS

W
ULTIMATE
QUESTION 2.0

How NET PROMOTER Companies

Thrive in a Customer-Driven World

FRED REICHHELD

Bestselling author of THE LOYALTY EFFECT

WITH ROB MARKEY

BAIN &§ COMPANY

Introducing NPS—How leading firms transform
ordinary customers into promoters

ULTIMATE
QUESTID

PREDICTIVE POWER
FOR REPURCHASING

The Customer Effort
Score outperforms
the Net Promoter
Score and customer
satisfaction measures
In predicting behavior.

PREDICTIVE POWER FOR
INCREASED SPENDING
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DETRACTORS PASSIVES PROMOTERS

/ ® © © © o o o
NPS: w lnlw
2 3 4 5 6
e © © © o o
NPS-EU: wwww
\0 1 2 3 4 5/

Net Promoter Score —
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SO, WHAT IS

‘CUSTOMER

CENTRICITY
?




Customer centricity refers to the

orientation of a company fo fhe

and behaviours OT ITS cusF’omers,
rather than internal drivers...




WHAT AR E @USITOMER

NEEDS.
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uit: 7~ maal de waarheid over waarde (Management Team Februari 201 3)

Jaap Peters: “Wat is kwaite"'

(waardecreatie) in een atoomwapenfabriek?”

Frank van den Driest: “pUI’posefm

Bas Meijerink: “Economische waarde posifioning”
vergroot verschillen. Universele Paul Kloosterboer: "Waarde is de
qqrden mate waarin je in
W brengen die juist bi b h f'I'
T enoeitien

voorziet."

René ten Bos: “BOH”OS = goedheid, integriteit, morele voortreffelijkheid,
aardigheld, vriendelikheid, tederheid en welwillendheid” en draait om

evenwicht en compensatie:

Jeroen Busscher: “ervaren dat zijn waarde

®
U n I e k; voor hem alleen gecreéerd is”
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Mate van toegevoegde waarde

1. Cost center
Voorbeeld:

Servicevraag van
klant zo snel
mogelijk
afhandelen

2. Profit center
Voorbeeld:

Servicevraag van
klant snel
afhandelen en
opzeggingen op
abonnementen
proberen te
behouden

WAARDE? VOOR WIE?

(X7

3. Loyalty center

Voorbeeld:

Servicevraag van
klant snel
afhandelen, vragen
of klant nog
tevreden is, extra
gegevens noteren
ten behoeve van
database

4. Value center

Voorbeeld:

Servicevraag van
klant snel
afhandelen, met
behulp van
gegevens in
database concrete
aanbiedingen
doen voor cross- &
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WAARDEe VOOR WIE?

Valuable
Contact

For the
Company

Irritant
Contact

Irritant Valuable

Contact For the Contact
Customer
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GOODS DOMINANT LOGIC:

value is created . at the moment of exchange,
after that, the Customer is on his own

-~ ’

value exchange: when'

money and ownership or;

rights change hands:
- 4

ﬁ
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the application of

competences for
the benefit of
another party

The new dominant logic:

SERVICE LOGIC

S NOT ABOUT SERVICES

7 ' :
. i A e
t ety . ; "~' ,:/ -
| B, - :
B ¥ 3
-

;‘ an e e ,(
image courtesy: http ;i‘% flickr.com/photos/ptrkin 301479228/~
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WHO IS "RESPONSJSIBLE"¢
WHO CREATES VALUE®

imqura courtesy: h’r’rp://www.flicfkr.cowos/yoIcip_or

- ]
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> BEST

PROXY IS THE

VALUE
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Consider needs as meftrics
that customers use 10
measure how well they're
executing the job-to-be-
done.

Customers typically use
between 50 and 150
metrics, called
‘'outcomes’, to describe -
the successtul execution

of any Job.




MAPPING THE CUSTOI\/\ER JOURNEY
I\/\AKES SENSE NOW

IMRA TN DILTA LLOYD AUTOYIRIEKIRINGEN
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WHAT CHANNEL FOR WHAIT
CUSTOMER JOB<

Store/agent/dealer interactions
Word-of-mouth
Consumer-driven marketing — Online research
Offline and/or print reviews
I

Past experience
Traditional advertising

Direct marketing 5
Company-driven marketing — Sponsorship 39
In-store product experience
Salesperson contact
Initial- Active Closure
consideration  evaluation
set
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EIGHT STYLES OF

COMPANY-CUSTOMER PERSONALISED or S ERpeTRaAT
VALUE CO-CREATION SR L REER  Environments
. (8) Personalized  yajye Creation

Experience Value

P00, ANAZD ! (W5,
MESTRONES, JOXN DEEAE,

In-Use
and Knowledge  (uniqus sxperences)
/ Co-Creation

(7) Real-Time DV ETAS
Marketing &
. _——p  Semice
(6) New Sevice Adaptation
D e
e | UHERSIECS Gopen
WITHIN THE FIRM V.l Communtly | e ARKETS AND
Y (4) Mass N Ideation and
Customisation Product COMSRURITIES
/ - - ABIDAR. SRL.CAR Des|g'| and
(&) Mew EYOmCE 285 N S Development
Design and o* Y ol COM? UT R GAMED
Development &\ﬁ (3) Existing MIN SGTORME, F 101 O,
(Lead Usepy "/ Product BRI
PEO, BILEO R ORAPNES, .
VO LV XC90, NAALEY Adaptation
SAVIIEO B, GATU AR (Customer \
Ry Feedback
e “Finishing"
Value Creation bl IKEA
Pre-Use
(Amd stiribute products) STANDARD
CUSTOMERVALUE
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T value fcar- the Cus
dominantly cregted  aft&
exchonge l.e. IN: USE botillscope

dommonﬂy focu%ed on-? ~'m

momehfum-for vo\ue_.exchonbe fo
a confinuum of m’rerachoms @imed
to support customers’ Qo\ue

creation




A SHIFT FROM CAMPAIGN AND
COMMUNICATION DESIGN TO SERVICE/
EXPERIENCE/ENGAGEMENT DESIGN, END

TO END




DESIGN FOR INTERACTION
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The Business Model Canvas """ Designed by

¢ Customer Relationshipm
I \

THE SAME
“PRODUCTION"

Channels

Cost Structure = | Revenue Streams

www.businessmodelgeneration.com

R s ST X e, e T o Taralegmi R PR S Ty T T
2011 KANA CUSTOMER SUMMIT :

e
£
—

Customer Segments qu
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“The bigideaisa simple one, most big ideas are”.

~ Michael Tchao
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BY THEIR JOBSTO BE DONE
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Temporary ties

.Eaf¢

w0siongties  INFLUENCER
il MARKETING2
- TIE STRENGTH

Col fc;%f,-- \

friends

Find out more:
SOURCE: @ p ad d ay www.thinkoutsidein.com/blog/2010/07/data-behind-real-life-social-network/
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Customer Lifetime Value Calculator s ESeinnis

SCHOOL

WE NEED TO LOOK ATl

CUSTOMER VALUE (TO US)
DIFFERENTLY

One-time Acquisition Cost per Customer$  480.00 @ Grid ® Chart
Average Contribution per Purchase $§  100.00
Profit per Customer vs Present Value

$600

$400

$200
)
s 80 ® Profit per Customer in Year
8 ($200) ® Expected Present Value in Year

($400)

($600)

$800

ik ©o 1 2 3 4 5 6

Years
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LIFETIME + REFERRAL + NETWORK
+ KNOWLEDGE VALUE = TOTAL
CUSTOMER ENGAGEMENT VALUE




e\ BTW..>80 % OF THE
i~ EXPERIENCE HAPPENS
| OUTSIDE OF THE FIRM'S

CONIROL

-\ ',{ ~ s

.
.4




VALUE CO-CREATION CANVAS

VALUE
PROPOSITION

<&

Because value is co-
created in the
experience, value is not
something a company
can offer. It’s just
something they can
propose. And, since
value is always defined

COMPANY
CUSTOMER
CAPABILITIES
How the company EXPERIENCE
creates and leverages
understanding of The Customer

Customer’s desired

outcomes, resources ” d b ) h
and Journey to develop contro eh ybl elt_“t:r
and use company party to the table. e

resources in an
orchestrated fashion

by it’s beneficiary, a value
proposition is basically..

The Customer’s
perception of the
company’s promise
of Customer value (in-
use) to be created..

to improve Value go- ) ]
created. by integrating
resources..
COMPANY CUSTOMER'’S
RESOURCES — 'Jl> <}::| RESOURCES
All (partner) resources Both “Total Customer

leveraged by the
company to support
Customers in meeting
their desired outcomes
(e.g. products, channels,

Experience is NOT

Experience is co-
created between the
Customer and the Firm,

engagement value” and
“Customer value-in-use”
are co-created (by
Companies with
Customers) during the

CUSTOMER’S

JOURNEY <:

Sequence of events
(over a lifetime of using
the product and/or
service) driven by the
Customer and/or
externally as part of the
Customer’s attempt to
meet her desired
outcome

CUSTOMER’S DESIRED
—] OUTCOMES

The best proxy for
Customer needs is the
functional, social
and/or emotional
outcomes she desires.

Offered or own
resources leveraged by
the Customer on her
journey (e.g. touch-
points, channels,
knowlegde & skills,

These goals highly
depend on the context
in which they exist or
surface.

“Value is always defined by it’s beneficiary”

Customers! & Cu s tomer social networks, etc).
employees) Experience
e The Customer’s perception of the

The ‘sum of Customer’s Lifetime ‘ realized outcome in comparison to
Value, Networl.< Valge, Referral COMPANY “TOTAL CUSTOMER VALUE the desired and expected
Vallue andhothecr: mtanglbIeFfOI;inbm okf CUSTOMER outcome. Based on an emotional
value, such as tustomer Feedback, ” (lN'USE) evaluation of her journey, her
Knowledge and Expertise..(as ENGAGEMENT” VALUE context and the effort required to
defined by V.Kumar et all) get to the perceived state.

©00]

Version 0.9 - Distribute, use and alter freely, but please respect the Creative Commons license (http://creativecommons.org/licenses/by-sa/3.0/) and acknowlegde credits in all
such cases to Wim Rampen (http://wimrampen.com) and “Based upon the Business Model Canvas by A. Osterwalder et all.http://www.businessmodelgeneration.com”
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THANK YOU

LET'S START THE DEBAIE

Leave a comment or contact me on
Twitter:
fwitter.com/wimrampen
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