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Customer Experience Thought leadership is Fourth book i
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Webinar Interface Review

Fie view Hep  ojm)

[=] Audio

Audio Mode: ® Use Telephone
(' Use Mic & Speakers

Dial: (805) 879-4135
Access Code: 105-748-644
Audio PIN: 74

If you're already on the call, press #74# now.

GoToWebinar
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[Enter a question for staff]

Audio: Useyour microphone andspeakers (VolP)or call inusing your telephone.
Dial:

Give Online Punch
VWebinar ID: 576-794-852
Access Code:
Audio Pin:

GoTo\Webinar™
www beyondphilosophy.com
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Customer Experience definition

A Customer Experience Is an interaction between
an organization and a customer as perceived
through a Customers conscious and subconscious

mi nd. |t 1 s a blend of
performance, the senses stimulated and emotions
evoked and intuitively measured against customer

expectations across all moments of contact.
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Most organization
focus on delivering
the

4 PO0Os Dbut
realise the
enormous power
Stimulated of emotions below

the surface

Care

Trust




The Subconscious miI nde

The subconscious mind
processes 200,000 times more
information than the conscious
mind, without us having to focus
on it.

It does that processing before our
eyes have even recognised the
person or object.

Dr Peter Jones
Chartered Psychologist
AFBPsS CSci




I What are the subconscious signals your
~.organization.giving to CUStOMErsS?. ..

We donot t rWesvalueyow;uwe personalize
we think you will Your coffee by putting
steal our pens. you name on it.
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What is an Emotional Signature®?

£l Following two years of

research independently
vetted by London Business
school we have identified the
emotions that drive and
destroy a Customer
Experience. We call this an
Emotional Signature®.

This was revealed in our
book (see opposite) launched
in 2007. Since then we have
progressed and improved this
process dramatically.

www.beyondphilosophy.com

The DNA of
Customer
Experience

How Emotions
Drive Value

'COLIN SHAW




Research objectives
""""""""" and design
g m_ Consumer Professor Jane Raymond
Psvchologist Bangor University
E Observation research ¥ 9
- —-—
-
g Depth interviews
o _——
Questionnaire design
~ _—F Consumer
. ———  \ Psychologist
> Field work yuneos
= ———
| |
=
<zt Advanced statistics i
= : Professional Doctor Jeremy Miles
(® 4 Statistician now of Rand Corporation

Professional
Vetting

Professor Christopher Voss
London Business School

RESULTS




|l ndependent academic endor

THE UN]VERSITYW&

e

o Professor Christopher Voss - London
Business School (LBS) has guided us
with his thoughts, input and validated
our approach and methodology.

methods

London
Business

School

Regression &
Correlation
SR

o  Dr. Jeremy Miles - leading consumer ,- A
Psychologist and quantitative %f
statistician, Lecturer in Health Sciencesjg#
at the University of York an now of the
Rand Corporation

o Professor Jane Raymond

o University of Wales, Chair of Experimental Consumer
Psychology & visiting Harvard Scholar

o Specializes in emotional interpretation of complex information
(including brands, faces, advertisements), visual attention,
and visual memory
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What are the 20 Emotions the affect business value?

A The 2 years of baseline research
produced the framework against which we
will compare your experience.

A Thebaseline model identified 20 emotions

clustered into 4 hidden factors and that

drive/ destroy value for business.

Recommendation cluster |

Trusting Focused |
Valued Safe
Cared for

Drivers Long Term Value

Attention cluster
Interesting Exploratory
Energetic Indulgent
Stimulated

Drivers
Spend

Short Term

Destroying cluster

Irritated Unsatisfied
Hurried Stressed

Neglected Disappointment
Unhappy Frustrated

Hierarchy of Emotional Value
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What does it do?

Emotional Signature is the first and
only robust fit-for-business purpose
measurement system to:

A 1dentify key rational and emotional
factorsi n t he companyodos

A Illuminate the conscious and
subconscious levers of value for the
business

Emotional Signature identifies the value levers
you can pull in your customer experience

A Statistically prove which attributes of a
Customer Experience drive or destroy
value
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How do we do this?
Emotional Signature Process in Brlef

ArmchaMed Ly dakannd

2 years of basellne e Workshop to Select the
research identified the 20 Experience and Value
emotions that drive/ Indicators and Design
destroy value the Survey

Construct the
o , , Structural Equation e
Create emotional profiles Models (SEM) using
PLS and Prioritize the
Attributes

Final Presentation

www.beyondphilosophy.com
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Promoters v Detractors

Very strongly felt 5.00

== Promoters 7. Detractors

Strongly felt 4.00 — g
Moderately felt 3.00- = =
Slightly felt 2.00+——— = =
Not felt at all 1.00 L = =
) © (&) <+ > o) 5.2 =) © © ©
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Attention = Destroying

Promoters vs Detractors
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Emoti onal Profil eé

AThe greens need to be as high a possible
Arhe reds need to be as low as possible

Very strongly feit 10

1

Not feltat all 0

Pleased —
Trusted -
Valued —
CaredFor—-
Focused -
Interested —
Energetic —
Indulgent —
Frustrated —
lrritated —
Stressed —
Unhappy —
Hurried —

Cluster

Stimulated
Exploratory —
Dissatisfied —
Neglected —

Disappointed —

!:!':!:0:!::5 RECOMMENDATION ATTENTION DESTROYING
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Ahe greens need to be as high a possible

Arhe reds need to be as low as possible
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Credit card journey

Getting a Card

Using my Card

Servicing my Account
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We use Structural Equation Modelling (SEM)
1. It gets at causation not just correlation
2. ltfinds the levers (root causes) of value in the experience

We use athree stroke model: Stimulus T Response - Effect

Stimulus Response @Effect

Stimulus: Response: Effect:
the attributes of the The internal The value outcomes
experience the emotional response the business is
business controls the customer has, interested in

often subconscious impacting
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Structural equation modelling (SEM)i causality in
the today experience

© In the survey, customers were asked to rate
aspects of their customer experience (what
we call attributes) on a 0 to 10 scale.

o Using SEM (an analytical tool) the links
between touch points, emotions and
values you were interested in were
identified.
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