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The functional, emotional, and social jobs your
customer needs to be done \
All services customers use .
Most value sits here
The perfect solution

Most organizations focus their R
customer research here
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JOB TO BE DONE

Resolve this problem so | can get back to normal.

FUNCTIONAL JOB

Get a working, fully repaired device or a replacement shipped
to me with minimal effort.

EMOTIONAL JOB SOCIAL JOB
Feel reassured that | am in Not to be treated as
good hands. someone trying to scam
the system.
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SERVICE
RECOVERY

% Customers for
g whom we were
: NPS =53
. able to recover
Service
Problem C
ustomer Recovery
without any Paradox
problem
NPS =18
NPS =-32
>
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NPS

All
customers 15

A A R

Base: CX Master Academy Research, published on customerfriendly.be

- all respondents in insurance (n = 1.280)
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4%
should've
fileda | i
complaint i -32 L

NPS 15% has

filed a
15 complaint

A A R

All
customers

81% no
complaints

Base: CX Master Academy Research, published on customerfriendly.be
- all respondents in insurance (n = 1.280)
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4% believes the

shouldve ' EEENIsIeN complaint was
flleq a handled
complaint i SEEEEIC ARG /7 appropriately
s o o SESESEECN—— . . - (full service 'ﬁ"ﬁ'
recovery)
believes the
NPS 15% has NPS complaint was
All N filed a — handled
customers 15 complaint 14 T reasonably
trerTERTRRRR R TR oy FERR (functional

recovery)

210, believes the
b no complaint
complaints NPS was handled

18

badly

e
Base: CX Master Academy Research, published on customerfriendly.be
- all respondents in insurance (n = 1.280)

Designing Exceptional Customer Experience In Michel Stevens


https://www.linkedin.com/in/michelstevens/

THREE REQUIREMENTS
TO BE FULFILLED

FUNCTIONAL

The customer wants to have the job done
e.g.. The problem gets rectified

EMOTIONAL

The customer wants to be treated fairly
e.g.: The solution | get is fair

SOCIAL

The customer wants to get recognized
e.g.: The customer’s effort was not for nothing
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FROM BELIEVING

To P ROVI N G Valueforthe Valueforthe
BUSINESS CUSTOMER

Valueforthe

BRAND

Source : CXM Academy Value Model
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VALUE IS
ASYMETRIC
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I WANT TO GO HOME
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HOW THIS

LINKS WITH THAT

DESCRIPTIVE |

WHAT HAPPENED?

REACTION TIME SOCIAL MEDIA
WAIT TIME CONTACT CENTER
CASE CYCLE TIME

REASON OF THE EXPERIENCE

PERCEPTION

WHAT DID THE CUSTOMER
EXPERIENCE?

CUSTOMER SATISFACTION
NET PROMOTER
CUSTOMER EFFORT

OUTCOME

WHAT IS THE CUSTOMER'S
BEHAVIOR

WORD OF MOUTH
CHURN RATE
CUSTOMER LIFETIME VALUE

VALUE OF THE EXPERIENCE
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PROMOTERS

E " 4 w
B p A J ‘j . Positive recommendations Recommendations made in New customers per New customers per
! . z S . . .
T“" ; w‘ in the last 12 months the last 12 months (positive) recommendation Promoter

53% 3,08 14% +0,229

DETRACTORS

Negative recommendations Recommendations made in Lost customers per Lost customers per
in the last 12 months the last 12 months (negative) recommendation Detractor

17% 4,66 56% -0,444
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PROMOTERS

DETRACTORS

- T 4 W
KPP 1|‘
LN

New customers per
Promoter

+0,229 X

Lost customers per
Detractor

0,444 X

Average revenue per
customer

£13738

Average revenue per
customer

£13738

Designing Exceptional Customer Experience

Recommendation value per
Promoter

+ £ 3145

Recommendation value per
Detractor

- £ 6.099
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QUESTIONS?
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