Customer Experience
Creating Value Through
Mckinsey

Creating-Gustomer-Value Value-Ology

Page 1/37



- New book about creating customer
value propaositions Jim Kalbach -
Creating Value through Mapping
Experiences - S3 E10 - Voices of CX
Podcast by Worthix \"Create a GREAT
Customer EXPERIENCEN" | Warren
Buffett | #Entspresso Hre-6Fop
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Every Company Must Get Ready For
Now \"The Offer You Can’t Refuse\":

a new keynote about the future of

customer experience: Greating-Value

forthe-GustemerandDevelopinga
Business-Medel Customer Service Vs.

Customer Experience Keynote

speaker Brian Solis on the future of
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customer experience designi-
NextCon 2017 How to create a great
Customer Experience? Focus on what
Matters | Sales as a Science #9 4
Ways to Elevate the Customer's
Experience | Mark Sanborn
Customer Service Keynote Speaker
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Video from Jeff Bezos about
Amazon and Zappos SteveJobs
CustomerExperience How to Sell
Value vs. Price Customer value |
value | examples of customer value |
What is customer value? The One
Thing You need to Create Value -

Advice from Steve Jobs and Bill Gates
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How To Create A Customer Journey
Map Greating-An-dnmatehed
GustomerExperienee Understanding
The Importance Of Customer Value
PESTLE the E D; .
{Connecting the Key Concepts Part 2}
The ITIL 4 BiaPi . .
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Key Goncepts The Business Value of
- c ) K Bodine.
atJdSt Customer Experience Metrics
Will Improve Your Company's
Performance A Customer Experience
Framework for implementing CX

Strategy

Customer Experience in B2B markets /
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keynote speaker Steven Van

Belleghems6 trends that will shape
customer experience in 2020 / by

keynote speaker Steven Van
Belleghem | Was Seduced By
Exceptional Customer Service | John
Boccuzzi, Jr. | TEDxBryantU Hew-te
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ITI--4 Drive-Stakeholder-\Val "
DonnaKnapp 3-Stepsto-Greatea
Great Customer Experience Every
Tirme C £ . ~reati
ValveThrough

Moreover, companies offering an
exceptional customer experience can

exceed the gross margins of their
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competitors by more than 26 percent
while they make their employees
happier and simplify their end-to-end
operations. Learn more about “
Customer experience: Creating value
through transforming customer
journeys.”
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Customer experience value creation is
creating mutual value for your whole
customer base in any part of the end-
to-end customer experience, across
the full customer life cycle, spanning

customers’ entire dealings with your
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organization, products, services,
channels and affiliations. It's value as
seen by the customer, relative to their
alternatives, relative to all the costs
they endure, and relative to the
outcomes they’re pursuing.
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Let us take some examples on how to
create Customer Value: 1. Giving a
price that makes the Customer believe
he is getting more than he pays for the
benefits he gets versus... 2. Reducing
the price, or keeping the same price

and giving something extra over
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competition (this could be service,... 3.

What-is- CustomerValue-and-How GCan
A look at the effort and work in the two
case studies Why Ariba succeeds in

customer driven improvement, and
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Building customer bridges at
Honeywell, demonstrates the
importance of having a feedback loop
to customers in order to identify those
hidden irritants or opportunities for
enhancing the customer experience.
This goes beyond simple customer

satisfaction surveys, and as both
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cases show, the results lead to
specific actions and continuous
improvement across the entire

organisation.

12-ways-to-create-customervaluet
MyCustomer

10 Innovative Ways to Create
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CustomerValue 1. Look for “Bonus
Points” During the Conversation.
During contact centre conversations,
customers will give you clues... 2. Get
Your Customers to Laugh. One
contact centre made a great
improvement to their sales through

service results by... 3. Offer ...
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Ho-hnovative Waysto-Greate
GustomerValue

How can you create a great customer
experience? Through great customer
service! Make no mistake though, it’s
hard. Most businesses bury their head

in the sand or come at it from the
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wrong angle. But fear not, there are
methods that help. Here are 14 ways
to create a great customer experience
strategy 1. Understand your audience
& create buyer personas

14-ways-to-create-a-customer
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Customer experience is a top priority
to businesses for the next 5 years and
the reason is simple; the companies
that focus on customer experience
reduce churn and increase revenues -
leading to higher profits! For many,
customer service and customer

experience are seemingly
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interchangeable.

7 Ways to Create a Customer
Experience-Strategy

Customer experience: Creating value
through transforming customer
journeys. Download the full issue.

Related Executive Briefing - McKinsey
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Quarterly The CEO guide to customer
experience. August 17, 2016 —
Companies ...

. : MekKi :
Company
By focusing efforts on your best

customers, you can increase customer
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value andgrow your business: Step 1:
Understand what drives value for your
customers. Talk to them, survey them,
and watch their actions and... Step 2:
Understand your value proposition.
The value customers receive is equal
to ...
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5-Stepste-GreatingMere Gustemer
Valbe Hne-com

Sam Fiorella is a Partner here at
Sensei Marketing, a consulting and
technology firm focused on aiding
global companies grow their business
value through improved customer

experiences. Professionally, Sam has
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also co-authored: Influence Marketing:
How To Create, Manage and Measure
Brand Advocates and is a Professor of
Marketing at Seneca College and an
Adjunct Professor at Rutgers Center
for ...
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Most importantly, memorable
customer experience models aim to
deliver unexpected intangible value
that cannot be packaged or sold. This
includes personalized service,
attention to detail, and showing a

sense of urgency to address concerns
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as they arise. 5. Never underestimate
the value of free resources

Components of value creation now
include interactions between firms,

customers amongst themselves, and
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firms and customers with each other.
Venkat Ramaswamy, (2008),”Co-
creating value through customers’
experiences: the Nike case”, Strategy
& Leadership, Vol. 36 Iss 5 pp. 9 — 14

Co-creating Value Through
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Customervalue is the perception of
what a product or service is worth to a
customer versus the possible
alternatives. Worth means whether the
customer feels that he or she received
benefits and services over what was
paid. That can be broken down to a

simple equation: Customer Value =
Page 29/37



Benefitsi— Cost (CV=B-C)

A fifth way of creating value and
increasing wealth is by improving
customer service. People are

predominantly emotional. They are
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greatly impacted by the warmth,
friendliness, cheerfulness and...

FWaysFo-Add-Massive Valueto
YourBusiness

30 ways to create customer value
There was a very fine article in

Harvard Business Review by Eric
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Almquist, John Senior, and Nicolas
Bloch of Bain Consulting. In this
comprehensive piece, they present a
Maslow-style hierarchy of needs as
the fundamental attribute of a brand
image.
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eustermervalue

Experience Co-Creation. In sum, ECC
is about ?rms jointly creating value,
through co-creativeinteractionsanywhe
reinthebusinesssystemthatgenerateex
periencesofvalue to customers and
strategic capital of value to ?rms.

Page 33/37



Go-creating-vatuethrough-custemers’
If you’re just getting started with a
customer experience program, it's a
valuable tool for determining precisely
where you stand and identifying
current shortcomings, strengths, and

opportunities for making a big impact
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that translates to desired outcomes.
The process of customer experience
mapping can seem overwhelming.

NGDATA LUK Suid
Because the flow of experiences over

time is so critical to engagement,
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understanding the end-to-end
customer journey is key, and the
source of more value than focusing on
separate, individual interactions. The
emphasis needs to be on creating
value through an on-going
conversation with each customer.
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