


“We don’'t see things as they are. We see them as we are.”

Anais Nin
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WORKSHOP TECHNIQUES:

CREATING PRODUCTS THAT MEET CUSTOMER NEEDS

CREATING CUSTOMER PROFILES

DEFINING WHAT CUSTOMER LOYALTY MEANS TO YOUR BRAND

GAINING CUSTOMER INSIGHTS

CUSTOMER SATISFACTION BASICS

VALUING YOUR INVISIBLE CUSTOMERS



CUSTOMER LOYALTY STATISTICS

How loyal are your customers2 Probably not as much as you might like, which is the focus of this section.
Here are some interesting stats to setf the scene.

¢ 80% of ‘satisfied’ customers will use a different supplier next fime.

e |t is over 6 times more expensive to win a new customer than it is to persuade an existing customer o
return.

* 96% of unhappy customers won't tell the organization about it. They'll tell their friends instead.

* News of bad customer experiences travels three times as fast as good news, and reaches 20 times as
many people.

¢ Prospective customers are over 3 times more likely to believe independent reviews as the company’s own
marketing.

e Customers view only 20% of the companies they deal with as unique.
¢ 60-80% of customers who defect were satisfied or very satisfied at the last survey.

* 45% of people with something positive to say about a company tell 3 other people. 48% with negative
things to say fell 10 people.

* 57% of callers try to solve the problem themselves on the web, and 34% are on the welbsite when they call.



CREATING PRODUCTS THAT MEET CUSTOMER NEEDS

This draws out two of the main segments from the Business Model Canvas (see Branding) and
allows you to drill down and ensure your products/services (your Value Propositions) are properly designed
to meet the needs of each of your customer segment profiles (i.e, product-customer fits).

What are your customers looking to improve

. . in their lives?
How do you improve your customers’ lives2

What are your customers needs, what
do they wante

What pains and annoys your customers that you
can help with?e

What do you offere How do you relieve customers’ pain?2



“wo: CREATING CUSTOMER PROFILES

How to understand your target customers better

EXERCISE: First identify your different customer profiles (or target audiences), then use this tool to help you
get intfo the mindset of each target group — matching them with the right product, understanding how best
to reach them, and establishing what messaging will work best.

What am | like? What do | want/need? What do I read, wear, How do | express my
watch, eat? What brands needs?
do | associate with?




What products/services What makes us so What relationship do How can we best
are we offering fo meet special? we have with reach/communicate
these needs? this customer? with them?




three: DEFINING WHAT CUSTOMER LOYALTY MEANS TO YOUR BRAND

How to understand where your customers’ loyalty lies

Customers can appear deceptively loyal but actually be uncommitted. It's worth working out what else
your customers could be ‘committed to’ and how fragile your current relationship is with your customers.

EXERCISE: Use this fool fo tick any boxes that might apply and make notes on how best to tackle this.

NOTES




tour: GAINING CUSTOMER INSIGHTS

How to gain valuable customer insights

EXERCISE: Here are a range of methods to help understand your customers better, from Value Proposition
Design by Osterwalder & Pigneur.
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1lve: CUSTOMER SATISFACTION BASICS

How to get the basics right
A couple of great basics here from Exceptional Service, Exceptional Profit by Inghilleri & Solomon.

EXERCISE 1: First a simple reminder of the four main elements of customer service (with an area to write your
own notes).

EXERCISE 2: Plus five simple steps to great service recovery.




VALUING YOUR INVISIBLE CUSTOMERS

Businesses tend to focus on ‘getting’ and ‘growing’ customers using a range of promotions and incentives
to attract new business or encourage existing customers to buy more or infroduce friends. But remember the
‘invisible’ customer who simply continues o loyally buy a certain product or service — they need rewards too
if you want to keep them from becoming ex-customers.

First take a look at your current CRM data and add in numbers on the right hand side of the chart.
Then write in the different incentives/rewards you are currently offering in each category. Are you offering
anything fo your invisible customer?
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