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WHAT COUNTS AS
CUSTOMER EXPERIENCE?
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Customer Journey made up of Individual steps
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Experiencing self

Moment-oy-moment
sum of all experiences within a
percelved event

and

Remembering self
Nitiation/Expectation

Peak Experience

_ast (Enad) Experience
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neutra

Micaela has to get from airport
to hotel. She's exhausted: her
flight was delayed because of

weather

Narrative

neutral

She finds the taxi line

without much issue, even

though this is a new airport

for her
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x

supmission

Because of the
weather delays. there

is 3 long line for taxis

neutral

She gets a taxl after
about 15 minutes of

waiting

newtral

She has to find the location of
the hotel she is staying in; the
driver is not familiar just with

the hotel name

A
going well

Roads are clear, no
traffic. takes about 20
minutes to get to

hotel

neutral

Nearing the hotel, Micaela
starts talking about payment
The driver pushes back on
using a credit card: Michaela
doesn't have cash. She
wonders about tip

neutral

Exits taxi with feeling of
emotional struggle

around payment

v

Time, experienced as individual moments




Remembering self
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xpectation & Initiation

neutra

Micaela has to get from airport
to hotel. She's exhausted: her
flight was delayed because of

weather

Narrative

neutral

She finds the taxi line
without much issue, even
though this is a new airport

for her

oo
x

supmission

Because of the
weather delays. there

is 3 long line for taxis

neutral

She gets a taxi after
about 15 minutes of

waiting

Peak Moment

She has to find the location of
the hotel she is staying in; the
driver is not familiar just with

the hotel name
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going well

Roads are clear, no
traffic. takes about 20
minutes to get to

hotel

End Moment

neutral

Nearing the hotel, Micaela
starts talking about payment
The driver pushes back on
using a credit card: Michaela
doesn't have cash. She
wonders about tip

neutral

Exits taxi with feeling of
emotional struggle

around payment
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Time, experienced as Expectation, Peak (+/-) Moment and End Moment, creating a revised Narrative




Micaela Silva

2\ Customer Journey made up of individual steps qualtricsf"
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Micaela works in a bank
and travels on a bi-

weekly basis through D
ner region. She might B 0N
go to from plane to . - . P P
hotel using public U B8 2 ey W
transport, but landing In ~
evening she takes a taxi —~ O
or Uber/Lyft to the hotel Lo
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FIND LOCATION FIND LYFT WAIT

neytral

GET IN

ON ROAD
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EXIT LYFT

neutral

2

going well

<

admiration

=

admiration

submission

Micaela has to get from airport She has to find the location of She finds the pickup without Because of the
to hotel. She's exhausted; her
flight was delayed because of

weather, comes up. she clicks go and

the hotel she is staying in; much issue, even though this weather delays, there
is a 15 min wait for a

Lyft - but watches

types in the name, the address is a8 new airport for her

finds out it will be 15 minutes progress on phone

to get a Lyft

Actual Narrative

She gets into the Lyft
without issue - and no
address fumbling
required

Roads are clear, no
traffic: takes about 20
minutes to get to
hotel

Nearing the hotel, Micaela
thanks the driver - no overt
negotiation of payment is
required

Exits Lyft. heads into
hotel

Time, experienced as individual moments

\ 4



FIND LOCATION

neutral

FIND LYFT

Remembpering self

ON ROAD
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EXIT LYFT

neutral

<

going well

=

admiration admiration

Peak Moment End Moment

submission

Micaela has to get from airport She has to find the location of
to hotel. She's exhausted: her the hotel she is staying in;
flight was delayed because of types in the name, the address
weather, comes up. she clicks go and

finds out it will be 15 minutes
to get a Lyft

Revised Narrative

Time, experienced as Expectation, Peak (+/-) Moment and End Moment, creating a revised Narrative

She finds the pickup without
much issue, even though this

is a new airport for her

Because of the
weather delays, there
is @ 15 min wait for a
Lyft - but watches
progress on phone

She gets into the Lyft
without issue - and no
address fumbling
required

Roads are clear, no
traffic; takes about 20
minutes to get to
hotel

Nearing the hotel, Micaela Exits Lyft. heads into
thanks the driver - no overt hotel

negotiation of payment is

required

v




—uture decisions are based on Remembering Self qua|tri(;33<M
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Time, experienced as Expectation, Peak (+/-) Moment and End Moment, creating a revised Narrative



FUTURE DECISIONS ARE BASED

MORE ON REMEMBERING SELF:

SPECIFIC MEMORIES
DRIVE CUSTOMER EXPERIENCE
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ASKING FOR FEEDBACK FROM
CUSTOMERS IMPACTS THEIR
CUSTOMER EXPERIENCE




Creating a best-in-class CX
experience by connecting the
right data to the right people at
the right time
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engage customers remove roadblocks activate your
on their own terms to Insights organization

PERSONAL PREDICTIVE EMBEDDED

Remembpering Self Cxperiencing Self _earn and Improve
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EXxercise:

MOMENTS TO MEASURE
MOMENTS TO REMEMBER




—Xercise steps:

1. Pick a product or service that the Customer Care Center supports, using direct experience from
someone at each table

2. Define the high-value segment as a persona — who do you want to make sure that the $9-$15
absolutely creates the right customer experience?

3. ltis a support call — so future churn may be high if things don’'t go well. Define a process that
creates a great narrative for the Experience Self, no matter what.

4. Now map the experience to the Remembering Self, identifying:
. Expectation/Initiation Moment
. Peak Experience
o End Experience

5. Once you have done this, when is the best time to measure the Revised Narrative of the
Remembering Self?

6. What would you ask to measure the Remembering Self? The Experiencing Self?



Micaela Silva

Micaela works in a bank
and travels on a bi-
weekly basis through
ner region. She might
go to from plane to
notel using publiC
transport, but landing In
evening she takes a taxi
or Uber/Lyft to the hotel

Uber/Lyft

Confirm location

Customer Journey made up of individual steps
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NOW do |
collect great
FEEDBACK?
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71 questions with an

email survey

* 15 potential open-end
guestions

* 12 questions with
grammatical
conjunctions

112 statements across
18 matrix (grid)
guestions

Results:

* QOpen rate 16%
 Completion rate 33%
 Response rate 1%

5 questions asked in

real-time

* 40 operational data
points

1 key outcome
measure (CSAT)

» 3 follow-up single
select questions

* 1 open-end, focused
on “unknowns”

Results:
* 50% response rate
« Completion rate > 90%



| qualtrics’
Continuous
Vlieasurement

Never leave the field; gather T
touchpoint-driven feedback all the time e

Measure at the right touchpoint to
gather remembering selt feedback S

Proper coverage for organization
population

Statistically relevant and actionable
feedback

28
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WEB DEVELOPERS

' CALL CENTER
CONVERSATIONS smart routing

ACTIONPLANNING  * ™ - sToREMANAGERS
I IT HELP DESK

PREDICTION
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Uncover deeper
insights in your
qualitative data

Use the latest in artificial intelligence
and natural language processing to
automatically uncover insights hidden
deep Iin open text and predict the things
that matter most to your customers and
employees - in their own words.

All Topics

Showing 2,087 results

Q fabric

qualtrics’®




predict i)

Predict customer
needs and wants with

ntuitive analytics

Leverage deep learning neural networks to
identify customers and accounts likely to
churn, and get insights as to what is driving
that behavior so you can take action before
it's too late.

CONFUSION MATRIX Percent

Predicted No Churn

Actual No Churn 83.6%
Actual Churn 4.0%
Total 87.7%

ADVANCED PREDICTION METRICS

Precision

Recall

Accuracy

F1-Score

Area Under Precision-Recall Curve

qualtrics

Predicted Churn Total

1.9% 85.5%
10.5% 14.5%

12.3% 100.0%

85.0%
72.3% PREDICTION DRIVERS
94.1% Intl Plan

Q4: NPS
718.2%  w———

Q12: Reliability Rating
84.2% s—

CustServ Calls

Show other drivers v

PREDICTION METRICS £ Configure threshold
94.1% 85.0% 12.3%
Accuracy Precision Recall

Advanced output Vv

Make Predictions

Real-time predictions Batch prediction

XM

®
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Regression of KEY CSAT: How satisfied were you with treadmade.com overall? with 16 explanatory variables

Guide to Linear Regression
Sample Size Method R-Squared Standard Error Coefficient of Variation Model Fit (AICR)

1,201 M-estimation 0.746 1.69 0.257 1,737

mpact of
driver on
outcome

KEY CSAT: How satisfied werey... = + 0.345 x I+ - DVR CS: Quality of resolution Clearlysffnificant

. I/
Estimate: - fntrolling for other variables in this regressio
o when DVR CS: Quality of resolution increases by
Make Predictions + 0162 x  DVR RETURN: Ease of replacing the it.. one, KEY CSAT: How satisfied were you with
— 1

treadmade.com overall? increases by 0.345 on

average.

+ 0.141 x DVR CS: Knowledge of staff

Remembering -
S e f I\/ e a S U re + 0.106 x DVR RECEIPT: Quality of the product

 he size of the green bar indicates the influence

thNVvariable plays within this model.

— I
+ 0.126 X DVR Site: Delivery information
— E—

+ 0.0798 X DVR DELIVERY: Communications you ...

==& Potential Drivers
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1800 contacts

L everaging a
customer-centric
culture to directly
Impact business



O
1800 contacts
» |dentified drivers of low satisfaction VWe're inherently a nighly
- |dentified opportunities to surprise & numan-centric company...
delight we're going back to our
* Closed the loop on customers roots, inﬂg to make our
customer connections
personal again”
Thomas Rohrer,
THE RESULTS

point $ Increase x Increase Iin
1 3 Increase 3 z M In product 3 soclal media
in NPS _ reorders engagement




GENERAL SERVICES
. s ADMINISTRATION g 4
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L eading all federal agencies In
modernizing the end-to-end
customer experience

AT L
------
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GENERAL SERVES
* ADVIN er*

X oy %

feedbac

Consolidated & centralized all customer

K

 Democratized dashboards for actionable

insights
* Closed |

across the organization

nner and outer loop, driving

improve

ments In the UX of the GSA website

THE RESULTS

efficiency In
customer feedback

5X

savings
through
consolidation

custome

The GSA Is the first federa
dQ(q(V;'CkhubV- 1 a Chief
Customer Officer — ana we
eading the government
N end-to-e

are
sector
rmjaquﬂpvﬁmmkj

[ e T Nce

ANAHITA REILLY, GSA CHIEF CUSTOMER OFFICER

Cross-agency
end-to-end CX
office

13




‘4 FANDANGO

—ueling the magic of the
Movie fan experience
with real-time action




‘4 FANDANGO

» Made Insights accessible throughout

the organization

» Connected the right data to the right
people — for action

* Rolled out the process across all their

orands

THE RESULTS

4"

Increase
In speed
to action

ZX

Increase
in digital
traffic

nstant and real customer

feedback Is essential to our

product experience -
without knowing what
customers are feeling and
experiencing, we'd pe
shooting In the dark.”

LORI YAMADA, SR. DIRECTOR OF PRODUCT COMMERCE

point
N EERE
IN NPS
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carolh@Qualtrics.com
802-258-05H18
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Your success Is important to me.
Contact me anytime, and | will help you succeed.
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SEE YOU AT

MAI N STAG E We’'ll be back on the main stage at 3:30P I\

In the meantime, head to the XM Lounge
PETER LOVATT for food, drink, and a chance to demo new
BRUCE TEMKIN tech in the Test Drive area.

UNILEVER
SIR RANULPH FIENNES
THE SHOWSTOPPERS




