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Myths and realities/challenges around customer experience
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Agenda

1

Quick Recap

Customer experience measurement

Customer satisfaction and business outcomes

Optimizing customer satisfaction and Maximizing customer complaints

Customer satisfaction and productivity 

Customer satisfaction and the “theory of relativity” 
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Recap from earlier Sessions 
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1.Customer experience hierarchy
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1a.Customer experience hierarchy

Stated behavior
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2.Customer experience measurement

Churn/ 

Repurchase rates

Complaints, 

Problems, standards

Operational 

metrics

Audits

Social media  buzz

Customer voice

internal external
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2a. Customer satisfaction and business outcomes

Detractors Passives Promoters

109876543210

The danger of averages. Always check the fine print! Aggregated statistics make sense 

only when strong relationships exist at a customer level

True or False – Organizations with high NPS grow X times more than low NPS firms
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2b. Customer satisfaction and business outcomes

Customer satisfaction leads to better business outcomes but…not easy to establish

Income Need Risk

Competitive

offering
Long run

Organization

approach

Which outcomes 

should be used?
Brand size
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2c. Customer satisfaction and business outcomes - Churn

Very Poor Poor

Fair Good Excellent
0% Loyalty

100% Loyalty

100% dis-Loyalty

Retention or churn is usually a good indicator of customer satisfaction
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3. Should firms strive for 100% customer satisfaction?

Customers want to 

maximize satisfaction

Organizations want to 

maximize profit
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3a. Optimizing Customer Satisfaction – some data

Tobin’s q is  defined 

as the firms  market 

value to 

the current 

replacement costs of 

its assets.

A Tobin’s q of 1 or 

more is considered 

good. 

The higher the better
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3b. Optimizing Customer Satisfaction 

Prioritize investments “One Plus”Prioritize your customers
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3c. Maximizing customer complaints!

100% Loyalty

100% dis-loyalty

0% Loyalty

Customers who

did not have a problem

Customers who

had a problem

Customers who

had a problem, complained

But problem not resolved well

Or on time

Customers who had a 

Problem, complained and

problem was resolved well 

and quickly
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4. What is the relationship between satisfaction and productivity?

The relationship is often an inverse relationship since people deliver experiences
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4a. Bottom-up accountability
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5. Customer satisfaction and the “Theory of relativity”

In several categories customers have multiple relationships
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5a. Customer satisfaction and the “Theory of relativity”

Customer 1

Customer 2

Customer 3
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Good customers are good and bad customers are bad only in a relative context
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6. Branded customer experience

Ignore experience

low frequency 

measurement

Real Time TS and 

strategic CE tracking

Strategic and Real 

Time but aligned to 

Brand

Source: Branded Customer Service by Janelle Barlow and Paul Stewart

Service seen as  competitive 

advantage

The brand in action

Service seen as not necessary and 

as a Transaction

Service as a necessity
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What we have covered?

Customer satisfaction leads to better business outcomes.

Customer satisfaction should not be maximized, but optimized.

Customer complaints need to be maximized. 

Optimizing customer satisfaction.

Customer satisfaction and productivity.

Good customers need not be good and bad customers need not be bad.

Branded customer experience is key for differentiation.
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Thank You


