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What’s Your Customer Experience Value Quotient?
by Lynn Hunsaker

If value is defined as benefits versus costs, what’s your company’s customer experience value ratio?
Superior value is the objective of customers and marketers alike. And since customers hold the purse
strings, marketers are compelled to view value as customers do. In the customer experience value ratio,
the numerator includes product and service value, as well as image and personal value. We may often
overlook or be unaware of some of the cost dimensions in the denominator: money ... plus time, energy
and psychic costs.

In managing customer experience, the challenge is not only to maximize the numerator, but also to
minimize the denominator. Touch-point analysis can be very helpful, but make sure non-touch-points
are also considered, as the customer experience contains several elements that do not touch the
company or channel. By carefully identifying and improving the time, energy and psychic costs to
customers, the customer experience value quotient can be boosted significantly. In fact, the intangible
elements of the denominator may be the hardest things for your competitors to copy, and therefore,
your surest strategy to sustainable value superiority.
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incomplete in its prescriptive value to your
organization. You may realize that your solution is inferior or superior to other alternatives available to
your target customer, but which superior elements should you prioritize for protection and
strengthening, and which inferior elements should you prioritize for improvement? The answer lies is
customer experience outcome research, which involves ethnography to observe customers in their
natural surroundings, revealing a more accurate and realistic viewpoint of the dimensions in the
numerator and denominator of the customer’s value equation.
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things the way the customer does: for the most important outcomes, how do the choices compare?

Root cause analysis may identify engineering issues, service skill gaps, business
process complications, or outdated policies.

Involve your whole organization in outside-in thinking and continual
improvement by teaching them about the customer experience value quotient.
For similar ideas, see my newest handbook, Innovating Superior Customer
Experience.

Find out how to customize these tips to your situation; contact the author
lynn.hunsaker@clearaction.biz.
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