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“...will become a key basis of competition,
underpinning new waves of productivity
growth, innovation, and consumer surplus.”

McKinsey B
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- “...the most effective way to maximize customer
> value is to move beyond mere customer satisfaction é
and connect with customers at an emotional level.”

Alan Zorfas and Daniel Leemon,

C | . -
Harvard Business Review /
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IMAGINE WITH ME
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a person who fits this descrip




-57% -0 % -6 %

-50%

Q2 2019 Q2 2020 Q2 2021

-100%

Based on quarterly general population of US consumers survey.



Trust

Ease of use

Ease of search

Personalization

Pool within-group correlations between discriminating variables and standardized
Trust is the best predictor of customer loyalty (as measured by the Net Promoter score) R R uncions

Data from analysis of over 207,000 customer ratings of Net Promoter, trust Variables ordered by absolute size of correlation within function.

personalization, and ease of use * Largest absolute correlation between each variable and any discriminant function



3RD PARTY RESEARCH
CONFIRMS THIS

pwe FORRESTER
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BUILD
TRUST



MYTH

It you build It
they will come...
and will stay



REALITY

Sustainable succ
will come from a
customer-first mc
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MYTH

You can personalize
customer experience if
you collect lots of data



REALITY

Meaningful pe
involves unders
customers on a
psychological level
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MYTH

Customer experience
can be averaged



REALITY

Customer
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MYTH

Optimize sales

channels, anc

satistfaction wil

customer
iNncrease



REALITY

Create 3
seamless c
experience
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LEARNED









CONVINCE

OTRS

| 111

/\

‘ \
v







Copyrighted Material Copyrighted Material
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Forget the
Customer.

See the Person.

There has been a trend over the past few years to talk about big

data and how it can give us everything we could possibly need to
Fo rg et t e know about our customers. We propose that while big data has
its place and value, it's only one piece of the puzzle. The way the
cu stom er world works nowadays makes it really hard and expensive to
. stand out as a product-centric company. Focusing on individual
customers and what they care about, desire and value is a much

see t h e Pe rso n ® better approach. In this book, we want to explain the difference in

the approaches, with examples and simple overviews on how to

A business guide to understanding your gather all the right information to ensure that we can create
customers in uncertain times and beyond meaningful connections with our customers

| it 90000
Alex Genov *
James Alford ‘
Alex Genov | James Alford | Fernando Cabestany Fernando Cabestany w
9 179¢ 51563374 :

26337

ISBN 979
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