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CUSTOMER JOURNEY:
FIVE MILESTONES ON THE PATH TO BUSINESS GROWTH

FORTUNATELY, GOOD PLANNING CAN HELP
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DETRACTOR PROMOTER
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% Promoters (9-10) - % Detractors (0-6) = NPS
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Improve your Net Promoter Score by deceasing the number of Detractors and increasing the number of Promoers.

---------- » € TAILOR REPORTING TO DRIVE ACTION -~~~ -~~~

ifyou putitin the h fy and in o formot that nspires them fo act.

Who needs regular occesstodata Whatinformation do Inihat format? How frequeny?
‘about customer experience? they need?

FRONTLINE MANAGEMENT
IMPROVE RETENTION IMPROVE EXPERIENCES  PRIORITIZE INVESTMENT
Gosedloap wordow ey ool divers Moniortrends
Individual feedback Couch staff Financialimpad
Positive comment sireaming Improve performance Benchmark
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2 o DEFINE YOUR CLOSED LOOP STRATEGIES «-

Remember, your goal s fo increase Promaters and derease Detradiors.
ical method: folowi foedback. Your dosed k ide the workfl

IFYOUR GOALS... FOCUS ON... NEXT, TO DESIGN YOUR PROCESSES,
YOURSELF:

What s your goal?
Whihcstoers eceive ool up?
When doyoufolow ug?
Howdidyou conduc the Fllow p?
Who is e ocion ovner?

Who should be noffied?
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What s the expected outcome?

Each level o the business s a role o play in dosed loop planning, execufion, and

ENTERPRISE ACTION FRAMEWORK
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------------ + (@) BENEFIT FROM YOUR WORK --------------

Your customer feedbock guides your experience improvements and investments fo
drive profitable growth.

PROMOTERS ARE WORTH MORE
REVENUE (OSTTOSERVE PROFIT
+€19 -€1.03 +€89
vs. Detradors vs. Detrators vs. Detradiors

Detradors  Possive  Promoter  Defraclors  Passive  Promoter  Defraclors  Passive  Promoter

20M subsaibers X 2% more Promoters = 3.6M increased profits

o less o serve,

IMPROVE YOUR CUSTOMER EXPERIENCE AT EACH STAGE OF THE
CUSTOMER JOURNEY, AND SEE THE BENEFITS IN YOUR BOTTOM LINE.
LET US HELP YOU ON YOUR JOURNEY TO SUCCESS.
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