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e ifwe compare Ct’Jst ers from twen years
ago to customers nowadays, we'll find that
today, customers wa mj more.

e Customers want:
e faster servi

® Mmore Co

e more fl ayment plans and
option

e |less time waiti

/ e their problem




e Wants — custo{n want-to solve his L

problem .
/™ Expectaélons are foned from c\ustomer (

experience in the marketplace.




e What expectat’iogs/ ar u from the \E‘/

standing in the Czech Repubhs?\
P Are you\satlsﬁed? \ (

_r—




e Past experienées/ | m

° Word of mouth

° Customgrs needs al)ld wants \ f
e Risk p rcelved
e Price




Kano model

Customer Satisfaction
Very satisfied

Expectation

e

Very dissatisfied




N,

/

© Describe your ’eaXé/erie eabout

customer satisfaction. Present-._
- necessity, expectation and sweetie on a (

prod uct. \

e What could sity, expectation
and swe f legal
service
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e Informed by total expehenc | \\:J |
e Aspect that can be managed by a company
e Offerings
. e Service delivery \
/ e Appropriate arousaI/IeveI
° Costop\ .

e Aspect that can bé influenced by a company:

e

e Aspectst ompany:
Pre-e




~ Customer Value: / e | \\:/

e Product elements

O ) \ _
/™ e Price W\ AN/ \ /

e [Ime il
e Innovatio




&> {Customer delivered value

i
1.

customer

all__

Product value Customer
delivered

Monetary cost value
.. Total

customer

| eost




Company Growth Depends on Three
Types of Customer Loyalty Behaviors

Growth is all about:
_Retention

Profit from price premium

Advocacy

. Profit from reduced
Purchasing

operating costs

Profit from referrals

Company Profit

Profit from increased
purchases and higher
balances

Base Profit

Customer acquisition cost
Years

Frederick Reichheld. The Loyalty Effect. Harvard Business School Press, 1996

Retention

Behaviors

. Customer Renews
Business

Programs Advocacy Customer

Behaviors Lifetime Firm Value

Marketing Customer Acquisition Value

Sales

Service -
Purchasing

Behaviors
Customer Buys More

Based on the article by Gupta, et al (2006). Modeling customer lifetime value. Journal of Service Research, 8(2), 139-155.
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-~ elittle emphasis’ (()Z/cugers | \

e unsuitable corp

° attltude\of employe
e organi -atlonal barriers
e No offer
e barriers

ez culture —_
\




e Explain Kano mAdeX h | \w/

e What customer value involves? >~




——y https://wWw.Iichtel’mstei egal.com/client-feedback-
form \ \"‘/

/e https //ww)w mmIk com/e perience- feedback html

d.co.uk/client-feedback-
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