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Customer Loyalty   

The Ultimate Question  

 



¢ƻŘŀȅΩǎ ŎǳǎǘƻƳŜǊǎ ŀǊŜ ς 

ÅHarder to impress 

ÅMore demanding 

ÅBetter informed 

ÅLess patient 

ÅReady to complain 

ÅProne to telling others 

¢ƘŜ ƻƭŘ ǎǘǳŦŦ ŘƻŜǎƴΩǘ ǿƻǊƪ ǘƘŜ ǿŀȅ ƛǘ ŘƛŘ - Something NEW (or different) is needed 

From Customer Service to Customer Experience Management  
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Χ ǿŜ ǎŜƭƭ Ηέ 

άIŀǊƭŜȅ 5ŀǾƛŘǎƻƴ ŘƻƴΩǘ ǎŜƭƭ 
ƳƻǘƻǊŎȅŎƭŜǎΧ 

John Russell 
Ex VP 
Europe 

From Customer Service to Customer Experience Management  
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Service Perception  = 
 Service Outcome       +      Service Experience 

Character 
(Emotion/Heart) 

(Passion) 
(Feelings) 

 

Competence 
(Logic/Head) 

(Process) 
(Facts) 

 

V ? V ? 

The Key Elements of Customer Experience Management  
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From the book: Lovemarks by Kevin Roberts ς CEO Worldwide Saatchi & Saatchi   

BRANDS  
Low Love  

High Respect  

LOVEMARKS  
High Love  

High Respect  

FADS  
High Love  

Low Respect  

PRODUCTS  
Low Love  

Low Respect  

Competence 

Character 

What 
you give 

What 
you get 

Making Customers Feel Fantastic 
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Recommend you to other potential customers 

Pay more for the same things 

Forgive you when things go wrong 

Defend you when others attack 

Provide you with honest feedback 

Look for ways to spend more 

Agree to exclusive long-term contracts 

Cost less to serve 

Support your initiatives 

Make you more money 

Here you create 

Loyalty Beyond Reason 
What do loyal customers ŘƻΚ ό¢Ƙŀǘ ƻǘƘŜǊǎ ŘƻƴΩǘύ 

Making Customers Feel Fantastic 



Based on your experience as a customer, how likely is it 
that you would recommend us to a friend or colleague? 

% Promoters - % Detractors = Net  promoter score 

Promoters Detractors Passives 

Fred 
Reichheld 

9     10 0        1         2       3      4      5  6       7       8   9     10 0        1         2       3      4      5  6       7       8   

The Ultimate Question 

Worldõs top score (in 2010) ð 96% 
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Customer Loyalty   

From Theory to Practice  

 



άhƴƭȅ ƳŀǎǎƛǾŜ ǘǊŀǳƳŀ ŎƘŀƴƎŜǎ  ǇŜǊǎƻƴŀƭƛǘȅΣ ǿƘƛŎƘ 
is hard-ǿƛǊŜŘΦέ 
 
  ά !ǘǘƛǘǳŘŜǎ Ƴŀȅ ŎƘŀƴƎŜΣ ōǳǘ ǇŜƻǇƭŜ ŀǊŜ 
remarkably stable. They choose and change their 
environments to suit their personality ς not the 
ƻǘƘŜǊ ǿŀȅ ŀǊƻǳƴŘέ  
 
  ά²Ƙŀǘ ȅƻǳ ǎŜŜ ƛǎ ǿƘŀǘ ȅƻǳ ƎŜǘ ǿƛǘƘ Ƴƻǎǘ ǇŜƻǇƭŜ 
ƻǾŜǊ ǘƘŜ ŀƎŜ ƻŦ нмέ 

From Theory to Practice  

Professor  
Adrian 

Furnham 

 
 University 

College 
London 
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1. Agreeableness 

×Kindness 

×Altruism 
×Warmth 

×Unselfishness 

2. Stability /Adjustment 
     όά{ǳƴƴȅ 5ƛǎǇƻǎƛǘƛƻƴέύ 

×Self assuredness          
×Relaxed & calm persona 
×Positive affectivity 

3. Sociability 

×Rapport & approachability 
×Engaging 

×Positive energy 

×Sensitivity 
×Responsibility 

×Emotional Management 

×Passion 
×Work ethic 

×Action & results 
    orientation 

Service Talent Assessment  

and Recruitment System 

5. Drive  & Ambition 

4. Emotional Intelligence 

What are the 
Talents needed 
for Customer 
Service? 

From Theory to Practice  

Professor  
Adrian 

Furnham 

 
 University 

College 
London 
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Loyalty 
Scale OK 

OUCH 

WOW 

Memorable ? 

C 
D 
C 

Memorable ? 

Memorable ? 

From Theory to Practice  
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Service experience 

Service experience 

Service outcome 

Service outcome 

 
 
 

Deliver the promise (Reliability) 
 
 

 

Provide a personal touch (Empathy) 
 
 

 

Go the extra mile (WOWs) 
 
 

 

Resolve problems well (Recovery) 
 

                                                                                
   Source: ICS Research with Warwick University 

Easy to Understand ς Hard to Do 

What is World Class Service? 

From Theory to Practice  
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