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Willingness to
Experiment

Self-Efficacy

Information
Savviness

Device Usage



Forrester’s
Empowered Customer Segmentation
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Progressive Savvy Convenience Settled Reserved
\ Pioneers Seekers/ Conformers  Survivors Resisters
Most Empowered Least Empowered
Least Forgiving Most Forgiving

Highest Churn More Loyal




The empowered customer segmentation in the
US:

32%

Progressive Savvy Convenience Settled Reserved
Pioneers Seekers Conformers Survivors Resisters

Base: 58,000 US online adults; Source: Forrester Data Consumer Technographics® Online Benchmark Survey, US Consumers 2017  #ForresterData
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The empowered customer segmentation in the
Sweden:

32%
23%
Progressive Savvy Convenience Settled Reserved
Pioneers Seekers Conformers Survivors Resisters

Base: 725 Swedish online adults; Source: Forrester Data Consumer Technographics® Global Online Benchmark Survey, 2017 #ForresterData
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Some brands have more empowered customers than
others

The Empowered Customer Across Key Retail Brands

Pg)ig:s:ge Savvy Seekers %%nr;?r:fgfse Settled Survivors Ezzggg
Apoteket AB W 6% B 13% 2 B 23% D 31%
IKEA B 9% D 18% D 2% I 18% B 25%
H&M B 10% s e 1% 6%
Amazon B 14% B 19% 2 B 21% B 14%
Apple B 20% D 36 N 29% W 5% B 10%

Base: 725 Swedish online adults; Source: Forrester Data Consumer Technographics® Global Online Benchmark Survey, 2017
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How do you hold on to your empowered
customers in a marketplace that’s
crowded with alternatives?

\§
me 'm!!EY'S




© 2017 FORRESTER. REPRODUCTION PROHIBITED.




s
e -

"WE'RE NOT COMPETITOR O k D, WE'RE CUSTOMER
OBSESSED. WE START WITH WHAT THE CUSTOM
NEEDS AND WE WC



Most companies are still in the early stages of
customer obsession

42%
25%

20%
13%

B B

Customer- Customer- Customer- Customer-
Naive Aware Committed Obsessed

Base: 1,024 global executives
Source: Forrester's Q3 2016 Customer-Obsessed Operating Model Online Survey




Customer obsessed companies show better
results

Three year annual sales change 2 304
(median)

2.0%

1.5%

0.1%
IEE— |
Customer- Customer- Customer- Customer-
Naive Aware Committed Obsessed

194 Global Executives
Source: Forrester’'s Q3 2106 Customer-Obsessed Operating Model Online Survey and appended Dun & Bradstreet 3 year revenue data
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Paul Franks @ pjfranks1509 - Aug 19 v
i@elonmusk can you guys program the car once in park to move back the seat
and raise the steering wheel? Steering wheel is wearing.

Q a2 11 o O 19k M

" Elon Musk & / \
! Follow |
@elonmusk AN vy
Replying to @pjfranks1509

Good point. We will add that to all cars in one

of the upcoming software releases.
311 AM - 19 Aug 2017

as8 retweets 9,081 Lkes 8 @ T & (@ B B @ D

Q) 266 11 468 O 91k &

Source: https://www.inc.com/justin-bariso/elon-musk-promises-to-implement-customer-suggestio.html
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At Pure Insurance, we offer comprehensive property insurance designed for the most successful individuals E
and families. We believe that insurance should be fully aligned with the interests of its policyholders, l
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providing better coverage, unparalleled service and superior savings. We are more than a company, we are
a community of success, where members rule. The Pure Promise »
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... In reality brand is often:

A concept of a product or service that is
publicly distinguished from other products or
services so that it can be easily communicated
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Customer Experience (CX):

How customers perceive
their interactions with
your organization
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Forrester’s CX Index score measures ...

. .. how successfully a company delivers customer
experiences that create and sustain loyalty

o
Customer J, " Customer
q . > -
Experience Quality 7\ CXINDEX Loyalty
Effectiveness Retention
The experience The likelihood that a
delivers value to customer will keep existing
customers. business with the company
Ease Enrichment
It's not difficult for The likelihood that a customer
customers to get value will buy additional products and
from the experience. services from the company

Emotion Advocacy

Customers feel good The likelihood that a

about their experience. customer will recommend
the company to others
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The model calculates revenue impact CX
Investments

One-point improvement in CX Index™ score results in:

Annual incremental x  Average number of = Total revenue
revenue per customer customers per
(from a one-point increass)” company’
- $48.50 X 18 million - $873
mass market million
i-'.'i

Hotels: upscale 57.54 x 44 million = $332

million

Wireless service $3.30 X 82 million . %278
providers million

ﬁ Big-box retailers $2.44 b 100 million = $244
million

ﬁ" Auto and home - $215
= insurance providers $14.32 " 15 million - million

Base: 122,500 US online adult customers (ages 18+) of at least one industry who interacted with that
industry within the past 12 months (bases vary by industry)
Source; Forrester's Customer Experience Index Online Survey, US Consumers 2016
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Many companies measure satisfaction, but that
only tells part of the story

% of customers satisfied with the experience
58%

63%
49%

44%
19%

Very poor Poor Good Excellent
CX Index score

o
\')
Base: online adults -;‘: cx I N D EX®

Source: Forrester's European and Australian CX Index Online Survey, 2016




Others focus on ‘effortless’ but that also may lead to
the wrong outcome

“Quick and simple functions are
not enough to retain consumers.

In fact, they can
of CX”.

Source: Forrester’'s Report ‘Four Myths About Consumer Emotion That Are Leading You Astray’




Emotion drives CX:
You want your customers to feel good about
their experience with your brand

i :
-, = CXINDEX




Focus on
emotions
that have
a high

Intensity

Highly intense
negative
emotions have
the strongest
impact on
consumer
behavior.

Valence

Most negative
brand
expenences
leave customers
feeling mildly
negative.

High intensity, negative effect

High intensity, positive effect

L] Disgust - Surprised [
Anger g Happy
j=
Frustration £ Grateful
T
Annoyance Valued
Negative Positive
Meglect Appreciated
=2
=
Sadness § Pleased
_ E
Fatigue = Content
{ C!I
- |
Boredom Sereng

Low intensity, negative effect

Low intensity, positive effect

Arousal

Source: Forrester's Customer Experience Index Online Survey, US Consumers Q3 2015

Highly intense
positive
emations

drive consumer
spend, brand
preferance,
and brand love.,

Most positive
brand
experiences
leave customers
feeling mildly
positive,
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You need all three E’s to
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Effectiveness

Customers get value from the experience
SEERS B | ./ $1 SEN i SRR Sea &

Ease
Customers get value from the experience without difficulty

-_;_-,- —_ Emotion
—ffiﬁ = Customers feel engaged by the experience

© 2017 FORRESTER. REPRODUCTION PROHIBITED. 27



= -
Y el ™ *
'[As‘i' 1.:3

' VARIO

-

‘g’l

/.

= How to deliver an
CANSC .
s @Xperience that creates

TAR AlRw

iv’. ’e =raij
——3€ Clup
01 20 A()

ra

© 2017 FORRESTER. REPRODUCTION PROHIBITED.



Experience is the new driver for loyalty - especially for
younger customers

Consumers who are interested in using their points for the following:
(4 and 5 on a scale of 1 [Not at all interested] to 5 [Very interested])

m— (Gen Z

=~ E?Zf’ — cony "My favorite loyalty programs would
\§T 570, — GenX have to be those that offer a huge
I 4% — YoungerBoomers range of ways to redeem your points,

JII] 2870 — OderBoomers whether it is cinema tickets, dining

/ 17% Golden Generation ) . ) )
\\/ out, train tickets, or spending in a

store." (Female, 25 to 34 years old)

Experiences

Base: 119 to 602 US online adults (18+) who belong to any type of loyalty program and for whom “Points,
miles, or other loyalty currency” is an important element in a loyalty program
Source: Forrester’s North American Consumer Technographics® Customer Life Cycle Survey 2, 2015

© 2017 FORRESTER. REPRODUCTION PROHIBITED.



o - R w
- LA

. = &

> N

) & - 2 y \ > Tttt 4
Assess loyalty program '\
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Assess from the
member’s perspective

o 2

The loyalty member interaction self-assessment

{
Enroliment

Enrollment g On a scale of 1 to 5, where 5 equals “strongly agree” and 1 equals “strongly disagree,”

score each of these statements as they apply to your loyalty program.

Enrollment is intuitive and available at all relevant touchpoints. 1 3 4 5
9 ") Mew members can customize their profiles at enrollment. 1 3 4 5
V»Q\::\\E Participatiun Information about the program (including benefits, perks, and how to use it) is 1 2 3 4 5
‘\"1\‘&3 presented in a clear way at the time of enrcliment.
SN
% Information about the program is presented on an ongoing basis (e.g., a
\Q‘%\*\\‘ multistage email campaign to help members get acquainted with the program 1 2 3 4 5
T and its benefits).
Account management Participation

5 On a scale of 1 to 5, where 5 equals “strongly agree” and 1 equals “strongly disagree,”
score each of these statements as they apply to your loyalty program.

There are clearly defined but flexible ways to earn rewards (e.q., bonus points,
earning rewards for nontransactional activities, or purchase of additional loyalty 1 2 3 4 5
currency).

The redemption process is intuitive, easy to understand, and the program
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