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Executive Summary
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know what this experience is or attempt to positively influence it, gould be missing out on a

powerful marketing toolComprised of all touchpoints a consumer has with your brand (whether or not
your organization is actively involved) positive experiences contritoubeand equity and loyalty, which
help to drive brand &lue and financial performance

Torque Customer Strategy performed a qualitative and quantitative study in August 2008 to better
understand the customer experience created by Canadian financial institutimrgue insight analysis
indicates 3 key learngs about customer experience in the Canadian financial services industry:

1. Perceptions appear to beelffulfilling prophecies, with higher degrees of expectation
fulfillment associated with customers who entered the interaction with positive perceptions.

2. Based on a gap analysis, the areas where the biggest positive impact on the customer
experience can be made are pricing and ease of transaction.

3. Negative experiences, while not significantly affecting likelihood to return, greatly affect
referrals and worebf mouth.

\

Methodology and Timing

Respondents were asked to answer questions basetti@n most recent purchase or service
adjustment experience at any financial services organization (referred to throughout the study as
Company X).

Financial Services DefineBor the purposes of this engagement, financial services organizations
included:banks (eg. CIBC), select services (eg. ING Direct), and card services (eg. AMEX).
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Customer Experience Management
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company, brand, product or service are hoe exceeded at each of the touch points where customers

have an evaluative opportunity. The customer experience can be broken into three didtassds, pre

purchase perceptionpurchase interaction, and pepurchase recall.

Vol 2z
Customers have a pre-concelved view of a
company, brand, product or service I N I E RA‘ I I o N

Organizations have multiple touch points
where they connect with customers - each
of which offers aniopportunity to miss,
meet, or exceed customers’ preconcelved
expectations. The product of-these touch
points contributes to:the success, or fallure

RECOL!_ECTI ON "

Experlences must.resonate In a way which
will lead to an emotlonal recall later by
customers

Pre-PurchasdPerceptions

. While there was little difference
Stated Pre-Purchase Perceptions o
_ between the number of individuals
Positive Negative .
Perceptions g Perceptions who had positive prgpurchase
22% __""“‘ 24% perceptions and those who had
negative prepurchase perceptions,
the majority of respondents
indicated prepurchase neutrality,
selectingtheopt 2 y & litadinoy 3% &
expectations, positive oragative,
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Neutral
54%
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Degree of Expectation Fulfillment by
Pre-Purchase Perceptions
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This information becomes more useful when viewed in the
context of degree of expectation fulfitent. Perceptions
appear to beseltfulfilling prophecies, with nearly 40% of
those indicating negative perceptions also having an
experience where their expectations were not met. This
decreases markedly for individuals who were either neutra
or had positive perceptions before entag the purchase
process.
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Respondents were asked to select all factors that affected theipprehase perceptions. 75% of
respondents indicated previous experience with Company X as a feditbrbrand image and
advertisements trailing heavily, thisighlights the importance of creating a quality customer
experience.Those positive touchpoints not only set the stage for future positive interactions, they
also encourage customers to engage in positive word of mouth activities.
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