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34 GB
25,0000 — 10,000

brand and communication
messages inferaction
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ATTENTI.PAN IS GETTING SHORTER

2000 2015
12s  8.25s

Less than that
of a goldfish

Terragnl Consultmg Sources: National Cenfter for Biotechnology Information, U.S. National Library of Medicine, The Associated Press
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SYSTEM 1&2

System 1
Automatic

Fast

Effortless
Unconscious
Intuitive

Emotional
Stereotypical
Relies on heuristics

Terragm Consultlng
. ’ bopugemei Worimiged Kahneman, Thinking fast and slow

System 2
Controlled
Slow

Effortful, tiring
Conscious
Algorithmic
Rational
Systematic
Analytical
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LIFE MADE
EASY

RS

LIFE MADE
HARD

Terragm Consultmg

QY Aty

will look to buy will stop will not will stop using
from a purchasing recommend the product

competing products from the brand for
brand that brand others

64% | 164% | 59% |42%

Sources: Support.com, Inc, 'Customer Effort and the Direct Impact on the Brand Relationship'.
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LIFE MADE
EASY

RS

LIFE MADE
HARD
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AY .. Aty

will look 1o buy
from a

competing
brand

64:%

78%0

will continue fo
purchase

products from
that brand

will stop
purchasing
products from
that brand

64:%

4%

will
recommend
that brand to
others

will not
recommend
the brand for

others

59%

will stop using
the product

42%

Sources: Support.com, Inc, 'Customer Effort and the Direct Impact on the Brand Relationship'.

32%

Will write
a review
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EFFORT FROM A CUSTOMER'S VIEW

- -

- non-monetary

stronger 8 cost

- B
driver. 2"
ON NEGATIVE \ ‘ ke_y measure

EXPERIENCES THAN

POSITIVE ONES 'ﬂg e fOI‘ loyalty
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\ ACCEPT THE

{  CHALLENGES SO

.\ THAT YOU CAN FEEL
" THE EXHILARATION
OF VICTORY.

. George
£ S. Patton
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REWARD

(PLEASURE)
~,¢" , onﬂplb SYSTEM
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——— FOSTERS
CUSTOMER LOYALTY
AND ENGAGEMENT

A=~ Terragni Consultm
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Why measure

customer effort?
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CUSTOMER EFFO-:

LAST TOUCHPOINT

Low Effort High Effort CES predicts customer
loyalty 1.8x better than
customer satisfaction
scores do.

90.2%  32.5%

% Customers likely to continue being
a customer of this company

= Terragni Consulting Sources: CEB Global
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CUSTOMER EFFO-:

LAST TOUCHPOINT
Low Effort High Effort satisfied dissatisfied
customers say customers
they infend fo say they SATISFACTION
leave infend to stay IS WEAKLY
CORRELATED
WITH

90.2%  32.5% 20% 28% LOYALTY

% Customers likely to continue being
a customer of this company

=~ Terragni Consulting Sources: CEB Global
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Exceeding Customer Expectations Does Not Increase Customer Loyalty
Impact of Meeting Versus Exceeding Customer Expectations on Loyalty

We compared customer service
interactions with customer loyalty,
discovering that exceeding
expectations in the service channel
benefits customer loyalty little.

Below
Customer
Expectations

n = 97,000 customers.

Source: CEB analysis.

Terragni Consulting

Meets
Customer
Expectations

Exceeds
Customer
Expectations
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BENEFITS OF-:I

/ Actionable pata

I PI’GdiCtS DEFECTION RATES

I LoyaltY“EASY” REDUCES 40%

CHURN BY

Terragni Consulting
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$7 billion revenue

One of top 3 private
Indian banks

44,000 employees

—
P l $69 billion

total assets

Terragnl Consulting

QY i tormyd $1.1 billion net income BUYER fifi BRAIN




_ CASE STUDY

Objective
* Measure customer effort across the processes related to taking a loan
* Run the same test on main competitor’s customers

Methodology
 EAS tool — IAT + declarative
* 100k unique links sent to respondents

2= Terragni Consulting
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_ CASE STUDY Overall Score

-0.3

INERT

CUMULATIVE
SCORE

A

ENHANCER ENABLER LOW EASE INERT STRENOUS DISABLER DETRACTOR

Customer Effort Scale
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Lifecycle Score

Physical [ Cognitive
-4.7 2.4

-10-9 -8 -7-6-5-4-3-2-1012 3 45 67 8 910

e . .
Terragni Consulting
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_CASE STUDY Engagement lifecycle - trend

Discovery -1.2
Application -0.9
Approval -0.3
Disbursal -1.0
Customer Support -0.3
Part Payment 0.0
Foreclosure 0.9
Loan Closure -0.6

I | | | e— [
ml-m_ [__STRENOUS _|
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CASE STUDY

Physical

Discovery
Application
Approval
Disbursal
Customer Effort
Part payment
Foreclosure

Loan Closure

-3.9
-3.1

0.6

Processes Scores

Cognitive Cumulative

2.4 -1.2
2.1 -0.9
2 -0.3
2.5 -0.3
1.5 -1

1.6 0

1.6 0.9
1.3 -0.6




_ CASE STUDY Recommendations

* Decrease cognitive effort for the acquisition processes 2>
conversion rates increase

 Differentiating processes that are easy = turn customers
engaged

A ®

Terragni Consultin
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FINAL

. brains are lazy gfomn

. brains LoVE BRANDS
.. momivate, don’t delight
. keep 1t EASY!

Terragni Consulting
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@ana_iorga

ana@buyerbrain.com
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