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Customer Process Strategy
Worksheets
List of Priority Touchpoints
Your starting point for customer process strategy development is the work you did in Topic number 07-0100, The Customer Experience Model, specifically the CEM Worksheet, which lists and describes all the Touchpoints for that business segment.  If you haven’t yet done that work, you should re-read the Topic and do it now. 
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Examine the CEM Worksheet carefully and select the Touchpoints that fit any of the three conditions of a “Priority” Touchpoint.  List the Priority Touchpoints in the table below.
	TOUCHPOINT
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Needs-to-Attributes Translation Worksheet 

The purpose of this worksheet is to list and describe the attributes of your existing customer processes that serve existing Touchpoints so that you can do a better job of developing your customer process strategies.  When you have described all of your existing customer processes in terms of their attributes and the customer needs that are satisfied by those attributes, you’ll be able to compare that information with your customer needs analysis (from Topic 07-0200, The Mind of the Customer) to see what’s missing, what needs to be improved, or what can be eliminated.
When you do your needs and differentiation analysis (using the next couple of worksheets), then you’ll be able to decide what additional Touchpoints you want to establish with your target customers and what customer processes will be needed to take advantage of them, and also what improvements are needed for your existing customer processes.

Instructions

Make one copy of this worksheet for each Touchpoint on your List of Priority Touchpoints (previous worksheet).
For each Priority Touchpoint, use this worksheet to list and describe the attributes of the customer process you currently use to satisfy customers’ needs when they encounter that Touchpoint.  
Take your time with this work and make sure you understand how well each process attribute does or does not satisfy the customer or motivate him or her toward a purchase decision.  The purpose at this point is for you to thoroughly understand customer needs and what your business is doing to satisfy those needs.  However, as you do the work, it is inevitable that you’ll discover opportunities for improvement.  Capture those ideas on a separate list.  You’ll need them when you formulate your customer process strategy and document it in the Customer Process Strategy Fact Sheet (the last worksheet in this Topic).
The worksheet begins on the next page.

Needs-to-Attributes Translation Worksheet
for Customer Processes
	TOUCHPOINT

(Name and brief description)
	· 

	
	FUNCTIONAL PRODUCT

ATTRIBUTES
	PSYCHOLOGICAL PRODUCT

ATTRIBUTES
	PRODUCT

VALUE

ATTRIBUTES

	ATTRACTORS
	What process functions and features will provide the greatest customer satisfaction and the strongest purchase motivation?
	What process attributes will stimulate the associations, emotions, feelings, and unconscious reactions customers want to experience?
	What process attributes will enhance the customer’s sense of value of the product and of the process itself? 

	
	· 
	· 
	· 

	NECESSITIES
	What functions and features must be included in the process?
	What associations, emotions, feelings, and unconscious reactions, if any, are necessary, and what attributes will make them happen?
	Are there any value attributes of this Touchpoint experience that will be noticed and will cause dissatisfaction if absent?  What can’t be missing?

	
	· 
	· 
	· 

	AVERSIONS
	What process functions and features must be avoided?
	What process attributes will create negative associations, emotions, feelings, and unconscious reactions.
	What hassle, inconvenience, effort, etc., does the process impose on the customer that could be eliminated?

	
	· 
	· 
	· 


Customer Process Differentiation Worksheet
	TOUCHPOINT

(Name and brief description)
	· 

	Instructions
1. From the previous worksheet, list the process attributes in the left column.

2. Rate the importance of each attribute using a scale of 1 (not at all important) to 10 (extremely important).  Attributes which satisfy “driving needs” should be rated 8, 9, or 10.  Negative attributes (those that are aversions and should be avoided should be given negative numbers, e.g. -1, -2, -3, and -10)

3. Identify the top three competitors in your market and enter their names in the top cells of the last three columns.

4. Rate the attributes of your and your competitors’ customer processes in terms of their ability to satisfy customers’ needs.

	Customer Process Attributes 
	IMPOR-

TANCE
	YOUR BUSINESS
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	


Differentiation Gap Map
	TOUCHPOINT

(Name and brief description)
	· 

	Plot your customer process attributes for this Touchpoint on the Gap Map below.  

The vertical axis shows the 0 to 10 importance rating of each attribute from the Process Differentiation Worksheet (the previous worksheet).  The horizontal axis shows the relative strength of your customer process attributes for this Touchpoint as compared with the similar attribute of your competitors’ processes.  Thus, if that attribute of your customer process is significantly better (stronger) than your competitors’ your ratings will be toward the right of the diagram, if worse (weaker) your rating will be toward the left.  There’s rarely any reliable quantification of the relative strengths and weaknesses of your product compared with competitive products, so you’ll have to make a “judgment call” to position your product attributes on the graph.


[image: image2.emf]D

ifferentiation 

G

ap 

M

ap

D

ifferentiation 

G

ap 

M

ap

LESS SATISFYING

THAN THE COMPETITION

MORE SATISFYING

THAN THE COMPETITION

IMPORTANCE  –10 

IMPORTANCE +10 

+ 5

– 5



 Customer Process Feasibility Guidelines
Each Touchpoint, product, customer process, business segment, and target market has its own specific dynamics and competitive situation.  What is feasible for one business in one market for one product and one set of competitors may be quite different in another situation.
The key questions to guide your feasibility analysis are these:

1
Are you able to include all the customer process attributes necessary to satisfy customers and establish competitive advantage?

Do you have, or can you establish the skills, technology, systems, and resources necessary to achieve your customer process strategy for this Touchpoint?

2 
If not, which attributes are you able to include?


Will that be sufficient for customer satisfaction and purchase motivation, and for competitive superiority?

3
Do the numbers check out?

· Cost structure.  Are the costs reasonable?  Can you operate at an acceptable profit with this strategy?
· Budget.  Is it sufficient?  Is there a margin for error?
· Resources.  Do you have, or can you get at acceptable cost, the resources necessary to execute the process strategy?
· Benefits.  Are the costs and disadvantages of this process strategy justified by revenues, profits, competitive advantage (differentiation), brand awareness, customer goodwill, or other benefits?

You may have to modify your preferred customer process strategy until you arrive at one that is feasible given your situation and the resources available to your business.

When you have finalized your customer process strategy for this Touchpoint, go on to the last step and complete your Customer Process Strategy Fact Sheet (next worksheet).

Customer Process Strategy Fact Sheet
Using all the previous thinking, develop your customer process strategy for giving customers the best possible experience (satisfying their needs) at this Touchpoint.  
When you have finalized your customer process strategy, transcribe the information to this format and use it as an information and communications tool within your business.
	Customer Process Strategy Fact Sheet

	Target market: 

	Product: 

	TOUCHPOINT

(Name and brief description)
	· 

	Customer Process Attributes

	
	FUNCTIONAL 

ATTRIBUTES
	PSYCHOLOGICAL 

ATTRIBUTES
	VALUE

ATTRIBUTES

	ATTRACTORS

Process attributes that satisfy driving needs and motivate the customer to purchase the product
	· 
	· 
	· 

	NECESSITIES

Process attributes that don’t provide much satisfaction or differentiation but provide dissatisfaction if missing
	· 
	· 
	· 

	AVERSIONS

Process attributes that generate dissatisfaction if present and motivate the customer not to purchase the product
	· 
	· 
	· 

	Comments:  
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