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Whatis
customer
Emotion?

How customers feel about their

experience with a company,
product or service.
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“I've learned that people will forget what you said, people will forget
what you did, but people will never forget how you made them feel.”
— Maya Angelou
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"Many companies are busy mapping their customer experience and tracking \
customer activity across physical stores, call centers, e-commerce sites,
and social media, gathering mountains of data from their own surveys,

customer tracking systems, loyalty programs, and third-party providers.

Their stated goal is typically to improve customer satisfaction at each step

of the customer journey. But overall customer satisfaction is often already

high, and seldom a competitive differentiator.’

(zorfas, A. and Leemon, D., 2016)
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*Our research across hundreds of brands in dozens of categories shows that the most

effective way to maximize customer value Is to move beyond mere customer

satisfaction and connect with customers at an emotional level — tapping into their

fundamental motivations and fulfilling their deep, often unspoken emotional heeds”

(zorfas, A. and Leemon, D., 2016)
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) UNIVERSITY OF GOTHENBURG

(%) CHALMERS | M

;-“fe'

Cracking the Bottleneck of Productivity
by Enhancing Discoverability

Leveraging interaction design to enhance
discoverability of reusable code components.

Master’s thesis in Computer science and engineering

OSCAR FREDRIKSSON
ELIAS LIND

“Discoverability concerns the quality
of an item being easy to find.
Additionally, according to
Shanmugasundaram et al., the
discovery of an item is only one of two
cornerstones of discoverability. The
other part is the interpretability,
addressing the understanding of how
to actually make use of the discovered
information ” [2]
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Usability

Learnability: How easy is it for users to accomplish basic tasks the first time they
encounter the design?

Efficiency: Once users have learned the design, how quickly can they perform
tasks?

Memorability: When users return to the design after a period of not using it, how
easily can they re-establish proficiency?
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Capability in Practice

D B G

Journey Mapping Persona Mapped Capabilities

Surveys Real time tool feedback (
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Credibility in Practice

=D =

Focus Groups Action Item Prioritization

Incident Management Data Centralized Support
Post Mortems (
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1 Discoverabillity J

2 Usability v

3 Capability J
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*Our research across hundreds of brands in dozens of categories shows that the most

effective way to maximize customer value Is to move beyond mere customer

satisfaction and connect with customers at an emotional level — tapping into their

fundamental motivations and fulfilling their deep, often unspoken emotional

needs”

(zorfas, A. and Leemon, D., 2016)
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Don't forget to keep your DUCCs in a row

Discoverability
Usability
Capabillity

Credibility
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