Psyma’s
Customer Excitement
Index (CEXI)

Find out when & how users
are not just satisfied but
delighted!

psyma

Why use Customer Excitement
°®/ (CEX)?

(O

¢,] ) How to measure CEX?

@ How to use CEXI?



Customer Excitement Index

Why CEX

Customer

Excitement

is more specific than satisfaction.

It includes

v delightful experiences
resulting in

v customer loyalty and

v brand reputation.

Your goals

with CEX?

Create Reason Why, Stickiness
& Desire

Promote customer loyalty &
establish long-term relationship
Uncover obstacles in customer
journey

» ldentify product / service issues

psyma

Customer

Excitement
Index

Supportsin
¢ creating delight for your users
¢ throughout the Customer Journey

*» by understanding their needs at every
stage!
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Customer Excitement Index
Psyma’s CEX Measurement across the Digital Customer Journey

** Main goal: Keep users delighted across the entire Digital
Customer Journey.

+» Based on the aggregate impact of product content
including visual presentation.

CEXI

Customer
Excitement
Index

» Benchmarking of Car Manufacturer Websites /
Dealer Websites
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: ¢ With data from our range of benchmarking projects:
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! » Benchmarking of Social Media Platforms
|
|
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» Benchmarking of Online Sales
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Customer Excitement Index
CEX across Customer Journey (DE data)

CUSTOMER EXCITEMENT INDEX
+* CEXI depends on information and visual
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Customer Excitement Index
In-depth analysis: Get the details

Main information areas

* Model overview information
F I;‘"i Recently released models
_-,- 'l L |"| : =

[F=oS = ‘

i
Overview of model range
“
- - @& &=
P" u 'm

Compare different models

Model detail information

@ i Technical specifications
/ 8% ;

Visibility Awareness Acceptance m After Sales 554 Use the car configurator

Later purchase Purchase within the next year Purchase within the 6 months Purchase within the 3 months After purchase Pricing information

Financing & offers
Promotions /
advertised car offers

Financing / leasing
information

Importance . !"‘,: low
of items: high '

I
1
I
: > relevant content aspects for CEXI per step.
1
I
1

> respective verbatim comments.




Customer Excitement Index

Get a Deeper Understanding of User Expectations

e

Issiw dore

LTSI .
el e by v
e

rAnts s byt

e 3 theart XM Teenis Low-te G

—rEis ST by sty

R L LR

Lavpan s 100 madall & by G

DETymre itmaed A0 werwts sty 3o

LAt amt® i Pt 300 mpwts 5 9 it

Lav@me S theant 30 waselt & T Co<ime

TavEery (4 I%mers 1T araris 3 O by 3O
Cwn e

POENIT £ Ly K00
Lxvpute #fhwars ¥ maduts a2ty 24ty

Langmis A s ¥

L PR

Lovpars Afweare WL Tecuis 2w by com

e T Ty
Trrermts #a wrd tee Ty
1ae 22300

e T T T

v crvtanvy
At fuars

e (r—mvTre haew
# 1w o

ba eTraw covt g 13 TeTENg U

N Ll
A FAm pumme g 19 (8 T e en w sty ot P €
e D

32 Aevr bt 4 ooew T

£ vy GLCER 5 QYNCTE STREENE el elered Fches

e rawgm

treram

3100 TP LS ITSTy MaSSE N (R LETHR S

e Sovey
s Sape 3y pagw
b L T

P L

 zosrren

e

Prrest 55 1941 | pe vt byt e

L et

ANLEE 1R MR TR, 11 10 IEE 30 A0S 128 1 tha cache ey b

o o trmmvraeet iy 55 1RR1 1 1 o {rEe e

AT mererg pga e

0 AT R b (4 REE POARINE R TIy | IR e e T e

§ Ly Sy ouy e R be

R T T

BOEBEER

KUESWUEEEENG

sENEBEENS

-
z
=
o
-
o

I Main mformation areas I

Po wssntls sl mogets

Chrviern of wodel ¢

|
|
% Assigned verbatims depending on :
relevant item within the :
Customer Journey on one click. :
|

|

- Compane 9 Merere mptey

‘ Favncing A& offon
Srematizns /
B artewrisied cor offurs

Financing { pason

—
. Use the Car confpuate

reing inksemalion

[T

Mo

Dwaesza
Mo |

Deter

1]

o

=

* e
T

B L

Weu e s poof g

e

=t gswe

r—gr

e e

bk
o

o coert gacaeey

L s

Va2 e I s g

A® 100 T Cor g e

e

R e T

wu trn e coot gamss

Y

B e R ) .

e T e

» L oainy

e s ws we ter mmerew
COVTAL STEL INELEET] WevE Siaa O

ATE Y pacx

e e

M B rring B aery et el e

w3t pru A 13 et o the b g
e WA DB FTHTWIT TG AL .

¥ aerartaw o puas § 4 coeend b1 1 Teat et iy tte e 3t ol sl

L L

STV SRR 1Eeh 16 1R hbanie

ree
LIRS 1 D TR LR A 12 THE TRTp
Akl prner. ¥ Lte 0 SaTS

S SRR b WA LRAASE 16E EWn S vrw Aeasd Hhe avd

T

udage cpe 110 RO e wary AL B St

T g B Aee e rTa o Pivent

e WA DRy MO A

Cagre
AR RN B MITY RS ST (T W YA RAAE T30 1G] SAM N\ T 00 S0 atEn

ol Tl LEAEate

3R IR EASRITY] AT 1T R g W ETEE febreage oy e
e

S A e e T A ER e € hh L INE P 1P R

wt” M Smait the e

o d prwtes Tont s Coa bl 08 b aekded M SenTor g i wower e o cwn R
e
G0 WPRLARE W Loy 3 LRI IR TS B RAE LI R5T B SRIRcIwd B

e et 13X




psyma
Customer Excitement Index

Take part in at least one of our Benchmarkings and profit from further insights.

Benchmarking of Car Manufacturer Websites Benchmarking of Online Sales

* In-depth evaluation & recommendations * In-depth evaluation & recommendations
 Benchmarks & Best Practice examples * Best Practice Index, modular approach
Benchmarking of Social Media Platforms : Benchmarking of Dealer Websites @
* In-depth evaluation & recommendations * In-depth evaluation & recommendations

* Best Practice Index, modular approach * Best Practice Index, modular approach

} Understand user’s expectations across the Customer Journey.



Interested?
Contact us &
request advice

Ps g m o Psyma Research+Consulting GmbH

Nuernberger Strasse 103
91207 Lauf an der Pegnitz
Germany

Passionate People.
Creative Solutions.

Tel +49 (0)911 99574-970
Fax +49 (0)911 99574-933
info-ebusiness@psyma.com
info-tkit@psyma.com
WWW.psyma.com

Offices in: Barcelona | Beijing | Budapest | Detroit | Madrid | Mexico D.F. | Munich | Nuremberg | Philadelphia | Prague | S3o Paulo | Shanghai




