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Increase Manufacturing Value by Up to 30%

L

eading manufacturing companies have discovered
a secret to impressive value creation in 18 months
or less.

By taking a concerted Voice of the Customer initiative,
a process by which customers detail their experiences
of your business performance and relationship,
manufacturers have learned how to focus economic and
human resources for the greatest ROI.
Think customers couldn’t possibly understand your
business? Your best customers, in fact, do understand what
makes you great and what areas are in need of
improvement.
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I

n one case, an 11% improvement in growth was
achieved in under a year just by focusing on areas
where customers indicated the company was coming
up short. When asked — especially when by a sponsored
third party — customers are keen to provide unfiltered
insight and prescriptive direction on what matters most
to them.
We know that satisfaction precedes loyalty which
precedes increasing share of wallet. The happier your
customers are in their relationship and dealings with you,
the more likely they are to give you the dominant share
of purchases in your category.
We also know that customers who are more loyal and
satisfied are frequently willing to pay more for a product
or service that fulfills more than just a one-dimensional
need. By better understanding, fulfilling, and anticipating
both
expressed
and
inferred
customer
needs, you communicate commitment. And the more
committed they feel you are in building a partnership, the
easier it is to do business with you, and the more
premium they are willing to pay.
When the relationship becomes multidimensional,
not just a commodity exchange of price for product,
this can mean as much as 20 - 25% premium pricing for
both private and public companies. The true “Value
Creation” is in the entire relationship the customer
has with your company, not just in the manufactured part
you supply to them. We define this as the
“Price-Value” Proposition.
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ON INNOVATION
Another source of value creation in the manufacturing world is
through the R&D platform — usually with a wide range
of R&D or Innovation initiatives on the drawing board. In
most companies, it’s difficult to find the resources needed to
address them all. Vying for resources internally often sets one
group’s agenda against another’s. A Voice of the
Customer initiative can be used to let customers weigh in on
which innovations will provide the most value to them.
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M

any customers also use Customer R&D and
Innovation insights to define the “Jobs to Be Done”
framework.
This
total
white
space
opportunity lets customers define what jobs, tasks, or endproducts they struggle with most often — that you can help
solve. Think you’ve made great strides in customer and
technical service? Ask those who experience it most often and
have the perspective from which to know.

BEST PRACTICES
So, what are the best practices of companies who are using
Voice of the Customer initiatives as impactful tools for value
creation?
Don’t survey customers after every transaction.
Customers, like consumers, are often more inclined
to answer transactional surveys when they have a
complaint or frustration. Transactional surveys
usually follow a business interaction.
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More importantly, they don’t want to answer a survey
multiple times per month — or even per year. Survey
through an in-depth prepared conversation — at most
every 12 to 18 months.
Consider a third-party resource to conduct the
interviews.
Most customers, like most humans, don’t like to
deliver bad news, or even stellar news, directly to
you. They want to be sure the relationship is on an
even-keel—neither too good nor too bad to warrant a
change in pricing or policy. By speaking to a professional
researcher who has been trained to solicit a wide range of
feedback, you’ve given your customer the opportunity to
speak openly and honestly about their relationship with
your company.
When constructed correctly, this conversation will yield very
specific and insightful direction—enabling you to modify,
adjust, or build upon the strategies you’ve already constructed for the company.

Roll-up the Data.
Many times, it’s easy to say “we’re done” once the
interviews are completed.
Not so.
Take the
qualitative findings — key quotes and themes —
and quantify them so you can truly look at content and
direction. This phase eliminates the psychological barrier of
hearing individual voices, and allows for listening to the
aggregate Voice of the Customer. That’s exactly when the
true value of a VOC begins to take shape.
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CONTACT US

STRATEGEX INVESTS
IN YOUR GROWTH.
Strategex, Inc. is a customer research and consulting firm
headquartered in Chicago, Illinois. We are dedicated to
helping businesses achieve sustainable, profitable and aggressive growth. Our VOC, QofC® and 80/20 capabilities
provide insight to drive growth for all stages of companies from pre-acquisition to matured corporations. Since
founding in 1993, we have built strong and enduring relationships with our clients. Strategex has worked with
over five hundred business-to-business clients in both domestic and international markets.
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