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Taman opinnaytetyon tarkoitus on tutkia ja kehittaa verkossa tapahtuvaa asiakaskokemuksen
luomista, seka luoda malli, jota hyodyntaa palveluita muotoillessa. Mallin on tarkoitus antaa
suuntaviivat seka konkreettisia esimerkkeja, jotka ovat tarkea ottaa huomioon joko uusia
palveluja luodessa, tai jo olemassa olevia palveluita kehittaessa. Opinnaytetyon tuloksena
luotua mallia voidaan hyodyntaa erilaisissa palveluissa, jotka ovat vuorovaikutuksessa asiak-
kaisiin verkkopalvelujen kautta. Koska nykypaivana tama tarkoittaa suurinta osaa yrityksista
ja organisaatioista, on opinnaytetyon aihe erityisen relevantti ja ajankohtainen.

Kehityksen kohteena toimivat erilaiset verkkopalvelut, ja kehittamistehtavana on saada ko-
konaisvaltainen kuva siita, mika tuo asiakkaalle (loppukayttaja) onnistuneen
asiakaskokemuksen, ja saa hanet palaamaan samaan palveluun jatkossakin. Kehittamistyon
tavoitteena on luoda malli, jonka voi monistaa useammalle yritykselle onnistuneen
asiakaskokemuksen luomiseksi. Taman vuoksi tutkimuksessa loppukayttajat otetaan osaksi
tutkimusta, eika esimerkiksi mallia kayttavan yrityksen tyontekijoita.

Mallin kehittamisessa hyodynnetaan teoreettista viitekehysta tai teoriapohjaa, joka pohjautuu
alan tuoreisiin tutkimuksiin. Tietoperusta perustuu suhteellisen uusiin lahteisiin, silla
asiakaskokemus verkossa, erityisesti kun kyseessa on nettideittailun palvelu, on aiheena su-
hteellisen uusi, ja etenee huimaa vauhtia. Asiakkaat odottavat verkkopalveluilta jatkuvasti
enemman, ja tarjonta on globalisaation ja kiihtyvan teknologiakehityksen vuoksi laajaa.
Taman vuoksi on tarkeaa luoda erittain hyva ja onnistunut asiakaskokemus loppukayttajalle.

Koska kyseessa on ylempi korkeakoulututkinto, opinnaytetyo on kehittamispainotteinen.
Ylemman ammattikorkeakoulun opinnaytetyon tarkoituksen on tukea tyoelaman tai
lilkketoiminnan kehittamista, minka vuoksi tyo on luonteeltaan tutkivaa kehittamista. Tassa
opinnaytetyossa tutkimuksellisina menetelmina kaytetaan osallistavia laadullisia kehit-
tamismenetelmia, kuten photo elicitationia hyodyntavat haastattelut, seka erilaisia
tietopohjaisia aineistoja ja niiden analyyseja. Kyseiset menetelmat on valittu tahan
opinnaytetyohon sen aiheen luonteen vuoksi, silla siina tutkitaan ihmisen kayttaytymista ja
kokemuksien muodostumista. Koska tutkimuksen aiheena on hyvan asiakaskokemuksen luomi-
nen, on olennaista ottaa loppukayttajat osaksi tutkimusta, ja mallin muotoilua. Malli perustuu
opinnaytetyon yhteydessa tehtyihin haastatteluihin, kohderyhmakeskusteluun, seka tieto-
taustan hyodyntamiseen. Nama menetelmat sopivat tutkimuksen luonteeseen, mutta tulokset
ovat taten laadullisia, ja perustuvat suhteellisen pieneen otantaan henkiloita, vaikuttaen tu-
losten luotettavuuteen.

Koska kehittamispainotteisessa opinnaytetyossa kaytetaan menetelmia, joista syntyy jotakin
aineistoa, kuten tassa haastattelujen tuloksia, voidaan naita aineistoja analysoimalla kehittaa
lopputulos, joka tassa tapauksessa liiketoimintaa tukeva toimintamalli. Kehittamistyon
tuloksena syntynyt malli kuvaa asiakaskokemuksen merkitysta yritykseen kasvuun johtamis-
essa, seka taustoittaa yrityksen kasvun muita tekijoita: kehityksen, innovaation, ja
oikeanlaisen strategian synergioita. Yrityksen kasvuun johtamisen mahdollistamiseen tarvi-
taan asiakaskokemuksen kehitysta, siina missa yrityksen sisaisten prosessien ja osaamisen ke-
hitysta seka uusien tuotteiden innovaatiota.

Asiasanat: asiakaskokemus, yrityksen kasvuun johtaminen, asiakaskeskeinen kehittaminen
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The purpose of this thesis was to examine the formation of customer experience online and
create a model to enable business growth. The purpose of the model is to provide guidelines
and recommendations on how to manage customer experience in a sustainable way. The
model is suitable to be utilized in all online services, though this specific development pro-
cess did aim to manage customer experience in online dating services. Since most companies
and organizations today operate online, the topic of the thesis is relevant and current.

The target industry of development was services online, and the goal of the development pro-
cess was to get a comprehensive picture of what enables a successful customer experience.
Therefore, in this research, the end users (customers) were part of the research, and the
company's other stakeholders were not. The purpose of the development work was to create
a model that can be utilized and duplicated to create a successful customer experience in
several companies.

As a part of creating the model, a theoretical framework was formed, which is based on re-
cent studies in the field. The research is based on relatively new sources, as customer experi-
ence online, especially online dating services, is a relatively new topic and is progressing at
speed. Today’s customers expect more from online services, as the offering is extensive due
to globalization and accelerating technological development. Therefore, it is important to fo-
Cus on customer experience to provide unique experiences.

Since this thesis was written for a higher university degree, it is development focused. Partic-
ipatory qualitative development methods were used as research methods. The methods were
chosen for this thesis due to the nature of the study subject, as it examines human behavior
and the perception of experiences. Since the topic of the research is the creation of customer
experience, it is essential to include the end users in the design of the model. The model is
based on interviews, focus group discussions, and theoretical background material. These
methods fit to the nature of the research, but the results are therefore qualitative, and are
based on a relatively small sample of people, thus affecting the reliability of the results.

Since a development-oriented thesis uses methods that generate material, such as the results
of the interviews, conclusions were formed by analyzing these materials. The model was cre-
ated as a result of this development process, and it describes the importance of the customer
experience in the context of leading the business to growth, as well as defines other factors
that impact on business growth: development, innovation, and the right kind of business
strategies. To enable business growth, the management of the customer experience is re-
quired, as well as the development of the company's internal processes, and innovating new
services.

Keywords: customer experience, managing business growth, customer-centered design
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1 Introduction

The role of digital services in people’s lives is constantly growing. People use digital services
in their everyday life, to conduct the basic errands they need to run their lives. People pay
their bills online, shop online, have Teams calls at work, and they socialize and interact with
other people online. On average, globally, one person spends 147 minutes on social media
every day. (Statistica 2022)

This thesis examines which factors impact on the formation of customer experience, how it
impacts on business growth, and how we can make these minutes online, valuable minutes.
The purpose of this thesis is to get a comprehensive overview of what aspects create a suc-
cessful customer experience, and what makes them return to the same service in the future.
This thesis will form a model to manage customer experience online, in a way that enables

business growth.

Consumers have a greater number of choices today than ever before in all aspects, and they
have increasingly varied ways of getting access to them. In this environment, where the com-
petition is high, and customers' lives are busy, it is important for the companies to focus on
delivering online services that make their lives as easy as possible. As the customer keeps
hearing about all other alternatives, companies must find ways of retaining their customers
by innovating and providing the right kind of care to maintain their status as a market winner.
(Schwager & Meyer 2007) Even the slightest error, or misjudgment, can cause the consumer
to shift on to “the next one”. That is - in a nutshell - why creating an excellent customer ex-
perience is important in today’s business operations, and why the topic of this thesis is cur-

rent.

In order to grow a business, companies must have a solid customer base where they get recur-
ring revenue from, and a steady stream of new ones. (McKinsey 2017) According to McKinsey
(2017), growth is top priority for many companies. And according to a survey they had con-
ducted, the respondents stated that “93% have pursued at least one strategy to generate or-
ganic growth in the past three years, and nearly two-thirds agree or strongly agree that or-
ganic growth is at the top of their executive teams’ agendas”. (McKinsey 2017) Growth and
customer renewals are a couple of the themes of business that should be focused on when
reaching for growth. These two themes sometimes walk hand in hand: sustainable growth
might refer to the size of the business, or growing revenue - and renewal means expanding,
developing, and growing existing business or customers - both with internal and external
stakeholders. (McKinsey 2017)



As previously stated, one of the most obvious ways of growing a business is to acquire more
customers, and keep the current customers satisfied. (McKinsey 2017) New York Times (2021)
outlines that one of the ways to achieve customer satisfaction is to get to know your custom-
ers better. (New York Times 2021) New York Times (2021) states that it is important to keep
asking customers what their current challenges are, why they have purchased the service that
they have, and why they chose said provider. (New York Times 2021) In other words, knowing
why the customer has chosen your service in the first place, is crucial information to acquire.
If the customers are all aligned, and agree on why they have purchased a service, you proba-

bly shouldn't change that specific aspect of your business.

Keeping track of your customer, and having continuous interaction with them, allows the
company'’s focus to be on the things that your company is doing right, and what needs to be
changed. Forbes (2020) agrees, and states that a company growth cannot occur without pay-

ing customers. (Forbes 2020)

One could state that you need to keep your customers happy enough not to drive them to a
competitor, and you need a solid customer base to keep your company operational, if you are
a service business. In practice, this means giving a great experience that the customer would
choose instead of a competitor, and you need to invest time and effort to create this excep-

tional customer experience.

In order to enable business growth, a company must be willing to invest resources to develop

their business offering to ensure that successful customer experience can be achieved. This is
true for both online and offline service businesses. Ensuring business growth is also about tak-
ing action after you have gotten to know your customers and their needs. To incorporate the

research and development part of regular business operations, a company must put in the

time and effort. (McKinsey 2017; Harvard Business Review 2007)

Innovating to achieve new interesting offerings is crucial to maintain customers’ attention
amidst the ongoing competition in the markets. The importance of development is equally
relevant all the way to the key functions of the business as well as to the service offerings. It
is as important to have the business develop their internal operations, as they are developing
their customer facing ones. As the customer changes, the company that offers the services

must also keep changing to keep up with the needs and the speed.

1.1 Research and development goals

The purpose of this Master’s thesis is to get an overview of what aspects are the most im-

portant for creating a successful customer experience, and what makes a customer retain, or



to invest more in a service - and therefore, creating business growth. The goal of this thesis is
to form a model to structure these factors to provide an easy model for companies to manage
their customer experience online. This thesis will also evaluate the reliability and trustworthi-
ness of this model and explains how the model can be utilized in multiple working life envi-

ronments.

This Master’s thesis’s approach is practical, as its purpose is to develop a model that can be
utilized also outside of this specific case study. In other words, it is a development process
that uses a research approach. The goal of this thesis is to study creating and managing cus-
tomer experience in online services and to develop a model for it, as previously mentioned.
As this model is built utilizing different companies’ practices, and benchmarking to identify
common factors among different dating services providers that operate and interact online

with their customers.

The company that will be utilizing this model, is requesting to form a business case and rea-
soning to validate the investment to the management of customer experience in their busi-
ness operations. At the time of the finalization of the thesis, the results of this development

work and research, have already been utilized in two different companies’ operations.

The goal of this thesis is to develop a model to utilize customer experience as a way to
achieve and support business growth. This model can be utilized when designing new online

services or developing existing ones.
The research questions are following:

1. What kind of model would help to develop online service to create better customer
experience?
2. How could this kind of model be created?

3. How can customer experience enable business growth?

In order to get answers to these questions, as a part of this research and development pro-
cess, 1:1 interviews were conducted as a way of seeing what creates customer experience,
and what creates value for the customer. In the interviews, different participatory methods

were used, and following questions were used to gather insights from the subjects:

1. What are the key components that create a positive customer experience?
2. What are the deal breakers that create decreased satisfaction in customer experi-
ence?

3. Would you change/choose a service provider solely based on customer experience?



To get insights on what creates a positive customer experience, and which kind of aspects af-
fect a person’s choice when it comes to choosing a service provider, the questions above

were asked as part of the 1:1 interviews. Interviews were chosen to be the most efficient and
natural way of getting insights from the users of the service examined. The research methods

were qualitative by nature, since the research was exploring human behavior.

This model is intended to provide guidelines as well as concrete action points that are crucial
to take into consideration either when creating new services, or when developing existing
ones. As said, the model created as a result of this thesis research can be utilized by various

companies and organizations that interact with customers through services, especially online.

The company that is examined in this thesis, operates fully online, so the research is focusing
on the online services in particular. The model that has been developed, however, can be
used when designing services also offline with few modifications. This means most companies
and organizations today can benefit from this research, and therefore the topic of this thesis
is particularly relevant and current as more and more of services and customer demand has

moved online, and the number of choices is growing by day.

1.2 Research methods

This thesis is investigating the human behavior and perception of experiences. As qualitative
research methods are often used to examine those behaviors (Guest, Namey & Mitchell 2013,
1-40), they were chosen as the research methods for this thesis. Qualitative research meth-
ods’ purpose is to help researchers understand how people perceive the world, and how they
realize it. (Guest, Namey & Mitchell 2013; Merriam 2009) Therefore, the choice of qualitative
research method is justified as this development-based thesis examines the topic of customer
experience and its meaning to business growth. According to Merriam (2009, 13) qualitative
research uses questions such as “why” to find out reasons for human behaviors (Sage Publica-
tions, year unknown) and thus, these kinds of questions have been used as a part of creating

the research questions for this thesis.

The research questions for this thesis aim to help focus on the area of development by under-
standing how and why people make choices the way they do, and how that can be used to

make educated decisions in business development.

There are three different styles of qualitative research that was utilized in this thesis, and

they are following:

e Observations: documenting what an individual has seen, heard, or encountered
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e Interviews: 1:1 interviews with randomly selected individuals
e Focus group: setting an agenda, asking questions, and generating discussion among a

random groups of individuals

This thesis development process includes interviews of the customers of the company, as we
are examining the formation of customer experience from the user point of view, while con-

necting it to business growth later on.

2  Service as a business

“Service as a business is a form of business where the service forms the base of value given
creation.” (Business Finland, formerly known as Tekes 2010) And according to Business Fin-
land (2010), the development of a company's business that centers around a solution, needs
collaboration between a service provider and its customer, and an in-depth knowledge of cus-
tomers’ ways of behaving and living. (Business Finland 2010). Arantola & Simonen (2009) con-
cur with the previous statement and explain that in order to be customer-obsessed business,
it requires enough information about their users and their challenges. (Arantola & Simonen
2009)

According to Arantola & Simonen (2009) companies often have processes for developing new
services, and that already in the beginning phases of the development cycle, you need to un-
derstand and evaluate the market requirements and the need for the service you are planning
on building. (Arantola & Simonen 2009) This is in order to know if the service you are planning
to launch is even a feasible business opportunity. Arantola & Simonen (2009) also emphasize
the importance of understanding and knowing your customer and their processes to be able to
build a solution that makes a difference in their lives. (Arantola & Simonen 2009). Thus, in or-
der to succeed in the service business, one must focus resources on developing services that

correspond to the need in the market, and the customer expectations.

2.1 Digital services as a industry

Software development and digital services have been, and are constantly progressing and de-
veloping, especially in the recent couple of decades, and at an even faster pace during the
last few years. (McKinsey 2021, Gartner 2021) According to McKinsey (2021), the need for dig-
ital services goes above essential services such as banking and taxes, and that each company
needs to have a solid strategy to offer digital services to their customers that benefit the cus-
tomer, the market, and the service provider, and continues to emphasize the importance of

relevance of the produced services. (McKinsey 2021). According to a latest forecast by
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Gartner (2021), worldwide spending on software was projected to be more than 4 trillion USD

in 2021, which would mean an increase of 8.6% from the previous year. (Gartner 2021).

Gartner (2021) also notes that the leaders are now more willing to invest in software and
technology if it ties directly to business wins. (Gartner 2021) Gartner continues to explain
that, it is crucial to know how to present this tie to the leaders of the companies for them to
agree to invest in software development according to customer and market requirements.
(Gartner 2021) And that in order to succeed in presenting this link to future business wins,
companies must set relevant key performance indicators that make it easier to measure and
display the impact of the software and digital services. (Gartner 2021) By setting appropriate
key performance indicators, succeeding in them, and tying their impact to business wins, the

business leaders are more prone to agreeing to invest in suggested software development.

There are different factors why the companies’ investments into digital transformation are
increasing, and according to McKinsey’s new survey (2020), one of the reasons is that the
COVID-19 pandemic has speeded the adoption of digital services and development by several
years - and that many of these changes could be long-term investments. (McKinsey 2020)
McKinsey (2020) also states that the pressure that COVID-19 created with the global shut-
downs pushed customers to new online shopping behaviors, and that some of these behaviors
are likely to continue beyond the crisis. (McKinsey 2020) Therefore, it is crucial to focus on
customer experience online since that is where the business is centered, and it is the pre-

ferred choice for the customer today, to conduct their lives in multiple aspects of their lives.

The emergence of this new environment that we live in today, increased use of online ser-
vices has arisen, and it has heavily impacted on the way consumers are using digital and
online services. Due to increased time people spend online, their expectations and needs
have grown. It is no longer enough that online services cover the basic needs such as booking
a doctor’s appointment, or renewing library loans - but consumers are also expecting to be

able to conduct everything in their lives online.

2.1.1  Customer experience online

According to Harvard Business Review (2007) customer experience is an “internal and subjec-
tive response” of consumers' interaction with a company or a service. (Harvard Business Re-
view 2007) Thus, customer experience refers to the interaction between a company and its
customer. Gartner (2022) defines that customer experience is how a customer has felt and
perceived its interaction with anything related to that company’s stakeholders or products.
(Gartner 2022)
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Customer experience has become a “remarkably sophisticated discipline”, according to re-
search from Harvard Business Review Analytic Services (2015). The research continues to
state that customer experience is “driven by the tech-savvy customers”, and that it requires
a reshuffle of existing processes and organizational structures, and even a new kind of take
on what companies’ internal attitudes and actions should look like. The research also states
that in order to succeed in this reshuffle and the creation of a successful customer experi-
ence, the company must have the right kind of people and capabilities in place. (Harvard

Business Review 2015)

Due to the competition in this industry that is digital services, delivering an excellent cus-
tomer experience is increasingly important in order to stay relevant and in the field of view
of a consumer. (PwC 2018) Having a process for managing customer experience is a powerful
tool to succeed to stand out from the competition, and it is a vital tool, as the consumer now
has a wider range of options than ever, and plethora of places to look for information for
comparison. (PwC 2018; SAS 2022; Harvard Business Review 2007)

SAS (2022) refers to Gartner, that managing customer experience is important in order to
achieve customers retention, loyalty, and advocacy. And that by managing customer experi-
ence the right way, it can positively impact on customers' choice of brand through a more su-
perior experience, growing revenue through increased sales caused by positive rumors, im-
prove customer loyalty having received excellent service, and lower company's costs and
losses due to decreased customer churn. By following these steps, it is possible to guarantee
sustainable growth by managing customer experience and having the opportunity to keep up
with the competition in the market. (SAS 2022)

2.2 Dating services online

The study subject and the development topic of this thesis is an online dating service and de-
veloping a model for managing its customer experience process. The market of online dating
services has grown as the services online have continued to have a bigger part in our daily

lives making dating services online an interesting topic to examine in this context.

Dating, as all other interactions with people, has substantially shifted to online in recent
years. The Atlantic (2018) article says that just 20 years ago couples mostly met through
friends, family, or in school. The same article also explains that even in the late 1990s, it was
not a social norm to meet people in other ways, such as through personal advertisements in
the newspapers, people kept how they met, a secret. (The Atlantic 2018) Fast-forward to
2018, The Atlantic article explains that more than 13% of people said they have met their

partners on a dating app, whereas Toma (2015) states that at least a third of the population
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now meets their partner through a dating app. (The Atlantic 2018; Toma 2015) According to
The Atlantic article, people who had posted their weddings to a popular Wedding Announce-
ment section in the Times newspaper, 93 out of approximately 1000 couples had met through
different dating apps. (The Atlantic 2018) The shift to this new way of finding your partner, is

a big difference to the prior.

This change in people’s behaviors and ways of meeting their partners, has initiated the crea-
tion of multiple different dating apps, and one can see a difference in the number of popular
apps in the most recent years. The figure 1 below displays the emergence of the modern da-
ting apps, and their launch times. These apps have similar ideas and missions by default, how-
ever, some of them are more niche, and directed towards certain groups of people to cater

the needs of that specific group.
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ABRIEF HISTORY OF

ONLINE
DATING
APPS | (s,

First commercial dating computer run service.

1974 @

Cherry Blossoms' mall-order brde
cotalog was founded

® 1994

Kiss.com was founded, the first modem online
dating service.

1995 @

Match.com lounches.

® 2000

oHarmony lounches.

2004 @

OkCupid launches.

@® 2006

Badoo lounches.

2009 @

Grindr launches.

® 2012

Tinder launches.
Hinge lounches.

204 @
Happn kiunches.

Bumble lounches.

® 2015

Raya lounches.

Figure 1: Brief history of online dating apps

The speed of digital services development, as well as global COVID-19 have only increased us-

ing online services to connect with others. Dating, as one example, was moved completely to
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online, when worldwide restrictions of not allowing people to physically meet anyone outside
their family, were put in place. The same pattern could be seen also in making new friends

and connecting with old connections.

Creating social relationships and managing them was moved almost fully online, and therefore
the whole world was adjusting to this change and learning new ways of communicating with
their friends, family, and potential partners. This was also stated in a recent journal (Joshi
2021) published during the pandemic: “With COVID-19 our everyday activities and errands
have witnessed a shift to the online mode. From online transactions, online purchase, virtual
learning, running businesses online, work online from home to finding potential partners
online, the internet has transformed the lives of individuals drastically” (Joshi 2021). The in-
crease in the use of online services had already been on the rise even before the pandemic
happened, however, the pandemic only accelerated the progression of this shift. And the

trend of interacting online is not stopping now, that the restrictions no longer apply.

As the expectations of today's services are higher, and the need for developing services online
is increasing due to our move of socialization online, the need to create an experience that is
standing out is even more important. (Harvard Business Review 2007) As people have a pleth-
ora of options to choose from, and plenty of good offers to take advantage of, such as free
trial periods or other similar promotional campaigns, it is therefore vital for the service com-
panies to be ready to fight to keep and get customers to engage. (Harvard Business Review
2007) Getting customers' attention is trickier the more services and competition the industry

has, and online dating services have a competitive market.

Generation Y (the generation of people born in the period from 1980 to mid-1990) (Merriam-
Webster 2022) and generation Z (people born between 1990 to early 2000) (Merriam-Webster
2022), for example, create and maintain social connections in a different way than the previ-
ous generations, as they are used to operating online. (McKinsey 2018) Lissitsa & Kol (2016)
reinforce this statement in their article about Generation Y and Z and their habits online.
They state that “internet connectivity and usage has risen dramatically in the past decade,
providing people with easier means for obtaining information, and engaging in economic and
social exchanges, social activities and online communities”. (Lissitsa & Kol 2016) Customers
today feel that they value experiences more than they do actual physical goods, and there-
fore, companies should focus on creating memorable experiences for the customer. (McKinsey
2018; Lissitsa & Kol 2016)

In the emergence of this new generation, especially Generation Z, companies must learn to
adapt their online services to match the expectations and needs of the first fully digital na-
tive generation, and rethink how to deliver value to this, and other generations. (McKinsey
2018)
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2.3 Understanding your customers

Online dating services are being used different different groups of people from different
backgrounds, genders, age groups, and representatives from different groups of sexual orien-
tations. To be able to understand your customers and their needs and wants, a company
should invest resources in connecting with them to create more market-ready services for
them. (Lemon & Verhoef 2016; Camilleri 2018)

Each person has different demands and values that impact how they perceive their daily lives.
Everyone has different feelings, perceptions, biases when it comes to how they experience
things. In order to understand the customers and these perceptions, the development process
of services should include them. By incorporating the actual users of the service as part of the
development journey, a company can be more confident that their service will fit into their

customers' lives.

When it comes to deciding which requirements to include to your service development, a
company must identify their potential user groups. The more varied user groups the service

provider has, the more people should be included in the development process.

Harvard Business Review article (2011) mentions that data, in addition to actually talking to
your customers, can also be used as a powerful tool to receive information about your cus-
tomers and their behavior. Using analytics and customer loyalty, a company can collect infor-
mation from their customer, and target them the right way - and predict what it is that the

customer wants now, and in the future. (Davenport, DalleMule & Lucker 2011)

3 Theoretical background

According to Berry, Carbone & Haeckel (2002), customers will always have an experience
when they buy a service from a company. And the key to succeeding to create a positive ex-
perience, is learning how to manage this experience the right way. (Berry, Carbone & Haeckel
2002, 5). “Building a good customer experience does not happen by accident. It happens by
design” concurs Clare Muscutt, the CEO of Women in CX. Therefore, it is important to allo-

cate resources to the development of this design.

The model developed and presented in this thesis is based on a theoretical background based
on the latest scientific and academic articles and studies, as well as other printed sources.
The theoretical background is based on relatively new sources, as the customer experience

online is advancing at a tremendous pace, and the key performance indicators change with
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the same pace. Whatever was relevant 10 years ago, or even 2 years ago, won’t necessarily
apply today or tomorrow. Customer demands are higher today than before, and the customers
are constantly expecting more from their online services, and the offering is extensive due to
globalization. Therefore, it is important to create a very good and successful customer expe-

rience for the end user to keep the existing customers, and to get new ones.

3.1 Cornerstones of business growth

Forbes (2020) presents how to manage business growth with five steps. According to Forbes
(2020) the key to manage business growth is to 1) consistently plan and set objectives for
growth, 2) consistent high level of efficiency and hiring the right people to do the work re-
quired, 3) budget, 4) focus the resources on the aspects of the business that need to be pre-
pared to scale up and adapt, and finally, 5) take care of your customers. (Forbes 2020) As this
thesis focuses on customer experience’s role in business growth, the last point that Forbes
(2020) mentions, will be examined more thoroughly. Managing customer experience is a big

part of taking care of your customers.

Also in customer management businesses, it is important to focus on the relationship between
partners, customers, and the company. In business partnerships, when collaborating with
other companies, relationship building is in a key role of enabling customers to grow. When
the relationship is trust-based, and the customer relies on the companies for their ideas and
strategies, they allow you to get closer to them. They might come for you to solve their prob-
lems or keep using your service based on the previous successful encounters with your busi-
ness. And this means that by nurturing your customers' business, you are also growing your
own business as a side product. (Bronfman 2018) Same logic can be applied to a service busi-
ness, where customers will be more likely to stay as your customers if you provide them value

for their time and money, and meet, or exceed their expectations.

“To create a successful service offering, managers need to determine which attributes to tar-
get for excellence and which to target for inferior performance. These choices should be
heavily informed by the needs of customers. Managers should discover the relative im-
portance customers place on attributes and then match the investment in excellence with
those priorities.” (Frei 2008) In order to achieve a proper strategy to provide a successful ser-
vice offering, you should include the people you are planning the service for. The process of
co-creation and its meaning in business growth and customer experience will be introduced
more closely in this thesis, as it is one of the methodologies that can be used to include cus-

tomers as part of developing service offerings.
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Keeping your customers, or customer retention, measures not only how successful a company
is at acquiring new customers but also how successful they are at satisfying existing custom-
ers. (Bernazzani 2022) It also increases return on investment (ROI), creates loyalty, and brings
in new customers. It's easier and more cost-effective to keep customers than to acquire new
ones, as returning customers spend more and buy more often, refer friends and family, thus
creating more business for the company. Only a 5% increase in customer retention can in-
crease company revenue by 25-95%. (Bernazzani 2022. Therefore, there is no denying the
worth of the customer, and their experiences in business growth. Thus, a model to achieve

this retention, will strongly impact on business wins in the long-term.

3.2 Customer centered design

According to Berry, Carbone & Haeckel 2002), “companies compete best when they combine
functional and emotional benefits in their offerings. Emotional bonds between companies and
customers are difficult for competitors to sever.” (Berry, Carbone & Haeckel 2002, 5) Humans
are emotional beings, and an emotional connection is often the strongest one. To compete
successfully in an environment such as this,customer centered design is often used to apply
customer experience management to ensure customer loyalty. When an emotional connec-
tion, and individual experience, it is more difficult for the competition to win the customer
over. (Berry, Carbone & Haeckel 2002, 5)

Markey (2020) states that “design thinking is about seeing the world through customers’ eyes
and learning through direct observation. Managers, frontline employees, and even C-level ex-
ecutives should engage in the exploration and design process. Design thinking combined with
a constant flow of customer feedback helps product groups create highly personalized offer-
ings”. (Markey 2020) “Getting customer feedback and showing it will be acted upon is im-
portant for organizations as they attempt to reduce friction between what customers want
and their ability to get it.” (Harvard Business Review 2021) This is how the customer centered
design was described in a white paper written by Marco Bill-Peter in Harvard Business Review
(2021). He also mentions that empathy towards customers is at the core of what is needed to
make customer experiences better - which gives nod to the fact that a customer and their
needs should be taken into consideration when designing customer offerings. Then it is possi-
ble to tailor the offering, so it is suitable for relevant customers. (Harvard Business Review
2021)

All in all, customer centered design is about understanding that the customer should be at the
core of business and learn to recognize different customer behaviors and patterns and then,

acting accordingly.
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3.3 Human-centered design

Human-centered design is one method of designing services that take the end-users’, the cus-
tomers’, needs as focus, while the development of the service is still in the process of being
finalized. Human-centered design acts as a tool of utilizing customers in the value creation
process with the service business. (ISO 9241-210:2010)

Human-centered design is defined by The International Organization for Standardization’s I1SO
9241-210:2010 as “an approach to interactive systems development that aims to make 9 sys-
tems usable and useful by focusing on the users, their needs and requirements, and by apply-
ing human factors/ergonomics, and usability knowledge and techniques.” (ISO 9241-
210:2010) However, Lanter and Essinger (2017) describe human-centered design the following
way: User-centered design is a design methodology and philosophy in which the needs, goals,

and success of the end user are considered. (Lanter & Essinger 2017)

A key in user-centered design is to incorporate users' perspective on the service, its function-
alities, and its purpose to customers' processes. The user-centered design process uses differ-
ent tools to achieve these kinds of results, such as prototyping, customer journeys, and usa-
bility testing. (Lanter & Essinger 2017; 1SO 9241-210:2010)

Therefore, the mention of human-centered design is relevant for this research as this re-
search aims to provide a service that a user, or a customer, is happy with enough to keep sub-

scribing to the service, or making an initial decision on ordering the service.

3.4 Customer-dominant logic

According to Heinonen & Strandvik (2015), customer-dominant logic is a “marketing and busi-
ness perspective dominated by customer-related aspects instead of products, service, sys-
tems, costs, or growth. It is grounded in understanding customer logic and how firms’ offer-
ings can become embedded in customers’ lives/businesses.” (Heinonen & Strandvik 2015)
Similar points are being made by Cheung, Millissa & To (2016). They state that “understanding
and satisfying customer needs is crucial to the survival of any organization, regardless of how
small or large it is or whether it is a private or public organization”. (Cheung, Millissa & To
2016)

As customers are more aware of their choices and they have access to more information,
companies need information from their customers directly. Companies need to know how

their customers live and interact with the world. In order to understand customers better,
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companies need to discover customers' hidden processes that they can’t see online. (Hei-
nonen & Strandvik 2015)

In practice, this can mean implementing customer-centricity in planning what kind of prod-
ucts or services a businesses’ customer needs and taking the customer’s point of view to the
center of every development process. This makes sense in different situations. When a new
business is about to launch a new product, it is beneficial to test the product first with poten-
tial real customers, and not only within the product development team. Follow that up with a
repetitive iteration process of the development cycle based on the customers’ feedback.
Same could be applied to an existing company launching into new product areas or launching
into new markets. A lot of time and effort can be saved by adopting customer-dominant logic
in product or service development, because then you’ll launch a product or a service to the

market that has already proven to be useful and viable among your customers.

Adopting customer-dominant logic to designing means shifting the focus from how the service
providers involve customers in their processes to how customers in their ecosystems engage
different types of providers. This means that the emphasis should be on how customers use
service in their processes rather than how companies provide service to customers. The focus
should be on what the customer sees rather than what the company sees. (Heinonen &
Strandvik 2015) This is especially important since the whole perspective is very different
when looking at a product or service design from the customer's point of view versus a compa-

ny's point of view since each side has different things to gain.

Customer-dominant logic is a theoretical framework which prioritizes the customer and fo-
cuses on understanding customer logic and context. The focus is on holistic understanding of
customer’s life instead of thinking about how an organization can involve customers in their

processes. (Heinonen, Strandvik, Mickelsson, Edvardsson, Sundstrom & Andersson 2010)

3.5 Customer experience as an enabler of business growth

This chapter clarifies and discusses service design as a part of managing and creating cus-
tomer experience and its meaning in creating business growth. And what is customer experi-
ence? According to Schwager & Meyer (2007), customer experience is a person’s own percep-
tion of an interaction with a company. This interaction is individual and subjective. Schwager
& Meyer (2007) also elaborate on the definitions of direct and indirect contact. Direct contact
is an interaction that happens when the customer buys or uses the service, and indirect con-
tact, in most cases, is an unexpected interaction with a representative of the company or its
services. (Schwager & Meyer 2007) This could mean a positive news article about a company’s

CEO, or a friends’ bad experience with a specific brand’s laundry detergent that caused an
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allergic reaction, or an ad on the tv. In conclusion, customer experience matters how you

think and how you react when you get this information.

It is crucial for a business to focus on the excellence in the quality of customer experience.
Keeping current customers is even more important than acquiring new ones, due to the state
of current markets, and customers’ unwillingness to move, and therefore focusing on cus-
tomer retention is vital for business. According to Gallo (2014), acquiring a new customer can
be even 25 times more expensive than ensuring that a current customer is happy. Acquiring a
new customer always means spending resources on negotiation, cold-calling, or other activi-
ties depending on which kind of business you are in. (Gallo 2014) This points out very strongly
to the conclusion that customer experience is something that each organization should focus
on, if they are aiming to grow their organization. Spending resources in developing customer
experience is worth it, if it means keeping your current customers happy, and having them as
your ambassadors for any other potential customers. Reichheld & Kenny (1990) concur with
this and have stated that customer retention drives margins and growth, and that the ad-
vantage gotten from retention is both hidden and sustainable and why the customer experi-
ence matters. (Reichheld & Kenny 1990)

Customer satisfaction is another thing to keep an eye out for. According to Harvard Business
Review (2007), it is a “culmination of a series of customer experiences, or the net result of
the good ones minus the bad ones”. (Harvard Business Review 2007). This phenomenon, the
notion of how customer satisfaction, or an experience is formed, is being examined in this
thesis, and the goal of this thesis is to find a solution to help to bridge the gap between cus-

tomers’ expectations and their experience.

Customers today are expecting services that provide everything. They are expecting a service
that is fully operational, provides them with an ease to their daily lives, and a service that
makes their lives better, gives it a way of improving and making an aspect of a life smoother.
In order to create a service that is useful for the customer, it is crucial to get that customer’s
insights on what creates value for them - and how it can be achieved with a service that is
under development or online today. For a company to grow their business, this kind of way of
operating is crucial. Customers have a multitude of options to choose from, and you want to
make sure that they choose your service over your competitors. The way the company can en-
sure that, is by designing a service in collaboration with the customer base. Because who
knows better what the customer needs - than the customer? In addition to winning your com-
petition, listening to your customers leads them to being loyal to you, since you have solved

their problems in a way that they wish them to be solved. (Forbes 2020).

McKinsey (2021) states that value is a key metric in the market. However small or big invest-

ments people make when purchasing a service or a product, people expect to get the value
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they have paid or acquired for. Even when the service they are getting free of charge, cus-
tomers are still expecting that their needs are catered for, and that they receive the value
they came there for. (McKinsey 2021) Therefore, it is important to focus on customer experi-
ence, so that the customers of a service or a product get the value that they have invested

on.

3.5.1 Competitive advantage using customer experience

According to Ulrich (1991) there are three traditional means of creating competitive ad-

vantage in business (financial, strategic, and technological). (Ulrich 1991)

Understanding customers is commonly seen as a key aspect of business practice for companies
to improve their performance in increasingly competitive markets. However, many companies
struggle with the role of customers in their business (McGovern et al., 2004; Strandvik et al.,
2014). When the customer’s opinion is at the center of decision making in business, the ser-
vice has a better chance of succeeding since it was designed together with the people who

are using that service. (McGovern et al. 2004; Strandvik et al. 2014)

There are also other ways of achieving a competitive advantage. Customer experience is one
of the alternatives, and it is an effective one, as customer experience is something that can

be highly impacted on, and can make a big difference when it’s being prioritized.

3.6 Double diamond

Double Diamond is a Design Council’s desigh methodology for a design process to have struc-
ture. The two diamonds in the Double Diamond model represent a process of exploring an is-
sue more widely (divergent thinking) and then taking an informed action (convergent think-
ing). The Double Diamond methodology has four core principles: discover, define, develop,

and deliver. (Design Council 2021)



23

DISCOVER DEFINE DEVELOP DELIVER

v

Figure 2: Design Council’s Double Diamond methodology

According to this methodology, the framework for innovation outlines four core principles for

making efficient shifts. (Design Council 2021)
The core principles, according to Design Council (2021) are the following:

“Put people first. Starting with getting an understanding of the people who are using a ser-

vice, their needs, strengths, and aspirations.

Communicate visually and inclusively. Help people gain a shared understanding of the prob-

lem and ideas.

Collaborate and co-create. Work together and get inspired by what others are doing.

Iterate, iterate, iterate. Do this to spot errors early, avoid risk and build confidence in your
ideas.” (Design Council 2021)

Double-diamond model introduces the term “iterate”. The key to succeeding in creating any
service that is beneficial, or a product that keeps customers interested, requires always some
kind of collaboration and work. It can be a product development cycle, or it can be continu-

ous service level development for example.

As this methodology can be used to develop services, and identify customer’s needs, it is an

appropriate tool to use in this research to gain insights. As previously stated, this thesis aims
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to develop a model to ensure business growth by managing customer experience, and a way
of finding out the defining factors to do so, is conducting interviews with relevant stakehold-
ers. The goal for the interviews that were conducted as a part of this thesis was to get an un-
derstanding from people, who are using the service, of what is and is not important while cre-
ating customer experience online. As a part of the interviews photo-elicitation was used to

communicate visually and inclusively.

Therefore, it is important to remember that customer experience should also be always topi-
cal, since customers are expecting more and more out of the services that they are using and

paying for.

4  Development process and research

This chapter aims to describe the development process and the methods used to conduct the
research and the development assignment, and to introduce the logic behind the develop-
ment process. It also visualizes the development process in the timeframe it was conducted in
the fall of 2021.

DISCOVER DEFINE DEVELOP

NOVEMBER

AUGUST 2021 SEPTEMBER 2021

2021 Developing

results based
on the two
rounds of
interviews

Gathering

initial Analyzing the
observations results

SEPTEMBER OCTOBER
2021 2021

First round of Second round
interviews of interviews

Figure 3: Timeline of the development process
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The development part of this assighment is based on a theoretical framework about human
centered design and customer dominant logic. These two development approaches were in-
troduced as a part of the theoretical framework. These two methods are used to assist the
research and to help develop the model for ensuring the business growth using the manage-

ment of customer experience.

The development portion of this thesis explains and examines how the model can be formed,
and what needs to be involved when developing the model for ensuring business growth. The
development process will be introduced, and different phases in a development cycle will be

presented giving an overview of how the model can be formed.

4.1 Discover

In this first phase, the goal was to get an overview of the industry, and benchmark the best
practices, and examine the topic itself, and to deepen the understanding of the research

topic to compare and evaluate against later.

DISCOVER DEFINE DEVELOP

NOVEMBER
AUGUST 2021 SEPTEMBER 2021
Developing

- 2021
Gathering results based

initial Analyzing the
observations results C:ﬁg&ﬂgst\gl?

interviews

SEPTEMBER OCTOBER
2021 2021

First round of Second round
interviews of interviews

Figure 4: Timeline phase: Discover
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Participatory development methods were used as research methods in this thesis. Interviews
utilizing photo-elicitation, as well as various information-based materials and their analyzes
were used to examine people’s behaviors. These participatory development methods have
been chosen to be used in this thesis due to the nature of its topic. As the subject of the
study is the creating and managing customer experience, human behaviors, it is essential to
include customers of the company in this study. The model has been created using the in-

sights gained from the interviews.

As previously mentioned, the goal of this research is to examine a human’s behavior, and to
understand customers' thought process. Qualitative research methods were a more appropri-

ate choice than the quantitative research method.

Photo elicitation is a visual qualitative research method that increases interaction and
thought process in interviews by using visual props, such as photographs or video to drive re-
sults in a research process. The visual props are being used to help subjects to give context,

drive thought process, and reflect on the topic. (Lauck, Oliffe, Stephensson & Adhami 2021)

Lauck, Oliffe, Stephensson & Adhami (2021) states that the use of photographs can “enrich
connections with participants and empower them to be creative and engaged to communicate
their insights, priorities, and perspectives.” (Lauck, Oliffe, Stephensson & Adhami 2021)
Therefore, as a part of this research this visual research method was used as a tool as it pro-
vided to be useful to gain more detailed information on the subject of this research. It al-

lowed detailed information to be collected directly from the customers of the service.

The insights gained from these interviews shed light on what the customer sees bringing value
to them while using online dating services, and what is important to focus on when creating

or developing a service.

4.2 Define

The thesis uses qualitative interviews as a way of seeing what factors are shaping customer
experience, and what factors are harmful to the process. This part of the development pro-
cess defines the needs of the customer, that were established in the discovery phase, and gi-
ves a baseline to develop the model for managing in the creation of excellent customer expe-

rience.

This part of the thesis was done in combination with the two data collection methods: the in-

sights gained from the interviews, both 1:1 interviews and the focus group interviews, and
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combining it together with the theoretical background introduced in the earlier chapters. In
short, the purpose of this phase is to define the results gained from the interviews, and make

sense of them based on using the theoretical background.

DISCOVER DEFINE DEVELOP
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GCathering 2021 Developing
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observations results rounds of

interviews

OCTOBER
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First round of Second round
interviews of interviews

Figure 5: Timeline phase: Define

As a part of this development process, 1:1 interviews were conducted to retrieve and collect
data that could be used as a basis of the model that was being built as a part of this research.
The subjects were asked to make a list of things that create the feeling of positive customer
experience, and list aspects that could cause them to cancel their subscription or start using
another service instead. The same methodology was utilized in this define phase, as in the

prior one.

4.3 Develop

The purpose of the development process was to find a way to form a model of how to create
a successful customer experience that enables business growth. In this phase, the results of

the interviews and the focus group were used to develop a model to achieve this.
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As part of this process, the co-creation process was used to bring theoretical background,
company'’s interest, and customers interest together to create the model for managing busi-

ness growth through customer experience.

DISCOVER DEFINE DEVELOP

NOVEMBER
2021

Developing
results based
on the two

rounds of
Interviews

Figure 6: Timeline phase: Develop

The model was formed by tying together the best practices identified from benchmarking,
theoretical background, and the themes that arose from the data collection phase. One of the
development tools to create this model was co-creation, by ideating with the interview sub-
jects during the focus group session. From those sessions, valid ideas and insights were gained

to enrich the existing information gathered in the discovery phase.

4.4  Deliver

The purpose of this thesis was to build a model that can be utilized in business to improve the
customer experience to enable business growth. The model was formed by using an online da-
ting app as an example, to create a framework for other online services to gain similar in-

sights about their business and their customers.
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This model can be utilized across different industries and businesses, and is therefore a useful
tool to start building new services and develop existing ones while also providing an oppor-

tunity to develop the model to each company's specific requirements.

Delivering this solution and this model that was created as a part of this research shall be left
for further for different service companies to implement and utilize within their operations
and business functions. This model can be enhanced and specified based on the services that
it is being used to develop or create, and can be used also as a basis of creating a framework

for each individual service and their business model.

The delivery of this service shall not be examined more in depth as a part of this thesis re-
search process as the purpose was to develop a model, not test its feasibility in operations of
the business. However, the results of this thesis will be used to improve customer experience

in the workplace of this thesis’ author.

5 Development process in a practical level and the results

In this chapter we will analyze the results from the interviews and start to formulate conclu-
sions on how to manage customer experience in a way that is beneficial to the service com-

pany's business.

The development process took place in the fall of 2021 with two different days. The timeline

of the discover, define, and develop phases is pictured in the figures in the previous chapter.
The insights that were gained from the interviews are following:

o feeling of safety

e finding relevant matches to their searches, and finding meaningful connections
across different aspects of their live

e aservice that works and is accessible

e aservice that is easy to use and doesn’t create more stress (as its purpose is to

make a life easier.

Business needs the retention of customers, consistent flow of increasing revenue, and services
that correspond to the needs of the market, to succeed in market penetration. In order to
gain the understanding of the customer, the above-mentioned requirements will be utilized in

the model that is created.
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5.1 Customer interviews

As a tool of data collection, 1:1 interviews were conducted, to obtain useful information of

the key aspects for a customer when using a service online. Focus group session was also con-
ducted as a part of the second round of interviews among the same group of people who were
interviewed to get the subjects ideating together to discuss about the topic, and to go on cre-

ating solutions and insights.
The more specific purpose of the interviews was to:

e Get an overview of what creates a good customer experience

e Map out what and why customers chose those services, and what makes them espe-
cially successful

e What are the deal breakers that create decreased satisfaction in customer experi-
ence?

e To get development suggestions from the customers to improve services

The customer interviews were conducted in two phases with 8 different people. In the first
phase photo-elicitation was used to initiate conversation with the interview subjects and to
open a discussion about the topic. There were a couple different examples of services used in

this phase.

In the second phase the subjects were asked to find examples of good and bad user experi-
ence that they had had in the past. It was encouraged to think about if they had ever experi-
enced superior customer experience, and what they felt had been the key factor in creating
it. The subjects were asked to explain the reasons for their decisions. They could freely

choose the services they were using as an example.

Most of the interview subjects mentioned that they had experienced excellent customer care
when they were in need of help, and they got their questions answered instantly, or within a
few hours. After asking additional questions, | also got similar replies from the other inter-
view subjects. From that, there can be a conclusion that customers value presence and imme-
diate responses, when thinking about customer experience. In the interviews another theme
related to previous factors was also found: getting answers to their questions when they
arise. The interview subjects mentioned that by getting responses to their questions they had
asked, it felt that they, as a client, were valued since the service had used their time to help

them.
The key insights from the interviews were following:

1. Focus on creating feeling secure when using the service
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More than 62,5% of the study subjects mentioned that in dating services online, they
value the feeling of a safe environment. The subjects mentioned that it is important for
them to be able to, for example, report a suspicious user, and get assurances from the

service that they are committed to creating a safe environment for the customer.
2. Availability and functionality of the service

In order for the subject to continue using an online dating service, 37,5% of the study sub-
jects stated that they expect the service to be functional and have no bugs in the system.
And that they would feel that the experience would suffer, if they would not be able to

use the service when they want to use it.
3. Reputation of the service

All of the study subjects mentioned that other peoples’ opinion on which online dating
service is the best, impacts largely in making the choice between which service to use.
The subjects also mentioned that they are using multiple different online dating services
simultaneously, however, all of the topics said that if a friend has met their partner on a

certain app, that they would also prefer to use the same service.
4. Easiness and usability of the service

37,5% of the study subjects mentioned that they are using a service that works the best,
and has the most up-to-date features. The ease of using a dating app was highly im-
portant to these study subjects. They mentioned that finding a partner from the dating

app is difficult enough and that at least the app should make it easy to use the app itself.

Benchmarking the best practices

As a result of these interviews, conclusions and recommendations can be made, and best

practices can be established. The best practices for managing customer experience online da-

ting services are as follows:

1. Create a safe space for your customers
Create value for the customer
Develop your services to match your customer’s needs

Iterate, when necessary, constantly develop your service

g N W N

Listen to your customers and analyze what you hear
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These best practices should be used as a part of utilizing the model formed later in this the-
sis, to concretize the value of the actual model to business growth. These suggestions are
best practices and should be adjusted based on the specific company where they are utilized.
These best practices in this thesis are based on the snapshot of people's perceptions, opin-
ions, and realizations, and therefore should be developed even further, and modified based

on trends and customers’ changing demands.

One could argue though, that any online service user will value the feeling of safety, for ex-
ample to ensure their personal information is safe, and that the company is transparent and
trustworthy enough to, for example, insert credit card details to the site. Therefore, this rec-

ommendation can also be utilized as a starting point for future development processes.

5.3 Identifying problems and opportunities

Customers value time and effort, and they also expect to receive it since they are paying for
the service. This was the realization from the interviews, and this was true even when the cli-
ent was not paying for the service. No matter if the study subject was paying for the online
dating service, or not, they still expected quality in service level. Even when the client was
using other services than an online dating service, for example, a free version of Spotify, they

were expecting an excellent customer experience.

This can create an issue, since customer experience is not always prioritized in business, and
non-paying customers might be deprioritized even more. According to Markey (2020), tradi-
tional thinking such as putting organizations' needs before customers' needs, and not focusing
on having the right kind of capabilities to create value to customers, might be harming the
business. (Markey 2020)

As the competition is tough today, customers will leave for a better offer if their expectations
are not met, or the value gained is not what they were expecting. The purpose of why the
customer has been originally interested in the service, or the need that they are fulfilling
with the service needs to keep existing, and customers should be listened to when updating
the service offerings. Therefore, it is important to keep the service offering up-to-date, and

according to their respective industries requirements.

Value creation is an individual process for each organization, since every service organization
has different kinds of offerings and different ways to produce value for their clients. Accord-
ing to Anderson & Narus (1998) customer experience, however, forms often the same way.

(Anderson & Narus, 1998). This is to state that no matter what kind of service you are provid-

ing, and what kind of product you have created, you still need to think about how the
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prospective customers, or your existing customers, experience the service. A middle ground
needs to be found in order to keep business growing, and having a steady flow of recurring

revenue coming in, and in order to do that, one must have customers.

5.4 Co-creation as a tool for developing the model

Co-creation refers to a participative process to define value that is being created both the
customer, and an organization together. The aim of this process is to create meaning and va-
lue for both stakeholders. (Ind & Coates 2012) Co-creation is an effective way of getting all
the stakeholders to engage and be involved in designing services, and therefore creating a
service that is meaningful for both of the parties involved: the organization who is providing
the service, and the customer is using the said organization's product or a service. (Ind & Coa-
tes 2012)

Co-creation can be used as a part of designing new services. Both the terms co-creation and
co-design are used in creative processes, and both emphasize the importance of collabora-
tion. (Sanders & Stappers 2008) Therefore it is a suitable process to achieve a smoother and
more suitable experience for the user of a service. Co-creation can therefore be used as a

mechanism to build and mold the model in this thesis.

By using a method of co-creation, there can be mutually beneficial business implications,
such as better customer experience, and business growth. As there were interviews done as a
part of this thesis research, those insights can be used to form this model, and knowing the
business key performance indicators, such as securing customer retention, and gaining new

customers - a co-creation worked as a tool to achieve this.
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Co-creation Organization

Figure 7: Illustration of co-creation process

According to Business Finland (2009) the customer does not get value solely by the features of
the service, but “by their benefits, consequences and effects they generate to the customers
life and processes”. (Business Finland 2009) For a service company, the meaning of including
the customer in the generation of value should be prioritized. So, the customer should always
be involved when value is created. “The company providing the service must understand both
the customer process and the relationship between itself and the customer process. Value is
created precisely when these processes meet.” (Business Finland 2009) Therefore, we want to
find points of contact where value can be generated for both the customer and the organiza-

tion itself.

To illustrate this process, Business Finland (2009), has produced the following process graph.
The process is translated from the process graph developed by Business Finland in 2009 in Fin-

nish to demonstrate the synergies in customer’s and service provider’s processes.
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Figure 8: Connection points between customer and service provider’s processes

As the processes work concurrently, and are tied to each other, it makes sense to develop

these processes together, where they meet each other.

5.5 Creating solutions and value for the customer

The customers need to gain value from the service that they are using. And the value is for-
med in different ways. Customers of online dating services appreciate transparency, the ease
of use, and that they are feeling safe to use the service. This was the main conclusion from
the 1:1 interviews and the focus group discussion that was conducted as a part of this thesis
research process. With endless options that customers have, it is a consumers’ market. Busi-
nesses need to develop their service offerings to keep relevant and retain their customers.

Value creation is the key.

As a part of managing customer experience, trust should be able to create. As trust was a fac-
tor that arose as a part of the interviews, establishing trust between the service provider, and
the customer of the services, is one solution of creating a successful customer experience.
Giovanis & Athanaspoulou (2014) concur this by stating that as the competition is high in on-
line services, the success of the service is dependent on the company’s ability to engage with

their customers, build a strong relationship, and establish trust. (Giovanis & Athanaspoulou
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2014) Therefore, creating a safe environment should come as a priority when developing ser-

vices.

Same article (Giovanis & Athanaspoulou 2014) also presents that efficiency and reliability of
an online service impacts on the customer satisfaction. (Giovanis & Athanaspoulou 2014) As

previously mentioned, this theme also was mentioned by multiple subjects during the 1:1 in-
terviews. Thus, it seems to be an important factor to consider when developing online servi-

ces.

Much like the results of the interviews that were conducted as a part of this research process,
a McKinsey survey found that multiple different sectors found that the quality and availability
of digital interactions have a significant impact on customer satisfaction. The McKinsey survey
polled over 3,600 consumers, showed that companies with expansive digital offerings receive
stronger feedback scores. This was true even in sectors such as health insurance that have
traditionally been seen as less exposed to the digital trends shaping other business-to-consu-
mer industries. (McKinsey 2020) Therefore, this means that excellent customer experience
guarantees return on investment, meaning that investing in customer experience will be

worth it.

Customer retention is achieved by focusing on creating value for a client. Customers need to
receive some kind of benefit, some tangible experience, a takeaway, to continue to subscribe
and pay for the service that they have signed up for. This process needs to be constant, and it
needs to be developed so that the customer has something to look forward to, something to
follow and keep the attention and interest on. According to Forbes (2020), people want to re-
ceive value for the services they have paid for, no matter how much they have paid, or if the

service was expensive or affordable - and the expected value must be gained. (Forbes 2020)

“Creation of value for customers is a critical task for marketers, particularly when developing
new products and services or starting new businesses” is what Smith & Colgate (2007) state in
their article about Customer Value Creation: A Practical Framework. They explain that the
customer’s need for receiving value is in a key role to succeeding in keeping the customers
feeling satisfied. (Smith & Colgate 2007) They also refer to another author by saying that
Ulaga (2003), identifies eight categories of value in business relationships—product quality,
delivery, time to market, price of the product, process costs, personal interaction, supplier
know-how, and service support”. (Ulaga 2003) It can therefore be said that the value can also
mean multiple different things, and that customer value can be a very complex thing to pro-

cess.

According to Anderson & Naurus (1998) fulfilling customers’ expectations is a vital aspect to

succeed in managing customer experience. Measuring the performance is an equally
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important part of the process, in order to keep track if those expectations are being met.
(Anderson & Naurus 1998)

According to Anderson & Naurus (1998) the company should be able to answer to the follo-

wing questions about their operations:

¢ How do you define value?
e (Can you measure it?

¢ What are your products and services actually worth to customers?

The research asserts that most service companies are not able to answer those questions, and
that those questions are more important to be able to answer than ever before, due to the

hard competition in the industry. (Anderson & Naurus 1998)

Common denominator for managing customer experience is involving customers in the pro-
cess, listening to them, and using gathered information to plan future initiatives. In order to
enable business growth this way, it requires the attention to be directed to creating value for
the customer, and keep having that interaction with them on a continuous basis. Each custo-
mer and service company is different, and therefore the interaction between the company

and customer needs to be continuous.

5.5.1  Model for successful customer experience

Key to succeeding in managing customer experience in a way to create healthy business
growth, you need a list of different things. There is not only one way of mandating what
creating an excellent customer experience requires, but for the purpose of the development
process for this thesis, and for the online dating service case, a model to manage customer

experience online includes the following recommendations:

1. Gather customer insights.

2. Innovate and develop your existing offerings to match the needs of the market.

3. Make changes to both internal and external processes, including hiring the right kind
of capabilities.

4. Make the development a participatory process, where you innovate with your custo-
mers.

5. Create a process where you map out what creates your customer value.
Execute.

7. Repeat.
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By following these recommendations, you allow maintaining a service offering that is current
and relevant for your customer, thus, maintaining a solid customer base, that creates loyal
customers that generate more opportunities, and a healthy stream of new customers. Making
sure you are developing new offerings, you are able to hold the attention of your customers,
and keep up-to-date on the current trends. Customers need to feel that they are seen and
heard, and by taking them part of your development processes, you are able to correspond to
your customer needs. Customers expect to receive newest solutions that correspond to the

current trends of services.

And specifically, for online dating services, in managing customer experience, this online da-
ting company should invest in making customers feel safe, have easy-to-use service that al-
lows the customer to find their future partner. And finally, customer experience is not one
size fits for all. Companies’ must get to know their customer, and what they want today - and

tomorrow.

The model that can be used to help companies should make it easy for the companies to ini-
tiate this process of managing customer experience online, and combine what the customer

needs, and what the company needs.

To illustrate this model, a process for the model was created. See the figure below that
showcases the process of managing customer experience, and the factors impacting it, and

the factors that are required to enable business growth in general.



39

Business growth
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Transparency Easiness of use Positive impact

Figure 9: Model to enable business growth and factors influencing the formation of customer

experience

The presented model is based on the study topic, which is the model for managing customer
experience online dating services, specifically. According to the collected insights, similar as-
pects are also important in other online services, such as easiness of use and positive impact
on life. Transparency and the feeling of safety, however, are specific to online dating servi-

ces.

The change for the previous operating model, compared to the past model, is recommended
that customer experience will be prioritized by adding more interaction with the customer
base, and making collecting feedback as a part of future business operations. By doing this

change, the company enables business growth using customer experience as a tool.

6  Conclusions

Customer experience has an outstanding impact on business growth. Without successful cus-
tomer interactions, and without sustainably growing the customer portfolio, it is challenging

to keep a business going. Companies must be able to retain customers, earn their loyalty, and
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in the best-case scenario, have them become the company's advocates and thus generating

more business for the company.

We have stated that it is more expensive to get new customers, than to retain the current
ones. When customers are happy customers, they spread the word. Therefore, if a service is
better than expected, they will talk about it, and therefore it is beneficial to focus on cus-
tomer experience to enable this process. By investing in customer experience, co-creating
with the customers, a company can create value for the customers in a more sustainable way.
When they gain value, and the customer experience is successful, customers will retain, advo-
cate for the business, and purchase additional services. Customer retention and acquisition is

required to grow an online service business.

The value of providing a successful customer experience to grow business is exponential.
When a business is providing a service or a product that a customer is satisfied with, you can
see how it is affecting business growth. Good reputation goes a long way, and is spread with
word of mouth. Bad reputation and unreliability travels even further. By gaining one’s cus-
tomers' trust and keeping them happy, one can support business growth. Therefore, a conclu-
sion would be that if you keep your customers happy, they will stay and tell others about the

service they have received, and therefore, enabling your company to grow.

Current customers want to buy more, or order additional services or features, after receiving
excellent customer service, or after exceptional customer experience. Customer advocacy is

important, as that generates more business for the company.

Management of customer experience online is a combination of different factors; functional,
operational, behavioral, individual. Model to manage customer experience needs to include
customers in an extensive way, through the whole development cycle. Including customers to
companies’ processes can happen for example through co-creation. Customer experience is
challenging to manage, as each customer experience is individual, as each customer has their

own perception of the world.

Managing customer experience is beneficial to the business. In order to fully succeed in busi-
ness growth and managing customer experience, it does, however, need other functions to
achieve sustainable business growth, such as innovation, development and research. All these

functions must be incorporated to the business at a strategic and practical level.

There are a couple themes that occur in both in the theoretical framework, in recent re-
search articles, as well as in the interviews conducted as a part of this research, first of them
being successful encounters with the service, or a company who has offered a service, second

of them being that the company has gained trust among their clients by offering what they
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have promised, and when exceeding expectations. Thus, these two are at the center of build-

ing customer experience management model.

Reliability of the model and the conclusions of this thesis process can be affected by the bi-
ases of this research topic. The purpose of this thesis is to prove a point, and to support the
claim that customer experience does affect business growth. Therefore, the reliability of the
research can be endangered. Research methods of this thesis were qualitative as the study
topic was about human behavior and how it affects business. Qualitative research methods
1:1 interviews were chosen to be the most natural way of getting observations. However, as

the data is limited, it impacts the reliability of the data.

The results of the 1:1 interviews can also be biased as there was only a limited data set of
people as a part of this research development. The results could change if a bigger data set
would be examined. The shapshot of the results had common themes with the research
topic’s original assumptions, as well as the theoretical background. This, however, could
change when more people would be involved, as there are multiple different ways of reaching
people (creating customer experience) and different people react in different ways to exter-

nal stimuli.

The topic could be researched further, and the first step for that would be to get a wider and
broader scope, and conduct more interviews, allowing getting a more in-depth overview of

what makes a customer experience.

Biases of the author and the interviewees might also affect the conclusions of this research.
Biases, both conscious and unconscious, can affect how a person interprets things. “Bias is
seeing something through one kind of lense.” (Burdick 2021, 12) This is an important note to
make, as the model formed as a result of this thesis research might contain unconscious bi-
ases, or even conscious biases. The subjects of the interviewees might have a background in
design, or they might have a bad experience, or an excellent one from using this specific da-
ting app - and therefore having a bias that affects how they perceive their feelings about cus-
tomer experience. This, however, will always be a topic of discussion when involving a human
in a research, since according to Burdick (2021), everyone experiences or feels some degree

of bias, and makes decisions or actions based on (at least) unconscious bias. (Burdick 2021)

A recommendation can be made that this model for ensuring business growth using customer
experience management as a tool, could be enhanced through a trial-and-error process. The
model should be implemented, monitored, and then developed further. The model can be uti-
lized, tested, and iterated back after implementing it to different business functions and ver-
ticals, and scaled according to different industry requirements. As stated previously, online
service business advances at speed. Therefore, it is important to keep updating the business

processes and tools, such as this model.
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The complexity of each customer insight and actions taken from them, is one of the factors
why the development of this model is difficult to fully grasp: there are as many ways of creat-
ing a successful customer experience as there are different people in the world. As many con-

sumers there are to reach and make an impact on.

People are different, and therefore what creates value for each one of them, and what they
experience is very individual and therefore difficult to foresee. But educated guesses are easy
to make after gaining those insights from the customers themselves. Therefore, it is benefi-
cial to spend some time observing one’s client base, and create new and improved customer

experiences that bring value to your business - and your customers.

In order to fully be able to enable business growth through the management of customer ex-
perience, the company must have the right kind of structures in place, be ready to invest not
only doing research on your customers, but also by market research, benchmarking, investing
in new technology, making structural changes to the organization and internal processes by

innovating new - externally and internally.

As a result, you have a company that stays relevant, keeps growing, is healthy, and is inter-

esting to the most important stakeholder group a company can have: the customer.
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