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Dirt bike David
Primary need:
• Riding on my bike is recharging my batteries
Secondary needs:
• Safety is the number one priority
• I want to be in harmony with nature

Segment: Touring Light

Personal Profile
Tim Chandler is 35 years old and single. He works as 
an accountant in an office in Manchester city. He loves 
to take a ride in the country side with his bike at the 
weekends in the summer time. Many times he rides 
alone on narrow dirt roads in the country side. He 
always brings a small pick-nick with him and takes a 
break to enjoy nature.

He is not interested in and don’t like to work on the bike 
and has found a small private repair shop that can do 
that for him. They do all the service and repairs needed. 
He keeps his bike in a rented garage which is close by 
to where he lives. It is convenient but very expensive. 

Safety is his number one priority so he always buys a 
new bike every third year of an established and high 
image brand. He also spends money to have the latest 
and best protective gears that money can buy. Despite 
the fact that he is technically ignorant, he is very 
knowledgeable about different safety features. 

Tim subscribes to the RiDE motorcycle magazine. He 
reads all the articles about safety and guides to the best 
roads in Britain. 

Tim is also environmentally concerned and therefore 
wants a smaller bike with low fuel consumption.

Key Significant Differences:
• Uses the bike only at weekends 

and when the weather is nice
• Always buys new bikes directly 

from a trustworthy dealer
• Buys a new bike every third year
• Technically ignorant compared to 

other groups

Personal information:
Age: 30 - 40
Profession: White collar
Lives: Big city
Schooling: University education
Income: Very high
Marital status: Single
Rides: Alone
Storage: Rented garage
Number of bikes: One
Repairs: Service station or shop
Region: Europe and USA

Technical information:
Rides: Less than 1.000 km/year
Average ride: 30 km
Luggage: Only small bag
Engine: Sub - 500 cc
Safety features: The best

Competitors:
• Honda
• Yamaha

Price level:
• 4.500 -6.000 GBP

Market size:
• 7% of total market

Custom Charlie
Primary need:
• Riding on my bike is recharging my batteries
Secondary needs:
• Safety is the number one priority
• I want to be in harmony with nature

Segment: Touring Light

Personal Profile
Tim Chandler is 35 years old and single. He works as 
an accountant in an office in Manchester city. He loves 
to take a ride in the country side with his bike at the 
weekends in the summer time. Many times he rides 
alone on narrow dirt roads in the country side. He 
always brings a small pick-nick with him and takes a 
break to enjoy nature.

He is not interested in and don’t like to work on the bike 
and has found a small private repair shop that can do 
that for him. They do all the service and repairs needed. 
He keeps his bike in a rented garage which is close by 
to where he lives. It is convenient but very expensive. 

Safety is his number one priority so he always buys a 
new bike every third year of an established and high 
image brand. He also spends money to have the latest 
and best protective gears that money can buy. Despite 
the fact that he is technically ignorant, he is very 
knowledgeable about different safety features. 

Tim subscribes to the RiDE motorcycle magazine. He 
reads all the articles about safety and guides to the best 
roads in Britain. 

Tim is also environmentally concerned and therefore 
wants a smaller bike with low fuel consumption.

Key Significant Differences:
• Uses the bike only at weekends 

and when the weather is nice
• Always buys new bikes directly 

from a trustworthy dealer
• Buys a new bike every third year
• Technically ignorant compared to 

other groups

Personal information:
Age: 30 - 40
Profession: White collar
Lives: Big city
Schooling: University education
Income: Very high
Marital status: Single
Rides: Alone
Storage: Rented garage
Number of bikes: One
Repairs: Service station or shop
Region: Europe and USA

Technical information:
Rides: Less than 1.000 km/year
Average ride: 30 km
Luggage: Only small bag
Engine: Sub - 500 cc
Safety features: The best

Competitors:
• Honda
• Yamaha

Price level:
• 4.500 -6.000 GBP

Market size:
• 7% of total market

Event Eve
Primary need:
• Riding on my bike is recharging my batteries
Secondary needs:
• Safety is the number one priority
• I want to be in harmony with nature

Segment: Touring Light

Personal Profile
Tim Chandler is 35 years old and single. He works as 
an accountant in an office in Manchester city. He loves 
to take a ride in the country side with his bike at the 
weekends in the summer time. Many times he rides 
alone on narrow dirt roads in the country side. He 
always brings a small pick-nick with him and takes a 
break to enjoy nature.

He is not interested in and don’t like to work on the bike 
and has found a small private repair shop that can do 
that for him. They do all the service and repairs needed. 
He keeps his bike in a rented garage which is close by 
to where he lives. It is convenient but very expensive. 

Safety is his number one priority so he always buys a 
new bike every third year of an established and high 
image brand. He also spends money to have the latest 
and best protective gears that money can buy. Despite 
the fact that he is technically ignorant, he is very 
knowledgeable about different safety features. 

Tim subscribes to the RiDE motorcycle magazine. He 
reads all the articles about safety and guides to the best 
roads in Britain. 

Tim is also environmentally concerned and therefore 
wants a smaller bike with low fuel consumption.

Key Significant Differences:
• Uses the bike only at weekends 

and when the weather is nice
• Always buys new bikes directly 

from a trustworthy dealer
• Buys a new bike every third year
• Technically ignorant compared to 

other groups

Personal information:
Age: 30 - 40
Profession: White collar
Lives: Big city
Schooling: University education
Income: Very high
Marital status: Single
Rides: Alone
Storage: Rented garage
Number of bikes: One
Repairs: Service station or shop
Region: Europe and USA

Technical information:
Rides: Less than 1.000 km/year
Average ride: 30 km
Luggage: Only small bag
Engine: Sub - 500 cc
Safety features: The best

Competitors:
• Honda
• Yamaha

Price level:
• 4.500 -6.000 GBP

Market size:
• 7% of total market

Touring Tim
Primary need:
• Riding on my bike is recharging my batteries
Secondary needs:
• Safety is the number one priority
• I want to be in harmony with nature

Segment: Touring Light

Personal Profile
Tim Chandler is single and works as an accountant in 
an office in Manchester city. He loves to take a ride, on 
narrow dirt roads in the nearby country side, with his 
bike. He rides only in the weekends and in the summer 
time. Tim always brings a small pick-nick with him and 
takes a break to enjoy the nature.

He is not interested in and don’t like to work on the bike 
and has found a small private repair shop that can do 
that for him. They do all the services and repairs 
needed. He keeps his bike in a rented garage which is 
close by to there he lives. It is convenient but very 
expensive. 

Safety is his number one priority so he always buys a 
new bike every third year of a recognized and high 
image brand. He also spends money to have the latest 
and best protective gears that money can buy. Despite 
the fact that he is technically ignorant is he very 
knowledgeable about different safety features. 

He subscribes to one motorcycle magazine and reads 
all the articles about safety. 

Tim is also environmentally concerned and therefore 
wants a smaller bike with lower fuel consumption in the 
future.

Segment variables:
Rides: Weekends only
Buys: New 
Buys from: Dealer
Replaces: 3 - 5 years
Technical knowledge: Ignorant 

Significant facts:
Age group: 35 - 40
Profession: White collar
Lives: Big city
Schooling: University education
Income: Over 100.000
Marital status: Single
Rides: Alone
Storage: Rented garage
Number of bikes: One
Repairs: Service station or shop
Rides: Less than 900 km per year
Average ride: under 35 km
Luggage: Small size
Engine: Sub-500 cc
Safety features: The best

 

Competitors:
• Honda
• Yamaha

Price level:
• 6.000 -7.000 USD

Market size:

©  Pavel Losevsky / 123RF
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Explore
customer value

Compress
value stories

Compile
the deck of Value cards

graph on/off:

# of decks: 21 1 21 21 21 42
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6 Stable and secure traction 1snoitidnoc rehtaew lla ni 21 4.4 3.3 3.8 (21) 3.3 (21) 2.8 (21) #N/A #N/A #N/A

8 Exceptional safety 2 21 4.7 4.1 3.9 (21) 3.5 (21) 3.1 (21) #N/A #N/A #N/A

17 Value for money 3 21 6.7 5.0 3.3 (21) 3.1 (21) 2.7 (21) #N/A #N/A #N/A

11 4ecneirepxe gnivird teiuq dna elbatrofmoC 21 7.4 3.6 3.9 (21) 3.9 (21) 3.6 (21) #N/A #N/A #N/A

13 Minimal maintenance 5 21 7.4 4.7 2.8 (21) 3.4 (21) 2.7 (21) #N/A #N/A #N/A

9 Comfortable for the driver and passengers during long road trip 6s 21 7.9 3.9 3.8 (21) 3.6 (21) 3.8 (21) #N/A #N/A #N/A

16 Low cost per mileage 7 21 8.6 5.4 3.1 (21) 3.1 (21) 2.0 (21) #N/A #N/A #N/A

5 Easy to overtake other 8sdeeps lla ta selcihev 21 9.1 4.9 3.8 (21) 3.7 (21) 3.9 (21) #N/A #N/A #N/A

4 9snoitidnoc rehtaew dloc ni gnivird nehw trofmoc hgiH 21 9.2 4.9 3.6 (21) 3.2 (21) 2.8 (21) #N/A #N/A #N/A

1 01kool ytrops dna hsilytS 21 9.3 5.9 3.4 (21) 3.1 (21) 3.2 (21) #N/A #N/A #N/A

14 Spacious trunk 11 21 9.8 5.6 3.2 (21) 3.0 (21) 3.5 (21) #N/A #N/A #N/A

7 21thgin ta ytilibisiv edis dna drawrof roirepuS 21 10.0 4.9 3.4 (21) 3.5 (21) 2.9 (21) #N/A #N/A #N/A

3 Easy and safe to make a 31sllac enohp eviecer dn 21 10.9 3.6 3.6 (21) 3.7 (21) 3.7 (21) #N/A #N/A #N/A

12 41rac eht ni secaps egarots tneinevnoC 21 12.0 4.0 3.2 (21) 2.9 (21) 2.9 (21) #N/A #N/A #N/A

2 51metsys tnemniatretne ssalc tsriF 21 12.6 4.9 3.6 (21) 3.5 (21) 3.3 (21) #N/A #N/A #N/A

15 61slortnoc dnatsrednu ot ysae dna evitiutnI 21 12.6 2.7 3.4 (21) 3.2 (21) 3.2 (21) #N/A #N/A #N/A

18 71roiretni rac eht fo gninaelc sseltroffE 21 13.8 3.8 3.0 (21) 2.9 (21) 2.6 (21) #N/A #N/A #N/A

10 81noitidnoc ytrid ni neve taerg skool rac ehT 21 14.7 3.7 3.4 (21) 2.7 (21) 2.7 (21) #N/A #N/A #N/A

#N/A #N/A #N/A #N/A #N/A #N/A

#N/A #N/A #N/A #N/A #N/A #N/A

#N/A #N/A #N/A #N/A #N/A #N/A

#N/A #N/A #N/A #N/A #N/A #N/A

#N/A #N/A #N/A #N/A #N/A #N/A

#N/A #N/A #N/A #N/A #N/A #N/A

#N/A #N/A #N/A #N/A #N/A #N/A

#N/A #N/A #N/A #N/A #N/A #N/A

#N/A #N/A #N/A #N/A #N/A #N/A

#N/A #N/A #N/A #N/A #N/A #N/A

#N/A #N/A #N/A #N/A #N/A #N/A

#N/A #N/A #N/A #N/A #N/A #N/A

Time stamp: 2016-10-26 11:09:48
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Car example

Min assessment

0 1 2 3 4 5

0 1 2 3 4 5

All competitors

Cadillac CTS

Lexus GS 350

Audi A6

The voice of the customer

Card decks: 21 of 21

Filters:

Customer chain Customer status Customer 
relationsship Sex Age Primary car brand Card deck version Year c yrtnuoCnoigeRdetcudno

Card # Need Rank Average Rank StDev Rank

7.44.75ecnanetniam laminiM31 Mileage (km/year) # cards Mileage (km/year)

10 10
000 01 < 2000 01 < 

000 02 - 000 018000 02 - 000 01
000 04 - 000 028000 04 - 000 02

000 04 > 3000 04 > 

Time stamp: 2016-10-26 11:09:48

21 cards

Frequency chart  –  Car example

Rank

5

Long time between service intervals at a low cost

Card decks: 21 of 21
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13 - Minimal maintenance
Satisfaction distribution
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13 - Minimal maintenance
Ranking distribution
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Show mean ranking in graf:

Copy selection to inputSmart select

Mileage (km/year) Mileage (km/year)

Show mean satisfaction in graf:
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# Decks
Accumulated

# decks Brand # decks Sex

84 6
21 Lexus GS 350 17 Male
21 Cadillac CTS 4 Female

0 Other
0 n/a

# decks Customer chain # decks Customer status # decks Customer relationsship

543
17 Car owner/driver 5 Existing 4 Good
1 Family member 14 Potential 15 Normal
0 Motor journalist 2 Previous customer 2 Neds improvement
1 Service technician
1 Car pool manager
1 Dealer

# decks Primary car brand # decks Mileage (km/year) # decks Region

18 80 1
5 Audi 2  < 10 000 0 Company region
2 BMW 8 10 000 - 20 000 12 Northern Europe
0 Cadillac 8 20 000 - 40 000 7 Western Europe
1 Lexus 3  > 40 000 0 Southern Europe
2 Mercedes 0 Eastern Europe & Russia
3 Volvo 0 Middle East
8 Other 0 Northern Africa
0 n/a 0 Western & Middle Africa

0 Eastern Africa
0 Southern Africa
2 North America
0 Central America & Caribbean
0 South America
0 Western & South-Central Asia
0 South-East Asia
0 Eastern Asia
0 Australia & Oceania

Car example

Customer data statistics

Time stamp: 2016-10-26 11:09:48

Region Country

21Important:
Apply only filters on Region/Country when analyzing 
data on this sheet!
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  All (21)

  Male (17)

  Female (4)

Execute

Time stamp: 2016-10-26 11:09:48

Updated:  2016-10-26 11:10

Compares the result of one filter (reference) with a 
set of other on mean ranking
Define the filters in the "Filters" tab and choose the 
filters in the drop-down boxes above. The first filter 
(top) act as a reference. Click "Execute" to proceed.

Car example

COLOR AND SHAPE CODES

Customer data

Existing solution

Buying data

Requirements next product

Internal

One choice possible
Several choices possible
Optional field

Animals transported 
with the car

Dog
Cat
Other animals
n/a

Customer chain

Customer status

(Respondents name)

Country

(Phone)

(E-mail)

Date (YYYY-MM-DD)

Researcher(s)

Car owner/driver
Family member
Motor journalist
Service technician
Car pool manager
Dealer

Existing
Potential
Previous customer

Very good
Good
Needs 
improvement

Customer
relationship

Customer information

Gender

Male
Female

< 25
25 - 35
35 - 50
50 - 60
> 60

Age

Present car brand

Audi
BMW
Cadillac
Lexus
Mercedes
Volvo
n/a
other:

Cars in the family

None
1
2
3
> 3

Car change 
interval (years)

1
2
3
> 3
n/a

Family members

1
2
3
> 3

Family yearly 
income (EUR)

< 50 000
50 000 - 100 000
> 100 000

Living area

City
Suburb
Village
Country side

Education

University
High school
Primary school

Present car 
financing

Cash
Loan
Leasing
Company car
n/a

Present car type

Petrol (gasoline)
Diesel
Natural gas
Hybrid
Plug-in-Hybrid
Electric
n/a

Present car drive

Two-wheel
Four-wheel
n/a

Next car class 
preference

Sedan
SUV
Station Wagon
Minivan
Sports
Luxury

Next car
financing

Cash
Loan
Leasing
Company car

Next car type
preference

Petrol (gasoline)
Diesel
Natural gas
Hybrid
Plug-in Hybrid
Electric

Buy
preference

New car
Used car

Number of animals 
in the car

None
1
2
3
> 3

Present car class

Sedan
SUV
Station Wagon
Minivan
Sports
Luxury
n/a

Tasks performed
by respondent

Fills fuel / Charges electrical car
Washes car
Checks and fills fluid (oil, water etc.)
Performs minor service and repair
Performs all service and repairs
None

Driving temperature
ranges °C (°F)

< -20 (< -4)
-20 - 0 (-4 - 32)
0 - 30 (32 - 86)
> 30 (> 86)
n/a

Interests

Culture
Sport
Nature
Music
Other

Mileage, km/year (miles/year)

< 10 000 (< 6 000)
10 000 - 20 000 (6 000 - 12000)
20 000 - 40 000 (12 000 - 24 000)
> 40 000 (> 24 000)
n/a

Present car 
history

New
Used
n/a

Next car drive
preference

Two-wheel
Four-wheel

Parking space

Street
Garage
Privat property
Other
n/a

Car usage

Commute
Shopping
Vacation
Recreational
Business trips
Other
n/a

Type of 
roads

City streets
Motorways
Rural roads
Dirt roads
n/a

Establish
customer profiling data

Mine
the data

Invite customers
 to prioritize and benchmark

Refine
customer segments and Personas

1

2 3

4

56
7

8

Sharpen
sales strategies and 

messages

Develop
products with unrivalled 

customer value
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Competitor B

Competitor A

Grow your business and 
customer relationship

Photos © 123RF.com

GOALS

1

7

42

5

3

6

A. Fill in the form on the backside of this leaflet as instructed in the legend 
in the lower right corner. This is made by you prior to the meeting. 
Complement at the meeting if necessary or if you want to double-check 
something.

B. Attitude and mindset at the dialogue are key to get the desired 
outcome and honest feedback:

• show that you are interested

• listen carefully, try to understand, ask follow-up questions

• never ever sell or defend our company or our solutions in the 
meeting.

C. Set the expectations right when you book the meeting and in the 
introduction of the meeting. 

D. Prepare to take notes when the customer has comments on any of the 
value stories.

Why
VoC is a way to deepen our understanding of our customers’ needs and 
resource concerns. The results are used to strengthen our customer focus 
and to ensure that we focus on the most important value-adding activities, 
daily and long term. 

How
Describe and lead the customer through the steps 2 - 4. The information 
collected will only be used internally, and will not be shared outside of our 
company. Clarify any confidentiality issues if necessary. 

What
We want the customer’s personal and true opinion on the value stories – a 
ranking of importance and benchmarking against competition. There are 
no right or wrong answers. The information the customer shares helps us 
to improve.

Preparations Introduction

Sort the cards Rank the value stories Assess the degree of satisfaction

Elaborate on selected cards Finalize and close the meeting Assemble and transfer

Make a first sorting of the cards. Encourage the customer to distribute the 
cards as evenly as possible in three groups – Least important, Important and 
Most important.

This step is only done to make the next step easier.

Number all cards from the 
most important (no. 1) to the 
least important.

First, assess the perceived degree of satisfaction with our solution.

Do the same for one or two other brands/benchmarks (tell the customer 
that this information will not be used for pricing purposes).

Note! It’s the perceived degree of satisfaction. The customer’s own 
experience of the brands/benchmarks is not necessary.

It’s only necessary to write the name of the brands/benchmarks on the 
card ranked as # 1.

Wrap a rubber band around this leaflet and the deck of cards for transport 
and take debriefing notes within 24 hours.

At the first opportunity, transfer the information collected to the VoC-collect 
or VoC-input modules together with comments on the value stories.

The assessed degree of satisfaction is input on a scale given by the ruler on 
the backside of this leaflet.

Most importantImportantLeast important

Voice of the customer

Premium car

Sort the cards in each group from the most important to the least important. 
Start with the Most important group.

Merge the three groups into 
one pile, the Most important 
at the top and the Least 
important at the bottom.

A. Select five cards at the top of the deck to gain more information about. 
The selection should be based on:

• value stories where we got low satisfaction rating compared to 
other brands/benchmarks

• value stories where everyone got a low satisfaction rating

• value stories where we got a high satisfaction rating compared to 
other brands/benchmarks 

• value stories where you have a specific interest in understanding 
more about

• do not follow up on sensitive value stories such as “low purchasing 
price”.

B. Make sure not to question the response, sell or defend. Ask open 
questions to get a better understanding of what’s behind the answers.

C. Take notes!

A. Show appreciation for the feedback you have got from the customer.

B. If anything emerged during the meeting that needs to be addressed 
– tell the customer that you will act. Do not make promises or create 
expectations for things that are not within your mandate or you are sure 
you cannot fulfill.

C. Ask the customer if there are other people that it is important that we 
meet and better understand their needs and resource concerns. Please 
ask the customer if he/she can assist in setting up meetings with these 
people.

D. Inform the customer about the next steps and actions if there are any 
loose ends or promises made.

E. Make a formal closure of the meeting.

ENG

Mail to:   xxx@yyy.com
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Brand 2
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