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Interview
customers over Internet

Compress
value stories

Compile
the deck of Value cards

Store and Mine
the data

Define
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Voice of the customer
in Corona times

All tools are free

0

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

0

5

10

15

20

25

0

2
4

6
8

10

12
14

16
18

20

01619061

# 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!

Region

Northern Europe
North America
Northern Europe
Southern Europe
Southern Europe
North America
Southern Europe

Customer chain

Service
Management
Operator
Operator
Service
Operator

Operator
Service
Quality
R&D
Production
Management

Willingness to
Change
Unknown
Laggard
Pioneer
Early adopter
Unknown
Unknown

Customer status

Existing
Previous customer
Potential
Potential
Existing
Existing

Sales volume

High
Nonexisting
Low
Nonexisting
Medium
Medium

Name

Peter Ottoson
Anne Peters
Stefan Blom
Adam Zing
Henri Roz
Ben Rooster

Company

A Inc.
B Inc.
B Inc.
X Inc.
Z Inc.
H Inc.

Company
size
Big
Big
Low
Medium
Medium
Medium

Northern Europe
Western Europe
Southern Europe
Eastern Europe & Russia
Middle East
Northern Africa
Western & Middle Africa
Eastern Africa
Southern Africa
North America
Central America & Caribbean
South America
Western & South-Central Asia
South-East Asia
Eastern Asia
Australia & Oceania

Existing
Potential
Previous
n/a

Pioneer
Early adopter
Majority
Laggard
Unknown

High
Medium
Low
Nonexisting

Big
Medium
Small
n/a

Select customers to
avoid bias from
multiple perspectives.

8
Sharpen

sales strategies and 
messages

Develop
products with unrivalled 

customer value

GOALS

Make a customer matrix in Excel. Read 
chapter 2 for information about how to 
create one.
Read also chapter 1 for more details on 
customer segmentation.
Remember, products aimed at unclear or 
too broadly based segments are seldom 
successful.

Conduct in-depth interviews of a small number of customers 
over the Internet using Zoom. Ask the customer for permission 
to record the interview. Use the “Quick guide for in-depth inter-
views” to create your interview cards. 
Read chapter 2 to increase your interviewing skills before you 
start interviewing customers. 
Learn how to extract customer needs and resource concerns 
and formulate value stories in chapter 2.

Read chapter 3 and learn how to use the affinity 
digram technique to compress value stories. Use 
the web-based tool Miro to create the affinity 
diagram. Rember that the goal is to compress the 
number of value stories to under 25.

Read chapter 4 and learn more about 
Value cards and gamification princip-
les used in the card deck dialogue.
Use VoC-quickstart to document 
and preview your Value cards.
Use VoC-xml to make snapshots of 
your value cards.

Form a small cross-functional team 
and make a simple project plan.
Preferably have a fixed meeting time 
every week to keep the momentum 
in the project. 
A good start is to watch the free 
educational videos on Customer 
value on the 8-step-VoC home page. 
Customer needs without a clear 
connection to value are no needs, 
just distractions.

Use the module VoC-analyze Basic 
and import your data from the card deck 
dialogues for analysis. Read chapter 7 
with recommendations on how to ana-
lyze and present the insights gained.
Watch the videos on the 8-Step-VoC 
homepage on how to use the programs 
and to configure your database.

Now, it is time to reach out to a significantly larger number of 
customers to reach confidence in your data.
Set up a video conference with your customers over Zoom. If the 
customer understands that this is not a traditional sales call or that 
the meeting doesn’t have a hidden agenda, most people are willing 
to participate. The card deck dialogue offers them an opportunity to 
express themselves in a way rarely offered.
The card deck dialogue is conducted using the web-based tool 
Stormboard and the module VoC-input. Perform all the gamifica-
tion steps used in the card deck dialogue to increase the quality of 
the result and make it into a fantastic learning experience also for 
the customer. 
Rember to ask follow up questions based on the result and docu-
ment the answers in VoC-input. Customer comments are valuable 
information complementing the statistical data collected. Many 
times these comments bring life to the data and explain the 
customer’s point of view and the reason behind his/her position.

Visualize essential customer 
insights gained. Insights that 
significantly increase the success 
rate in product development and 
help people to formulate smarter 
challenger sales messages.
Concentrate at first on the low 
hanging fruits that can create an 
interest for the Voice of the custo-
mer methodology and pave the 
way for making this a significant 
part of your business and marke-
ting intelligence activities.
Convince people to expand the 
VoC activities to cover more 
products and customers.

Make
card deck dialogues with customers 

Establish
customer profiling data5

Read chapter 5 and learn 
more about customer profiling 
data. The right data must be 
collected to enable drilling 
down in the data and get a 
grip on the bias. 
Document the profiling data in 
VoC-quickstart.

1 2 3 4 5 6 7

Single choice or Multiple choices: Single choice Single choice Single choice Single choice Single choice Single choice Multiple choices

Mandatory or Optional input: Optional Optional Optional Mandatory Optional Optional Mandatory

Respondent name Telephone E-mail Respondent role Age Gender Interests

1 Car owner/driver  < 25 Male Culture
2 Family member 25 - 35 Female Sport
3 Motor journalist 35 - 50 Nature
4 Service technician 50 - 60 Music
5 Carpool manager  > 60 Other
6 Dealer
7
8
9

10
11
12
13
14
15
16
17
18
19
20

.

Export configuration data (XML)

Mul�ple choices:
Several alterna�ves in 
the list can be 
selected.

How to create a free 
text profiling data?
If you don't write any 
data in the list, the 
input will be free text 
input. E.g. an e-mail 
address.

Mandatory input:
Data that must be 
provided in order to 
transfer data from a 
card deck dialogue to 
the database.

Delete all dataWhen pas�ng data:
Paste data as Values (text) only!

Paste as text

Op�onal input:
Typically, sensi�ve 
data that the 
customer might be 
unwilling to provide 
you (e.g. income, age, 
gender).

Single choice:
Only one alterna�ve 
in the list can be 
selected.

One choice possible
Several choices possible
Optional input (includes data
names in parentheses)

In VoC-leaflet, lists with profiling data 
are shape and color coded as:

Recommenda�on:
By experience, we know that reserving the first three columns of profiling data for 
"Respondent name", "Telephone" and "E-mail" is a very good idea. Other so�ware we 
provide makes use of this informa�on.

Note, there is an op�on in the database program VoC-analyze to clear selected profiling 
data before it is stored in the database!

Check spelling in Word

NOTE! These columns are locked (essen�al data not to be forgo�en).


