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My Ford Touch

per car
sold
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Why the MyFord Touch co
__ ConsumerReports.org

st too complicated?
free Press | 6.23.13

Aggravating MyF
Plummeting in J.C
— €he New Jork ¢
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...s0 why does it happen?

Limited
Benefits

Great

Experience > '-,,,.
Where
4 we WANT
to be
- Feature
* Laden
Where
many
experiences
i end up Why do many
Poor experiences end
Experience up here?



T

Do designers wake up and say:
| think I'm gonna make

things a little harder for
those users today?”

g

A
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Whatis | / Why d o
Brand? |/ companies |
o create
""""-51'IiIii:i‘.:i::1::::::'.:':.'::.::1'.'.:::::::::::::'.'.'_'_'_'.'_'_:'_'.'_'.'.11:'.:::'.':::::::::.‘.‘.'i.‘jfiiij.‘;ﬁiﬁiﬁﬁ-"""" brands?
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Why do
people leave
 brands where
. they’ve had good
. experiences?




It's not all
about the User

Experience... .-~

© GfK 2017 | TorCHI |How User Experience imp.

'f GFK



y _/

BrandPerception(Product)
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It's not all
about the User

Experience... .~

© GfK 2017 | TorCHI |How User Experience impacts Brand Equity | Marc

h 2017

...Yet, the UX Is
= the delivery on the
" brand promise

10



It's more than a pretty website...
Consider all touchpoints

Source: http://uxmas.com/2013/did-ux-kill-branding
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How
brands are
. communicating
\_is changing... /

Source:http://www.theguardian.com/media-network/partner-zone-brand-union/four-elements-great-brand-experience
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Evolution of Branding
Once a logo, now a two-way communication

BRAND Generated Activity

I ™y N

Ynum@l

3

Traditional Fully Partially Social WOM Buzz
Media Owned Owned Networking Viral
' 'm— sites Socia hl:—’w orkin YouTube, Blog
osite Facel

£t Facebool,
Twitter
P o I'

H‘GW tis

& ) Partial No control, No contral,
q I = & — —
< [ Controls control, but can but can
d influence influence influence
{;,ﬂl'""EE'
ks S B
o Mo control, Partial
4 o but can control, Controls Controls
'\‘k’ ‘ influence influence
e ) N VA —.‘j

Source: http://www.uxmatters.com/mt/archives/2006/07/brand-experience-in-user-experience-design.php
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Earned media
means more
to the brand
than ever

Balance
tipped to
User
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T

Companies won't ‘get away with’
telling customers how great their
experiences are.
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How does
the marketer

influence earned

media?

16
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Mature organizations understand...
bofA
L

User experiences are
brand experiences, and that
They should divert resources to UX



T

We do a lot to measure brand...
How do we measure UX?
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UX Score 'r GF I(/

UX Score extends beyond usability to measure critical dimensions of UX

Usability Usefulness Aesthetics
Learnability / Operability Product fit / Inspiration Look & Feel

I /\

' 0>

GfK developed and validated a user experience model in a baseline survey with
hundreds of users and different product classes.
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-
Visualizing the UX Score r GFK

» Rated on six-point scale
— Average of ratings Overall Usability Usefulness  Aesthetics

= Qverall Score

= Component scores UX Score
(usability, usefulness,
and aesthetics) sharpen
focus on where to
improve UX

= A battery of 10 different
guestions build the
component scores and
the overall

© GfK 2017 | TorCHI |How User Experience impacts Brand Equity | March 2017 21



Applications of UX Score

T e

Measure over time (before and after a product
improvement.)

Compare products or touchpoints

Compare competitive products

Compare user groups

© GfK 2017 | TorCHI |How User Experience impacts Brand Equity | March 2017
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Purchase intent (PI)
IS one measure of
Brand Strength

© GfK 2017 | TorCHI [How User Experience impacts Brand Equity | March 2017

'f GFK

Can we measure
how product usage
affects purchase
iIntent?

23



Pre-Usage
Purchase
Intent

. Pre-Usage
Purchase
Intent

Pre-Usage
Purchase
Intent

n=31, Repeated measures, Order of assignment (A, B, C) determined by Latin Square
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Post-Usage

Purchase
Intent

f Post-Usage

Purchase
Intent

J Post-Usage
Purchase
Intent

y _/
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UX Score is higher for
ReSU ItS Generic than for
NexCare*
5 6 4.5
45 5.5 |
5

A (Band- B

g A (Band- B (Nexcare) C (Generic)
Aid)

Nexcare) (Generic) Aid)

BandAid Had High

Purchase Intent (PI)
Before and After and UX
Score was highest
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NexCare PI 'r GFl(

4 J
45 V
3.5 4 3 -
3
3.5 2.5 -
2.5 3
5 25 2 7
2
1.5 -
1.5 15
1 T T 1 . . 1 T
C

decreased —
after usage* Generic’s PI
improved after
\ usage*
V

\
\

A (Band-Aid) B (Nexcare)

m P| Before

C (Generic)

u Pl After

* Differences sig at least at p<.05
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Bottom Line

UX strongly influenced Purchase Intent

26



Understanding UX and Brand in Banking

ATM Experience Mobile App Experience Computer Web Experience
How does the user How do these
experience differ measures relate to
across touchpoints brand measures

and across banks? (Active Brand Equity)?

27
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Each of the 'r GFK

Overall Touchpoint Comparison touchpoints is
considered generally
guite Usable
d But they fall
100% v
S short on m Total
~ Usefulness = usabilit
80% - S m Usefulness

£ m Aesthetics

60%

40%

20%

Top-Two Box (Rating of 5 or 6; Scale 1-6)

0%

Total Website Total Mobile Total ATM
(n=580) (n=321) (n=460)

* Arrows illustrate significant differences
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Wells Fargo Mobile App Falls Far Short of Chase, and is 'r GFK
Seen As Less Usable than Bank of America’s App

Comparisons of Mobile Banking

100%
m Total
m Usability
80% m Usefulness
= Aesthetics
60%
40%
20%

0%

Bank of America Chase Citi Wells Fargo
(n=111) (n=97) (n=16) (n=98)
Mobile Banking
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y_/
Chase is seen as more usable than BofA or Wells r GFK
Comparisons by Bank Aggregate

100%
m Total
m Usability
80% m Usefulness
= Aesthetics
60%
x
o
0
S 40%
E
(o
S
20%
0%
Bank of America Chase Citi Wells Fargo
(n=405) (n=367) (n=77) (n=516)
Banks
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Active Brand Equity is strongly Related to Market Share

100
30 Active Brand Indexed Share of
. Equity* Business**
§ (2012) (2014)
N
- 60 * Low 50
3 :
7 o o R =92 Medium 87
=40 o . R2 = .86
@ °o @ .
A4 .’,'.
= High 161
=
20
*Active Brand Equity divided in tertials
**Share of Business measured from past 10
0 purchases, indexed with Average = 100.
0 20 40 60 80 100 Source: 128 brands in 20 categories from US
Active Brand Equity (2012) Benchmark (2012) and Validation Study(2014)
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Using Structural Equation Model we explored the 'r GFK
relationship between the UX Score and Active Brand Equity

UX Score has a
significant impact on

ABE directly and
indirectly Memorability
. .27 v

17

» .35 _ /2;
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Improving UX Score Improves Active Brand Equity 'r
ABE is Directly Related to Market Share

= Brands that invest in

80% | improving the UX should
On average, a 0.1 change o ield b d .
70% | on the overall UX score yield strong brand equity
500, || resultsin an ~1.3% change / returns
£ on Active Brand Equity
& 50% H .
% o / = User experience effects
: on brand equity are
2 30% ;
3 / largely mediated by the
20% overall recent brand
10% ¢~ experience
0% . . . . |
1 2 3 4 5 6

Mean UX Score
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Improving the Brand

It all N -
begins with
understanding
. your eustemer
userexpenence

http://usabilitygeek.com/user-experience/
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. Good UX
w2 Builds

Brand
Relationships
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Improving the User Experience

Advertising &
marketing can

amplify the  Butthey
~ successofa / canrarely
. great design.... compensate
-\ forapoor
T one.

Source: https://hbr.org/2011/12/why-trust-matters-more-than-ev/
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Snigdha Sah
Senior Lead Specialist | UX

Chris Thorne

Vice President | RD Client Services

snigdha.sah@gfK.com chris.thorne@gfk.com




