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Using Data-Dr iv e n A nal y sis to  I nc r e ase  
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T o d ay ,  y o u  w il l  l e ar n h o w  to :

• Apply various statistical methods 
1 . Q ualitativ e data integ ration using  Link ag e Analysis
2 . R eg ression analysis modeling
3 . O th er p rocesses b orrow ed from th e Six  Sig ma toolb ox

• P resen t data that g ets atten tion
• T ran slate f eedb ack  in to improvemen t in itiatives
• M on itor prog ress an d measure success
• Apply w hat w e learn ed
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• T he V ision
• L isten in g  M ethodolog y
• T he An alysis
• T he Action s
• M easurin g  our S uccess
• L esson s L earn ed

Problem Definition
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P r o b l e m  De f initio n

• C ustomer S upport had 
a lot of  I n itiatives. . .  S o,  
w hy hadn ’t w e b een  
mak in g  an y prog ress?

• C ustomer S atisf action  
scores overall w ith 
S upport had b een  
declin in g  sin ce 2 0 0 2

FY02 FY03 FY04 FY05

Segment -1 Segment-2 Segment-3

Global Global 
Consistency Consistency 

InitiativeInitiative
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W h at’s M issing I n T h is P ic tu r e ?

• Customer E x p erience 
Arch itecture!

• Customer Satisfaction scores h ad 
declined year ov er year

• O rg aniz ational p roj ects &  initiativ e 
p lanning  w ere not alig ned w ith  
customer ex p erience reality

• R esult:  R eturn on inv estment not 
max imiz ed, and no p rog ress in 
increasing  customer satisfaction
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• P rob lem D ef in ition

• L isten in g  M ethodolog y
• T he An alysis
• T he Action s
• M easurin g  our S uccess
• L esson s L earn ed

The Vision
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CA  
I n it ia t iv e s

S t a t ist ica l 
A n a ly sis

I n t e g r a t e d  A n a ly sis by  
S e g m e n t   &  T h e a t r e•Customer & 

P a rtn er S urv ey s
• A d v i sory  B oa rd  
S essi on s

• T ra n sa c ti on a l  
S urv ey s

Customer &  P artner 
F eedb ack  Analysis

A PA C

J a p a n

E m e r g in g  
M a r k e t s

E M E A

U S /
Ca n a d a

Com m e r cia lE n t e r p r iseS e r v ice  
Pr ov id e r

Satisfaction D riv ers b y 
Seg ment &  T h eatre

T ouch
P oints

A p p rop ri a te improvement 
a c ti on s th roug h  th e p l a n n i n g  
c y c l e or f rom a  f un c ti on  /  
T h ea tre

M ap  to  C u sto m e r  P r io r itie s in M ar k e t 
S e gm e nt
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Map to customer 
pri ori ti es i n  mark et 

seg men t

A g g reg ati on  &  
A n al y si s 

R oot C ause 
A n al y si s

I mpl emen t prog rams 
to meet customer 
ex pectati on s

I n teg rati on  i n to 
C ustomer A d v ocacy  
( C A )  A n n ual  
P l an n i n g  P rocess

Measure C ustomer 
S ati sf acti on  an d  
L oy al ty

L i n k ag e to C ustomer 
A d v ocacy  B usi n ess 

H eal th  I n d i cators

T h e  I nte gr ate d  V o ic e  o f  th e  C u sto m e r  ( V O C )  
A nal y sis C o ntinu u m

Integrated Analysis by 
S egm ent &  T h eatre

S tatistic al 
Analysis

C A &  
F u nc tio nal 
Initiativ es
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S u c c e ss C r ite r ia

• I nc rea s ed  rela tions h ip b etw een  in itiatives an d 
customer drivers

• I nc rea s ed  c u s tomer s a tis fa c tion w ith 
T echn ical S upport

• I nnov a tiv e a p p roa c h to in creasin g  the customer 
support ex perien ce
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L ist ening  M et hod ol og y

• P rob lem D ef in ition
• T he V ision

• T he An alysis
• T he Action s
• M easurin g  our S uccess
• L esson s L earn ed
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V o ic e  O f  th e  C u sto m e r  and  P ar tne r :
Data C o l l e c tio n &  A nal y sis

Customer Loyalty

Customer S ati sf ac ti on

Customer E x p eri en c e
E x ec 
I n teracti on s

F ocus G roups
C ustomer &  P artn er 
A d v i sory  B oard s

C ompan y -w i d e 
W al k er C S A T  
S urv ey

T h eatre/  F i el d  
C ustomer 
I n tel l i g en ce

T ran sacti on al

C al l  C en ters 
I n teracti on s

W eb  
I n teracti on s
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M e th o d s f o r  L iste ning to  O u r  C u sto m e r s

• G lob al Satisfaction Surv ey
A n n ua l  c omp a n y -w i d e 
surv ey

• T ransactional Surv eys
F eed b a c k  on  l i f ec y c l e of  
serv i c e req uests

• F ocus G roup s
Customer & P a rtn er 
A d v i sory  B oa rd s

• E x ecutiv e B riefing s
L esson s l ea rn ed  f rom 
c ustomer v i si ts

• W eb  I nteractions
F eed b a c k  f rom on l i n e 
tra n sa c ti on s

• Call Center I nteractions
S a ti sf a c ti on  w i th  T ec h -
S up p ort en g i n eers

• T h eatre/ F ield I ntellig ence
F eed b a c k  f rom th e S a l es & 
S erv i c e f i el d  p erson n el  
w ork i n g  w i th  c ustomers
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R elation ship B etw een  I n dividual S ervice D elivery 
P oin ts &  O verall C ustomer S atisf action

Quantify with a 
R e g r e s s io n E q uatio n

F or p ositiv e trend ch ang es to 
occur th ere must b e a ch ang e in 
one or more of th e related serv ices

T h e imp ortance of each  serv ice 
area v aries b y T h eatre and 
M ark et Seg ment

O v e r al l  
S atis fac tio n 
with s up p o r t

P rob l em 
E scal ati on

A b i l i ty  to 
D i ag n ose

T el eph on e 
S upport

T i mel y  
R esol uti on

S pare parts

W eb

P r o fe s s io nal  
S e r v ic e s

R el a ti on sh i p  
to T h ea tre  
or S eg men t
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Triple Track Process To Understand Customer Experience: 
F rom Discrete Verbatim to Customer E x p erience I n sig h t

• S il o ’e d  F unc tio nal  S ur v e ys
• A nnual  s ur v e y d ata
• T r ans ac tio nal  s ur v e ys
• A d v is o r y b o ar d  s e s s io ns

I nte g r ate d  A nal ys is  b y 
S e g m e nt  &  T he atr e I nte g r ate d  v ie w o f 

C us to m e r  &  P ar tne r  
s atis fac tio n d r iv e r s   
&  ne e d s  b y s e g m e nt 
and  T he atr e

R e p e atab l e  A nnual  P r o c e s s

N o  p o l ic y /  c o o r d inatio n in s ur v e ying
• H und r e d s  o f  “s ur v e ys ” id e ntifie d
• S im p l e  p o l l ing  to  c o m p l e x  s ur v e ys
• 5  r e s p o ns e s  to  8 0 , 0 0 0  r e s p o ns e s
L o yal ty – P r e d e fine d  m o d e l C o r p o r ate  V o C  I nitiativ e s

• S i n g l e  v i e w  o f  the  
C u s to m e r

• H i g hl y -s e g m e n te d  d a ta  f o r  
a n a l y s i s

• C l e a r  c o m p l i a n c e  to  C i s c o  
d a ta  p r i v a c y  p o l i c i e s

• C us to m e r  s atis fac tio n 
( P r e d e fine d  M o d e l )

• H o w ar e  the  A nnual  S ur v e y 
q ue s tio ns  r e l ate d ?

• W ha t m o v e s  the  n e e d l e  ?  –
l e a d i n g  &  l a g g i n g  
i n d i c a to r s  o f  c u s to m e r  s a t

• R e l a ti o n s hi p  b e tw e e n  the  
s c o r e s / r e s p o n s e s  f r o m  
v a r i o u s  q u e s ti o n s

S tatis tic al  anal ys is

T o d ay E nd -s tate  v is io n

R e p e atab l e  A nnual  P r o c e s s
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• P rob lem D ef in ition
• T he V ision
• L isten in g  M ethodolog y

• T he Action s
• M easurin g  our S uccess
• L esson s L earn ed

The A na l y sis
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C orporate 
S urv ey  
V erb ati m

V e r b atim  A nal y sis A p p r o ac h

P r inc ip al  C o m p o ne nt 
A nal ys is

C l as s ific atio n A nal ys is

• R espon d en t F ocus
• R espon d en t A tti tud e
• R espon d en t D ri v ers

P r inc ip al  C o m p o ne nt A nal ys is

• V al ue
• T i me
• C ommun i cati on s
• E x perti se
• O w n ersh i p/ E scal ati on
• W eb
• C ompeti tor
C l as s ific atio n A nal ys is

I mp l emen ted  a s a  repeatable, annual p roc ess

I nte g r ate d  V ie w o f C us to m e r  
&  P ar tne r  S atis fac tio n D r iv e r s

A l l  oth er 
i n put
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V erb ati m A n alysi s Categ ori es A li g n ed  to 
Customer’s “Cri ti c al T o Q uali ty” ( CT Q )  A ttri b utes
1. T i me rel ated
( a )  R e s p o n s e  T i m e
( b )  R e s o l u t i o n  T i m e

2.  P rocess rel ated
( a )  P e o p l e  /  R e l a t i o n s h i p /  S k i l l s /  I n t e r a c t i o n
( b )  T r a n s a c t i o n a l  p r o c e s s  ( e . g .  C i s c o  p r o c e s s e s  a s  i t  a f f e c t s  c u s t o m e r  e x p e r i e n c e )

3.  Q ual i ty  rel ated
( a )  Q u a l i t y  o f  t h e  r e s o l u t i o n
( b )  Q u a l i t y  o f  t h e  t o o l s ,  w e b s i t e s ,  e t c .

4.  V al ue rel ated
( a )  P r i c e
( b )  V a l u e
( c )  C o s t

5 .  C ommun i cati on s
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T h e  A nal y sis T o o l b o x

A f f i n i ti z ati on

C on j oi n t 
A n al y si s

K an o 
A n al y si s

Q ual i ty  F un cti on  
D epl oy men t 

( Q F D )

S tak eh ol d er 
A n al y si s

P ri n ci pal -
C ompon en t

A g g reg ati on

Classification

L i n k ag e 
an al y si s
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A nal y sis M e th o d o l o gy

• T he I n teg rated V O C  
ag g reg ation  an d an alysis 
is 

– I dentify customer &  p artner 
top  satisfaction driv ers
–P resent in T h eatre and 
M ark et Seg ment v iew s
–Alig n w ith  imp rov ement 
actions currently underw ay
–K ey to identifying  g ap s 
b etw een customer 
ex p ectation and deliv ery

T h e Link ag e M odel

1
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S ix  S igm a - A f f initiz atio n

• T h e affinity diag ram, ( ak a K J  meth od) , w asn' t orig inally 
intended for q uality manag ement.  

I t h a s b ec ome on e of  th e most w i d el y  used  of  th e J a p a n ese 
ma n a g emen t a n d  p l a n n i n g  tool s.  
D ev el op ed  to d i sc ov er mea n i n g f ul  g roup s of  i d ea s

• U sed to refine a b rainstorm into someth ing  th at mak es sense 
and can b e dealt w ith  more easily.  

– I t i s rec ommen d ed  to use th e a f f i n i ty  d i a g ra m w h en :  
•F a c ts or th oug h ts a re un c erta i n  a n d  n eed  to b e org a n i z ed
•P reex i sti n g  i d ea s or p a ra d i g ms n eed  to b e ov erc ome
•I d ea s n eed  to b e c l a ri f i ed
•U n i ty  w i th i n  a  tea m n eed s to b e c rea ted .

2

Source:
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S ix  S igm a - C o nj o int A nal y sis

C onj oint A na ly s is :  
A c tiona ble C u s tomer 
S eg menting

• S tarts w ith a b un dle of  
various attrib utes.  

• C ustomers evaluate each 
attrib ute separately.

• M ust un derstan d the 
importan ce customers place 
on  f eatures an d desig n

3

Con j oi n t A n a l y si s

Source:
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S ix  S igm a - K ano  A nal y sis
K ano AnalysisF our typ es of customer needs

R e a c t i o n s  t o  p r o d u c t  c h a r a c t e r i s t i c s  /  
a t t r i b u t e s :

1 . ' Surp rise &  D elig h t'  
W h a t  m a k e s  y o u r  p r o d u c t  s t a n d  o u t

2 . ' M ore is B etter‘
T h e  m a r k e t i n g  f a c t o r :  “2 0 %  m o r e  X  

t h a n  t h e  l e a d i n g  c o m p e t i t o r ”
3 . ‘M ust B e‘

R e q u i r e d  t o  s e l l  t h e  p r o d u c t
4 . ‘D is-satisfiers‘

W h a t  m a k e s  y o u r  p r o d u c t  u n a t t r a c t i v e ,  
i . e .  l o o k ,  f e e l ,  s m e l l ,  e t c .

• K a n o  a n a l y s i s  i s  u s e d  t o  c l a s s i f y  a n d  
p r i o r i t i z e  c u s t o m e r  n e e d s .  

• C u s t o m e r  n e e d s  v a r y  b y  t y p e ,  i m p o r t a n c e ,  
a n d  e v e n  g e o g r a p h y .

• T h e  r e s u l t s  c a n  b e  u s e d  t o  p r i o r i t i z e  y o u r  
e f f o r t  i n  s a t i s f y i n g  a l  c u s t o m e r s

4

Source:
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S ix  S igm a - Q u al ity  F u nc tio n De p l o y m e nt 
( Q F D) 5

S o ur c e :

T he Q F D  “H ouse of  
Q uality"  evolves f rom:  
� B usiness P riorities
� T ech nical P riorities
� Customer P references

• T he f actor of  these in puts 
represen t b aselin e &  
targ et values

• E stab lish ob j ective 
metrics to measure 
improvemen ts.
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S ix  S igm a - S tak e h o l d e r  A nal y sis

• Stak eh older Analysis is a 
tool used to identify and 
enlist sup p ort from 
stak eh olders.  

– V i sua l  mea n s of  i d en ti f y i n g  
sta k eh ol d er sup p ort 
– D ev el op  a n  a c ti on  p l a n  f or 
y our p roj ec t.

6

Source: m i n d t ool s . com

S ta k eh ol d er A n a l y si s
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T h e O u tp u t

1 . P ho ne  S up p o r t
2 . W E B   
3 . T O O L S

1 . P ho ne  S up p o r t
2 . V A L U E   
3 . T O O L S    
4 . R M A ,  W E B   

1 . P ho ne  S up p o r t
2 . W E B   
3 . T O O L S  

T h eatre-4

1 . P ho ne  S up p o r t
2 . W E B   
3 . ( R M A ,  T o o l s )

1 . P ho ne  S up p o r t
2 . ( V A L U E ,  T O O L S )
3 . ( R M A ,  W A R R A N T Y )  

1 . P ho ne  S up p o r t
2 . V a l u e  
3 . T O O L S

T h eatre-3

1 . P ho ne  S up p o r t
2 . W E B   
3 . T O O L S  
4 . R M A  *   

1 . P ho ne  S up p o r t
2 . T I M E   
3 . ( C O M P E T I T O R S ,  

V A L U E ,  W A R R A N T Y )  
4 . R M A ,   
5 . T O O L S

1 . P ho ne  S up p o r t
2 . T I M E   
3 . C O M P E T I T O R S
4 . T O O L S
5 . W E B   

T h eatre-2

1 . P ho ne  S up p o r t
2 . C O M M S  
3 . V A L U E   
4 . W E B   
5 . ( T I M E ,  C O M P E T I T O R S ,  

W A R R A N T Y ,  T o o l s )   

1 . P ho ne  S up p o r t
2 . T I M E   
3 . V A L U E
4 . W E B  
5 . C O M M S  

1 . P ho ne  S up p o r t
2 . C O M M S  
3 . T I M E   
4 . V A L U E  
5 . W E B

T h eatre-1
S eg men t-3S eg men t-2S eg men t-1

SAMPLE OUTPUT

*  V O C = V oi ce O f  t h e C us t om er;  R M A =  R et urn  M a t eri a l s  A ut h ori z a t i on ;  C om m s = C om m un i ca t i on s .
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• P rob lem D ef in ition
• T he V ision
• L isten in g  M ethodolog y
• T he An alysis

• M easurin g  our S uccess
• L esson s L earn ed

The A c t ions
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A li g n i n g  O rg an i z ati on al A c ti on s to T op  Customer 
D ri v ers

S i m p l i f y  S e r v i c e  O f f e r i n g s6 .  C o m p e t i t i v e  V a l u e  &  M a r k e t i n g  +  F i e l d  
C o m m u n i c a t i o n s

I m p r o v e  I n t e r -d e p a r t m e n t a l  p r o c e s s e s5 .  E n t i t l e m e n t ,  P a r t s  M a n a g e m e n t ,  R M A  
i s s u e s

I m p r o v e  O n l i n e  T o o l s4 .  S y s t e m  T o o l s  &  W e b  R e s o u r c e s
I m p r o v e  K n o w l e d g e  T r a n s f e r3 .  E s c a l a t i o n  &  C a l l  R o u t i n g
I m p r o v e  C u s t o m e r  M e s s a g i n g  2 .  C o m m u n i c a t i o n s
I m p r o v e  C o n s i s t e n c y1 .  T e c h n i c a l  S u p p o r t :  Q u a l i t y  &  P r o c e s s
I dentified imp rov ement ActionsP rioritiz ed list of CT Q ’s *

P rioritiz ed List O f Customers &  P artners T op  CT Q s 
Alig ned W ith  I dentified O rg aniz ational actions for imp rov ement

E ach  T op L ev el  C T Q  w as an al y z ed  i n to i n d i v i d ual  
root cause d etai l s f or acti on ab l e purposes

SAMPLE OUTPUT

*  C T Q = C ri t i ca l  T o Q ua l i t y  f or cus t om ers
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C T Q # 1 De tail s:   T e l e p h o ne  S u p p o r t

Service initiation interface with details into actual case 
notes 

F req uent p ersonnel chang es

T im ely  R esp onse &  R esolution tim es

M easure &  R eward for cust -sat vs.  sp eed of tick et 
closure

I nteg rate p rob lem  solving  “K nowledg eb ase” for T echs 
to share and use when solving  custom er p rob lem s

A void scrip ted q uestions/ resp onses 

N ew p roducts and solution sup p ort critical for L -1 ,  L -2 
techs B E F O R E  P rod R elease

F or solving  I nteg rated solution p rob lem s,  increase 
com p etency  level in troub le-shooting  &  encourag e 
team  sty le p rob lem -solving

I m p roved troub le-shooting  &  diag nostics sk ills;  
E stab lish trust

B roaden and streng then E ng ineers T echnical 
k nowledg e

R eal E x p erience  
Soft Sk ills

C om p etency  &  C onsistency  across C enters

N / AP rocess
I nitiative-4P rocess

I nitiatives 
2, 3

P rocess

I nitiative-2P rocess

I nitiative-3P rocess
N / AQ uality  &  Sk ills

N / AQ uality  &  Sk ills

N / AQ uality  &  Sk ills

N / AQ uality  &  Sk ills

N / AQ uality  &  Sk ills
N / AQ uality  &  Sk ills
I nitiative-2Q uality  &  Sk ills

I nitiatives-
1 , 2

Q uality  &  Sk ills

O ut of  1 3  
i n d i v i d ua l  d eta i l s 
i d en ti f i ed
• 6   h a d  a c ti on s 
a d d ressi n g  
th em

• 7  w ere g a p s
• 2  i ssues 
n eed ed  f urth er 
d ri l l -d ow n  to 
d etermi n e 
a c ti on s n eed ed

SAMPLE OUTPUT
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M e asu r ing O u r  S u c c e ss

• P rob lem D ef in ition
• T he V ision
• L isten in g  M ethodolog y
• T he An alysis
• T he Action s

• L esson s L earn ed
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T h e  R e su l ts

FY02 FY03 FY04 FY05 FY06

Seg m en t -1 Seg m en t -2 Seg m en t -3 • E arly indicators sh ow  
p ositiv e up w ard trend

• T rack ing  p roj ect inter-
dep endencies h av e 
sh ow n early success

• O ng oing  communication 
and E x ecutiv e sup p ort 
w ill ensure future 
success

• I nv estment in p rog ram 
manag ement efforts 
sh ould yield more 
comp lete continual 
analysis

" . . h ow  d i d  y ou f i x  out-sourci n g ?  
T h at prob l em i s g on e.  18  mon th s or 
tw o y ears ag o th at w as v ery  pai n f ul ”

- A u t o  I n d u s t r y  c u s t o m e r
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L e sso ns L e ar ne d

• P rob lem D ef in ition
• T he V ision
• L isten in g  M ethodolog y
• T he An alysis
• T he Action s
• M easurin g  our S uccess
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• M a k e th e Da ta  R ea l
– “Y our data isn ’t rig ht”
– “Y our data doesn ’t match our

data”
• M a k e th e Da ta  B eliev a ble

– “W hat does that really mean ? ”
– “Y ou didn ’t ask  the rig ht 

q uestion ”
– “T his data isn ’t action ab le”

P ol it ic s of  C ha ng e
F ig htin g  “T he D ata is W ron g ”
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• D a ta  M ust B e 
1) C ompel l i n g  
2) B ack ed  up b y  “trusted ” d ata
3) A v ai l ab l e i n  th e ri g h t pl ace,  at th e ri g h t ti me,  

to th e ri g h t aud i en ce
• M a k i n g  a  l og i c a l  c on n ec ti on  

b etw een  c ustomer d a ta  a n d  
op era ti on a l  rea l i ty
– S l i ce th e d ata a v ari ety  of  w ay s

to cov er al l  d emog raph i cs
– N o matter h ow  y ou sl i ce i t –

th e d i recti on  i s cl ear
• T a k es th e emoti on s out of  d ec i si on  ma k i n g
• T rusted  i n si d er to b a c k  up  th e d a ta  a n d  

messa g e

P ol it ic s of  C ha ng e
P rovidin g  the D ata T hat is R ig ht
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Lesson  Learn ed  ab out D ata A c c ess
E asy Access to C ustomer F eedb ack

Sample Data
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• K eys to success
E x ecutiv e sp onsorsh ip  
A g ood p roj ect p lan
Cross-org aniz ational teamw ork  to driv e 
analysis effort
Stak eh older commitment
M eaning ful metrics

• C ommun icate con sisten tly an d of ten
• C lear lin k :  

Surv ey p arallels serv ice req uest lifecycle
• E asy access to customer f eedb ack

S ummary
L esson s L earn ed
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C o ntac ts

• L isa Arn old
Cisco Systems, I nc.
lisad@ cisco. com
4 0 8 -5 2 5 -6 1 4 8

• An u R an g an ath
Cisco Systems, I nc.
anrang an@ cisco. com


