ElucidCX

Real Conversations. Real Insight. Real Growth.

How we turn Voice of the Customer conversations
into actionable growth

Let’s be honest—most people don't fill out surveys. And when they do,
the answers are often surface-level, rushed, or without context.
Businesses are left guessing what really matters to the customers
they’re trying to serve.

Add to that the noise of Al-generated everything—automated reviews,
scripted replies, synthetic feedback. In a world where people are
starting to wonder what'’s actually real, human conversations matter
more than ever.

At ElucidCX, we don’t rely on bots or bulk responses. We talk to your
customers one-on-one, human-to-human. We listen for what they
value, what they remember, what built trust (or broke it), and then we
help you act on that insight. It's the true voice of the customer.

The following is a case study where we walk through The ElucidCX

Method™ to highlight how it produced actionable results for an
engineering and procurement firm.



The Challenge

Our client, a specialized engineering and procurement firm serving the refining,
petrochemical, and power markets, built its reputation on deep technical
expertise and long-standing client relationships. Leadership recognized that
clients were loyal and the work was respected, but they wanted to understand
something that most firms in this industry never think to ask: What do the
people we serve actually experience, and what are they not telling us?

The goals of the Voice of the Customer engagement included:

e Understand what clients truly value — in their own words — beyond
technical deliverables

e Uncover friction points and gaps that wouldn'’t surface in a standard project
debrief

¢ |dentify untapped service and revenue opportunities within existing client
relationships

e Assess whether the firm’s competitive differentiators were being felt and
experienced by clients

Our Process

ElucidCX conducted one-on-one Voice of the Customer conversations with
current clients, past clients, and prospective clients across the firm'’s primary
service areas: fired equipment engineering, CFD studies, and procurement.
Conversations averaged 43.7 minutes in length, which was a reflection of how
much clients had to say when someone simply created the space to ask.

Custom interview questions were developed collaboratively, designed to
surface value perception, competitive positioning, moments of friction, and
what clients wished was different. As conversations progressed, one question
became a thread of its own: “If you served on their leadership team for a day,
what would you prioritize?” The responses to that single question revealed a
strategic roadmap no survey could have produced.

All conversations were processed through our Al-powered analysis platform,
producing sentiment scoring, theme mapping, and verbatim data organized for
strategic presentation. Overall sentiment score: 0.275 out of 1.0 — reflecting
the candid, technical, and analytical nature of the feedback. In highly specialized
engineering industries, measured scores signal honest engagement, not
dissatisfaction.



The Results

When the findings were presented, distinct themes emerged from the data.
Each carried both affirmation and opportunity, and together they painted a
picture of a firm whose technical reputation was beyond question but whose
greatest growth potential lay in how that expertise was communicated,
structured, and made accessible to the people who needed it most.

Insights from the Voice of the Customer conversations included:

¢ Unquestioned expertise but the need for new report delivery: Clients
described the principals as world-class diagnosticians who gave straight
answers and never left them stuck. And yet, a recurring theme emerged: the
knowledge was being packaged for the expert, not for the operator or
manager who had to act on it. “I got a report back that for the most part was
relatively unusable. There’s a certain art to balancing the technical with the
communications.”

o What this means: Clients were able to articulate what the Ideal delivery
of a report would look like so the firm could make those adjustments.

e The junior gap and the risk of client retention: Clients never questioned the
principals’ capabilities. What they questioned was whether those
capabilities carried through when the principals weren't directly involved.

o What this means: A mandatory senior review checkpoint added on
every deliverable, before it reaches a client’s hands.

¢ The hidden market: Every single client independently identified the same
industry-wide crisis. The firm already offered a solution to this problem, but
almost none of their clients knew it existed.
o What this means: The firm will get to speak directly to the industry-wide
crisis and offer not only a solution, but also a relationship entry point
that leads naturally to larger engineering engagements.

¢ Preferred Vendor. Not Yet Speed-Dial: Clients respected and recommended
the firm but volume was going to whoever picked up the phone fastest. The
firm was on the bid list but not the automatic first call. Pricing? Not an
issue.
o What this means: A structured cadence of site visits and lunch-and-
learns to be present between problems, not just when work is ready.



The Client’s Testimonial

Working with Jessica as our outside Voice of the Customer consultant was one of
the best investments we've made for our business in a while. She quickly immersed
herself in our company, deeply understood our operations, engineering processes,
and value proposition, and then conducted anonymous interviews with our current
customers, past customers, and prospective clients.

Her questions were incredibly insightful and thoughtful—she didn’t just ask surface-
level questions; she uncovered real truths and opportunities we hadn’t seen before
and some that we knew were there but needed validation. She engaged our
customers with professionalism and warmth, earning their trust and drawing out
honest, detailed feedback. The result was a set of clear, actionable insights that
have already driven meaningful changes in our organization. We're updating our
engineering deliverables, revising our marketing materials, and refining the core
message we share with customers about who we are and the unique value we
deliver.

Jessica delivered far beyond a standard customer survey—she provided strategic
clarity that is helping us serve our customers better and strengthen our competitive
position. | highly recommend her to any company looking for fast, honest, high-
impact ‘Voice of the Customer’ work that actually leads to real improvement.

-Chief Commercial Officer of the engineering and procurement firm




Conclusion

This engagement confirmed what the firm’s clients already knew and revealed
what they had never been asked.

The technical expertise is exceptional. The client loyalty is real. The relationships
run deep. And the gap between what clients experience working with this firm
and what the broader market knows about it represents one of the most
significant untapped growth opportunities we've encountered in a Voice of the
Customer engagement.

When a firm is this good at what it does, helping it become more visible, more
accessible, and more consistently excellent across every layer of the
organization isn’t a marketing exercise. It's a service to the clients who are
already trying to refer it and to the industries that haven'’t yet had the chance to
experience it.

Capture Feedback that Matters

Interested in understanding what your clients would say about you — if
someone just asked?

Jessica Fraser, Founder and CEO jessica@elucidcx.com | ElucidCX.com
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