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Your Presenter, Michael Hinshaw: President, McorpCX

= Teacher (and student) of customer experience
iInnovation and digital strategy

" Guiding executives and their companies on
improving customer experience since 2002

= CMO.com columnist and best-selling author:
Smart Customers, Stupid Companies: Why Only
Intelligent Companies Will Thrive, and How To Be
One of Them

* Mentor and Teaching Fellow at UC Berkeley’s Haas
School of Business
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Why do people call us? What we hear most often...
“We don’t really know who our customer is...”

= “We’'re about to embark on a major customer
experience technology spend...”

= “We're facing revenue and margin pressure...”
= “Our firm is involved in M&A activities...”
= “We're launching new products/services...”

77

= “We need to better respond to our competition...
= “Our customers are expecting more from us...”



Driving significant, measurable ROI as a result:

16% decrease in
operating costs

Greater top-line
revenue of

~$25.8 million/
10% annually

Boost employee
loyalty by over
200%

150% better CX in

target journey
stages (+44% for
the entire journey)

Overall Customer
Satisfaction up
~400% (from 21%
to 79%)

Reduce time-to-
market for new
services from 90
days to 7
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One reason why McorpCX stacks up against the best...

“[Their] narrow
but deep market
position enables
McorpCX to
effectively serve

both the SME
market and the
largest global

corporations””

- ALM Intelligence:
The Kennedy Vanguard

Cognizant

@
BearingPoint () B.ain & Company © KPMG

North Highland :
O .O PA Consulting
A.T. Kearney

Depth of Consulting Capabilities

Low

Low Breadth of Consulting Capabilities High

© 2016 McorpCX, Inc., All Rights Reserved 1) The Kennedy Vanguard - Digital Customer Strategy & Experience Consulting Providers



http://www.consulting.almintel.com/research/digital/2015-digital-customer-strategy-experience-consulting

Today, we're going to discuss: What
the customer experience (CX) Value
Chain is; The four building blocks of
CX leaders; How your systems bring
it to life; Steps you should take to
forge your CX Value Chain.



Customer experience
occurs every time a
customer interacts
with a company’s
products, services,
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CX matters a LOT: To your customers, and your company

Up to 90% will Around 85% will The top- and
leave after a pay you MORE bottom-line value

single bad if you provide a of CX to any
experience* better experience? § company is huge?

&
11
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http://outsidein.forrester.com/resources/outside_in_excerpt_ch1_2.pdf
https://hbr.org/2014/08/the-value-of-customer-experience-quantified
http://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/linking-the-customer-experience-to-value
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But CX means many different things to different people:

Myriad deflnltlonshuses approaches and perspectlves.
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So, how to make sense of customer experience,
when *everythiag™ is part of it?
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By looking at customer experience through the lens of
the value it creates, and the activities required to do so.

Porter’s Value Chain Framework (1985)"
describes the activities that companies
undertake to create value (or ‘margin’)

Technology Development

Procurement

© 2016 McorpCX, Inc., All Rights Reserved 1) Competitive Strategy: Techniques for Analyzing Industries and Competitors, by Michael Porter, HBR. Page 11


https://www.amazon.com/Competitive-Strategy-Techniques-Industries-Competitors/dp/0684841487/ref=pd_sbs_14_t_0?ie=UTF8&psc=1&refRID=FDMMFTWBV4S45X311KJV
http://www.isc.hbs.edu/strategy/business-strategy/pages/the-value-chain.aspx
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The Customer Experience Value Cham
Paving the Way to Advocacy

Aberdeen Group defines
Best-in-Class organizations as:
The top 20% of all respondents,
based on performance

And All Others as:
The bottom 80% of respondents

1) Source © Aberdeen Group: The Customer Experience Value Chain: Paving The Way to Advocacy, October 2016 Page 12
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Not just anotherframework but a proven value-driver

for best-in-class organizations (and for yours, t00)

Aberdeen Group research* finds that Best-in-Class
organizations enjoy ROI and benefits like these:

More Revenue Greater Profit Better Retention Higher Satisfaction

35.4% [18.2% [|86% 37.4%

Change in Better YoY Customer Change In

YoY Revenue g Customer Retention CSAT Rates
vs. 1.17% for Profit vS. 57% for vS. -0.8%
all others vs. 2.9%... all others for all others
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Introducing the CX Value Chain: A single lens to help
make sense of and manage customer experience “all up”

Know Your Develop Experience Bring Experience Monitor

Customers Strategies Strategies to Life Success

Customer

Advocacy
Customer Data

Technologies
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The CX Value Chain describes the activities companies should
undertake to drive value through customer experience

© 2016 McorpCX, Inc., All Rights Reserved Page 14



Today, we're going to discuss: \What
the customer experience (CX) Value
Chain is; The four building blocks of
CXleaders; How your systems bring
it to life; Steps you should take to
forge your CX Value Chain.
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Primary activities supporting the CX Value Chain

Know Your

Customers

= Establish a unified view
of the customer

= Segmentation

= Customer intelligence

= Voice of the Customer
= Journey Mapping

= Benchmark CX Maturity

Primary Activities

Customer
Advocacy

Customer Data
Technologies

Processes
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1) Source © Aberdeen Group: The Customer Experience Value Chain: Paving The Way to Advocacy, October 2016. 2) Percent of respondents, n=154, Source: Aberdeen Group, September 2016 Page 16
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CXValue Chain: “Know your customers”
How Best-in-Class companies get there...

“| know | should be planning for the
future and start thinking about
saving, but | want to enjoy life now.”

on my terms.

Hillary "Young Digerati® Sanderson

Journey Mapping

Ha-{+ | |
basma | ols e e e s & -

© 2016 McorpCX, Inc., All Rights Reserved Page 17



McorpCX Webinar: The Customer Experience Value Chain | November 10, 2016 mcorpm
A

CXValue Chain: “Know your customers”

How Best-in-Class companies get there...

They establish deep visibility into Bestin-Class firms
customer behavior and expectations” JHisadadaditi

likely to segment based
on customer needs

zg: 83%  Bectin.Clace And ~30 percent more
7% !lkely to use customer
70% M All Others journey maps
60%
50%
40%
30%
20%
Distinguish most * SegmentVoCto °  IntegrateVoCinto ° Establish customer °
profitable customers  prioritize customer corporate decision journey maps
needs making processes

1) Source © Aberdeen Group: The Customer Experience Value Chain: Paving The Way to Advocacy, October 2016. 2) Percent of respondents, n=154, Source: Aberdeen Group, September 2016 Page 18
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Primary activities supporting the CX Value Chain

Develop Experience
Strategies

= Build business case

= Align CX and Brand
strategies

= Design CX program
execution plan

= Determine metrics for
CX success

= Socialize and Customer
communicate strategies

= Clarify stakeholder roles Advocacy

Primary Activities

Customer Data
Technologies

Processes
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1) Source © Aberdeen Group: The Customer Experience Value Chain: Paving The Way to Advocacy, October 2016. 2) Percent of respondents, n=154, Source: Aberdeen Group, September 2016 Page 19
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CXValue Chain: “Develop Experience Strategies”
How Best-in-Class companies get there...

Align CX and Brand
strategies

Business Brand Experience
Strategy Strategy Strategy

What are your What are What are your
strategies for customer plans for meeting
business expectations of customer
success? your brand? expectations?

© 2016 McorpCX, Inc., All Rights Reserved Page 20
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CXValue Chain: “Develop Experience Strategies”
How Best-in-Class companies get there...

They designh a customer-first, Best.in-Class firms are

: 1 ~20 percent more likely
customer experience strategy o B
50% centric culture And ~40 percent more

52% likely to ensure alignment
50% “~vlass WAl Others between brand and CX
43% 44% strategi
: 40% =l
40% 36%
32%

30% 26% 25%
10%

Change company “ Ensure alignment ? DedicatedCX *  Formal programto °

culture to become  between company executive role align CX strategy with

more customer- brand & CX strategy broader business

centric obiectives

1) Source © Aberdeen Group: The Customer Experience Value Chain: Paving The Way to Advocacy, October 2016. 2) Percent of respondents, n=154, Source: Aberdeen Group, September 2016 Page 21
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Primary activities supporting the CX Value Chain

Bring Experience
Strategies to Life

= Ensure org alignment
with CX strategy

Guide segments through
the ideal journey

Optimize CX workflows
= Empower employees
with timely insights

Design and deliver Customer
customer-centric

experiences Advocacy

Primary Activities

Customer Data
Technologies

Processes
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1) Source © Aberdeen Group: The Customer Experience Value Chain: Paving The Way to Advocacy, October 2016. 2) Percent of respondents, n=154, Source: Aberdeen Group, September 2016 Page 22
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CXValue Chain: “Bring Experience Strategies to Life”
How Best-in-Class companies get there...

Engage Teams Value Prop and
and Strategy
Stakeholders Definition
— TR
Ensure org e
alignment with CX
strategy Create COE Embed Strategy
(Center of as Prioritization

Excellence) Guide
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CXValue Chain: “Bring Experience Strategies to Life”
How Best-in-Class companies get there...

They flawlessly execute on their (I,

. bout twi likel
customer experience strategy" Juidmetupine

org design
80% 12% And are more than three
, times as likely to train
B Best-in-Class
60%
0 = All Others employees on CX Strategy

40% 33%
20{]3;0 10{];0

0% L—

UseVoC datain new”  Ensure alignment between” Formal employee training §
product & service CX strategy and to educate on CX strategy
development activities organizational design

1) Source © Aberdeen Group: The Customer Experience Value Chain: Paving The Way to Advocacy, October 2016. 2) Percent of respondents, n=154, Source: Aberdeen Group, September 2016 Page 24
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Primary activities supporting the CX Value Chain

Monitor

Success

= Use reporting tools to
track performance
= Utilize analytics to
determine strengths and
weaknesses
= Align outside-in and
inside-out perspectives
= Use real-time intelligent
suidance Customer

Advocacy

Primary Activities

Customer Data
Technologies

Processes
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1) Source © Aberdeen Group: The Customer Experience Value Chain: Paving The Way to Advocacy, October 2016. 2) Percent of respondents, n=154, Source: Aberdeen Group, September 2016 Page 25
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CXValue Chain: “Monitor Success”
How Best-in-Class companies get there...

Use reporting tools
to track

performance
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CXValue Chain: “Monitor Success”
How Best-in-Class companies get there...

They monitor and manage performance (TN
to enable ongoing Changel are 3.3 times more likely

to use VoC analytics to

50% 56% £6% e guide CX improvement
M Best-in-C _ :
- And 3.3 times more likely
to use CSAT data to
40% inform employee training
20%
0%
Use analytics to gauge ° Customer satisfaction > Playbooks to support® Trend and measure KPIs?
VoCresults as away for  results are used to employees with to better manage the
continous CX determineemployee  guidelineson how to customer journey
improvements coaching & training handle specific
needs customer interactions

1) Source © Aberdeen Group: The Customer Experience Value Chain: Paving The Way to Advocacy, October 2016. 2) Percent of respondents, n=154, Source: Aberdeen Group, September 2016 Page 27
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Bonus: The benefits of Customer Journey Management

Primary Activities
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Understanding “current state” “Ideal state” customer journeys
customer journeys helps you align to the experiences your
better know your customers, and customers desire, so you can
see where (and why) to improve bring your CX Strategies to life

Know Your Develop Experience Bring Experience Monitor
Customers Strategies Strategies to Life Success

Customer
Advocacy

- Journey mapping helps align
Customer journe o e
managemjent ca% Show Customer Data outside-in and inside-out
: ' K
Y en’y Technologies performance, monitor success,

systems to deliver a

better, digital-first omni- and help determine strengths
and weaknesses

channel experience.
People (Culture)

© 2016 McorpCX, Inc., All Rights Reserved
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And 3.5 times
= : AL greater revenue from Iy
w All Others customer referrals

in customer service costs

4

20.7%

Best-in-Class firms
enjoy 2.5 times
greater employee
engagement

oo
=

Year-over-y
NN
=S
1

o
S

-4% - -2.2%
Employee Returnon  Improvement Numberof Revenuefrom Improvement Cross-sell and
engagement  marketing  incustomer positive customer inaverage up-sell revenue
investments  servicecosts  mentions referrals sales cycle
(ROMI) through social

media

1) Source © Aberdeen Group: The Customer Experience Value Chain: Paving The Way to Advocacy, October 2016. 2) Percent of respondents, n=154, Source: Aberdeen Group, September 2016

mcorpm
Bonus: The benefits of Customer Journey Management

Massively greater improvements

Page 29



Today, we're going to discuss: \What
the customer experience (CX) Value
Chain is; The four building blocks of
CX leaders; How your systems bring
it to life; Steps you should take to
forge your CX Value Chain.
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Which brings us to what powers the CX Value Chain...
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Customer
Advocacy

Customer Data
Technologies
Processes

People (Culture)

Support Activities

© 2016 McorpCX, Inc., All Rights Reserved Page 31
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Your systems should enable digitally-driven, mobile-
led, omni-channel customer experiences. This means:

Customer Data Technologies Processes
BN N
& A N
] [
Connected : : :
Integrated data Agile Business and A Customer-Centric
Customer
management : CX Processes Culture
Experience
Connect your Deeply understand and Connecting your Empower your people to
audiences, systems and deliver a unified, cross-  audiences, systems and deliver the experiences
customer information system, end-to-end customer information your customers need,
across processes and experience across the across processes and where they are and

channels organization channels when they want

© 2016 McorpCX, Inc., All Rights Reserved Page 32
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This s just the beginning. Because as |mportant asitis

~today... ﬂgltal success = CX success tomorrow..




Because today and rapidly accelerating - nearly every

experience has a digital component to it.
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Consider these emerging trends driving digital CX,

WUASN U SS s adom o ~f o

many of which were outliers just a fegrtEsirnssmmem

Assistants could boost productivity by 30%,
and cut labor costs by up to one-third®

loT Data Al VR/AR

(The Internet (More, Better Data) (Artificial Intelligence) (Virtual and
of Things) Better analytics tools, A $153 Billion Market ~ Augmented Reality)
20 Billion+ Connected predictive and by 2020, driving $14 2016 is expected to be
Devices by 2020- Up prescriptive to $33 Trillion in the first Billion-Dollar

from 6 Billion Today personallzatlon disruptive impac;t3 year for VR?

1) Gartner 2) IDC, McorpCX 3) Bank of America Merrill Lynch, Robot Revolution Primer 4) Deloitte TMT Predictions 2016 Page 35



http://www.gartner.com/newsroom/id/3165317
https://www.cloudera.com/content/dam/www/static/documents/analyst-reports/idc-futurescape.pdf
https://www.bofaml.com/content/dam/boamlimages/documents/PDFs/robotics_and_ai_condensed_primer.pdf
https://www2.deloitte.com/global/en/pages/technology-media-and-telecommunications/articles/tmt-pred16-media-virtual-reality-billion-dollar-niche.html

Today, we're going to discuss: \What
the customer experience (CX) Value
Chain is; The four building blocks of
CX leaders; How your systems bring
it 1o life; Steps you should take to
forge your CX Value Chain.
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Remember What are people trying to accomplish?

“We don’t really know who our customer is...”

= “We're about to embark on a major customer
experience technology spend...”

= “We're facing revenue and margin pressure...”
= “Our firm is involved in M&A activities...”
= “We're launching new products/services...”

77

= “We need to better respond to our competition...
= “Our customers are expecting more from us...”



McorpCX Webinar: The Customer Experience Value Chain | November 10, 2016 mcorpm
A

Summary: Many activities, but where to start?

Know Your Develop Experience Bring Experience Monitor
Customers Strategies Strategies to Life Success

4§ = Establish a unified view = Build business case = Ensure org alignment = Use reporting tools to
e of the customer = Align CX and Brand with CX strategy track performance
-%. = Segmentation strategies = Guide segments through = Utilize analytics to
=4 = Customer intelligence = Design CX program the ideal journey determine strengths and
'l = \/pice of the Customer execution plan = Optimize CX workflows weaknesses
g = Journey Mapping = Determine metrics for = Empower employees = Align outside-in and
.5 = Benchmark CX Maturity CX success with timely insights |nS|de-out- per.spect.lves
= Socialize and = Design and deliver " Use real-time Intelllgent -
communicate strategies customer-centric guidance
= Clarify stakeholder roles experiences Advocacy

Customer Data
Technologies
Processes

People (Culture)
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Know Your Customers:
Establish a unified view of the customer

Mary “CX Leader”

Oversees a small, dedicated CX team
and coordinates CX efforts across

“Caleb” “IT Manager”

Manages a small team of analysts and

engineers that support the CX team
and the CX leads across the LOBs deparments
“So many data sources, so little time
(and too many different tools) to
— y make sense of it all.” - eva “cx Manager”
Sue” Marketing Exec g
Manages a large marketing department with b ” “A customer journey map vs. a 20-page research report
direct or indirect control over CX activities Eva CX M a nager or a bunch of spreadsheets? A journey map wins every
Manages a small group of CX analysts and time with executives and business partners.
specialists and works directly with CX leads in About me: My goals:
= I'm 34 years : d = | wanl lo quick

other departments

Luis “Market Research”

Manages a small team of market
p ter handie on
Custo nto
I f our jpumey maps and ongoing CX reporls

researchers and analysts who field
requests from LOBs and other groups

© 2016 McorpCX, Inc., All Rights Reserved
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Develop Experience Strategies:

Design CX program execution plan

S b mecarpM
Interested Intentional Customer Listening
High plr»uriry. Phasa | to deliver ne. .. .‘” —

Optimized

Transformation Roadmap

Priorities for Imbedding Customer Experience Management

S Customer Understanding BERIEEE
Competencies demonstrated by best practices leaders and relative M rar]

m PAS— Customes Exper Ralative Borfarmance and tmporta
> Overall CEM Capability Maturity SiliEgag 5

All Segments, Levels, Departments and Tenure oxL
S Moturiy Mode! wi‘_“‘ I
= :
0 —

Stage 1: Stage 2: Stage 3: Stage 4: Stage 5:
Undeveloped Ad-Hoc Repeatable Systematic Embedded

Organizational Adoption and Maturity s 40

© 2016 McorpCX, Inc., All Rights Reserved
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Bring Experience Strategies to Life;
Design and deliver customer-centric experiences

1. 2. 3. 4.

Listen to |dentify and Design Prototype,
and deeply prioritize solutions to test and
understand opportunities meet customer iterate on and

your to improve, or wants and deliver those
customers Innovate needs solutions

Ak =

© 2016 McorpCX, Inc., All Rights Reserved Page 41
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Monitor Success:
Use reporting tools to track performance
Collect Identify Drive real

feedback across insights, and improvements
segments and share across  with your VoC
channels the org. insights

Monitor the results of
Improvements over time

© 2016 McorpCX, Inc., All Rights Reserved
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We talked a b|t about where to get started. So, how do
you get started? While CX can be (is) big...

Most companies start simply, with journey mapping and/or
experience design workshops

= Others prefer to first understand where they are today, and
develop a CX transformation roadmap to guide planning

= Some launch into more robust transformation efforts

= Using defined Agile sprints, results are delivered and
assessed at each step along the way

= What we’d strongly suggest you don’t do Is... nothing




In closing, just a couple things...
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Aberdeen Group Report

The Customer Experience
Value Chain: Paving the Way
to Advocacy

“Customer experience is the only
remaining factor differentiating
successful firms from others. Achieving

success requires building a chain of
activities that provide value to your
customers, and your company.”

1) Source © Aberdeen Group: The Customer Experience Value Chain: Paving The Way to Advocacy, October 2016
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The Customer Experience Value Chain: 6 Key Points

1. Best-in-Class CX leaders have more revenue, greater profit
and better retention than all others. Do what they do.

. Ensure you know your customers better than anyone else.
Develop your strategies based on customer feedback.

. Socialize, communicate and align on CX, across your org.

. Align technology spend to your CX strategy and value chain.

. When you think you have the answers, and things are going
well... it might be time to take a closer look at CX.

O O~ WN
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