Taking your Customer Experience to the next level




The Commercial Intro
Do these look familiar?

AWe have been doing a | ot of work in the past

years, including a complete reset of our CX AiWe have gone through a re!
approach 1 but now we are not sure how to take new value proposition. Now every team has a

things to the next level. We are great at running a different view on how to bring that value proposition

10 Miles, but we need to get ready for the to life. Where to focus, how to work together? o
Marathono

CMO, mobile operator group CX Manager, mobile operator

AEvery de p dts awmantetpretataos of ANVe are on our way, but have lost momentum.
customer experience. Most also seem to think we There are too many options
are doing really well in CX i while | doubt that we where to prioritiseo .

do. Help me analyse the situationo Head of Strategy, Major Global B2B producer for the

CMO, Top 5 Country of German Car Brand logistics industry
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The Commercial Intro
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Customer and act on it?

é yielding profits by being
customer centric?

N € ma n a g Custgmer Experience
across all touchpoints and

channels?

In just a few days, our Customer Experience Maturity Assessment measures the
performance of CX in your company and lays out the way for immediate improvement.
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The Commercial Intro

Focus your actions.
Align your people.

In two weeks, our Customer Experience Maturity
Assessment (CXMA) enables you to measure and
benchmark the performance of CX in your company,
align all departments around a common ambition, and
define your prioritised CX roadmap.

You will find out which activities are bringing you closer
to customers and which barriers you are still facing.
Our experts will compare you with the best in the
industry, identify gaps in your capability and show you
howtot ake your CX to the next

The result is an aligned roadmap to take the
organisation to its next level of customer centricity.
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Across the 4 key domains

Your overall pedformance n the DESIGN area

OWhat' s t he

Managing the Customer Experience
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Gain customer insights
Develop a customer strategy
Define the desired CX

Customer Driven Processes
Align IT & Data Management
International vs. local vision

Sr. Leadership Focus
Employee Encouragement
Customer skills & mind-set

Listen to VoCustomer
Follow up on VoCustomer
Translate CX into money

Key Questions

The CXMA assessment: a quick overview




Overview of Questions
——Design |

Question

1 To which degree does you
business look at customer
feedback and market
research to uncover ration:
and emotional insights
about its customers?

2 Has your company definec
it's customer strategy, and
it integrated in your overall
business strategy and
planning?

3 Has your company definer
the customer experience it
wants to offer its customer:
at every step of their
journey?

4 Has your company definec
the value to be gained fron
its CX efforts, as well as
defined how it will be
tracked and forecast the
impact?

5 Does your company have i
governance model to
develop and support the
organisationamechanisms
needed for a customer
centric operation?

Total

Your

feedback

(1-5)

| 25

Question

Do you create actionable
insights based on your Voic
of the Customer\{oQ-
programmeand operational
data?

Do you ensure all
stakeholders in the compar
get these actionable
insights?

Which KPI's and targets dc
your business use to
evaluate its customer
performance, and do you
regularly evaluate these
KPIs?

How good is your company
at adapting operational
processes (including IT &
Data Management) to your
customer strategy?

Does your company have t
right CX tools in place? Is
your digital transformation
progressing effectively and
efficiently?

Your

feedback

(1-5)

| 25

Question

How much does your seni
leadership team focus on
customer topics?

To which degree are your
employees encouraged an
willing to get involved in or
take customer initiatives?

How deeply are your
customer goals embeddec
in your people & culture
strategy? Do you develop !
& EX capabilities?

How much initiative does
your business allow
employees to display whel
it comes to customer
experience?

Do you actively
communicate the goals,
benefits and achievements
of your CX efforts to
everyone in the company?

Engage

Your

feedback

(1-5)

| 25

Your
feedback
(1-5)

Question

To which degree does yol
business follow up on
customer feedback, both
individual and collective?

Does youprganisatioract
upon the insights derived
from yourVoCand
operational data?

Do you have @arogramme
to understand, capture an
stimulate customer
advocacy?

Do you innovate based or
customer insights and
customer trends?

How rigorously do you
challenge your existing
views on the customer
(experience) goals you
pursue through market
foresight?

| 25
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.’@:. Customer Service

Customer service vision
The right tools
Contact center as a profit center

Futureproofing the contact center
Willing, skilled and able staff

Does your We do not haveWe execute on We identify areas of We are analyzing our We have a clear vision of

organisation any vision on the operational improvement to current customer serviciwhere we want our custome
have a how our targets set for usidentify business  organization to identify service to stand in $ears,
customer customer on a yearly basiscases and acquire areas of possible andhave a baciplanning to
service visionservice should but do not have projectbased budgeimprovement and achieve it.
develop. common identify our internal
understanding ol service vision without
a joint strategy. aligning it with other
departments.

28/08/2020 11.
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1. Aspiring 2. Active 3. Performing 4. Elite

| should start é Weekend jogger New York marathon Iron man

CXMA Introduction

4 different levels of performance
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111

Capability Capability Capability Capability Capability

DESCRIPTION DESCRIPTION DESCRIPTION DESCRIPTION DESCRIPTION

How to read the CXMA

4 performance levels for each capability

28/08/2020 15.



What we found out

Findings: CXMA online guestionnaire results

i 1031202 I .
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Overall performance in the key areas of Customer Experience

Design
15,1
Your Overall
o CXMA Score
Improve 10,7 12,6 = Operationalise
13,9
Engage

Overall performance

XXX 1s a middling performer
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1. Aspiring

3. Performing 4. Elite

CXMA at XXX

You are here

28/08/2020 18
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3,8
3,6
3,0
3.0
I24 I |
Gain Customer Insights Capture Competitive Develop Market Develop a Customer Formulate a CX Vision
Insight Foresight Strategy

We have a structured | We regularly do formal We address customer Key customer goals are We have developed an
way to gain insights benchmarking surveys to relevant technological translated into customer insight-based customer
from client feedback, compare our customer and innovative value propositions and journey framework featuring
regular and specific performance to that of our developments in our operational plans to which | the rational/emotional needs of
research. These competitors. We complement strategy work, but have | multiple parts of the our customers as well as our
insights are the basis them with furt he|rnosystesnatiar c h ¢ business contribute. minimum experience
for our customer understand the reasons why our approach yet. standards and experience
experience efforts competitors may be performing KPI's for each step in the
and innovations. better / worse than us. relationship.

Capabilities: DESIGN

Not a clear picture on the CX to deliver (and why)

28/08/2020 19.
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241 2 /1 25
Listen to the VoC  Design customer driven Measure & set Align IT & Data Work cross silo &
processes customer goals management region

We have a Voice of the We make sure that our We actively apply a few There is a process to We have a customer champion
Customer (VoC) organisational processes high-level / all company directionally align our IT (responsible) who facilitates
programme and have are aligned to the most customer performance / data priorities to our cross-departmental/regional

'ﬁf‘ deployed this for our important aspects of our KPI's and targets and have customer strategy and customer initiatives on an ad
most important Customer Experience translated those into customer experience hoc/as time allows basis.

# customers and Vision. operational/departmental vision, but both operate

touchpoints / journeys. KPI's and targets. quite independently.

Capabilities: OPERATIONALISE

Processes and KPI 6s arenot

28/08/2020 20.



3,4
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2,8

Behave as customer-

centric leaders

Encourage employee

willingness

Develop CX Skills &
Mindset

Enable employees to
do what's right

2.8

Build customer
appreciation

Our Sr. Leadership team
cares for and regularly
discusses customer
topics and
drives/encourages
customer driven action
by the business.

Our customer champion
encourages our people to
get involved in or take
customer initiatives
through their own
personal efforts and ad
hoc communications.

Customer goals,
considerations &
behaviours are embedded
in all recruitment,
learning, communication
and performance
management aspects of
our people & culture
strategy.

Employees understand what
the Customer Strategy and
Customer Experience Vision
means to their
job/department and they are
encouraged to actively
propose changes where the
two are disconnected or
where improvements can be
made.

A few times a year we take
company wide initiatives to
let employees engage with
customers or review
customer insight / voice of
the customer data. We also
explain the customer
strategy and customer
experience vision to all
employees.

Capabilities: ENGAGE

High willingness but limited (inter)action & initiative

28/08/2020

21.
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2,4
2.1
1,3
Act on customer Act on VoC Insights Improve customer Translate customer Challenge CX views
feedback centric capabilities efforts into money

We've developed and trained We occasionally close | We have an understanding We haven't yet We occasionally challenge
relevant employees on a tactical the loop on VoC of the capabilities our developed a formal our customer strategy and
closed loop process for client insights, usually business requires to be business case for customer experience vision
feedback and achieve triggered by a major customer-centric and the customer-centricity by looking at the trends and
guantitative and qualitative issue or opportunity. degree in which these remarkable practices in our
targets. Customers are capabilities are available in industry and feedback from
systematically informed of our business. our customers.
changes that have been made
based on their feedback.

Capabilities: IMPROVE

Weak continuous improvement infrastructure

28/08/2020 22.










































