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Thank you! 

Michael Hinshaw
Founder and President, McorpCX
mhinshaw@mcorp.cx 
www.mcorp.cx 

Customer Experience (CX) is: 

òHow customers perceive their 
interactions with your companyó
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Thank you! 

Michael Hinshaw
Founder and President, McorpCX
mhinshaw@mcorp.cx 
www.mcorp.cx 

Customer Experience Management 
(CXM) is: òThe collection of capabilities 
and processes used to systematically 

design, deliver, and react to 
customer interactionsó
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For those of you with ôhands upõ, you are not alone...

Source: CEB/Gartner (Harvard Business Review: Marketers Flunk the Big Data Test)
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Customer expectations have radically changed
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Welcome to the global relationship economy

?

Local 
Relationship 

Economy

Industrial 
Economy

Global 
Relationship 

Economy

Information 
Economy

Consumer 
Economy
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In this world, every business faces tough decisions
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But there is a clear path forward: Customer Experience

Source: 1) HBR, August 2014: The Value of Customer Experience, Quantified 2) Forrester Research, March 2018: Improving CX Through Business Discipline Drives Growth  
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Not just top-and-bottom line value, but enterprise value

34%

1 Year Stock price growth 1 Year Total Returns

20%

5%

32%

17%

3%

CX Leaders 
Portfolio

S&P 500
Index

CX Laggards 
Portfolio
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For leaders, customer experience is...
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Customer experience builds (and destroys) industries 

1,424

504

Uber 
Year 1

Uber 
Year 2

Uber 
Year 3

Average Monthly Trips Per 
Taxicab in San Francisco 

Source: https://archives.sfexaminer.com/sanfrancisco/report-says-sf-taxis-suffering-greatly/Content?oid=2899618
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Companies get this, but they are struggling

91% of businesses1

wish to be considered 
CX leaders in their 
industry

Most have established 
CX execution practices2

90%

Yet only 6% consider 
themselves advanced

And only 3% 
are innovating

6% 3%
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In fact, customer experience is stalled ðor falling

Source: Forrester Research, June 2017: Global Customer Experience Trends, 2017
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Because ôtransformationõ of any kind is never done
Jeff Bezos, Founder and Chief Executive Officer: Letters to Shareholdersé 

1997: òObsess Over Customersé This is Day 1 for the 
Internet and, if we execute well, for Amazon.comó 

2017: òCustomer expectations are never static ð
they go up. Itõs human nature.  It remains Day 1.ó

Source:  Amazon.com 2017 Letter to Shareholders: https://www.sec.gov/Archives/edgar/data/1018724/000119312518121161/d456916dex991.htm
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And digital transformation isnõt just about technology 

Promote a 

continuous 

innovation 

culture

Create 

new digital 

platforms

Change business 

metrics to drive 

cross-org 

collaboration

Adopt design-

thinking and 

customer journey 

mapping

The top four actions undertaken to accomplish digital transformation objectives 

One Two Three Four
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United Airlines: Involuntary denial of boarding process

Step 1: Offer $800 travel credit, and hotel for night.  

Step 2: If you canõt buy them off, make them get off.   

Step 3: If you canõt make them get off, force them off 

Source: https://s3.amazonaws.com/unitedhub/United+Flight+3411+Review+and+Action+Report.pdf
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10:47:23 Watched video attached to Pizza Box

10:48:31 Redeemed coupon for Paper Towels

10:48:59 Checked prices for Dog Food

10:49:07 Ordered Dog Food from another store

10:54:12 Started car

10:54:42 Proceeded west on Main Street

10:55:12 Stopped at House for Sale

10:57:13 Requested Listing Details

10:57:18 Viewed Listing Details

10:57:45 Viewed Video Tour

11:02:42 Requested access to house

11:02:49 Security status verified

11:03:32 Entered House for Sale; Listing Agent Notified

11:18:29 Texted husband from House

11:18:57 Husband accessed online tour

Companies need to act as smart as their customers 
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How we get there: Customer experience transformation 
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The ôdiscipline of customer experienceõ is evolving

© McorpCX, All Rights Reserved www.mcorp.cx 

Integrated, Operating 

Model-Driven:

More Tactical, 

Issue-Driven 

Tools like Journey 

Mapping and 

Persona;

Metrics like CSAT, 

CES and NPS

More Holistic, 

Capability-Driven:

CX Strategy and 

Management 

Capabilities;

Customer 

Understanding, CX 

Design Capabilities

Business
Operating 

Model

CX Capability, 
Metrics and 
Measures

CX Vision
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At the intersection of CX and operational excellence

© McorpCX, All Rights Reserved www.mcorp.cx 

Business
Operating 

Model

CX Capability, 
Metrics and 
Measures

CX Vision

Operational 
Excellence

Customer 
Centricity

The Customer Experience 
Operating Model: CXOM
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Business value realization (The òwhyó)
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The financial, business 
and customer-related 
goals we aspire to achieve 
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CX Vision: Who do you serve, and how? (The òwhoó) 
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The customers we serve, 
and the experiences we 
aspire to give them  
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Business Case
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How we operate, to 
achieve our business 
and customer objectives

Business 
Operating 
Model`

CX Capability, 
Metrics  & 
Measures

CX Vision

Business operating model (The òhowó)



© 2015 McorpCX, Inc., All Rights Reserved

CX capabilities, metrics and measures
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How we manage customer 
experience, and systematically 
measure business and 
customer results 

Business 
Operating 

Model

CX Capability, 
Metrics  & 
Measures

CX Vision
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Together, the Customer Experience Operating Model 
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Thereõs a formula for bringing this model to lifeé
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This makes it easier for businesses to prioritize

Feasibility (Can We?)
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© McorpCX, All Rights Reserved www.mcorp.cx 
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Everyone Wins!

Decision making is easier and execution more effective!

Companies differentiate, profit and grow!

Customers get exactly what they want and need, 
exactly when they want and need it!
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7 Steps to customer experience transformation

Start here

Or here

Or here


