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Engaging globally, across industries with leading brands
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Wide recognition as experience strategy and design leaders

Media recognition for Best-selling book on Analyst Recognition as a top

our thought leadership digital and CX innovation global customer experience
and digital strategy expert

“Read it and heed it, folks, because it just doesn’t
come any more direct or compeling than thes!™
Oon Peopers and Marthe fagers.
authers of EXTREME TRUST nasly as 3 Compertive Aswaniags

nessweek )
Bust . N8 s
ChNBC ‘“‘m"‘“*ﬁ

“ :MPANY (IldnlS L\ G

FAS . ONLY INTELLIGENT
TIME e e

THE T ————
HUEFFINGTON

POST

1 Harvard
Business . N _
Review One of the most exciting business

books I've ever read.”

- Don Peppers
Founder, Peppers & Rogers
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Helping the companies we work for do three things:

Understand
Their
Customers

Build
Customer-Centric
Capabilities

Improve
Customer
Experiences
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Which is why McorpCX stacks up against the worlds best.

“ITheir] 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
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Today, we're going to discuss:
Why customer experience (CX)
strategy matters; Susiness and
brand: CX strategy implications;
CX strategies in action; Bringing
your CX strategy to life.






But our customers and what they expect-is changmg

Era of Smart Less Loyal, Radically Greater
Customers More Vocal Expectations
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In this world of changing customers and expectations,
there is one sustainable competitive advantage:

/""‘.h

g
N i I
Delrver a better Customer (and employee and partner)

experrenee across all channels and interactions
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Customer experience also drives significant value:

CX leaders enjoy results like... Up to 2 times greater customer
and employee loyalty*

Up to 2.4 times annual revenue
Increase, per-customer*

Reducing the cost to serve
customers (For Sprint, 33%)*

Typical growth over double
that of their competitors?

1) HBR, August 2014: The Value of Customer Experience, Quantified 2) Forbes, March 2014: 'Customer Experience' Is Today's Business Benchmark Page 11
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Executives get this. But have a hard time executing on it

Most businesses wish
to be considered CX ==p

leaders in their industry Yet well under half are getting

started with formal CX initiatives

\l, And only a few consider
their CX initiatives advanced

2

© 2016 McorpCX, Inc., All Rights Reserved Source: Oracle, “Global Insights on Succeeding in the Customer Experience Era”, 2013 Page 12
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Why? Great customer experience doesn’t “just happen.”

XXX

A framework for T A way to meet and
bringing your CX 9 f—_T£I @ exceed customer
vision to life expectations

000

It's planned.
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Which is where customer experience strategy comes in.

Aligned Articulating Guiding Informing the
to your the customer J your people, prioritization
business experiences systems, and use of
and brand you plan to processes resources
strategies deliver and activities

N
/" \
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Because a defined CX strategy is a foundational, best-
practice capability of customerexperience leaders

Informed by what

Developing better customer experiences
ping i dhtlas customers want and need

Customer Experience Customer Design and
Strategy Understanding Innovation

“Becoming one”
W Andalens BN with your culture... @ Driving CX design

through which to and innovation
view all else

MUV ELHdLE wulture Measurement Technology Processes

© 2016 McorpCX, Inc., All Rights Reserved Page 15
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Driving customer experience maturity, and CX leadership

Optimized

Engaged
Interested

CXis ingrained in
culture or “DNA”
of the company,

Customer
Experience (CX)
may be important,
but there is no
formal approach

Customer Value

CX is important, and
some formal
programs emerge,
though customer
experience
management
is ad hoc

CX is very important;
customer experience
management
practices
implemented
regularly, but not yet
systematic
or scalable

CX is a core piece of
the company’s
strategy, and
customer experience
management
practices are
performed regularly
and systematically,

customer experience
management
practices are
performed regularly
and systematically,
and systems are in
place to drive
ongoing
improvement

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

© 2016 McorpCX, Inc., All Rights Reserved

Organizational Adoption and Maturity

Page 16



Today, we're going to discuss:
Why customer experience (CX)
strategy matters; Business and
brand: CX strategy implications:;
CX strategies in action; Bringing
your CX strategy to life.
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The rlght CX strategy depends on the company you are.

Too Broad?

Too Narrow?

There is no “one size fits all.” But there is a
straightforward way to find the right fit for you.
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How? Aligning your business, brand and CX strategies.

Business Brand Experience

Strategy Strategy Strategy

What are your What are customer What is your plan to
strategies for expectations of meet these customer
business success? your unique brand? expectations?

© 2016 McorpCX, Inc., All Rights Reserved Page 19
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Take steps to finding the right CX strategy for your org
1. 2. 3. 4.

Understand Understand Understand Align what you
what drives your promise to  implications, can differentiate
your economic customers, and and customer on to what
engine. what they want.  expectations customers expect

B R ©

© 2016 McorpCX, Inc., All Rights Reserved Page 20
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Step 1 What IS your business strategy?

Thousands of companies, competing on one of three core strategies

Products Segmentation

<}<:> %t

4
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Porter’s generic model (1980)

Compete by
focusing on
customer needs
Narrow
Market Segmentation Strategy
Scope
B d . . g Cost
M;C:Iilet Differentiation Leadership
Scope Strategy Strategy
Compete on
i “Uniqueness” Price/Value
prOdUCt/ Service competency competency

Innovation

© 2016 McorpCX, Inc., All Rights Reserved Page 22
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Discipline of Market Leaders (1993)

“Best Product”
Differentiation Strategy

CO m pete on Product I:adership CO m p-ete by
product/service focusing on
innovation B NS el cUSTOMer needs
Operational Customer
Competence X&sponsive
Operational Excellence X Customer Intimacy
Cost Leadership Strategy Segmentation Strategy
“Best Total Cost” “Best Total Solution™

Compete by

focusing on
value

© 2016 McorpCX, Inc., All Rights Reserved Page 23
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Step 2: What is your brand strategy?

Business Strategy Customers’ Expectations of Brand

Price Customers will expect you to deliver the
$ lowest prices on your products or services

PTOdl]CtS Customers will expect you to innovate, with
f%f products and services that “wow” them

Segmentatlon Customers will expect products and
p services perfectly fit to their needs

© 2016 McorpCX, Inc., All Rights Reserved Page 24
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Step 3: Understand what customer’s really want

|dentify target “Voice-of-the anlltatlve Quantitative Data
segments and : - voice-of-the- customer :
: business analytics
journeys customer research
Whose experience Gather internal Gather open- Quantify all Analyze data to
are we trying to views of what we  ended customer  aspects of the  identify gaps and
improve? believe their perspectives  experience across  opportunities

experience to be audiences

© 2016 McorpCX, Inc., All Rights Reserved Page 25
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Step 4: Align with these to find the right CX strategy

Segmentation

Products and
services designhed
specially for YOU

Enable the creation
of personalized
products and
services ‘fit’ for each
customer

© 2016 McorpCX, Inc., All Right Page 26
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CX strategy can be based on one (or more) core pillars...

© 2016 McorpCX, Inc., All Rights Res Page 27




Today, we're going to discuss:
Why customer experience (CX)
strategy matters; Business and
brand: CX strategy implications;
CX strategies in action; Bringing
your CX strategy to life.
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How do leading brands use CX strategy to lead?

%

‘7
Expectation: Expectation: Expectation:
Lowest Cost Personalization Innovation

mcorpiNy

Walmart > <.

Save money. Live better.

-
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Walmart: How leading brands use CX strategy to lead

! e
N\ alrmaavk ™ 7 B
Walmart = < e Sl
Save money. Live better. |mp e ordaerin g : u T :

platform

—
B

Expectations:
Lowest Cost

We'll do the shopping for you. Ope rat|0na|

Order fresh groceries online with free same-day
pickup. We'll even load your car. excellence

CX Strategies:

‘}EntefyouerPCode ; ’ Llnklng dlgltal

| to brick-and-
’ mortar

Same-day
Simple pickup

Vs

Self-Service

© 2016 McorpCX, Inc., All Rights Reserved Source: www.Walmart.com Page 30
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USAA: How leading brands use CX strategy to lead

Empathizing with
SAA PRODUCTS ADVICE JOIN USAA HELP m e m be rS I iveS

Understands customers
so well they can give
marriage advice
OIS VILWU A VESLISE VI UV AWE CUStomer

MEMBERS AND Intimacy
THEIRFAMILIES

)y our members. We've

SerVIng a Single’ » and assistance — from

ndependence, to raising a

Expectations:
Personalization

CX Strategies:

© 2016 McorpCX, Inc., All Rights Reserved

well-defined
customer
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Apple: How leading brands use CX strategy to lead

X7 g On-Site Classes

8 and Educational

Sessions

. ," ﬂ ; ' '.;: | ’//// "
Expectations: e N\ | \ = il
Innovation , ' J, Y W T {Jﬂ

P Bl R 4 "m w ‘.,! B

~ Mo

m ' Product
ph leadership

CX Strategies:

Extending the

Educational

© 2016 McorpCX, Inc., All Rights Reserved Source: http://phys.org/news/2016-05-apple-retailers-struggle.html, Page 32

- concept of a “store”



McorpCX Webinar: Customer Experience Strategy | September 15, 2016 mcorpm
A

Amazon: How leading brands use CX strategy to lead

amazon What are their What are customer What is their plan
strategies for expectations of to meet customer
S business success? their brand? expectations?

Expectations: “Our vision is to be “Customers will To create a

| swest Coot earth's most expect products personalized
customer centric and services to be shopping
Expectations: company; to build a  perfectly targeted experience...

liinovation place where people to their needs.” driven by
can come to find and innovation, and
Sllae il discover anything delivering the best
Personalization RS Anna= s total value
buy online.”

© 2016 McorpCX, Inc., All Rights Reserved Sourcehttps://chat2engage.com/future-apple-stores-tech-support-trees/ Page 33
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Amazon: How leading brands use CX strategy to lead

Presented based —eem T ——

ended For You Improve Your Recommendations  Your Profile Learn Mare

Your Amazon.com > Recommended for You > Books ters & Technology

These recommendations are based on items you own and more.
Recommendations

Expectatio nSl Computers & Technology  view: All | New Releases | Coming Soon (More resalts g
m [ T

Apple

Business Technology Chaos Monkeys: Obscene Fortune and Random Failure in Silicon Valley

Personalization

Computer Science

by Antonio Garcia Martinez (June 28, 2016)
Average Customer Review: Yririis (206)
In Stock

Databases & Big Data smscewe
Digital Audio, Video & e List Price: 2999

Price: $19.49

62 used & new from $14.10

sted (%) frvrdrsrdy Rate this item
rchased Disrupted: My Misadventure in the Start-Up Bubble [ Fix this )

umans Need Not Apply: A Guide to Wealth and Work in the A I Ca n b uy n OW
’

b (s8)

Customer or review later

Computing | nti m a Cy

(@ _AddtoCart_J | Add toWish List

Photography

Games & Strategy Guides

CX Strategies:

Recommendations
just for me

Personalized

Operating Systems -

Automated

Programmin
9 g = Start-Up Bubble [ Fix this )

Programming Languages

© 2016 McorpCX, Inc., All Rights Reserved Sourcehttps://chat2engage.com/future-apple-stores-tech-support-trees/ Page 34



Today, we're going to discuss:
Why customer experience (CX)
strategy matters; Business and
brand: CX strategy implications;
CX strategies in action; Bringing
your CX strategy to life.



McorpCX Webinar: Customer Experience Strategy | September 15, 2016

Bring your customer experience strategy to life

Articulating
the customer
experiences
you plan to
deliver

Guiding

your people,
systems,
processes
and activities

mcorplhy

Informing the
prioritization
and use of
our resources

N
/" \
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Articulating a customer experience strategy: USAA

Given our strategies, what member experience

Articulating
the customer
experiences

should we deliver, and to whom?

Whom do How do we How does
we plan to you wish to want them that align to
: serve? to feel? our goals?
deliver g
We proudly serve That we understand By driving greater
military members and anticipate their member loyalty, we will
and their families unique needs, and significantly increase
will go above and the lifetime value of
beyond to meet each member.
them.

4

© 2016 McorpCX, Inc., All Rights Reserved nor does it purport to accurately represent USAA, their business, their plans or strategies, or their relationships with their members. Page 37

Note: This is a FICTIONAL example strategy based on publicly available information as well as our assumptions, and is NOT IN ANY WAY reflective of
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Articulating a customer experience strategy: USAA

Knowing who we serve and what we want them to
feel, how do we consistently deliver against this?

Guiding
our people,

systems, How should What’s our How can we How do we

Processes our people roadmap for enable the measure our

and activities behave? success? entire org? progress?
Empathize and Invest in deeply Educate and Customer (and
engage with understanding the needs empower our people, employee) loyalty,
members, always of our members, and and give them the measured by
considering their delivering empathetic tools, authority and willingness to
needs before short- experiences across all incentives they need to recommend, quality
term profits. channels - leveraging help members achieve of experience and

technology, automation  their financial goals. share of wallet.

and processes to do so.

Note: This is a FICTIONAL example strategy based on publicly available information as well as our assumptions, and is NOT IN ANY WAY reflective of
© 2016 McorpCX, Inc., All Rights Reserved nor does it purport to accurately represent USAA, their business, their plans or strategies, or their relationships with their members. Page 38
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Articulating a customer experience strategy: USAA

Informing the
prioritization
and use of
our resources

© 2016 McorpCX, Inc., All Rights Reserved

Given our desired member experience, how do we
best allocate our resources to design and deliver it?

How do we How do we How do we
plan for MX prioritize MX ensure desired
investments? investments? outcomes?

Assess all initiatives Prioritize investments  Assess program and
against the goals of that help better serve initiative outcomes
MX and member members, or that against defined success
centricity, putting enable the people, metrics for MX and
member needs first, technology and member centricity.

systems that do so.

Note: This is a FICTIONAL example strategy based on publicly available information as well as our assumptions, and is NOT IN ANY WAY reflective of
nor does it purport to accurately represent USAA, their business, their plans or strategies, or their relationships with their members. Page 39



In closing, just a couple things...



Common CX Strategy pitfalls: When companies don't...

Socialize the CX
strategy broadly,
across the
organization

Make CX strategy
a cross-org lens
for planning and
decision making,

Define what the
Implications are at
the role and
employee level

Filter product,
service and CX
design through the
lens of CX strategy

Assign a CX
leader to ensure
socialization and
adoption

Measure how well
the organization is
delivering against
the CX strategy
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1. It's hard to be customer-centric without a plan to guide it

2. To build your plan, engage broadly and collaborate with
leaders and stakeholders across your organization

3. Align CX strategy with your business and brand strategies

4. Ensure clarity around who you wish to serve, and the
types of experiences you plan to deliver to them.

5. Define, socialize and activate it to drive desired behaviors.
6. Use your CX strategy as a lens to prioritize initiatives

CX, Inc., All Rights Reserved
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