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Making the most of the webcast

Ask Questions
(via the chat box)

View Full Screen

Share with your

colleagues
(available on Demand)

Download

presentation
(via the File Download)
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Earn Credits

= Stay online for the entire webcast
* Credit available for participation in the live webcast
only

CPE/CPD

v’ Type your full name, email address, and specify “CPE” or

“CPD” in the space provided
v’ Click ‘ok’ for 3 popups that occur during the program
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Panelists:

lan Golding

Certified CX Professional — International Keynote Speaker, Blogger, Columnist &
Writer

lan Golding, is a Certified Customer Experience Professional and Customer
Experience Specialist. A certified Lean Six Sigma Master Black Belt, lan has spent
over twenty years in business improvement, working hard to ensure that the
businesses he works for are as customer focused as possible.

...Full Bio

Demet Tun¢ (Moderator)

Council Director, Customer Experience Council

The Conference Board

Demet Tunc leads the Customer Experience Council at The Conference Board and
consults for Eric Salmon & Partners to support the firm in leadership advisory,
strategic consultancy, organizational design and executive search on a global level.
Starting out as a brand manager at C...Full Bio

4 © 2020 The Conference Board, Inc. | www.conferenceboard.org


https://www.conference-board.org/bio/ian-golding
https://www.conference-board.org/bio/demet-tunc

A Customer Centric Business Attitude = Sustainable Growth

Customer service

is the assistance and advice provided by a
company to those people who buy or use its
products or services

Customer Experience (CX)

is the sum of all experiences a customer has
with a supplier of goods and/or services, over
the duration of their relationship with that
supplier. This can include awareness, discovery,
attraction, interaction, purchase, use, cultivation
and advocacy

Customer Centricity

Putting customers at the heart of everything you
do will lead to increased customer satisfaction
and loyalty, which will ultimately lead to an
increase in profitability
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The three core elements of an experience
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Evolutionary Phases of Customer Experience

In{eNTIoNAL

Carrying unnecessary cost Profitable Sustainable

* Process, task & productfocus  Shared vision » Easy to do businesswith

« Little/no measurement * Think ‘customer’ * Think and act ‘customer

* Exceptions are the norm * Fixes own problems * Resolves customer mistakes
* Unintended consequences » Balanced measurement programme * Brand promise delivered

» Disengaged employees * Cross functional governance « Self-regulating
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Aligning organisational layers
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CX frameworks




Are you delivering an accidental or intentional experience?

or
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Do | really need a framework?




Many frameworks exist
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CX Framework

Market & Sell

ENGAGE USE EVOLVE

CUSTOMER EXPERIENCE CONSULTANCY.

Customer Experience Framework

Demacts of the

,l[ Modern Customer

Experience
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Customer Experience Framework

Measurement Of Customer Identified Strengths And
Experience Needs

Customer Improvement

Communication >/
l\ 5 Experience

Products Premises
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The CX Pyramid: A Framework
for Powerful Experiences
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The right framework WILL lead to greater focus
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CX Maturity Models

Discipline
Customer
understanding
Measurement

Governance

Strategy

Design
Culture

Adoption level
Undeveloped
Ad hoc

Repeatable

Systematic

Description

The set of practices required to create and maintain a clear, consistent, and accurate picture
of target customers and the experiences they want, even in the face of changing customer
expectations

The set of practices required to measure customer experience quality on an ongoing basis
across the entire enterprise and the use of that data to drive continuous improvement

The set of practices required to monitor and manage customer experience quality in a
proactive way as part of the overall corporate governance system

The set of practices required to define a clear vision of the type of experience the company
seeks to deliver, linking that vision to the company’s brand and applying it to guide the
activities and resources of the organization

The set of practices required to determine the exact characteristics of interactions that meet
or exceed customer expectations of the brand

The set of practices required to create and maintain a culture in which delivering a great
customer experience is embedded in the organization’s DNA

Definition
The organization doesn’t perform this practice at all.

The organization performs this practice sporadical(lj/, in part because there is no defined
process that specifies when it should be performed, how, or by whom.

The organization has a defined process that specifies when this practice should be
performed, how, and by whom. The organization follows that process most of the time.

The organization has a defined process that specifies when this practice should be
performed, how, and by whom. The organization follows that process all of the time.
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A simpler generic framework
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Strategy — Measurement — People!

Do we know who
our customers are?

Do we have clarity
of understanding
what they need from
us?

Does everyone
know the role they
play in delivering the
desired customer
experience?

What is the journey
that brings the
strategy to life?

Do we measure the
journey from the
customer
perspective?

Do we know the
primary customer
focused priorities for
improvement?

PEOPLE

Do our people know
the business AND
customer
experience
strategies?

Are our people
ambassadors of the
customer
experience?

Do we enable our
people to deliver the
desired customer
experience?
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Thank You

lan Golding, CCXP
ian@ijgolding.com

+44 7770 736 832

You can find me on LinkedIn and Twitter @ijgolding

Or read my blog at www.iigolding.com/blog

The honest and
practical quide to
customer
experience

IAN GOLDING
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Related Peer Networks:

Customer Experience Council

The Council’s mission is to gain insights in customer experience across industries and regions by providing global
peer-to-peer benchmarking and best practice-sharing. Council members drive the agenda and evaluate, adapt, and
apply the insights gained to their own businesses.

Members will meet three times per year in different European locations to discuss common challenges, access
relevant research, share experiences, and gain insights into new developments, both learning and contributing as
leaders in the field of customer experience.

For more information contact:;
Marie-Laure Bultot
+32 (0) 2 566 99 06
Marie-laure.bultot@conferenceboard.org
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