Connecting with the Customer:
Threat or Opportunity?

Through Mapping the Customer
EXperience




Customer experience is:
“A blend of a company’s rational performance

and the emotions evoked in all the interactions
with the customer, across all touch points”




Consistently great experiences
don’t happen by chance.

They are the outcome of deliberately designed
customer journeys.




Design for Emotions

“People will forget what you said,
people will forget what

you did, but people will never forget
how you made them feel”.

Maya Angelou




Real Estate
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Technology

What do these have in common:

Martin Luther King
Gettysburg Address

Steve Jobs
“sorry, no beige”

Apple Computer Design Evolution

with Base Prices

Apple | - $667 Apple Il - $1298 Sple 11l - $7800

1976 (1)7/7/ ) 1980

Macintosh - $1995 Apple 1IGS - SWSSSOO
1984 1986 1987

X
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iMac G3 - $1299 iMac G4 - $1299 iMac G5 - $1299

1998 2002 2004

%
L 2
Apple Lisa - $9995

1983

.
/&B/{Mc 5200 - $1900

—_—

_~_
E S
iMac Unibody - $1199

2009
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What is customer experience (CX)?
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Customer experience is not...
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There are numerous different parties contributing
to the end to end customer experience
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Why should
Technical & Electrical
players be concerned?




Change in the pace of innovation
in Electrical Industry
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Customers expect to control
their customer experience

& ©Os



The Connected Customer

Mapping The Customer Experience on The Path to Increased ROI



Industrial Innovation of Things (1IOT)



A “Real Life” example...no customer service staff

giffgatt.co.uk giffgatt.co.uk 7
Ouroffer Community Help 2 My giffgaff : Ouroffer Community Help y giffgaff
#2% Communi # Community blog . Labs
4 v
Announcements Contribute. . Mobile news Submit an idea
Service updates General discussion giffgaff news Browse deas
Welcome & join Phone reviews How it works
Personal profile ;
Help & support App reviews
; Preferences
giffgaff gameplan A Phone unlocking
Tips & guides e mossagnt Just for fun

‘ Come join us

Come join us

No contract means you can stay because you want to.

No contract means you can stay because you want to.
Discover more »

Discover more »

C Order your Free SIM ) ( Activate your SIM ) ( Order your Free SIM ) ( Activate your SIM )

& iPhone X @€ iPhone X

N
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Companies successfully delivering experience have:

e Vision of experience
* Metrics
 Map of the experience

 Benchmarking

* Marketing Roadmap

* Implementation / Results
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Improving Customer Experience
delivers cash today



Improving Customer Experience
delivers cash today

© 2015 Watermark Consulting

Customer t k It.net/CX-ROI
120% i eric Lsders watermarkconsult.ne -
107.5%

100% -
o
5
3 | S&P 500 Index
g 80% 72.3%
©
o
= 60% -
Q
2
-
,_; Customer
g 40% - Experience Laggards
3
3 27.6%

20%

0%

Watermark defines Customer Experience Leaders and Laggards as the top ten and bottom ten rated public companies in Forrester Research 2007 — 2016 Customer Experience Index studies.
Comparison is based on performance of equally — weighted, annually adjusted stock portfolios of Customer Experience Leaders and Laggards relative to the S&P 500 index.
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Allocation of resources are focused on
greatest return, within the shortest
time possible
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How do we want customers/colleagues/partners to feel?

 We want customers to have an
experience that ...

 We will deliver the desired customer experience
through ...

e We will have succeeded when
our customers say ...



How well
are we doing?
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Net Promoter Score (NPS)

DETRACTORS PROMOTERS

r % S N

TRTP

S2SSSSS
1 I 1 I I I I
2 3 4 5 6 7 8 9 10

S
T
1

Net Promoters™ = % promoters - % detractors
*Net Promoter System and NPS are registered marks of Fred Reichheld & BAIN
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Customer Effort Score

Overall, how easy was it to get the help you wanted today?

Extremely Viery Fairly Very Extremaly
aagy easy difficult difficult difficult
| 1 | | ] | ]

How we

calculate
‘net easy’

1 2 3 4 5 6 7
° =X o T
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But, measuring alone is not enough

Percent of Companies
100,

95%

Collect Alert Use Deploy Tell
Feedback Staff Insight and Customers
Improve Gartner

N
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What is customer
journey mapping?




Customer Journey Mapping: Good Practice #1

Aware Interest Decide Welcome Claim Claim2 Deepen
(inspired) | (Confident) | (Trusting) (Recognise) (Reassured) (Reasurred) (valued)

C: Broker

METEOmnS C: Broker Website

B: Broker Panel

C: Buy From
Broker

C: Contact Broker Contact Broker

Re-Commit
(Appreciated)

C: Independent

C: Broker Direct
Repair

C: Broker Website

Concern Leave Return
(Empathy) (Understand) (Welcome)

C: Complain to
Broker

C: Advise Broker

C: Bill Chase

C: Contact Broker

C: Quote From
Broker

Social Media

C: Broker Branch C: Web Price

C: Broker Info To
BSC

C: Broker

C: Branch Visit

C: Outbound PRN

Sell

C: Broker Direct
Mktg

C: Broker Calls

Account

C: Welcome Call &3 IR

Overflow Call

Broker Claims J

Introduction

C: ABC Website J C: Branch Visit

C: Outbound

C: Policy
Resolution

Cancellation

Management

B: Research

Presence Comparison

C: ABC Branch C: Web Affiliate

Exception U/W

. C: Call 1-866 My
C: Inbound Call ABC J

C: Garage

Introduction C: Broker Calls

C: Contact Broker J

C: ABC Marcomms J

C:Contact

C: ABC Policy
Ombudsman

Cancellation

C: Inbound
Complaint

Surveys

Broker Calls

J
J
J
J

Presence Mktg

C: Broker Calls

C: Policy
Documents

C: Broker POS C: ABC Website

C: Inbound Call

C: Claims

C: Copy to Broker Counselling

Garage Repair
Call

C: Enterprise

Collection C: ABC Direct Mkth

J
J
c enomnee |
J
J
J

C: Health Query J C: Final Bill

—

C: Complaint 3rd

B: Bmker Council C: Customer

Referral

C: Outbound Info
Request

C: Receive Bill C: Despatch Unit J

C: Broker

Toen e C: Branch Visit

J J
J J
J J
J J
J J
J J
J J
J J

C: Broker
Reporting

J
J
J
J
J
J

C: Bill Overdue C: Deductible

C: Research C: Surve
Surveys Underwriting
Ch\Garage ) 4
S eem— et |

Party Vendor

C: Final Payment

C: Complaint
Chase

Regulatory

| .

J

C: Problem% B: Broker Council J

C: Directories J C: Inbound Call J

B: Rep Plan
Meeting

J

C: Bill Payment

J
J
J
J
i
J
J
J
J

C: Outbound Call:
Health

B: Hospitality
Events

C: Appraiser

J
c: ciose ciam |
J

C: Outbound Call:
Prop

B? ABE Marcomms J g

B: Broker Portal J

B: Research
Surveys

C: Internet J B: Pricing Request J g

B: Events For
Brokers

B: Rep Visit J

C: ABC Marcomms J B: Inbound Call J

Source: Mulberry Consulting 2014

Broker Calls J S Amilnizs J

Documents

Account

Management: J C: Claimant SurveyJ

B: A/C Mgmt,
Training

B: Broker
Sponsorship

C: 3rd Party

Collections

C: Complaint
Internal

B: Delisting

B: Broker Complait J Contact

B: Win-Back
Meeting

B: Customer QueryJ

J
J
J

. MOT

J

Review all current Customer
Metrics to ensure they align
with key areas for customers

Pain Point J
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ldentify Pain Points

CmSlde(/pm ---m-

TA Website
TA Advertising

TA App

Life Agent
Inbound Call

RPC Rep
TA Sodial Media
TA Direct Mail
TA Sponsorship
Call Center Rep

Inbound Call

Participant One-
on-One

Life Agent Initiate Follow Up
Outreach Application TRANSACT
Call Center Rep Request Policy #
Outreach Customer Info Assigned
Call Center Rep Complete Confirm Add'|
Inbound Call Application Requirements
Request Add'|
RPC Counsel SendApp - IGO0 ¢ Gomer Info
Call Center Rep Mail App - Customer
Referral Paper Follow Up
Refer Non TA Customer Medical Office
Advisor Follow Up Follow Up
Life Agent Lead Application Cancel
Qi
Reject / Accept Resend
Lead Application
2 Receive
Website Lead Application
Website Lead Review
Follow Up Application
Advice Center Intro Fulfilment
Lead Specialist
Advice Center
Lead Follow-Up
Life Happens
Website
Product Review
Provide Quote
Needs
Assessment
Confirm Quote

Status Update -
NIGO or OK

Application
Amendment

Statement of
Good Health

Statement of
Policy Delivery

U/W Risk
Assessment

APS Request

Customer
Follow Up
APS
Authorization

Customer
Inbound Query

Cancel
Application

Reject
Application

Policy Approved
as Applied

Policy Approved
Otherthan

Life Agent
Follow Up

Negotiate Policy

Send Policy for
Signature

Policy Review

Customer
Follow Up

Accept Policy

Obtain Offer
Acceptance

Decline Policy

Lfe Agent
Approval

Policy Review

Outstanding
Regs

Receive and File
Signed App

Activate Policy

Transition to
Call Center

Customer
Follow Up

Life Agent
Follow Up

Inbound Query Inbound Query
Ngm;:m Issue Resolve
Customer Q8A

Call Center Rep
Referral

Call Center Rep Life Agent
Review Call Transfer
Call Center Life Agent
Qualify Call Qualification

Call Center Rep
Transfer Call

Repeat
Application

Repeat Qualify

Repeat Assess

Repeat Offer

ath to Increased ROI
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ldentify Moments of Truth

Sonnider /et R m
Application
Amendment

Statement of Send Policy for  Receive and File

Life Agent
wne ez [

Call Center Rep Request
Lot Outreach Customer Info
Call Center Rep
e i
Life Agent
Inbound Call RPC Counsel Send App - IGO

Mail App -
o e

Refer Non TA
s i [

Call Center Rep " Receive
Inbound Call  Webstelead  picaron
Participant One- Website Lead Review
on-One Follow Up Application
Advice Center
Lead
Advice Center
Lead Follow-Up
Life Happens
Website
Product Review

Confirm Quote

Follow Up
TRANSACT

Policy #
Assigned

Confirm Add'l
Requirements

Request Add|
Customer Info

Medical Office
Follow Up

Cancel
Application

Good Health Signature

Statement of
Policy Delivery Policy Review

U/W Risk
Assessment

APS Request Accept Policy

APS
Authorization ~ Decline Policy

Customer Life Agent
Inbound Query Approval

Cancel
Application

Reject
Application

Signed App

Activate Policy

Transition to
Call Center Inbound Query

Customer Policy Admin
Follow Up Changes

=

Call Center Rep

Inbound Query Review Call

isjersone -

Call Center Rep
Transfer Call

Life Agent
Transfer

Life Agent
Qualification

Repeat Qualify

Repeat Assess
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|dentify Overlap

“ < e mm“

e | p—————

maveong Aot et per e e B v e seceoe NG oses

man  acoteies N cotmai  smened sqdmio ool SR coameosn Llh
mﬁiﬁ:& Pf’,m:’,"::v Policy Review  Activate Palicy -

TA Sodial Media  Reer Non TA - M’;‘fﬂl“ﬂ‘:“ APS Request  Accept Policy

Cancel
APS

Life Agent

Tnbours Cal RPC Counsel  Send App - IGO

TA Sponsorship - A;ﬁi‘;’:m P e Decline Palicy
Call Center Rep » Receive Customer Life Agent
Inbound Gall Website Lead Application Inbound Query Approval
Participant One- Website Lead Review Cancel
on-One Follow Up Application Application

Advice Center Reject
Lead Application

Repeat Qualify

Repeat Assess

Life Happens
Website

Advice Cents
Leaani\lm-ﬁrp - Key: Overlay Point

Pain Point

Product Review
None

Confirm Quote

ath to Increased ROI
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ldentify Ownership

“ misoillfis DS ol e

Initiote Follow Up Status ote Ufe Agent Transition to
= vl I Heonde, (i

Call Center Rep Request Policy # Application tstandi Customer Policy Admin
o RS ol e
Ao Call Center Rep Complets Confirm Add'l Statement of Send Policy for Wl Receive and File Life Agent Customer Q&A
P Inbound Call Application quirements [l Good Health Signatu Signed App Follow Up
Life Agent Request Add| Statement of Call Center Rep
g o B  Acvoe s | [
Call Center Rep Customer Risk Customer
e IEEIN
TA Direct Mall Life Agent Lead Application Cance Customer Obtain Offer
Q ication Reminder Application Follow Up Acceptan:
o
Call Center Rep Receive Customer Life Agent
Participant One- Website Lead Review Cancel
on-One Follow Up Application Application
Intro Fulfiiment Reject
Specialist Application
Advice Center Policy Approved
Lead Follow-Up as Applied
Policy Approved
Other than

Product

Revis
'rovide Quote

Call Center Rep Repeat
Review Call Application
Call Center Life Agent
Qualify Call Qualification

Call Center Rep

Key: Business Owner

Call Center

Life Agent
Life Fulfilment Spedalist

Mktg

New Business
RPC
Underwriting
No Owner
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confidence

cesmrs e

Emirates

The Customer Experience
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You have plenty of
time sir.

touchpoinf check-in

tme of fnstration

refationship breaker

...but what do you mean
we have to pay at another
counter?

I'm sorry, That's
the procedure. It's
out of my control.

time of frustration

relationship breaker

touchpoint check-in

Mapping The Customer Experience on The Path to Increased ROI |
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‘expectations
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Benchmarking who's setting your customers expectations

Helps convince leadership

Provides a baseline — to show progress

Caution:
The answer isn’t always blue!

N
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So...how do you
get started?




Get hard evidence (proof points) ... quickly

ONBOARD

@ |
wes 20% P 9042470 223

$13 2M | QEP:-? E i e i PAlDPOl.lClES
POTENTIAL ] $716,734 PREMIUM
- $1,040 AVERAGE PREMIUM
SUMMARY
55% $12.48M 23 $542.6K
ConvtRton LOST REVENUE POINTS LOST REVENUE

PER PAIN POINT

N\
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Get Started: North Star

Use template: How do we want customers/ colleagues / partners to feel ?
Where are we starting from?
What do we want to become?

How are we going to get there?
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Get Started: Rapid Journey Mapping

Rapidly diagnose the current experience being delivered to customers
Identify Moments of Truth, Pain Points and Overlaps
Prioritize opportunities to improvement

Create a roadmap to ROl — Do Now, Do Next, Do Later
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Get Started: Benchmark expectations

Benchmark:

TMD’S Maturity Assessment helps organizations benchmark current
maturity levels on the road to becoming a CX centric brand.

Based on your responses, the assessment will help identify where
you're starting from and provide a summary of:

* How you compare

* Top 5 Business Risks

* Top 5 CX Opportunities

* Top 5 Marketing Roadmap Activities
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Get started: Benchmark — Good news

e Use the FOB and go to www.rapidcjm.com

e Complete the maturity assessment

Mapping The Customer Experience on The Path to Increased ROI



http://www.rapidcjm.com/

You can get a long way on your own .. make a start

acquisiTioN () on-BoARDING ) PENETRATION () RETENTION ()  WIN-BACK

Prioritize and focus marketing engagement based on
where it can have the greatest impact and return

AWARENESS ENGAGEMENT UP SELL REFERRAL AWARENESS
Digital Campaign Advertising Campaign Digital Campaign Advertising Campaign Direct Mail/Email Campaign
AWARENESS INFLUENCE UP SELL REFERRAL ENGAGEMENT
Social Media Campaign Social Media Campaign Direct Mail/Email Campaign Social Media Campaign Social Media Campaign
ENGAGEMENT o INFLUENCE 0 CROSS SELL C) RETENTION CONSIDERATION
Direct Mail/Email Campaign Direct Mail/Email Campaign Advertising Campaign Direct Mail/Email Campalign Digital Campaign
CONSIDERATION CONSIDERATION CROSS SELL TESTIMONIAL TESTIMONIAL
Advertising Campaign Direct Mail/Email Campaign Direct Mail/Email Campaign Direct Mail/Email Campaign Direct Mail/Email Campaign
ACQUISITION STABILIZE CROSS SELL UP SELL RE-ACQUIRE
Direct Mail/Email Campaign Direct Mail/Email Campaign Digital Campaign Digital Campaign Advertising Campaign

Develop an omni-channel roadmap with
best-practice campaign-approach execution

...an expert will accelerate & de-risk your plan

N
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So...how do you
get started?




How to get started: Benchmark:

e Use the FOB and go to www.rapidcjm.com

e Complete the maturity assessment

 Schedule a call to discuss
your results

Mapping The Customer Experience on The Path to Increased ROI



http://www.rapidcjm.com/

How to get started: Keep talking

{1

David Hicks David Cliche Aman Chatha
dhicks@tmd.ca dcliche@tmd.ca achatha@tmd.ca

N
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Thank you

...reports, papers etc. Email me @

David Hicks
dhicks@tmd.ca

Mapping The Customer Experience on The Path to Increased ROl | 47




