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Are We Measuring
CX Accurately?

Matt Inman

Senior Director, CX Strategy 1
& Design Consulting Marltz
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Where we have succeeded




Are we measuring CX accurately?

Knowledge of
Representative

Avg. Handle Time

Courtesy of
Representative

Customer ease
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Is 1t fair to measure CX this way?

Confidential and Proprietary

Lack tools/information
Lack resources

Lack authority

Lack rewards/recognition

Don’t understand customer
needs

Maritz[#3



CXEvolutions

MATURITY MODEL & ORGANIZATIONAL ASSESSMENT

- 28
STRUCTURE PEOPLE

Belief Sources Design ]| Response Design Hiring
Commitment : Social Media .
Integratlon Documentation I | Governance Tralnlng
Hot Alerts .
Role of Sr. Leaders VoC Program Knowledge Policies Discretion
Use of
Actions of Sr. Leaders Dashboards - - Formal CX
Technol
Application echnology Programs Rewards
CX Strategy Data Sources Predictive

Employee Authority Employees know

Goal Setting Analytics Analytics what’s expected
f them

Clear Vision of the

Resource Allocation Recognition
Programs

CX Communications .
Variable Income
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Confidential and Proprietary

The Impact of a Comprehensive
Approach to CX

Financial
Performance

%]

-t 4

Enculturate

Customer Q i
Retention " =
‘i
.

|
Standardize

87%

of.companies are here

Respond

| Measure

Apathetic Investigate
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Confidential and Proprietary

Where EFM Technology Can Help

Text Analytics
Data

Analytics ®
Case Enculturate
Management P
. Align
Action
VOC Planning Solve
Dashboards |
Standardize
o
Respond
|
Measure

Apathetic Investigate
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Dashboards
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Impact of having access to data

| Have Access to a VoC
Digital Dashboard

100%
80%
41%

60%

40%
20% 2%

(o}

0

Global Avg. CX Leaders

m Strongly Agree = Agree

14 Confidential and Proprietary

Info. From CX System is
Continuously/Widely Shared

100%

80%

46%

60%

40%

36%
20%

0

Global Avg. CX Leaders

m Strongly Agree = Agree
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What to Consider When Building a Dashboard

Obj ect | Ves. Choosing the Right Chart

« High level company results ,;86% .
« Individual level results = 89%
 Trending results E——

* Prioritizing of improvement efforts Choosing the Right Chart

e Seeing customer comments e -

« Benchmarking against
peers/regions/segments/company

« Data analysis
 Mobile access

* Integrating data from other VoC sources or

operational/demographic data

Choosing the Right Chart
| DontBeAfaldofTables

Tables
*  Multiple Metrics

Maritz [#3



Get the Right Info to the Right People

@

Front Line

* |ndividual
Performance

+ KPI Transparency
* Customer Feedback

16 Confidential and Proprietary
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Manager

KPI Distribution
+ Key CX Drivers
« |Improvement Opportunities

@

Executive

+ KPI Enterprise View
* Performance Trends
* |mprovement Priorities

Maritz[#3
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Data Analysis
— Spotlight —

aritz
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Data Analysis: Spotlight Overview

xore WALASY
Likelytobe RITARNY 33 More

Dissatisﬁnd
Likely to be

* Insight tool
 |dentifies patterns
e Patent for speed ;m ey
* Uses any data |

—Rank, category, numeric

JEMLLLINUARERR
FIALENEARE AT

Maritz[#3



Spotlight: How it works

60% eee0 000

83%

Confidential and Proprietary

30%

/

000000

Friendliness >= 9 and

Wait Time < 2 mins.

are 83% likely to be
Satisfied

Maritz [#3
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Turning VoC into $$$

Confidential and Proprietary

Breakfast Lmkage

1EEE Ies poncents answerned

DI ne rS Wh O experl en Ce u:,_!ﬂ Orwerall Sat. is 9or ':III.':?II;‘I
And they were 1.3X or B_5% more lkely bo be Repeat customer .
Overall Sat >=9 1111111111
o . Aii2ii2i2222 P
are 38.7% likely to be a piiaziaaaa | 2o
4412111404111 :EH:;: 3:12%
repeat customer. araaafzizzz -
LLAL1LLALALXXL [espondents wholi this patiem vere
iAlLiA11ll111 1.3x or 8.6% points

14111111111 mare likely to b2 in the 'Repemusmmer.' segrment tham the
F P SF SF UF OF F O BF 3 ' ' '

Increasing ‘Satisfaction’ top 2 box by 10%
will increase repeat business by 3.9%.

For a S1 billion restaurant chain 4% = $40 million

Maritz [#3
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Case Management
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How Does Case Management Work?

Identify Opportunities
for Improvement

reigals rom e convarsalion ars
""" s oher inormalion,
card fed ack inks
sl 0 swelem Lo s enlily ends and

Receive Customer Feedback
Mo re et cuslomer feedzack hrougn
A sunvesy lexl anslylics, sacial medis, or
some alher channal

CErE |y analysed

opporluriles for improwanm el

Document the Response
The casne ovener ColAacs e cuslame:

Automatic Triggers

Tre cuslomers reszonss aulamal cally

and documen s the responss—includirg Liggars he oreelion of & new tase—bason

[ raos caase ol he oo, o pre-deles mined rules end rasholds.

Case Owner ldentified
An anproprats casc owne s inontifed
ang aotificd via email wh irstrostions
for resabing tae issus,
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Case Management Features

Case Creation, Assignment & Follow up

Rolationship Program

Alsrt Name Survey Active
Detractor Relationship Active
Contact Me Ralationship Active
Platinum Customaer Ralationship Active

Case creation
« What are my alerting priorities?
* Triggering from Text Analytics output?

« Allow analysts to manually create
cases?

Case actions
+ Initial notification and assignment
« Follow up actions

— Reminders

— Escalations

— Status changes

Creating an Effective Inbox

FRLTIAS SH40W CASEL OWhe | WATCH | ELOBED

Coei

Pffrfiiiiiiianigg

Caseworker’s To-do list
* Help them easily prioritize

* Contains columns from
both Case and Response
data

« Don't forget mobile

nnnnnn

Confidential and Proprietary

Customized Notifications

@ 0 @  ALEAT REMINDER: A customer response for Meissa Crane is dus - Demo
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ALERT REMINDER: A customer response for Melissa Crane is due
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Thark you

The Cistomer Experience Team

Reporting: How am | Doing Closing the Loop?

Assignment

Reassignment

Reminders

Status change

Escalations
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Action Planning

Respond at the organizational level

aritz



What does this look like on 100 customers?

0000000000000000000000000

0000000000000000000000000

.........................

Maritz[#3
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CASE MANAGEMENT

Confidential and Proprietary

Maritz [#3



MaritzCX Action Planning

Do more than identify
opportunities for
Action improvement...take action!

Planning

27 Confidential and Proprietary Ma ritZ _
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Action Enable the Data

Confidential and Proprietary

PRIORITIES FOR IMPROVEMENT

Action Owner

Metric My Score Area Score Delta Priority

Knowledgeable staff 71.0 72.5 -1.5 1 Create Action Plan
Post sales follow up 68.4 69.7 -1.3 2 Create Action Plan
Etc.

MY ACTION PLANS

Plan Name Focus Metric Owner Target  Start Target Completion
Rotating mentorship  Knowledgeable Janice July 15,

program staff Reynolds 2016 Aug 31,2016

Etc.

Maritz[#3
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Creating and Editing an A

Confidential and Proprietary

Surveys & Analysis & Action &
Data Collection Reporting Alerting

rY

Plan Name

|Rotating Mentorship Program

Focus Metric Start Score Target Score (Goal)

| Knowledgeable staff v | n 75

Instructions

Step 1: identify the plan team. Learn more...

Step 2: investigate the issue and establish root cause(s). Learn more...
Step 3: identify and document tasks to improve. Learn more...

Step 4: monitor and update action plan. Learn more...

Step 5: review success criteria and debrief. Learn more...

1. Team

Owner Participants: 3

| Joseph Rice - Participants

Name Limited Full

Bryan Fernandez
Bryan Rhodes
Michelle Pfister

2. Root Causes

Describe identified cause(s)

We've experienced a rather high rate of turnover in the last three months which has resulted in:
1) overburdened staff who are often just trying to keep up with the essentials
2) a relatively high number of new people who either haven't received the proper training or mentoring due to #1.

3. Proposed Solution

ction Plan

Action Owner

3. Proposed Solution

Describe plan of action

We are going to divide up the delivery of one-on-one training between the sales manager and top two
performing sales staff. Each will deliver two, roughly 60 minute training segments to those assigned to them over
the course of the next month. We'll do this over lunch, which the dealership will pay for. The trainer and the

4. Updates and Workflow

Created date: Apr 22, 2016 5:50 PM Target Completion Date

Completion date: 08/31/2016 -]

Workflow Step Plan Status

Approved - | In Progress B |

Enter comments related to a workflow step change

Plan looks good overall. Please update the plan (in the notes) with the name of the sales person and completion
date of their training for each that is complete. Thanks. -JD

Plan Updates Upload a File Enter notes and updates as
needed as the plan progesses.

ADD NOTE

Joseph Rice updated comment on Jul 11, 2016 3:26 AM

plan ready for approval

Maritz[#3
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Track individual Plans & Rolled Up Progress Reports

- . S & Analysis & Action & Maritz [&3
Maritz [4 Ot O O

Bryan Rhodes o (2]

-

1§ ACTION PLANNING P | ACTION PLANS

CASE MANAGEMENT »  ADMINISTRATION £ DATE RANGE

Action Plans

T

Plan ID Dealer
168 61091
166 61091

MANAGER ACTION BOARD Dashboard ~ Share ~ All changes have been saved 9

Y FILTERS . [ DATE RANGE
'} PLANS BY FOCUS METRIC PLANS BY STATUS
Action Plans by Focus Metric Action Plans By Status
Focus Metrics Hierarchy ~ Region 1
Created On 10
Apr22, 2016 2
[
Apr 22, 2016 ‘ 5 .
g 3 3
g .
o — [
District 1 District 2
I overall Service (8] [ Overall Sales Support [S] MM Overall Delivery Service [2] B0 New [ inProgress [ Closed

Confidential and Proprietary

PLANS AWAITING REVIEW

Ready for Review Y FLTERS DATE RANGE

Plan Title Status

Plan Owner
Action Plan 1 New Cory Harker
April Quarter Action Plan New Bryan Rhodes
Birmingham branch training plan New Bryan Rhodes
Charlottesville plan New Bryan Rhodes

Maritz[#3



View and Update Plans on the Go
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Your Address
Dt
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Remove Barriers,
Empower Action &
Drive Change

Stacey Nevel, Director ”

Customer Experience Management Conﬂ rm|t

BCfL. C2MEGA

Building Cusrome rrrrrrrr
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Confirmit

Confirmit in Brief

Deliver to 800+ customers in 100+ countries

Clients include the world’s largest research
companies, consultancies, and leading
financial services organizations

100+ R&D members, all with a continuous
development cycle

100% 400+

uptime percent in 2015 staff worldwide

180M /75M

completed surveys in 2015. 10 million report page views by execs 1996
questionnaire pages delivered per day and managers in 2015 year founded

Copyright © 2016 Confirmit. All Rights Reserved. Confirmit Confidential. |



Confirmit in Brief Conflrgir

Richer insights
= Listen across all your customers’ preferred

channels
, = Deliver a more engaging respondent experience
e = Capture and map all insights in one central hub

Smarter decisions

= Provide predictive analytics capabilities

= Quickly deploy powerful dashboards

= Deliver relevant insight for all stakeholders on all

% '/

2 devices
‘ " ¥ Faster reactions
ﬂ 4 = Instantly analyze feedback
1\ 2 | ? * Immediately identify potential issues using
¢ i p 3 alerts

= Easily assign and track actions.

N
o 4 4

Copyright © 2016 Confirmit. All Rights Reserved. Confirmit Confidential. |



Five Facets of VoC Maturity Confiret

afloat

val-ley v al t.\ \
or hollow,

,,,,,,
S

>> 5. Show >
Value

1. Create
Vision

Copyright © 2016 Confirmit. All Rights Reserved. Confirmit Confidential. |
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Confirmit.

“Vision is not enough, it must be combined
with venture. It is not enough to stare up the

steps, we must step up the stairs.”

Copyright © 2016 Confirmit. All Rights Reserved. Confirmit Confidential.



What are the Biggest Barriers to Action? Confirmit

90%

B Collect consumer feedback
50% Alert staff to findings
B Make decisions using insights

B Deploy improve

30%

B Inform customers of change

10%
5%

What are the Biggest Barriers to Action

B L SN T N |




What are the Biggest Barriers to Action? Confirit

Copyright © 2016 Confirmit. All Rights Reserved. Confirmit Confidential. |
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Culture: Just What Makes That Litlle Old Ant... SonE

Break down Engage the Empower
silos business for action

Copyright © 2016 Confirmit. All Rights Reserved. Confirmit Confidential. |



BreCIk DOW" S"OS Donflrﬁ'l-t.._

Break down data silos that negatively
impact your customer experience

A»

Frontline Employees I-I-I-I-‘ "ll

Copyright © 2016 Confirmit. All Rights Reserved. Confirmit Confidential. |



Engage the Business Confirmit

1. Share feedback

2. Create employee advocates

3. Celebrate success

Copyright © 2016 Confirmit. All Rights Reserved. Confirmit Confidential. |



Empower for Action Confiife

1. Close the loop
2. Be strategic

3. Innovate

Copyright © 2016 Confirmit. All Rights Reserved. Confirmit Confidential. |



Barrier = Listening Confirmt

Copyright © 2016 Confirmit. All Rights Reserved. Confirmit Confidential. |



Barrier = Listening Confirmt

Copyright © 2016 Confirmit. All Rights Reserved. Confirmit Confidential. |



How do we Encourage Feedback? .y

= WHO do we listen to?

= WHEN do we listen?

= HOW do we listen?



How do we Engage With the Customer? Confrmit

Good Morning
Please rate our toile

Tt W Yoy O Seah W

Excollent  Good ~ Average Poor

This screen is sanitived regularly

Copyright © 2016 Confirmit. All Rights Reserved. Confirmit Confidential. |



When do we Engage With the Customers? Coirnly

1 . : U - =
g S LA R
o o ‘.‘Q,g a' ‘1‘4,‘c .‘?%' v

Choose
Product in Ask Advice Buy Product Use Product After Service

Store

Search in

Search Online Store

Customer satisfaction Willingness to Recommend

0.58 ; 0.60 .
| ‘ fr28%)

Touchpoints




Using the Right Channel Confirmit

Web Mobile In Person
Email / Overlay Web / SMS / App Interview /
Kiosk / Paper

&

(@]
Phone Social Media Integration
Interview / IVR Social Networks Data Feeds

Copyright © 2016 Confirmit. All Rights Reserved. Confirmit Confidential. |



Managing Unstructured Feedback Coirnly

—
.- TechShop
— =
T E L
e
Top Tharsea TzaTrerdng o
-
~ TechShop
-
: i |
-
- T e e e o m €
P —
_—_| rizw
- (PP —— . — - @
I S - . ——
I - | —
[
B —
p—
m—
e | [
m
Im

Copyright © 2016 Confirmit. All Rights Reserved. Confirmit Confidential. |



Barrier = Data Overload .

Copyright © 2016 Confirmit. All Rights Reserved. Confirmit Confidential. |
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Confirmit.

————————————

Customers

Act
" Closed Loop — Tactical

Customer

= Strategic Drivers

Action

Prioritize

Copyright © 2016 Confirmit. All Rights Reserved. Confirmit Confidential. |



Differentiate Conversations -

Based on Customer Attitude s

Engage at a truly personal level, individual by individual (no automated communications)
Involve in future marketing, product development, sourcing, etc.

+ ldentify the reasons and sources of their promotion, which help fuel future marketing campaigns

promoters NI Give them tools to actually promote (stories to tell, gifts to give...)

« Ensure that the passives know what drives the promoters, i.e. highlight what is good and positive
« Capture if they just want to be left alone (lest they might turn into detractors)

« Based on root cause analysis engage early and on the topics that matter most
« Show that you actually listen and are serious to resolve issues —i.e. list current issues on the website

Detractors

» Engage directly and personally to resolve their issues, see what it takes to stop them from damaging you
« Turn them into ambassadors — also internally, to teach the organization how to stop creation of ‘terrorists’

Copyright © 2016 Confirmit. All Rights Reserved. Confirmit Confidential. |



Understanding the Root Cause Confirmit

Key Drivers of Overall Satisfaction

Key Vulnerabilties

1 Comfort 47 Check-in 1
2 Heating/cooling in room 29 Hospitality 2
3 Cleanliness 19 Quality of service 4
Value for price paid 4

Promptness of service 5

Housekeeping services 14 Menu Variety 14
Decor 12 Quality of beverage 12
Condition of rooms 11 Quality of food including ingredients, flavor, 11

temperature, and presentation

Copyright © 2016 Confirmit. All Rights Reserved. Confirmit Confidential. |



Monitoring the Action Confirmit

Not enough ‘just’ to take action... =

First Call Resolution

O Setings Id Crant O Asd evert Actions

» EZ5

S0 by oewest + =

Best Practices

® Q23 Rep techncal knowledge

Courses on legacy sofware :

"
s‘“" N‘m om"mm Provede accesy 10 Courses covenng cortert and funchionaidy of legacy
Software COormuder QA fow ermpioyoes 50 viw & menwmum of
Empiloyee tra Run a single day onste semnar for all employees at locatons segments over the frst mongh of employment
SOMINAMS + acd fwoughout the company . Be sure that seminars InClude nformaton
on Kb roquirements, bonefts, and on the Kb ranng plans v Knowlecge transler
6 - » )
v Indtvidual iIncentives Indvidual InCentives were provided dolor 2 amet. sapeen Igula ut MU AQXW S0014 00N NovI0M Oecd0Wd  Jad0N3 Fed 3063 Mer3013 VWhen 59erEs leave the Cal Center oondect v 1 cotect
- 2 WEOEMation on which 1echregues worked bes! for ham Thia
fols s Ut matts, eledend sod pode Ioula, JusSCe POMACr INtoger WRMAtion SOu B SHed and Made i alatie B (e agoniy
wisl lectus est usto a i) a
Sspend for conferences  Determine an annual stpend for employees 1o attend conferences i v ::”"""‘f""" SR 2 i ;
. . o & agerts 10 e Des! practioe datatane located on the Lhared
Moneys can be apphed 10 Yravel Costs and attendance entrance o9 Biivit, 1t Goatebin M0 S fohi Bbce intiet 00 Sust Bmenle. st
foos Nt 8 oG Camponant Il (R s I reaues Dased on
Amy Rothehild afleciverns s
Mentonng The team went 10 the extra effort of dolor sit amet. sapen kgula 8 m
fols st Ut matts, eladend sed pade IQula. USCo POrMRCY INteger
wisi leCtus est psto
Centers with onsfte Upper management onsse made a df sit amet. sapen boula ut Ay e
X ons VS5 M. 5 ™ Event ackded Onaie raineng seminar 20 Feb 2019
UPPer Management fols st Ut matts eledend sod pede hgula. FUSCe POrTAOr INteger

wisi lectus o8t justo

Add selected actions Cancel
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Insurance

93%

Revenue
retention rate
Improve revenue
from new and
existing customers

Action Drives Results

Consumer Electronics

12%

Reduction in
customer
defections
Increase employee
retention

iili\f

Packa

Reduced annual
contact center
turnover

Reduce customer
churn rates

Confirmit,

iy,

Medical Devices

15%

Improved
timeliness of
problem resolution
Optimize business
processes

!

Copyright © 2016 Confirmit. All Rights Reserved. Confirmit Confidential. |
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Confirmit.

“Things may come to those who wait, but

only the things left by those who hustle.”

Copyright © 2016 Confirmit. All Rights Reserved. Confirmit Confidential.



Thank You!l Q & A

o

Confirmit.

Maritz

Matt Inman Stacey Nevel

Senior Director, CX Strategy Director, Customer Experience
& Design Consulting Management

636/827-2925 973/220-7138
matt.inman@maritzCX.com stacey.nevel@confirmit.com

BCFL CAMEGA

Management Group Corp.

Building Customers for Life
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e Richer insights

— Listen across all your customers’ preferred channels
— Deliver a more engaging respondent experience

— Capture and map all insights in one central hub

e Smarter decisions

— Provide predictive analytics capabilities
— Quickly deploy powerful dashboards

— Deliver relevant insight for all stakeholders on all
devices

e Faster reactions

— Instantly analyze feedback

— Immediately identify potential issues using alerts
— Easily assign and track actions.

QMEGA

nt Group Corp.

Building Cbsro'n ers for Life



BCFL

Building Custogers for Life-
= S

Requests for Information

Bill Bradley

VP, Marketing & Business Development
Omega Management Group Corp.
bbradley@omegascoreboard.com

Tel. 978-715-2587

QMEGA

Management Group Corp.

Check for upcoming webcasts at
www.omegascoreboard.com/webcast.php

QMEGA

nt Group Corp.




