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Lessons Learned

Be Inspired, Not (Just) Driven
Many Paths to the Top

Loyalty is Job One

Tools Don’t Make the Carpenter
Can't Fake Culture

Five Habits Drive Lasting Success

Leaders Matter. A LOT.
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uld Customer-Centricity Have
ed the Buggy Whip Industry?




Be Inspired, Not (Just) Driven
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Customer-centricity is not binary customer

condition THINK
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Tesco was inspired to help consumers customer
shop without a store! THINK

‘ Home plus

Subway station in
South Korea
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Many Paths to the Top
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_ _ _ customer
What is a Customer-Centric Business Strategy? THINK

“Delivering the total customer value
that drives genuinely loyal customer
attitudes and behaviors in a target
market, resulting in competitive
differentiation and long-term
profitable growth for the enterprise.”

-- Bob Thompson
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Mega Trends: Seeking a Competitive customer
Edge THINK

M . _/Analytics
O_ _ (Big Data)
Social

(Social CRM,
Enterprise 2.0)

O'Experience
(CEM)

Process (CRM)
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The climb is not for the faint of heart

Voies d'ascensions
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Britannique (Hillary et Norgayj 1953
Américaine 1963 ———
Britannique 1975
Yougoslave 1979 ———
Polonaise 1980 ———
Soviétique 1982

customer
THINK

PRM

CRM

CEM
Outside-In
Co-Creation
ODI

NPS
Enterprise 2.0
Social CRM
SD Logic
CXM

Big Data
RPM

CBM
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Great businesses need Logic and customer
Creativity THINK
CRM = Left Brain CEM = Right Brain

Value to Enterprise ™ ¢ Value to Customer

Systems and Transactions * People and Interactions

Functional Value L * Emotional Value
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Loyalty is Job One
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What’'s wrong with this picture?




What Do Your Customers Really Value?
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Source: CustomerThink U.S. Consumer Survey
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The Devil is Iin the Details

The Kano Mod=
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Tools Don’t Make the Carpenter
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Methods and Tools

Business
Intelligence

Oomm<0r v=m

© Copyright 2012 CustomerThink Corporation. All Rights Reserved.

Social

Voice of
Customer

“ 2a2m=0- C O

18




CBM leaders make stronger

CBM Index by Competitive Position

competitors
Capabilities
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Can’'t Fake Culture
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Water?

What water?




What you don’t measure and reward, customer
doesn’t get done THINK

Organizational Employee Engagement,
it Customer Satisfaction

(1)
and Profitability 42% of

companies don’t

reward
Custonmer

Satisfacticn

Manoger employees for
acihitatian

loyalty-building

efforts

Passive/ Constructive! Source: CustomerThink

Aggressive Competitive
Culture Culture

Source: The Forum (Northwestern University)
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Five Habits Drive Lasting Success
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_ _ _ mer
Habits Turn Good Intentions into Value CTuﬁ[(I)N%(

Routine

Business Strategy

\
Q Reward

Organizational Habits

THE POWER OF

WHY WEDQ WHAT WE 20
PN LTFE AND BUSTNESS

Customer Value ; ‘ : ‘
| OO
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Customer-centricity is systematic
behavior, not a program, project or
platitude
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1. Listen: Culture + Enabling Systems CTUI%(I)I&I%

Voice of Customer Command Center

How am | doin’?

Reserved for
customer

painioniisun
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2. Think: Because Hope is not a
Strategy

How Companies Learn Your Secrets

By CHARLES DUHIGG .
Fublished: February 19, 2012 | B 570 Comments Source: NY TlmeS
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3. Empower: Enable engaged

employees to take ownership, serve

customers
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Difference Between Top and Bottom Quartile Performance
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¢ Productivity Profitability

Top decile
companies have
3.9 times the
Earnings Per
Share (EP3)
growth rate

Source: Gallup
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4. Create: Value for Customer and

Company
Continuous Improvement

Kairen (contmuous
mprovement)

perfection

Kaikaku {mdicol improverment)

Kaizen - continuous impravement

Source: http://www.thetoyotasystem.com

“Jobs to Be Done”
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5. Delight: Exceed Expectations, Be customer
Remarkable! THINK

Attributes of companies that deliver
“consistently excellent customer experiences”

1. Well-trained and Helpful Employees

2. Excellent Customer Service
3. High-Quality Goods and Services

4, Friendly and Caring Employees

5. Personal Attention, Reward for Loyalty

Source: CustomerThink
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Rinse and Repeat!

Delight }

{ Create
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Leaders Matter. A LOT.
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Success and failure are not customer

(necessarily) permanent THINK
Gone Recovered Stumbling
TESCO

Sprint e
o
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Performance = Leadership + Habits THINK

“Our vision is to be earth’s most
customer centric company; to build a
place where people can come to find
and discover anything they might want
to buy online.”
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Who is your Chief Customer Officer?
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* MCCYS

PUT THE CUSTOMER

AT THE CENTER OF
ALL DECISIONS

35




Thank Youl!

Bob Thompson, CEO
CustomerThink Corp.
bob@customerthink.com
(650) 343-8529
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