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For over 17 years McorpCX has helped leading brands
plan for, design, and deliver better customer experiences
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Delivering measurable value and ROI: One example...

Greater Faster time Decreased Greater
top-line to market operating customer
revenue From 90 days costs satisfaction
~$25.8 million/ to under 7 Saving millions of  200%+

10% annually dollars annually

XXX
B O
000

Proven across multiple markets and industry verticals

1) McorpCX client results, presented by Microsoft at Forrester's CX 2014 Forum For Customer Experience Professionals West, Page 4
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Independently ranked Top-20 digital CX & strategy leader

“ITheir] narrow
but deep market
position enables
McorpCX to
effectively serve

both the SME
market and the
largest global

»l

Depth of Consulting Capabilities

. o . =
BearingPoint () B’am&Com bany O KPMG
Norttb Highland .O PA Consulﬁng,

AT Kearney corporations
- ALM Intelligence:
3 The Kennedy Vanguard
Low Breadth of Consulting Capabilities High

1) The Kennedy Vanguard - Digital Customer Strategy & Experience Consulting Providers
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http://www.consulting.almintel.com/research/digital/2015-digital-customer-strategy-experience-consulting

Today we’re going to: Discuss
common journey map activation
challenges; see how one firm is
using them; share some key
enablers; answer your questions.
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You've built your Joumey Maps. Congratulations!

‘I knaw | should be planning for the

Journeys that are Selected with S i T s rov € Tied to persona
key to customers clear goals for a whose experiences
and the business their use in mind . EEE we must improve

Built with cross- Mapping
functional teams interactions,
and stakeholders emotions & gaps

Informed by VoC Easy to read and Multiple issues
insights, validated understand and opportunities
with customers = identified
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S0 how do you go from Journey Maps to real experiences?

Creating your journey maps is the first step.

Enabling real experience improvements from them requires significant effort.

1 2 4

3

Start with Prioritize Codify Impact Be Aware of and
‘Best Practice’ and Activate and Measure Avoid Common
Journey Maps Initiatives Value Challenges

Which Brings Us To....
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Some common activation challenges, and how to resolve

One-Off Efforts ‘Business as Usual’
Identified Problems Prioritized Solutions

Used in Functional Silos Used Across the Organization

Socialization Accountability

Results Value

Static Living

© 2019 McorpCX, Inc., All Rights Reserved Page 9
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Reuse, extend and maximize your investments

One-Off Efforts

Starting Point: End-to-End
Journey for Key Persona

‘Business as Usual’

mcorpliy

Go Deep "

Detaﬂed CX
Des

&g:r_— =
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Identify quick-wins and drive longer-term improvements

Identified Problems Prioritized Solutions

1. Speed connection to
customer support

2. Improve online self-service
Billing/Statement clarity

4. Real-time payment
processing

5. 360° view of customer

Internal knowledge
management

© 2019 McorpCX, Inc., All Rights Reserved
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Extend their use across multiple parts of your business

Used in Functional Silos Used Across the Organization

Marketing
Call Center
Operations

Digital

Understanding =»

Priority Actions =)

Implementation=»
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Create understanding, driving stakeholders to action

Socialization

Communication
Assign Build Implement
“Accountable Establish Initiative Governance
R Leadership” Core Teams Charters Framework
: Accountability
z Low Value/ @ High Value/
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Don’t stop at ‘results’—link to measurable business value

_ Resuits g Value

@ i}% o-m

Demonstrate
results in clear

Link to cross-
organizational

Track progress

Alignh outcomes
to executive
scorecards and
business goals

against defined
customer and
business KPIs

initiatives and
efficiency gains

business and
financial terms
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’

Explore ways to bring your journey maps to ‘life

Your Data

. . . survary (321‘.3296) Active

Home Grown Systems (228936) Dropout

BEE T ( 298 ) stalled Sl

BDC

Systems of Data

@08
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Systems of Record

Data Science

Traveler Flow

Courtesy of: ¢$2 usermind
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Today we’re going to: Discuss
common journey map activation
challenges; see how one firm s
using them; share some key
enablers; answer your questions.
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About The Institutes

= We are a 501(c3) that provides e s | | iy’
educational support, resources and
leading research to the insurance i il sl oo
community.

= Offering a wide variety of risk

management and insurance courses,
programs and professional
development opportunities. »

= Helping those in risk management The InStitUteS®

and insurance better serve the public. RISK & INSURANGE
KNOWLEDGE GROUP
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The goals that drove us to consider journey mapping

“Deliver an engaging experience for prospects and customers—one that is
meaningful, relevant, personalized, and alighed across channels.”

Cohesive An Omni- Leverage CX-Related Customer-
Messaging Channel Digital to Value Centric
and Content Experience Improve CX WEETIEE Culture

© 2019 McorpCX, Inc., All Rights Reserved Page 18
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The approach we took: Our ‘journey mapping journey’

i il 425 532

1. Assembled 2. Defined 3. Selected 4. Cross
stakeholder Desired CX Functional
team Outcomes Partner Workshops

X
m a
8. Socialize and 7. ldentify, Prioritize 6. Build Persona 5. Qual and Quant

Communicate Actions and and Journey Maps Research
Across the Org Implement

9. Continue to 10. Continue to 11. Continue 12. Continue to
Expand Internal Drive Cross-Org Working the CX Measure and

Abilities Accountability Backlog Improve

c., All Rights Reserved Page 19
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Expectations vs. reality: Listening to your customers
What we knew
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Voice-of-the- Online Focus Groups Quantitative Customer
Business With Key Persona Lifecycle Research

What we learned....
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Some of the immediate “quick hit” actions we took...

Offer Greater Communicate
Variety of Content With Students
and Examples Post-Completion

Set Expectations
Proactively

ol
©
L
=

we Need
to Do
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Longer-term actions: Driven by insights and prioritization

Define/Prioritize Initiatives Near-Term “Quick Hits” Longer-Term Actions
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itys Impact

Level of
Effort
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Some of the immediate “Quick Hit” actions we took...

Re-Invent Digital

Experience

Focus on Customer

Lifetime Value

Evolve Corporate
Culture
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With our journey maps creating real (better!) experiences

Some of the many ways we are using our journey maps...

Teams Actively Using Building Journey-Centric Driving Persona-Centric
journey maps Marketing Programs Product Design

© 2019 McorpCX, Inc., All Rights Reserved Page 23
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Where we're going from here: The jouney continues...

Embed Data and
Customer Insights Into
Decision Making

Inform Product
Development

Adapt Messaging to
Customer
Expectations

Align Content to the
Customer Journey

© 2019 McorpCX, Inc., All Rights Reserved

Drive Cross-org
Understanding of
the Customer

Ongoing Refinement
of Personas and
Journey Maps
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Today we’re going to: Discuss
common journey map activation
challenges; see how one firm is
using them; share some key
enablers; answer your questions.
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. And as with every journey, it’s easier with the right partners, and the right tools. A
These six ‘enablers’ can help accelerate your journey... |




Takeaway: Six journey mapping activation enablers...

Executive
Support

Partner with
stakeholders
committed to change

Measure

Continuously
Journey-level metrics
will elevate trends
and opportunities

Governance

Systems

Engage with existing
governance groups to
secure support

Accelerate

Time-to-Value
Make it a priority to
identify and share
‘quick wins’ as you go

Journey Data

and Analytics
Leverage data to tie
real-time insights to
prioritized actions

Ongoing
Improvement

Continually assess
journeys and adjust
to optimize CX



Today we’re going to: Discuss
common journey map activation
challenges; see how one firm is
using them; share some key
enablers; answer your questions.



Any Questions? It's time.
for a brief fireside chat...
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