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Brands That Grow Are Chosen By....

MORE .... Regardless of
SEol L the touchpoint
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Online,
TV, Cinema,
Press,
Outdoor,
Radio

BRAND
RELATIONSHIP
STRENGTH IS
INFLUENCED
BY MANY
THINGS ...

Sponsorship
Events & PR
Social
media
Marketing
activities

Ipsos

Customer Retail
Service Experience
e:’:::::ie USE / ' PLANNED
¥ EXPERIENCE ' COMMS

RELATIONSHIP
STRENGTH

INCIDENTAL COMPETITOR
COMMS ‘ ~ ACTIVITY

Social Share-of-
media Voice

Unplanned
PR & media
coverage




CUSTOMER
EXPERIENCE
MATTERS

Customer experiences
affect customer
behaviour and
customer behaviour
determines business
success.

"If we are not
customer driven,
our cars won’t be

either”
Ford Motor Company

‘Guest satisfactio
drives revenue per
available room and
better returns for
our owners”

“It only takes oné
bad experience to
destroy millions of

dollars of
advertising”
British Airways

Ipsos
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... AND BRAND
& EXPERIENCE
HAVE GROWN
CLOSER
TOGETHER

CUSTOMER
EXPERIENCE
IS THE NEW
BRAND IMAGE

... Especially in the
service industries

Ipsos



Extent to which Brand Relationship is driven by Customer (service) Experience

Extent to which the experience is variable

IPSOS! Retail Durables
Airlines Telco packaged
Hotels Consumer 1
Financial Electronics goods
services Auto
B2B Sales/service Product
IT
Complex Simple
Online
Retail Information

Extent to which Brand Promises can be seen to be delivered on
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(promised)

Align Brand & Experience

Deliver on brand promises
<aaamm oo e

Watch out for the
Brand Delivery Gap!

(delivered)

Ipsos



... customer experience &
brand image are more
inter-related...

TODAY.. o0 ® O 0606 000

... aligning brand promises
and delivered experiences
is more important...

... aligning your
measurement programs is
more important

/ THAN
Yeecrssd  EVER
BEFORE

Ipsos
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A True Story?




Aligning Brand and Customer Experience
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Has the organization
identified how the
brand value proposition
manifests itself in
Customer Experience?

Internal cross
functional
workshops and
research to
identify.

Is there alighment
across the
organization?

Build a
communication
plan to ensure
organization-
wide, cross
functional
alignment.

Has the
experience been
mapped from the

customers’
perspective?

Map customer
experience
journeys in detail.

\ Match internal

processes and

YES RSGEGEIRIENR e
understand gaps

and opportunities.

Are internal

systems and
processes
(e
compensation,
KPIs) aligned?

Work to close if
possible, or to
create new KPlIs
which align to the
key defining
moments

y

02XY Close gaps and
exploit
opportunities.

How do we go

above and beyond?

© 2016lpsos.
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Aligning Brand and Customer Experience

Internal cross ,
functional Build a

workshops and communication
Has the organization research to plan to ensure

identified how the identify. organization-

brand value proposition wide, cross
manifests itself in functional
Customer Experience? alignment.

Is there alighment
across the
organization?

Has the
experience been
mapped from the

customers’
perspective?

16 © 2016lpsos.

Ipsos



An Example From The Hotel Industry

© 2016 Ipsos
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The Customer’s Journey Extends Beyond the

Experience ltself

Pre-call

Internet search
Website search
Web chat
Customer’s mood

© 2016lpsos.

IVR

Speed to connect

Ease of navigation
Number of options
Ease of zeroing out

Speed to connect
Efficiency

Personal attributes
Policy attributes
Process attributes
Call resolution
Empathy &
Engagement

Transfer

Speed of transfer
Warmth of transfer

Follow-up

Commitments fulfilled
Transparency
Problems solved

Ipsos



ICE Identified Areas to Improve the Customer’s
Experience
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Increasing
_Customer
Dissatisfaction

© 2016lpsos.

Pre-call

---------------- Before ICE

After ICE

&
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Transfer Follow-up

Live Agent
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An Example of How Journey Mapping Works
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Capture internal
and external
member journey

information

Map the member
experience

(high level and
detailed
versions)

Present insights
and recommend
member
experience
improvements

Internal In-Depth Interviews

External Member Sessions

Validation Sessions /Workshops

© 2016lpsos.

Ipsos Analysis and Reporting
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Aligning Brand and Customer Experience

Internal cross ,
functional Build a

workshops and communication
Has the organization research to plan to ensure

identified how the identify. organization-

brand value proposition wide, cross
manifests itself in functional
Customer Experience? alignment.

Is there alighnment Map customer

across the : experi_ence _
organization? journeys in detail.

Has the

experience been

mapped from’the \ Match internal
CUEIDTE processes and
perspective?  RUIM oxternal views to

understand gaps
and opportunities.

Are internal

systems and
processes
(e
compensation,
KPIs) aligned?
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Aligning Brand and Customer Experience
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Has the organization
identified how the
brand value proposition
manifests itself in
Customer Experience?
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identify.

Is there alighment
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Build a
communication
plan to ensure
organization-
wide, cross
functional
alignment.

Has the
experience been
mapped from the

customers’
perspective?

Map customer
experience
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processes and
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compensation,
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opportunities.
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Your Brand and Omni-Channels

Contact Centre

Location

Mobile
Salesforce

Online /
Website

HOSTIFLIENTIAL
BAANDS
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NPS Programs Have Traditionally Been Based on Channel
Design - Journey Based Programs Provide a New Option

JOURNEY BASED

Ipsos
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Channel Based Design - Retail

SALES TRANSACTIONS
Contact Centre
SERVICE TRANSACTIONS
SALES TRANSACTIONS
Location
SERVICE TRANSACTIONS
SALES TRANSACTIONS
Online /
Mobile =
SERVICE TRANSACTIONS
— SALES TRANSACTIONS
Mobile :_‘ ‘_:
Workforce h'ﬁ
SERVICE TRANSACTIONS
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Journey Based Design

Implicit search

T I M E

= 99 Influential
= 30 | people
9 1

Website Advertising and Social Media

Application process

Contact Contact Contact
Centre Centre Centre
o Pa o .“. dApprova’lc atr.1d :-“-:

._ _. ocumentation
‘l'l" received ='|'|'=
Branch Branch Branch

RENEE] — Closing

Explicit search

Website Social Media

o Bu g
hlE

Branch
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Two Sampling Designs For Journey Based Tracking

Design Option #1
/) 7\ /) X /)
¥ ) ) l )
| | |
I i ) ) )
Design Option #2
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STEP 1 Identify the p|IIars of your brand that impact your
customer experience

STEP 2 Map your customers’ journey, identifying moments of
_ truth, pain points, and opportunities to delight

Develop a plan to deliver your brand pillars in every
NI3:X'® Match your measurement program to the experience

interaction, regardless of channel
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