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MKT 501 SOLVED ENJOY
1. Do you think that customer experience management strategy is suitable for KPI? Why or why not?
Yes, I do think that Customer experience management strategy is suitable for KPI. The reasons are here under:
Reduce at-risk revenue. Recover potentially lost customers.
A CEM program should allow businesses to "close the loop" with customers, identifying those who are at risk of defecting in time to pull them back into the fold. Consider this example of a customer at an industry-leading luxury hotel. During his visit, this businessman had a string of poor service transactions with one receptionist, from delays at check-in to a missed wake-up call. Frustrated and angry, the customer had decided not to stay at the hotel again if he could avoid it.
The day after his stay ended, a link to an online survey arrived in his inbox. Though he was busy, the customer took the time to fill it out, naming the offending employee. Not 24 hours later, he received a call from the hotel manager apologizing sincerely and offering him a free night's stay the next time he was in town. Delighted, the customer accepted the offer and renewed his loyalty to that hotel brand.
What the hotel chain lost in revenue from offering the customer a free night it more than made up in the ROI of future visits the customer is likely to make, as well as any referrals he may make to friends and family based on one outstanding act of service recovery.
Engage existing customers as a sustainable engine for growth.Good CEM programs allow businesses to identify their biggest customer fans and single them 
out for loyalty rewards and promotional offers. The ROI of these actions translates into more 
future visits and more money spent. The bottom line is that fans of your business will spend 
more, and spend more frequently. Using CEM tools to engage them and market specifically to 
them further increases the ROI of these programs.
Reduce the costs of new customer acquisition
When positive buzz about your company abounds, new customers tend to follow. Think Apple or 
Southwest. CEM can help businesses follow in the footsteps of these iconic companies and 
attract new customers almost effortlessly. 
By tracking various CEM metrics such as likelihood to recommend, businesses can see how 
many "wow" customer stories they're generating over time, and compare that to the number of 
"ouch" stories circulating. One level deeper, businesses can identify the trends behind the 
numbers--using verbatim analysis of open-ended comments correlated with positive or negative 
scores, for example. Finally, businesses can facilitate fan word-of-mouth by pointing promoters 
to social media sites like trip adviser , Facebook and Twitter.
Engage employees. Reduce staff turnover and cost of hiring.
Businesses can also use CEM programs to measure satisfaction and engagement among 
employees, and take steps to improve if necessary. Common metrics include employee 
satisfaction score and employee churn rate. 
A body of research--as well as our experience--demonstrates that engaged employees are less 
likely to quit, even for more money, and more likely to refer friends and family to apply to work 
for their companies. This in turn reduces the cost of recruiting, hiring, and training new 
employees. For more information, see the research of Daniel Pink, whose book "Drive: The 
Surprising Truth About What Motivates Us" is a mainstay in our library.
INCREASE CUSTOMER RETENTION
With Customer and Service Experience Manager, you can convert those voluminous network 
details into targeted business intelligence to identify customers with a high risk of churn and 
proactively take retention action. Market and sell with confidence by understanding how your 
current customers are using your devices and services. By leveraging the relationship between 
services and devices, you can ensure success with new customers and develop an increased 
number of “sticky services” resulting in longer customer retention periods and additional 
revenue. 
IMPROVE OPERATIONAL EFFICIENCY
They can focus on root cause of customer defections and make operational decisions that 
optimize based on customer experience and customer value. Additionally, operations personnel 
spend significant time maintaining communications links within the corporation. The InTouch® 
solution facilitates these communications needs by automatically providing far-reaching business 
intelligence to other organizations in forms specific to that organization’s needs. 
GENERATE OPERATIONAL REVENUE 
With the ever-changing landscape of mobile services and offers, you are constantly taking new 
products and services to the market. In the case of data services, the cost to your business of that 
service failing for a customer the first or second time they try it can be astronomical. Sixty-six 
percent of the time, if a subscriber tries a new service and it fails once or twice, they will never 
try it again. Ensuring that service will be successful the first try for every customer is paramount 
to your success and new service revenue streams.
EXPAND MARKET SHARE
Customer and service experience information, can be a powerful tool to strengthen your brand.
In today’s competitive mobile environment it is essential to differentiate yourself from your 
competition. Messaging based on experience data that your customers agree with and will attest 
to is one of the most effective means of establishing your brand and market presence. 
TARGETED MARKETING CAMPAIGNS
Utilize real customer data to understand what services your customers use and where they use 
them. Automatically turn that data into targeted campaigns to increase high margin service usage 
in lagging areas and to further strengthen already high use areas. Even more, take the campaign 
to the next level and target against devices. Specific devices perform better for certain services 
and understanding where the optimum combinations exist, empowers you to target the most 
likely adopters with the device best suited for them. In addition, you can leverage this 
information to begin mobile-based advertising campaigns. By understanding how, when and 
where your customers are using what devices and services, you can mine additional advertising 
revenue.
2. If KPI has decided to have customer experience management strategy then how would KPI 
adopt this strategy?
Customer Experience Management (CEM) is the process of understanding and managing 
your customers’ interactions with and perceptions of your company or brand. The ultimate 
goal of CEM is to build valuable relationship with customers so they stay with you longer, 
advocate on your behalf and expand their relationship with you over time.
A CEM program consists of a set of organized actions that support the goal of CEM. While a 
CEM program has many moving parts, an easy way to organize those pieces is depicted in the 
figure on the right. A CEM program has six major components:
1. Strategy addresses how companies incorporate CEM into their long-term plans to help 
achieve its objectives and goals
2. Governance describes the formal policy around the CEM program: Rules, Roles, 
Requests
3. Business Process Integration involves embedding CEM processes/data into other 
business operations
4. Method addresses the means by which customer feedback is collected
5. Reporting addresses analysis, synthesis and dissemination of customer feedback
6. Research is concerned with how companies provide additional customer insight by 
conducting deep dive research using different types of customer data
7. Best Practices in Customer Experience Management
8. The success of your CEM program depends on how you structure it. In a study examining 
the differences between loyalty leading companies and loyalty lagging companies, I 
found that loyalty leaders, compared to their loyalty lagging counterparts, adopted 
specific business practices in how they approach CEM. Generally speaking, I found 
that loyalty leading companies have top executive support of the CEM program, 
communicate all aspects of the program companywide, and integrate customer feedback 
to other business data (operational, financial, constituency) to gain deeper customer 
insights. I will cover these areas in more detail below.
9. Strategy and Governance
10. Strategy addresses the overarching guidelines around the company’s mission and vision 
regarding the company objectives/goals. Governance addresses the guidelines and rules 
(how the program is directed); roles and responsibilities (how data are used and by 
whom); and change requests (how changes to the program are made).
11.
12. Formalize the CEM program with clear policies
13. Consider using CEM information to set company strategy and formalize the CEM 
program so everybody knows the rules of the program and their responsibilities. A 
customer culture is created by effective and consistent communications about the 
customers and their needs. Use actual voice of the customer to drive interest in your 
CEM program.
14. Business Process Integration
15. Business Process Integration addresses how the company incorporates CEM processes 
and data into business operations. Loyalty leaders incorporate CEM metrics into 
executive dashboards and use them for compensation decisions. You might consider 
consolidating all sources of customer feedback using an Enterprise Feedback 
Management (EFM) vendor. I do not see too much distinction across different EFM 
vendors. They each offer pretty much the same set of solutions. The key is to find an 
EFM vendor who knows that CEM is more than just an adoption of their technology. 
It is about people and processes (and other technology), too, and how their technology 
addresses your unique needs.
16.
17. CEM is the process of understanding and managing customers’ interactions with and 
perceptions about the company/brand.
18. The next step would be to combine the attitudinal data (EFM data) with Customer 
Relationship Management (CRM) data to get a complete picture of the customer. 
Remember, CEM is about customers’ perceptions and interactions. Combining these two 
types of customer data increases the
19. value of the customer data by allowing you to find deeper customer insights you could 
not find in any single data source (e.g., creating customer-centric operational metrics, 
setting employee training standards). Finally, be sure to communicate all aspects of 
your CEM program to the entire company and deliver content that matches the needs of 
the recipient. The content for these types of communications would include program 
goals, policy changes, governance rules and feedback results, to name a few.
20. Method and Reporting
21. CEM programs require a solid understanding of customers’ perceptions. The Method of 
the CEM program addresses how customer feedback is collected and what gets 
measured. CEM leaders acquire feedback through many different channels (social 
media, surveys and brand communities) and collect different customer metrics 
(experience, loyalty, sentiment) (). Loyalty leaders employ the power of the Web to 
collect customer feedback. Web surveys provide an easy way for customers to give 
feedback and data are always up to date.
22.
23. Getting the right information to the right people at the right time is crucial.
24. Ensure your customer survey asks the right questions. Measuring the customer 
experience (CX) requires fewer questions than you think. It turns out that around 7 
general CX questions will tell you just as much about what drives customer loyalty as 20-
30 specific CX questions will.
25. Customer metrics play a crucial role in understanding the health of the customer 
relationship. Don’t go overboard on the customer metrics. As a general rule, select/use a 
few key customer metrics. Make sure your customer metrics are reliable, valid and 
useful.
26. Every CEM program must include measures of customer loyalty. Because the ultimate 
goal of a CEM program is to improve the customer experience to optimize customer 
loyalty, you need to ensure you ask the right customer loyalty questions. Expand your 
thinking about customer loyalty and include customer loyalty questions that tap the 
different ways your customers can show their loyalty toward your company and 
brand. In addition to measuring your own performance, assess your relative performance 
(compared to your competitors). Understanding your relative performance helps you 
identify your competitive dis/advantage to improve up/cross-selling.
27. Reporting deals with how customer feedback data are analyzed, synthesized and 
disseminated throughout the company. When reporting customer feedback, focus on both 
the individual-level reporting and segment-level reporting. This dual micro/macro 
approach ensures you are able to quickly address a specific problem for a particular 
customer (e.g., micro approach) and deal with common problems for large customer 
segments (e.g., macro approach). In the latter approach, be sure to use appropriate 
statistical analysis to uncover the reasons why customers are loyalty/disloyal.

