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Today3s Conversatil on

= Establish CX as a structured, measurable component of your corporate
culture

= Techniques for identifying the MIT (Most Important Thing) behaviors at
every level

= Building an army of brand ambassadors who advocate for your position and
brand

= Creating alignment and integration with your vendors and suppliers



A great CX
Includes a

deliberate
approach to
measurement at
every level.




A great CX
Includes a

deliberate
approach to
measurement at
every level.
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Know what matters most. WINNING
Your customers don’t care about

yourin ternal scorecard. www.WinningWellBook.com




What Matters most to our Customers?

What will have the biggeslmpact’?

How and what will wdNotice?

How will we staDscipIined?

You can only take one action at a time.
Prioritize what matters most each month, day, hour.
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Mind the MIT at every level

A Strategic executive ALIGNMEMIT strategy sessions

A Clearly defined OUTCOM&sed scorecard with correlated internal and
external metrics

A Robust COMMUNICATION pléocused on the game, not the score

A Clear INTEGRATION with hiring, performance management, training and
recognition programs, policies and tools

A An EXECUTION plan



Strategic MIT Exampi€ontact Center
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A Did we provide relevant and accurate
iInformation?

A Does the customer know how much we care?

You can only take one action at a time.
Prioritize what matters most each month, day, hour.
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5 Times, 5
ITCH THE DIAPER GENIE® Different Ways
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Speak the truth,

don't sandwich the stink.

W NIneinyNelBork.zom

-l

CHALLENGE
ME

Confidence
Bursts




Too To T o To T I

Building an Army of
Brand Ambassadors

Acknowledge reality

Listen to what they hear

Give them context

Treat them with deep respect

Encourage them to speak in their own voice
Allow them to be the hero

Encourage swagger


http://www.brandquarterly.com/7-ways-to-turn-your-employees-into-brand-ambassadors

Leveraging Strategic Partnerships
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Check for upcoming webcasts and view prior ones at
www.omegascoreboard.com/webcast.php
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