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Forget Customer Surveys; Learn
the Real CX KPIs you Should be
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YOUR COMPANY'S BIGGEST
EXPENSE IS DISSATISFIED CUSTOMERS.
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MARKETING/
ADVERTISING

CUSTOMER
SERVICE

GLOBAL ANNUAL BUDGET SPENT

Advertising vs CX Training
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@ Advertising

© CX Training

$500,000,000,000
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BETTER ROI: ADVERTISING OR CX TRAINING?

75% “don’t accept advertisements as truth”

90% "believe brand recommendations from friends”
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ADVERTISING VS CX ADVERTISING VS CX

* Repeat Customers spend more than new REPEAT NEW

* Repeat Customers refer more than new ) ® © ® 0 ©

* Repeat Customers negotiate less than new _— wwwww
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3 TYPES OF SALES LEADS ADVERTISING VS CX

Lead Origin Price Sensitive  Close Rate
1. Cold Reach out to them Unrealistic Long shot 50/
2. Warm  Advertising Best Deal Medium O increase in customer retention can
3. Hot Repeat or Referred Don't High ) ) O/
° epeatorreterne onteare 9 increase a company'’s profit by... 7 5 (o]
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ADVERTISING VS CX ADVERTISING VS CX

Tesla Tops List of
Most Valuable Car Makers

Market capitalization of publicly traded car manufacturers
(as of June 17, 2020)

80% of your company'’s future revenue will
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ADVERTISING VS CX ADVERTISING VS CX

TESLA ADVERTISING SPEND vs COMPETITORS
0 Elon Musk &

$
@elonmusk $3.58
$:

Replying to @realDiegoMonroy 52.58

4B
3B
. . $2B
| hate advertising st.0
$1B
1:49 PM - Oct 28, 2019 - Twitter for iPhone $0.58 I
50 [ |
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TEsLA

‘mediaki;

DON'T PENALIZE BRAND LOYALTY
What would happen if we reversed

\ Switch the spending on Marketing &
-” O&Save P J J

ot Advertising vs Customer Service?
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The companies that don't invest in CX have leaders

who don‘t understand the financial impact it can have
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“If you want to see how a company is doing now,
look at their current sales; if you want to know
how a company will perform in the future, look at
their current customer satisfaction scores.”

—Joe Calloway
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Sales is a lagging indicator of the level

of the CX your company is providing
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WHY DO TRADITIONAL SURVEYS FAIL?

e Survey Fatigue
e Too many questions

* Too many surveys are marketing campaigns in disguise

Fred Reichheld, the father of the Net Promoter System (NPS), keynoted our summit this
week — and emphasized that firms at the top of their industry in NPS outperformed by 5.1x.
And he noted that an NPS score is only valid if you get 90% or more of your clients to
answer the two simple questions.
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SUCCESSFUL CUSTOMER SATISFACTION MANAGEMENT

Higher Response Rate
« As close to real time as possible
* Easy to do, few seconds
» Few questions
1. How did we do?
2. Why?
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REFERRALS

Loyal customers are a different breed.
They don't just come back, they don't simply
recommend you, they insist that their

friends & family do business with you.
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BOUGHT SALES VS EARNED SALES?

Total Sales — Earned Sales (Repeat & Referrals)

= Bought Sales (advertising)
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BOUGHT VS EARNED SALES

Total Sales 100%
Repeat Customers 50%
Referred Customers 32%

Earned Sales -82%

Bought Customers 28%

NEW CLIENT ACQUISITION

CarterMario

s REEEEEEEEE

---------------------

CXEXECUTIVE
ACADEMY "=

PRICE MYTH BUSTER

19%

of their customers were leaving, per year, due to lower prices
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PRICE MYTH BUSTER

1 9% - 3% customer attrition

$80M - $1 20M sales
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MAKE THE ONE THING THE ONE THING MAKE THE ONE THING THE ONE THING

“If we can improve 1%

it will mean millions in profit”
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PRICE MYTH BUSTER PRICE MYTH BUSTER

Veteran Opt Out = VOOs

Losing 1 5% VOOs per month to lower rates

Every 1% = $400,000

NewDay USA=

CXEXECUTIVE

* AE ghosting Veterans
* Solely focused on next sale
* System AE had to communicate with the Veteran every 5 days
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Average monthly VOO 15% - 8% %“5% =
o Customer Retention Rates
Reduction of =7 A) in monthly VOOs

Referrals

$2,000,000 Revenue per month Close ratio
Complaints

CXEXECUTIVE % of new customers (Advertising vs Referrals) cystomer Service
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HOW WILL WE MEASURE YOUR
CUSTOMER EXPERIENCE?

CX KEY PERFORMANCE INDICATORS

ROX DASHBOARD

(RETURN ON EXPERIENCE)

KEY PERFORMANCE INDICATORS

What key performance indicators (KPls) are you currently tracking as a company, as a
team/department, and individually? for example;

Do you know your client retention/resign rate

NPS or customer satisfaction scores

Earned sales versus bought sales
Who in your company retains the highest % of their customers? Who in your company gets

the most referrals?

Do you know how much a 5% difference in any of those previous mentioned would have

on your revenue and profit?
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e CSAT Survey/NPS ¢ Lifetime value

» Customer Retention/Resign ¢ Annual spend

* Referrals e Customer complaints

e Customer Reviews ¢ First time call resolution

¢ New Customer Source ¢ Earned Customer Growth
CXEXECUTIVE

CXEXECUTIVE

ACADEMY = HCADENIY =

METRICS

Put N/A next to the ones that don't apply to your business model, a 1 next to the ones you
are already tracking, a 2 next to the ones you could track and a 3 next to the ones you
currently can't track but need to:

_____ Customer Retention Rates

77777 Resign rates

_____ Referrals

_____ Close ratio

77777 Complaints

77777 New Customer Source % (Advertising vs Referrals)

_____ CSAT Survey
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_____ Customer Reviews
_____ Average Annual spend
————— Customer complaints
_____ First time call resolution

_____ Customer effort score
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ROX DASHBOARD

ROX Dashboard
5 Weeks Rolling

]
86% - 42.9% 0
om ] 78% 13.3% 31.8% 1
v ] 70% 9.3% 23.4% 0
75% - 1.1% 0
Memb 82% - 12.8% 0
77% 26.7% 35.3% 0

£ Based on CallMiner Data




