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Customer-Centric Culture and Building a Customer Experience
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Course Overview:

Customer Experience management is the new goldmine
for Organizations looking to transform their businesses.
Today’s new norm is about delivering differentiated
customer experiences that drive new levels of loyalty and
revenue like never before. And industry events including
customer and employee experience conferences are a
great place for C-level executives and CX / EX
professionals to focus on strategic approaches to keeping
their most valuable asset — employees — happy so they
can deliver exceptional customer experiences.

The 4-days Customers Experience Professional & ROI
course is designed for those wishing to develop their
understanding of best practice disciplines, tools,
techniques, and methods in the field of Customer

Experience being deployed across the world.

Targeted Competencies

— Customer Experience Transformation.
— Customer Experience Framework.

— Customer Journey Management.

— CX Metrics and Measurements.
—Return on Investment Modeling.

—ROI Communication and Buy-in.
Course Value

Everything about the customer changes like motivation,
communication, expectations, time, and purchasing
power. Life events come less predictable than they were
in the past, and if these organizations do not inevitably go
along with these transformations, they will fail to build
strategies based on the new facts and lives of the clients
they serve, to remain relevant in today's market.
Therefore, the ability to provide excellence in customer
experience is a factor and goal for organizations in their

operational excellence journey.

touydd| @bjﬁ.” el

ol cadll exie (2 edleadl Ly 8yl
Lllesl ahai]) Jl sy &l clolaiell
oyld @aads 3 pgdl woadl Hlall Jiew
sl (o Bgir Sbigiun 985 Ailiie Do
oo IS g dete L e o @1 lalydl
pal o onabsll Lyzmip Sleall 2y
ol gpaell Gl GSs clzgall
gzl e 2SUW CX/ EX (G simay
G "onaboll" alaol cal e Lolixl)
e Maald Aslidie] ylomes uautd3 (1o 19380y
yzmi Bylo] 3 ALY meliy puesad @
& ore Ll Al ol 80l wsladl uglBg e Dlasll
olaadly Slapldl Jadd qalall gl
Loy oty (@1 e Meadl sy Jloma § el
bl e &

a8 eud | olylusd

eMeadl Lyzs 9o dagall -

eeadl Lyzs Joe 5] -

NP IO - PESF oW [

dian]l Sigmg Jpaadl Ay ,10) =

e Maadl yz5 § Aessiad! eplall -
leadl Lyzes § letiadl] A s (e wilall -

t gyl aliall Agoa

¥ lasyl adlgall Jte pdty Jeeadl (e e o S
Slasl by 2l adl 35ally cdgll cculadgnll
Ji> 39 ol § dule ofS Lea lasgs J51 5Ll
Loz c¥gmall ells po oilens o Slelaill sa
@izl ) Tolidal climslial sly § Jbdiw
ARG IA RPN ES JURNE S PEN | pRINES Y PES | P
Adss de il ol AU a9l Gou @ Ao
Slelaiall cduag Jale (2 eMaall Lyzms (§ o]l

e penll Ay




AIH®D

Therefore, Aljhood Group decided to hold this training
program to enable the participants to familiarize
themselves with the customer experience strategy, tools
and methods of developing it, how to align it with the
organization strategy, and to provide the participants
with the mostimportant methods that help to identify the
behaviors, needs and aspirations of customers to ensure
the provision of a distinct and wonderful customer
experience, leading to focus On the steps to how to make

a consistently positive customer experience

Training Outcomes
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—The importance of understanding who your customers i)l L

are and recognizing the importance of defining the roles

employees play in delivering the customer experience

and how to create and sustain a customer-centric

culture.
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Training Impact

Atthe end of the training and obtaining a certificate of passing
the final exam, the organization will have awork team and the
individual has distinguished skills at a professional level with
several skills and abilities that enable him to carry out the tasks
assigned to him to the fullest and enable the institution to
benefit from the skills of the participating employee:

— CX data mining and analysis.

— How to build an infrastructure and mechanisms to capture
CX data (surveys, operational data, customer behavior,
word of mouth, financial performance, etc.).

— Connecting experience improvement to business outcomes
(growth, attrition, profitability, etc.).

—Impact of experience changes on loyalty and business
performance across customer groups.

—Report results, insights, and recommended actions to
improve.

—Relationship and financial metrics (cross-sell, product
penetration, etc.).

— Customer experience management dashboards.

— Strategies to communicate metrics and ROl with employee
and stakeholder groups.

— Connecting CX metrics and measurements to the broader
CXstrategy.

— Quantifying business value and ROl of investing in
customer experience.

—Reporting on direct and indirect impact of experience
improvement.

— Strategies to drive executive support and engagementin CX
metrics and results.

— Operationalizing your CX metrics and measurement
framework to drive improved results.

— Experience measurement and research methodologies

including Net Promoter score and methodology.
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Course Modules

Module “1”: Customer Experience Transformation

A holistic approach to CX transformation:

A true customer-centric transformation often entails
rethinking a business or even the business model itself,
which is the only way the transformation can achieve its
full impact and remain sustainable.

A fundamental change of mindset focusing on the
customer, along with operational and IT improvements
can generate a 20 to 30 percent uplift in customer
satisfaction, a 10 to 20 percent improvement in
employee satisfaction, and economic gains ranging
from 20 to 50 percent of the cost base addressed in the
various journeys.

Three major components for CX transformation:
Any successful customer-experience program must
contain several components, “The first is top-
management buy-in on a customer-centric strategy to
ensure a shared vision. Secondly, core customer
journeys must be identified and transformed by
redesigning and digitizing them. Finally, enable the
transformation by establishing a permanent, live
feedback loop from customers to as many employees as
possible.

The starting point for a transformation:

Customer experience is an excellent starting point for a
digital transformation because it places the emphasis on
creating a happy customer and will also solve a lot of
inherent inefficiencies, keys to success include engaging
with your customer early and throughout the process
and employing cross-functional teams to tap into the
organization’s experiences and expertise, A focus on
value and bottom-line value delivery is also critical, as is

the ability to create broad excitement within the

organization.
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Common themes in customer-experience
transformations:

Effective customer-experience transformations require
a clear vision and a customer-centric, ambitious
articulation of goals, and Metrics are crucial for
understanding customer needs and performance levels,
but leaders also need to take a holistic view of the end-
to-end customer experience, a typical transformation
can take two to three years and relies on attracting or
upskilling talent to sustain the continuous improvement

necessary for success.

Module “2" Customer Experience

Framework

Framework for Designing CX:

When undertaking a digital transformation
strategy, one of the first — and mostimportant —
steps in the process is to create a compelling
customer experience (CX), Think of some of the
leaders in the CX space like Amazon, Southwest
Airlines, Zappos, and JetBlue. We all know a strong
CX when we see it. Good CX is easy to recognize,
but it can be difficult to deliver. It’s the total of all
customer interactions and, behind the scenes, the
people, systems, technology, and processes that
enable and power those experiences.

And since CX sits at the intersection of your
product,  brand,  customer  engagement,
transactions and customer care, designing (or
redesigning, which is more often the case) your
business around your customer requires
extraordinary collaboration and effort, Think of CX
as an invisible thread that ties all interactions into a
cohesive whole, with the result being a happy
customer who won't hesitate to continue to do

business with you.
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CX Best Practices:

Several leaders speak in the customer experience
strategy and implementation world to get their
insights about CX and ask them about best
practices to form a framework for mapping
customer experience. Whether you're already at
the top of your CX game or are just getting started,
creating a strong customer experience embodies
these characteristics: a customer-first-focus,
empathy for the customer, a holistic outlook, and
an agile approach to development.
Customer-First Focus:

Across the board, everyone | spoke with echoed a
“start with the customer” mantraand advocated for
an “outside-in” approach, where putting yourself
and your team in the shoes of the customer is Job
One when it comes to designing a useful and
differentiating customer experience.

“Start with the customer” might sound obvious, but
Organizations often approach CX and digital
transformation from an inward-facing, cost-
cutting, or productivity perspective, which rarely

results in a superior experience for the customer.

Module “3”: Customer Journey Management

Towards competition through CX:

New technologies are changing the face of customer
service; the “one-size-fits-all customer” is a thing of

the past, this means that enterprises are no longer
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instead turning to customer experience to gain a
competitive advantage. Yet, by adding new channels
for customer engagement, Organizations risk creating

a more fragmented customer experience. Even when
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struggle to operationalize and automate the insights
gained.

Managing the CX experience in with of the
customer's Behaviors:

Today’s empowered customers, choose their path and
view the entirety of the experience with your brand
across all touchpoints as one connected experience.
Your customers interact with you on their terms, shift
preferences, flow across channels, and take
unpredictable routes to a fluid destination. As a result,
your sales, marketing, and customer experience
organizations need to deal with broader issues:
customer’s demand for transparency, shorter
consumer attention spans, ubiquitous connectivity
and access, and traditional channel fatigue. On the
other hand, the back-stage functions need to know
where the technology and systems issues lie, to
understand where individual’s customers “get stuck
or lost,” and drop off the grid altogether.

Towards shaping the CX:

A journey map puts the customer front and center of
your organization is thinking, enabling your ability to
hear and act upon the voice of your customers,
employees, and business needs. It describes the
process of shaping your customers’ experiences (CX)
at each stage of the buying cycle using the different
channels, and with a broader scope, influencing their
perception of your brand. It demonstrates a new way

of discovering customer behavior, thoughts, feelings,

and preferences.

Module “4”: Business Value & ROl of CX
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build a robust and accessible ROI model. It
will also enable you to assess CX projects
proactively and to evaluate feasibility versus
experience impact, hence enabling you to
further control your CX budget, demonstrate
the value of experience improvements, and
get you all set for next year's budgeting
exercises.

Towards enhancing digital technology in
ROL:

Delivered by a CX professional with over 10
years of experience in the field, the case
studies and live examples in this course will
create a relatable framework for you to start
applying directly to your organization.

ROl inspires customer experience
professionals

To this effect, Aljhood group has
commissioned this training design to raise
awareness on this essential topic, and prepare
CX professionals to create amazing customer
experiences while connecting them to
tangible results and obtaining executive buy-
in. This practice is intended to become a
standard part of your CX strategy, guiding
you to prioritize the CX roadmap and
the different

projects, navigating

requirements to achieve the desired

experience with the relevant impact on the

top and bottom lines.
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