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Customer Experience (CX) Primer is part of the 7C
your unknown framework at CXNow — the Customer Experience Trans-
CX factors formation Program at Virtuos, offering modern CX best
practices, business and technology insights, research
and advisory services on a continuous basis. CX Primer
kickstarts discussions with C-Level Executives across
various departments on CX Program with multiple work-
shops, and methodologies.
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CX PRIMER — A FIRST STEP TO CX TRANSFORMATION

CX leaders need a well-understood mandate to measure, manage and influence the customer experi-
ence delivered across the organization. At Virtuos we will use the following steps to build and lead a
cross-functional CX team that drives change, alignment and improvement to customer and business

outcomes.



VISION CONNECT

Set operational objectives, establish a connect with the
cross-functional team, and understand CX initiatives to
manage current state (CXOpia).

CX METRICS

Identifying common metrics and using those metrics to
track, measure, manage and communicate CX impact on
business goals.

CX PERFORMANCE AND ROI

Provides practical advice on justifying CX investments;
offers tools to design CX metrics dashboards; illustrates
examples from industry.

TECH INSIGHTS

Insight into the technologies that help customers to
evaluate, measure and act on customer perception, senti-
ment, and experiences.

GOVERNANCE

Assist CX leaders to define the CX functional strategy and
mandate, establish governance model and build capabili-
ties to ensure a commitment to CX.

' 1 CX READINESS
Work with CX leaders on CX budgeting, organizational CX
readiness, and ways to advance CX maturity across
departments and channels.
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Integrating CRM, CX and Marketing
Customer relationship management (CRM) and customer experience
(CX) management are interconnected business strategies that often
require the use of technologies to support the execution of the plan.
Besides, CRM and CX no longer sufficient to perform in tandem without
the use of advanced marketing (see our M3 Model) and digital transfor-
mation strategies. In fact, CRM and CX technologies (with integrated
Modern Marketing Model — M3) happen to contribute to significant
digital transformation leading the application market worldwide.
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