Mulberry Consulting Practitioners call = 24 June 2010

Sharing best Customer Experience practices from the publishing and media
sectors

Featuring Nick Bradley (Group Marketing Director City & Guilds and until recently Marketing
Director at Getty Images) and Charlie Swift (VP, Database Strategy and Marketing, Hearst
Magazines).

On 24 June 2010 Mulberry Consulting held one of its monthly Practitioner Calls. The call was
attended by a great many practitioners from around the world from the banking, financial services,
publishing, telecommunications, and IT services sectors.

The call was kicked off by David Hicks CEO of Mulberry Consulting introducing the guest speakers
followed by David leading a discussion session then inviting the audience to ask questions - the
main themes over both calls were as follows:

Why do organisations decide to implement a customer strategy?

There is a growing realisation within organisations that every time there is contact with a customer
the value to the organisation of that contact is not being maximised. In order therefore to make the
most from each customer contact a strategy is required. Customers are also driving the
implementation of a strategy within organisations by articulating their demands for a more
personalised / added value experience.

In the newspaper and magazine publishing sector in particular products are constantly evolving in
response to customer requirements and so must be in constant contact with their customers to
ensure that views are being listened to and acted upon. Without this focus customers will not buy
the product and, in turn, advertisers will not buy advertising space. As more and more publishing
moves to digital customers are to a greater degree creators of content rather than merely consumers
and, as such, becoming increasingly important to publishing businesses.

How do organisations the go about implementing the customer strategy?

The first point is to ensure that the organisation as a whole recognises that customer centricity is not
the responsibility of one department but must run through all departments and processes if it is to
be successful. One way of driving this is to encourage all employees to have some direct customer
contact so that they can gain some insight at first hand and then to realise the impact of actions
(even internal actions) on the customer relationship.

Another strand of implementing a customer strategy is to test various permutations of products or
offers and focus in on the ones that customers tell you are the best suited to their requirements.
Simultaneous testing of different variations will serve to enable product development to be very
responsive to the market and thus more attractive to customers. In order for such testing to work
there must be a clear and complete plan for the testing including setting out detailed objectives;
such a plan will then inform the detail of the testing process.

Of course none of this is easy but needs to be driven within the organisation.



How do you keep the organisation aligned with the customer strategy?

Unless the culture of the organisation is fully in line with the customer strategy the one key thing is
to have a named owner for the strategy. Once you have an owner then there is a point of
responsibility and someone whose role it is to maintain the focus within the organisation. Itis
important that the owner is of sufficient seniority within the organisation to allow them to be
listened to. The department leading the customer strategy will depend on the nature of the
organisation — it could be that the “champion” will have some form of accountability for key metrics
within the organisation - in publishing, for example, this could sit within the advertising or circulation
revenue streams; or it could be that the Marketing Department takes the lead as the ones closest to
the voice of the customer.

Measures are key in driving the strategy forward whether it is Net Promoter® Score (NPS) or some
other key customer satisfaction metrics which maintain a real focus within the organisation. The
advantage of NPS is that it can be used to learn why customers give their answer by asking a simple
second question; this then can be used to create supporting metrics which are customised to reflect
the areas of importance to the customer. In the publishing arena things such as renewal rates and
purchase and renewal rates can act as a proxy for satisfaction through acting as a measure of churn
/ loyalty.

Regardless of the measures used however, the key is then linking the customer satisfaction results
into revenue so that actions can then be translated into the impact on the bottom line. There can be
too much focus on the measure itself without then translating this into acting on the insights that
the measures can give.

Do the panel have any recommendations or warnings?

e Sometimes you can be very rigorous in the approach and get overly analytical but sometimes
this just doesn’t work. There are times where you need to go with your immediate reaction; a
balance is required.

e You have to be able to recognise quickly when a change of direction is required instead of
sticking too long with the initial strategy.

e Before kicking off a customer strategy review where the organisation is on the path, including
different departments as there will possibly be different levels of maturity across different
functions.

e Having the backing of the CEO makes the process much easier.

e Adegree of pragmatism is required in launching a strategy — going the whole hog in one go
might be too daunting for the organisation so a small victory can get things moving.

Practitioner calls from Mulberry Consulting

Mulberry Consulting holds monthly calls exclusively for practitioners interested in customer
experience issues. The calls are usually focused on a topical issue and participants are also able to
suggest areas that they would like to discuss. The calls are a great way to learn about best practice,
to identify and address common challenges - and to make new contacts. And on each call Mulberry
Consulting is on hand to offer its unique perspectives and expertise.

Participation in the calls is by invitation only. There will be a short break over the summer with the
next call scheduled for September 2010. To register an interest in joining the next call please
contact us.
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