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Mulberry Consulting Practitioners call - 30 March 2010

Delivering an integrated online and offline end to end customer experience
Featuring Kerry Munro until recently CEO of Yahoo Canada

On 30 March 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 financial services,
publishing, telecommunications, and IT services sectors.

David Hicks CEO of Mulberry Consulting introduced Kerry Munro who had, until recently, been CEO of
Yahoo Canada. During the call David led a discussion session with Kerry and invited the audience to
email questions to be included at the appropriate times — the main themes were as follows:

The fragmentation between “Digital” and “Traditional” competencies within organisations.
Since the onset of companies having a digital presence, whether through websites, social
media or other channels, there has been a temptation to treat “digital” as different to other
parts of the organisation. An example of this would be by pushing responsibility for content
and functionality to individuals who understand the technology but who may not necessarily
have an understanding of the overall business strategy.

In addition a company’s web presence is often seen as a marketing tactic rather than a core
part of what the organisation does which, Kerry argued, is no longer appropriate based on
the number of people with access to the internet and the amount of time spent using it. The
approach to digital should be seen as part of the core business strategy and not as a separate
entity.

Often this approach to digital media is blamed on the fact that senior managers, in particular
at board level, do not understand the technology, having been used to doing business
through more traditional means. While executives of all ages may not fully understand the
day to day technicdlities it does not mean it should not be treated as part of the overall
corporate strategy; Kerry suggested it is thought of as another distribution channel.

How can a fragmented organisation integrate channels?
The key question that should be asked is “What is our customer strategy?” then the
organisation should look at how best to address that. When looked at in this light the web (or
other digital tools) becomes one of a range of choices where the key is to choose the most
appropriate for that particular customer and to best support the organisational goals
(building awareness, enhancing relationships, transactional, etc).

Kerry gave an example of how a leading brand addressed the issue of increasing awareness,
repositioning the brand and driving sales by developing an integrated campaign (digital and
traditional) with digital media at the core.

What lessons can be learned when trying to develop an integrated strategy?

e As previously mentioned, do not forget that digital is part of the overall strategy and
not a standalone marketing device.

e Develop measures to demonstrate to the whole organisation the value that emanates
from social media, and other digital, programmes.
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e Don’t run before you can walk — get the basics of a digital presence right before
moving on to the next levels.

e Link everything back into the organisation — for example leveraging social media as
part of the wider customer service proposition where lessons can be learned for the
organisation by monitoring topics of concern that are being raised.

e Make sure the wider organisation is set up to respond to the potential impact of social
media, for example driving enquiries which will need to be answered or orders that will
need to be fulfilled.

e Aswith all media only publish material which supports and enhances your brand
values and ensure that this discipline is enshrined throughout the organisation.

e Social mediais part and parcel of today’s world and cannot be ignored, especially in
light of the speed at which information can be spread.

e Published feedback from individuals (both good and bad) more and more drives
consumer purchasing decisions, even though the consumer does not know the
reviewers.

How digital can be used in employee facing applications
More and more potential employees will base decisions to work for any given organisation on
the digital as well as more traditional environments (physical, cultural, etc.) within that
organisation. Companies in the vanguard of this movement are now using intranets to
provide social media type tools and facilities for employees so that, for example, profiles can
be shared allowing individuals to search for colleagues with particular skill sets or experiences.

This can be very powerful in giving a cross enterprise view of the organisations breaking down
departmental and divisional silos.

Kerry concluded by mentioning that digital channels are only going to grow in importance and
cannot be ignored. He suggested that there were 3 key questions that executives should focus on:-

1. Are we doing enough to leverage digital channels?
2. How activity in the digital space impacts on key metrics - this can be measured.
3. How to learn more about the digital media and its impact on the organisation.

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. The next call will be held on 29" April (9am and 5pm
UK time) and will focus on best practice in the insurance sector; to register an interest in joining
please contact us.
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