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Your customers’ experiences have changed.  Even if their own experience with your organization has not 
changed, how you fit with everything else around them has changed.   
 

Remote tools to work with you and your employees when you are off-site. 
Research existing experiences and deliver experiences in an inexpensive way, using internet tools, where 
you, me, your employees, and your customers can participate from anywhere.  We can all work remotely 
for all the services listed on this page and at times for the services listed on the reverse side. 

Services 

Operational Journey Maps 
During the mapping session we will map 3 levels: 

 What we think the customer is experiencing. 
 The sales, service, and operations directly impacting the customers. 
 The supporting operations that the customer doesn’t see. 

The focus is ensuring that the operations are working.  When we later conduct a Customer Journey Map, the 
focus then shifts to what the customer is experiencing.  

Ideal for uncovering quick fixes as well as providing a forum when employees can communicate across 
operational and sales areas.  Encourages participation by all areas of the organization even those who might not 
feel that they have customer experiences to share. 

Customer Journey Maps 
A customer journey map is the best tool available to understand how a customer forms their perception of you.  
You define the beginning and end points of the journey.  The team walks through the customer’s interactions 
creating a visual map of the processes, needs, and perceptions along the journey.   

We’ll use an actual customer experience and/or draft a persona drawing on research and feedback from multiple 
customers. 

The result includes the identification of pain-points, moments of delight, quick fixes, and a report including 
recommendations.   

Online Focus Groups 
Today’s web-conference focus groups make it easier and less expensive to get feedback from target customers.  
The web-format makes it much easier for management to observe.  Also, the format allows for a very usable web-
recording substantially superior to the old-style camera in the room.   

We’ll recruit customers to join a web-conference similar in structure to a traditional focus group.  Save on the cost 
of renting a facility as well as the cost of travel and providing a meal.  Since the participants are not traveling, the 
thank you gift can be of significantly less value.   

The entire session is recorded with a report delivered within a week after the session. 
 
 
    

“The ideal gap between the brand image (what customers are promised) and the brand 
reality (what customers actually experience) is zero.”   
Matt Atkinson, The Ten Principles Behind Great Customer Experiences 



About  
I have over 20 years’ experience in Marketing and Customer Experience including Channels Manager, Chief 
Experience Officer and Marketing Director.  Previously, I was member of Forrester’s Customer Experience 
Advisory Board.   

I have a BS in Finance from UConn and an MBA from Fordham with a specialization in Quantitative Methods. 
LinkedIn.com/in/longviewcxm/ for more information about me.   
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CX Vision, Strategy, and Metrics 
I will help you craft a brand based CX Vision that channels CX efforts into a roadmap of tactics and 
implementations.  You’ll have a CX Vision that is: 

Authentic – Represents the brand value 
Inspiring – Creative actions and support from your employees 
Mobilizing – The entire organization can engage. 

I will help you set CX Priorities and define the desired experience for those priorities.  We will consider potential 
return on investment on your priorities.  We’ll identify then track progress on Interaction, Perception, and 
Outcome Metrics. 

Empowering every employee to be a CX Leader 
Most organizations are very good at soliciting their employee’s opinions, but some don’t give their employee the 
opportunity to communicate what the customer actually said that led the employee to form their opinion.   

Bright Spot Analysis is when you compare a group of consistently high performers against a group of 
average performers.  We will observe the differences in behavior and then interview both groups 
observed and their colleagues.  I will report the opportunities for the organization to help average 
performers demonstrate the behaviors demonstrated by high performers. 
Celebrate Employees demonstrating customer centric behavior by helping employees identify the 
behaviors and share with the rest of the team.  Make it both fun and easy to create recognition.  It is 
advantageous to celebrate the employee initiating the recognition as they are also demonstrating the 
desired CX skills and behaviors.     
Voice of the Employee (VoE) Ensure that all employees are empowered to act on (or escalate) a customer 
telling them about their experience with your company.  This usually starts with small team meetings 
resulting in a feedback loop reassuring the employees that their input was considered. 

CX and Brand 
CX research tools come from the same tool kit as marketing’s research tools.  Also, many of the metrics relied on 
by CX professionals, like NPS, were developed to measure marketing productivity.  As a CX professional with 
extensive marketing experience, I will help you: 

 Implement a strong Voice of the Customer (VoC) program then compare what you are hearing from your 
customers against your Brand Promise.   

 Review your existing research and reports to uncover customer experience information. 
 Run basic research including surveys, interviews, and focus groups.  Where I don’t provide the needed 

research, I’ll help you find and vet other research providers. 
 Add a customer experience perspective to your UX development.   

Marketing Support for Banks 
With over 20 years of bank marketing management experience, I can provide short-term support in three areas: 

1) Provide review and recommendations to bank marketing staffs while the bank fills an open CMO or other 
senior marketing management opening.   

2) Consult and guide a marketing team toward more effective use of their MCIF. 
3) Conduct a channels review to gain a better understanding of how customers bank with you.    

 
 


